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Abstract

After the introduction of the Internet asdveralocial media latforms advertisers use narrative
advertisement to influence potential consumers. However, consumers are becoming more vocal and
critical and with the easy accessibility of the Interaat] engage ionline discussionthatcan

potentially influence the attide towards a brand or produaetd the intention to purchasehrough

product reviewing on YouTube, consumers can share andssxfireir opiniomegarding a specific

brand or product with other consumers. Advertisers are now collaborating with these reviewers
through sponsorship deals in order to talk about their brand, and thus advertise and promote them. Via
commentswith different sentimentsn YouTube, users can discuss and expressdpigiion and
emotiontowards the associated brand whicbéing talked abouh the video. This research sets out

to investigate the potential influence these user comments underneath awitmolobe has on the

brand and produdhat is being reviewed by a consunigne research is guided by the following

research questolow and to what extent do the senti ment
and review type influence brand attitude anachase intention of products featured in a review video

on YouTube? quantitative research method was conducted, using a survey to retrieve data from the
participants in order to analyse and help answer the research question. The experiment cbasisted o
(paid) product review video and linked this to user comments, which were chosen after performing a
sentiment analysis, potentially influencing the brand attitude and purchase intention of the participant.
This classical experimental desigonsisted ofen separate conditions arefrieved 412 completed
surveysAccording to the analysis of the findings, the sentiment of chosen comments on YouTube
influences brand attitude positively. Subsequently, brand attitude has a positive relation with purchase
intention. Conversely, reading comments that other users have written do not influence any behaviour
towards commenting or attitude towards a brand. Also, a narrative advertising strategy used into
product reviewing on YouTube is not of importance in the &his study recommendsmilar

researchindor distinct productswhile focusing on target groups, even outside the social media

platform of YouTube.

KEYWORDS: Brand Attitude, YouTube Comments, Review Video, Purchase Intention, Sponsored

Advertising Disclosure
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1. Introduction

YouTube has over a billion users according to its statistics page. That is almostdd #iiddternet
users People watch hundreds of millions of hours of YouTube videos and generate billion of views
everyday (YouTube Statistics, 2017T.he platform is onef the most successful websites since its
establishment in 200Besides Facebook (Kallas, 201YpuTubeprovides a servictor usergo share
various kinds oWideos online, from amateur videos like-Bgncing teenager@ndcooking recipeso
newsbroadcast¢Cheng, Dale, & Liu, 2008reeman & Chapman, 200Van Dijck, 2009. YouTube
hasemerged as an important social media platform to share indivsthrédsand experiencethrough
videoswith othergPace, 2008and has impaetinternet traffic, reshaping popular cultulde success
of YouTube lies in the eadg-use integratednline platformwhere uploading, managing, sharing and
watching videoss easier to do than its competitors. YouTubeliser generated content (UGC) website,
in which the users are participatory and creatlveallows users to tag the uploaded videos with
keywordsso that thechances of theideo getting watched by more peoflecomes highelJsers can
also rate and commeann the videosenablessommunities and groups form, which hascortributed

to its success (Cheng et al., 2Q@3cause of the huge success of Ubsitest came as no surprise
that i n 2006 ‘Pedanwfthe WeatnydimeMagazirgVan Dijck, 2009)

A wide range olUGC websiteshasadopted featuresnd new opportunitiehat enables social
interaction andhetworkingto take placdetween its user&imong all UGC websites, YouTube is the
largest UGC video on demand system (Cha, Kwakyigoedz, Ahn & Moon, 2007and is defined as a
content community (Smith, Fischer & Yongjian, 2012puTube offerssucha feature wheresersare
ablet o create a personal profile page, Ugihgtheith YouTu
personaprofile to access YouTubhesersare able taomment on videos they watch, if commenting is
allowed by thev i d eownersPostingcommentsas a response to the contgdrticularly on social
websites, has become aessentiafeature (Hu, Sun, & Lim, 200&8su, Khabiri, & Caverlee, 2009
According to Lange (200@serswho post comments prompt the video maker to read or respond to the
comment.Comments can be considered implicit links betwasers representing discussion among
themwho respond t@ne another and the interaction between the userwm®t who posts the videA
wealth of comments is a good indication for the significance ofdlaedobject (Mishne & Glance,
2009. With the associated comments, users can express their opinions or restiendideo content
Comments are therefore used for @{pression, providing emotional support, reminiscence, grieving
and advice, as well as direct comments on the video (fglelflden, Ruthven & McMenemy, 2013).
And according to prior researchgwers ’ perceptions regarding the col
(Siersdorfer, Che

by comments written by others
Kim, and Anthony, 2010; Schultes, Dorner & Lehner, 2013).



Since the beginning of the World W& Web in 1994the Internet has beow an advertising
medium in addition to its being a source of information and data. Initially, advertising took the form of
interactive banners appearing on the visited webSitece hen cookies, corporate websitgsush
technology, popup advertising, web communities, shopping bots \a#resedfor advertising purposes.
After 200Q other ideas were introducedch adoyalty marketing and viral marketinghroughe-mails,
customer riationshigs could be maintainedyut withviral marketing customers play a large role in the
multiplicative spreadoh br and’ s name. Sharing adyvwithbnlinee ment s
communities and weblodgecomingmore popularWith the introduction of YouTubeompaniesauld

now advertisevideosthat aremore accessibl® a larger audiend@arnes & Hair, 2009)

When YouTube was founded as a consumer media company in 2005, the intention of YouTube
was to share exclusively usgenerated videos. However nowadays, th&égia has become largely
an online destination for shared content originating from professional sources (Freeman & Chapman,
2007). Only a small percentage of the users actually create their own content to share with the world.
Still, the majority of the usrs are passive viewers (Van Dijck, 2009). This shift in use of YouTube
made it a an attractive online medium for advertisers. Furthermore, the most frequerdf tsers
platformare the current yourggeneration betweethe ageof 18 to 34. This genetian watclesmore
YouTube videoscompared toany cable television channel. And YouTulkso offers customied
versions for mobile devicas order for users teiew videoswith more easéDehghani, Niaki, Ramezani
& Sali, 2016).The videos on YouTube fromsers and advertising agencies could also be easily

embedded on other social networking sites such as Twitter and Facebook (Barnes & Hair, 2009).

According to Brown (2005), videos with branding may be the most powerful method of creating
a strong mentampressionon its viewers. A brand is a mental image that an individual has when they

hear the name ofthecompalyi deos enhance the public’ s i.mpressi
Verbal, vocal and visuatommunication characteristiaonvergein a video Thus, theviewer is

impacted on mulgile communication fronts (Waters & Jones, 2011; Morency, Mihalcea & Doshi,

2011) With the use of these three characteristios,recipient of the videis more likely to remember

the key messagéMehrabian& de Wetter 1987). Branding through videos occurs not only for
commercial purposes, organizati@ush agnon)profit and government agencies are using social media

as wellto spread their news and information, including YouT(Herguson, 2008)

Socialmedia websitebavebecomea growingsource for informatiorSharing opinions by users
on various topicss a trend as well on YouTube. By combining audio and visual ¢irauvideo, the
information by the speaker gets to be experienced more valuabiéthrtde right sentiment, compared
to textual reviews (Wollmer, Weninger, Knaup, Schuller, Sun, Sagae & Mor2@it$8).Users record
videos to inform other users of their personal experiences regarding a product, entity or a particular

event (Morency, Mihlzea & Doshi, 2011)With this growth, consumer review videlbavebecome an



increasinglyvaluable and influential source d@fiformation because of their capacity to influence
consumer s’ buying deci si)o@oasunfel®isir iouTubefireguénily to& Wal s
search for product reviews before purchasing a product (Wu, 28Id3t of these opinions are

voluntarily and are considerdd be honest.According to an online studpy BuzzMyVideos and

OnePoll] YouTube’'s cont ent trustrwihgptoduct seviegve (Maris@ 2615t h e mo ¢

But there are also videdhat use' nrat i ve adver teiagpioduc or blarmin pr o mo
narratve advertising the adertisementis designed to blend in thpage contentOn YouTube
disclosure languags integrated in videoghere the creatanentiors that there is a sponsored product
being used. The terminology commonly used includ8ponsored (Content), Promoted (By) or
Advertisement(Manic, 2015) Consumers generally do not view YouTube videos asusce of
advertisement, therefore marketing in YouTube can be far more effective than traditional marketing.
There are three forms under which sponsored ac
sponsorship where the sponsoring company pays th&obau a flat fee, or a specified amount per
number of views on a video specifically created to market a brand or product, (2) affiliated links where
purchases made through the link, or coupon code provided by the YouTuber will help the YouTuber
earn a comission on the sale, and (3) free product sampling where companies send products to
YouTubers with the hope that they will cregr®duct reviews, advertorialand just general exposure
oftheproduct ( Wu). 2016

Viewers on YouTube are becoming more awarthe presence of a marketing strategy used in
videos, and some even point out their suspicion of a video being sponsoredémtinent section
They appreciate transparency about product placements, endorsements or spondbighiixl 6)
Muli Salem,product manageat YouTube writes otheirblog, YouTube creators are |
influential voices in media today. Since brands increasingly recognize the value of the connection
creators have with their fans around the world, #ieynvesting incollaborations to reach viewers in
interesting and authentic way6.) While there are a variety of ways creators can disclose paid
promotions, today we are launching a new, optional video feature that adds visible text on the video for
the first few secods a viewer watches, infomg viewers of a paid promotidi{Salem, 2016para. 1,
2). The difference between a voluntary revieideo and a paid reviewideois moreobviousto the
viewer. According to prior research, there is a distinction between tgpts in the perception by the
receiver of the review video. Voluntary review videos are experienced more honest (Bae & Lee, 2011,
Morency, Mihalcea & Doshi, 20),1whereagaid review videos may have a negative effect on the
credibility of the information(Kozinets, De Valck, Wojnicki & Wilner, 2010; McQuarrie, Miller &

Phillips, 2013) Therefore, both types of product reviews on YouTube will be researched.

The maingoalof advertising ishe purchase of thiromotedproduct. In order for this to happen,

a potential buyemust be preconditioned by first raisitigeir brand awareness, and thefiecting



changes itheir attitudes toward it before purchase is considered (Percy).X9pions by others can

influence the decision making process of an indigldCambria, Schuller, Xia & Havasi, 2013; Takacs,

Flache & Méas, 2014)Thus, comments with sentiment, as eesponséo a voluntary and paid product

review videday other viewersn YouTube capotentiallyi nf | ue nc e o0 naboutsheevigmn opi ni
informationandalsoimpact brand attitude and ultimately purchase intenfitverefore the following

research question has been formulated:

RQ: How and to what extent do the sentiment of ¢

influence brand attude and purchase intention of products featured in a review video on YouTube?

1.1 Academic and Societal Relevance

As YouTube becomes more integrated in the surfing habits of people using the Internet, advertisers are
using this platform to promote andalnd their products (Chen, 2013; Freeman & Chapman,;2007

Waters & Jones, 2011; Morency, Mihalcea & Doshi, 20Hbwever, prior research on either paid or

voluntary review videos, @ o mme nt s’ potenti al influenceison br a
sparse.Furthermore, a prominent question ighié userscommentsaccompanyinghe review videcs

on YouTubeas a response to the contkave an influence ondtbrand attitude of the produeith the
consumersPrevious researchak exploredthe predttion of ratings on comments, the audience that

writes comments and what extent these comments become debates, salient aspects of commenting
behaviour and using comments as means for communication ased@efsioriSiersdorfer et aR010;
Thelwall,Sud, & Vis, 2012; Schultes, Dorner & Lehner, 20&adden, Ruthven & McMenemy, 2013)

There has been prioelated researctione where o mme nt s’ influence in the c
videoswere examinedFor example, user comments affected percegtadvout the effectiveness of

online Pulic Service Announcement vide@d/alther, DeAndrea, Kim, and Anthony, 2010)

Using marketing strategidsrough YouTube videos has been a valuable platform for advertisers
since it went online in 2008Nu, 2016).Therefore, the importance of more research on topics related
to advertisements with the use of YouTube, is beneficial to better undetiséandrrativemarketing
strategies otthis platform.The importance of sociahedia websites as advertisipatformshas been
growing, thusthis researchan contributéo the possibilities on YouTube for advertisdise following
example highlights the importance of understantteguse oharrative advertisement on YouTube for
advertiserand possibly consumeas wel. In 2016, the following articlevas publishedn the website
of The Independent, War ner Bros paid YouTube stars for posi
told it really must try harder to ade?Otedilee!l v di s
para ). According to the article, Warner Brothdrad hired a thirgbarty marketing company which



had paid a high profile gaming YouTube personatityney to review one of its released games. The
condition of the payment were that the cage had to be positiv&he fact that the YouTube
personality was sponsored was not disclosed in the videutners assumed that the product review
was on a voluntary basis. The complaint by the US Federal Trade Commission lies not in the fact that
conteent of the video is paid for but that it is not been made clear enough to consumers that the views in
the video are not objecti@oyle, 2016) Even though the use of narrative advertising on social media
websites isstill evolving (Kozinets, De Valck, Wimicki & Wilner, 2010)and the regulations around
disclosure online ar@pparentlynot always clearly understoo@oyle, 2016), it is important for

advertisers to understaadd educate themselves whesingmarketing strategiesitough YouTube.

From a moe personal perspective, this research can take a closer looknminifisetof YouTube
users, whichconsists ofmore than a billion viewers a montAs Fransisco Garcia from vice.com
menti ons, “The comments sect i onenmosibeNgnuideasthae i s no
a way of eliciting ragdilled, hateful responses from people who might otherwise be perfectly pleasant
individual s” ( Garcoctihaegr 2a0ultéh o rp awrai.t €ls),. “Why are Y
the internet? A perfectatm of factors ensures that YouTube is home to the most toxic comment section
on the web” ( Tai tYouTub® dcknowledgésie Inegative gabligerceptidn) of
YouTube commentsThe product manager of YouTubeentiorson t hei r bize ahat, “ We
comments play a key role gnowing this connection and weesdedicated to making your conversations
with your community easier and more personal. We also want to continue to help you shape the tone of
your conversations on YouTubé_esserd, 208), therebyimplying that the importance of YouTube in
the surfing habits of many peogke unavoidableand moreresearchs necessary tanswer questions
related to its influenceegardingapplied marketingtrategiesTherefore this research will contoute
to understand the effects of sentiment in commieetierand how this influences the perception of the
content and message in tleuTubevideo. As mentioned by Garcia (2016) and Tait (2016) in their
articles, YouTube comments are consideredbe more negative than positivey the public This
research wilthuslook at theinfluence of thesentimenin commentslinking them taorand attitude and

purchase intention.

1.2 Chapter Outline

The second chapter will discusdevant theories and empiricasearch done in related resedields.

An argumentation will be made to support the several constructed hypotheses that will help answer the
formulatedresearch questioim the introductionThe third chapter will explain the methodologies of

the condicted quantitative research and give a better understanding of the chab®$ he research

design, sampling of the respondents, operationalization of the important research topics and how the

analysis in the chapter four are executed. The analysie fioltbwing chapter will look at the findings



of the data. With the findings the hypotheses will either be supported, if the results are significant, or
rejected. With additonal findings more insights ia the research topic will be mentioned. The
concludng chapter will summarizand interprethe findings andjive answer to the hypotheses and
research question. According to the findings new insights will be created, societal or practical

implications and limitations will be discussed and new angleswiitlentified for future research.
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2. Theoretical Framework

Academic research on social media websites such as YouTube and Facebook are evolving rapidly. In
this chapter relevant studies omrand attitude voluntary and paideview videos commentson
YouTube, and purchase intentiwill be discussedh order to formulate and support several hypotheses.

At the end of this chapter the conceptual framework, according to the hypotheses will be presented in
figure 2.1.

2.1Brand Attitude

Advertising isknonnt o have the ability to build associatio
Lee, 2000)These associations are stored in memorycamdtitutebrand equitywherein consumers

hold somdavourable strong and unique brand associations in their menka@ief, 1993).Through

advertising, companies attempt to influence the brand attitude of the consumer by altering consumers
perceptions about product attributes (Mazis, Ahtola & Klippel, 19%&)ording to Whan Park et al.

(2010), brand attitude is deéd as the degree of posity or negativity with which drand is

evaluatedFishbein & Ajzen (1975) proposed a theoretical framework in which attitude toward a

brand is baston beliefs about that brandtea which attitude determindshaviouraintentons to the

specific brand. They argue iheir article that there is a distinction between attitudes and intentions

and propose an integration of three variables: belgtifides, and intentions. Téevariablescan be
instrumentato a marketing stretgy , wher e an advertisement affects
these beliefémpactthe attitudeThen finally,attitudeimpactsthe behaviouralintentionleading to a

purchasef the advertised product

The scholars Spears & Singh (2004) resleed the construction of attitude toward a brand. An
excellent definition according to them is bljtchell & Olson (1981) who defined brand attitude as an
“individuav alsuatnit @m n@i8. Tthédefiniton iacordotatefirgecomponerg
First, attitude is centered or directed atrarm. £condly attitude is evaluative in nature, containing
some degree of goodness or badessirds the bran(Spears & Singh2004. And the third
componensuggests that the attitude towatlds brands an internal stte (Eagly & Chaiken, 1993
Spears & Singlf2004) add that attitude issat at e “t hat endures for at | ea
presumably energizes and diresehaviout  ( p They=lsotreat attidea s ralatively
enduringunidimensionasummary evaluatiotowards an object or brahd ( p ThessHolars
consider attitude to not Isame as feelgs towards a brand because feelinggraresitory, which

implies a momentary stat€he definitionand measurement scale for tdaattitudeby Spears & Singh

11



(2004)will be used for this researcho better understarttie process ddttitude formation and change

with regard to brarg] the elaboration likelihood model (ELM) will be discussed.

2.1.1 Elaboration Likelihood Model

As mentioned before, advertisements chatigeattitude of the consumeWith the use opersuasive
communicationan advertising strategy is developed to influence the beliefs of the cortsuvaeds

a brandTheELM is a theoretical moddor attitude chang undempersuasioifPetty & Cacioppo,
1983)and explains the processes that are responsible for changing attitudes and for enhancing the
strength of attitudes (Lee, Park & Hun, 2007)

According to the ELM, consumers can follow two different persuasiotesovhen they are
exposed to persuasive communicatim@dan advertisementhe central and peripheral route (Cho,
1999). There isalsoa difference in the procdag of informationbetweerpeoplewho have high or
low involvement with a brand. This hagsong implications for the persuasion strategies used. When
there is a high involvememtith the brandp e opl e wi I | process the messag:¢
rout e’ , s h and morgcarafuhdughtapoatiwhat the message states (Petty & Cocioppo,
1983. Thereforgethe consumer carefully considers and evaluates the information important to him or
her to form an attitude (Yu & Chang, 201Bgople that have a low involvement will process the
message through t he ‘' persirouth mighiotbe pesontllgrelevadf he me s s
consumers do not examine the information as thoroudhigremight be thepossibility that change in
attitudedoesnot occur(Petty & Cocioppo, 198Ferloff, 2010 Kruglanski & Van Lange, 2012).

Thelevel of involvement is a strong indicator of brand attitueiéher positive or negative
The ELM can explain the level of involvement, as it reflectgptioeess of acquiring knowledgad
understanding, leading to either a positive or negatigad attitude (Pey & Rossiter, 1992)The
best method to influence a person, leadingpositivehigh involvementvith a brandand hoping for
a positive attitudénstead of a negative attitude to have a strong argument with relevant points
regarding thg@roductto convince the consumé¥u & Chang, 2018 The ELM is often used in
consumer behaviour research, such as describing how consumers respond to printed or other forms of
advertisementdf the consumer is motivated and understands the information in the adwestit, an
attitude will be formed (Schmitz, 1999)herefore, hrough stimuli which is applied in different
marketing strategies, consumers are either willing to process a message and are more likely to generate
their own thoughts in response to persuagNormation. Or they are not able or willing to process a
message and are more likely to generate mental shortcuts (Fan & Miao, 2012). Stimuli, such as
information inthe advertisemenitself, but also consumer responses and reviews canrnocéube

brand attitude if there is amvolvement towards the content and message.

12



2.2YouTube comments

YouTube is a platform where users can share and watch \deibg Internetvithout a paymentit

also allows interaction to take place between its users. daenste or comment on videos to express
their opinions or respond to the contadviaflden, Ruthven & McMenemy, 2018nmari, Dimitrova

& Despotakis, 2011 There aresomerestrictionson commenting imposday YouTuke. Users camot
insert images, URLS ditml tags The uploader of the video can also remove, report or hide
comments that might be inappropriate or contain spéuTube Help, 2017). Rating comments
through* | § ke r s di s | ik eviteretheocenarieris that,have gathered the highest

number of ‘Il ikes’ atheecomimergsplfitheng arelmoeelcamments addted t h e
thevisible space allowsthe remaining postnly appeain the scroll area (Schultes, Dorner &

Lehner, 2013).

YouTubecommunication can be textual, asfinonous, remote, permanent and/or very public
The comments on YouTube are predominaatig deliberatelghort, with an average of 11 words
(Thelwall, Sud & Vis, 2012Y he short online messages can lead to misunderstanding because there is
absence of theonverbal channel in textual communication. Asynchronous communication can lead to
mi sunderstanding as well. This can result from u
YouTube at different times of the day (Hancock, Gee, Ciaccio & Q082Thelwall et al 2012).

Even though the comments on YouTube are a minor aspect of the pldtfeynare socially
significant becaus¥ouTube is one of the most popular websites with many ustis offer their
opinions on videaOnline communicatin may be different than fat¢e-face communication because
it gives users the possibility to be anonymdrsgistrationaremandatory on YouTube before users
can comment, but they do not needti@r any resemblance bfh e i r ritity. nstdad, hey nibg
use a pseudonym; this optieeems to partly free users from social nowiteout any serious

consequences (Friedman, Khan Jr & Howe, 2000)

According to prior research on the reasons why users comment on work content posted and
created by otherand also their impressions of commenting in general, weblog comments can be
considered implicit links between people. It enables a social network to emerge and also indicates the
popularity of a weblog (Mishne & Glance, 2008he amount of comments shothe significance of
a particular weblogAnother reasomhy users comment indicates that users give feedback or share
their understanding of the tel®eaders then treated comments associated with the blog d&eeemin
part of the post (Hu, Sun & Lim, P8). However, research querception offouTube comments
showed an opposite outcomerficipants ha rather negative view on tkemmentgposted on
YouTube.The participants considered the comments irrelevant, aggressileckimg) intelligent It

wassuggested that the wealth of inferior comments is mainporesble for the negative image, it

13



thereforeconfirmedther claim that users overall communicate their ematioith sentimentatonein

comments $chultes, Dorner & Lehner, 2013

2.2.1 Senitment of Comments

When sharing opinions about a video in a comment on YouTube, users are being subjective. This is
different than being objective, where factual information is presented (Wiebe, Wilson & Bell, 2011).
Kim & Hovy (2004)characterize opinioto comprisea quadruple of a topic, holder, claim and
sentiment. In the case of an opinitme holder believes a claim about a topic and associate a
sentiment with the beliesuch as good or ba@hey identify sentiment as angicit or implicit

expresin. This expression can be positive, negative, or neWrith commentsusers participate in
online discussions, express friendship or show social su@ifiort& Hovy, 2004) Therefore, sharing
comments with an emotian social networking sites aimportant asinformal messages are

constantly poste(Thelwall, Buckley, Paltoglou, Cai & Kappas, 2010).

However, previousesearch regarding sentiment is mostly focused on the analysis,
classification or detection of sentiment. There has not bemi acdemic research on the influence
of these comments on the reader. Barsade (2002) does suggest that in commumicagbrext,
shared emotions can be contagious. Participaintavere exposed to rudendaghe text felt more of
aneed to participate ithe conversation than participants that were exposed to neutral woaiker
study that looked at the interpretation of online messsigewed thabnline messages with an
emotion are more intens@gtreader has more time to read over the text muttipks A quick
responsegas is the case with fate-face communicatioris not necessary and the reader can reflect on
the emotion of the user that posted the comr{i2etks, Bos & Von Grumbkow, 2008)

2.2.2Commenting onYouTubeand Brand Attitude

In amore general context and mentioned before, Hu, Sun & Lim (2008) suggest that comments
associated with a document on the Internet are an inherent part of the pastmé&nt posted on
YouTube mostly contains an opinion with a sentimental tone. This deerle# with a positive,
negativeor neutral sentimenkHowever the contenbf thecommentdypically appear to baildly to
moderately positivéThelwall et al., 2012)Still, roughly athird of the commentsn YouTubecontain
some negativitythisis appmarently also th@ublic perception of comments (Garcia, 2016; T2t 6),

even thoughhtere are more positive comments.

According to Hancock et al. (20Q8he Social Information Processing The¢8}PT) argues
that people can express their thoughtslifgs and attitudes with their word choice, punctuation use

and timing in text based interactioWalther (1992Qescribes SIPT as interpersonal communication
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without nonverbal cues for users to develop a relationship in a computer mediated envirSiriient.

therefore suggests that users use the information the channel provides deseiap thoughts and

make judgments about other peofiidesterman, Spence & Van Der Heide, 20P8ople form

impressions and perceptions based upon the information theettzdfords themin the case of brand
attitude, a marketing stimulus such as an advert
2004).The influenced belief mediates the marketing effect on attitude. Attitude is determined by a set

of saliert beliefs and a change in attitude must be influenced by changes in those beliefs (Fishbein &

Ajzen, 1975).

Positive feelinghavebeen found tde an indicator for a high@ositiveinvolvement ofa
brand(Spears & Singh, 2004Thesehigher involvemenbf positivefeelings and emotionghich
people are able to express through online commentsandccuias a response todeeper and more
careful consideration of stimulus are processed throughthec e nt r a | rout e’ of the
Cacioppo, 1983)Subsequently, positive evaluaticersd opiniongowards a brand have been found to
be associatedith more positive brand attitudes (Mitchell & Olson, 1981). Thus, the followimg

hypothesesareproposed based dheexisting literature.
Hla: Positivecommenting by the viewkyads to apositivebrand attitude.

H1b: More msitive commenting by the viewer leadsédoy positivebrandattitude indicating high

involvement

2.3 Review videos on YouTube

The Internet i fast growing mediurthat offers dot of creative online possibilitie$t has also

affected the search behaviour of consumers who use it in their information searches (Peterson &

Merino, 2003) and therefoleas enabled individuals to share their personal experienéiesthrough

reviews Thoughts and opinions on a variety of togash as a product, service, company or beaed

shared on different online platforms like forufrem the perspective of consumers who have

purchased and used the prodiiztllarocas, 2006Park, Lee & Hun, @07). Consumers shangersonal
experiences, evaluations, and opiniarsch is described asform ofword-of-mouth (WOM)

Traditional (offinelWOMhas been shown to play a major role f
(Richins & RootShaffer, 1988Park, Le & Hun, 2007 and are considedemore credible and

trustworthy. Even though consumer reviews provide information that is similar to the information

provided by the sellers, they offer more consuorénted information, whereas sellers offer more
productoriented information (Bickart & Schindler, 200Bccordingly, WOM conversations have

migrated massivelfrom local social networks armbmmunitiego online platformsl(ee, Park &

Han, 2007Ghose & Ipeirotis, 2011Electronic word of mouth (eWOM$} defneda s “any posi ti
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or negative statement made by potential, actual, or former customers about a product or company,
which is made available to a mul t(Henoiglleurapf peopl e
Gwinner, Walsh & Gremler, 2004, p. 1J3Adding to this definition, Wei and Lu (2013) mention that

the online customer review is created by the user on the basis of their own experiences of the product

Bae and_ee (2011) suggest that consumers consider eWOM more trustworthy and relevant than

information from corporate sourc&sompared tdaraditional WOM, eWOM is fasganonymousnd

able to be savednd next to these advantages, they can be retrieved instantly and transcend time

space (Hennidg hurau, et al., (2004pnd have greater credilylj are easier to relate to and more

likely evoke empathy with the consumers (Bickart & Schindler, 2001)

Consumers often make offline decisions based on the online information they are looking up
and rely on the opinion of other consumers (Dellarod2@620nline consumer product reviews
therefore playani mpor t ant r ol e i n c¢ oimMfematos thas customers perheives e d e ¢
as useful sources of additional information before making the final cfidathwick 2002;Chen &
Xie, 2008 Park, Lee & Han, 200¥. Also, online consumer reviews have a higher search, memory and
share attitude towards the product tlhamelebrity endorsemeiass an advertising strate@yei & Lu,
2013).But for companiegreviews can either be beneficial or a thfeathemas they have little

control over these shared opinions by consumers (Bartikowski & Walsh, 2014).

According to Morency, Mihalcea and Doshi (2011pstof the sharedpinions in review
videos arefferedvoluntarily. Thereforethese opinions areasidered honest feedback. Online
reviewing started in a textual forrhpwever these days there is a growing number of opinions that are
available on YouTubeAs mentioned before, videos make a strong impact on the vie\siag video
as amediumfor shaing opinions will help the message be more effective on the vidleropinions
on productgsould be shareihcluding a discussion aher strengths and weakness@éth the easy
useand accesef the Internet and the accessibility of YouTube, peoplefindt search foreviews of
other consumers alreadymiliar with the productgMorency, Mihalcea & Doshi2017).

2.3.1 Paid review videos on YouTube

There isaresearchethdication that online product reviews influermesumer purchase decisions
(Reichheld, 2003; Chevalier & Mayzlin, 2006; Basuroy, Chatterjee & Ravid, 2003; Li & Hitt, 2008)
Users who consulted online reviews were more likely to purchase the recommended product twice as
often than those who did not (Senecal & Nantel, 20Dd@refoe, online reviews are major driver of
product salesespecially when used with a video on YouT(derencyet al., 201 Not surprisingly
companiehave been attempting manipulate consumers yfluencing the reviews (Hu, Bose, Sian

Koh & Liu, 2012) The presence of a marketing strategy, with the use of manipulation in online

reviewing, influences the consurerconsumer communication (Kozinets, De Valck, Wojnicki &
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Wilner, 2010).0nline review manipulation is a wedlstablished industrial malpracti. The
manipulation of online reviewsas been known to exist in book reviews, the travel and music
industry, where professional marketers post positive comments regarding new books, albums or
restaurants and hoteldowever, consumers reading these malaited reviews may face a serious
problemof making the wrong purchase decision based on these manipulated inforfHatieral.,
2012.

In thecaseof YouTubevideos the usewho shares their personal experiendth a videogets
paid or sponsoredh orderto artificially review the product or brandith intrusion of marketing
strategies in online reviews, this castgntiallyevenmisrepresenthe actual quality and experience

This maylead toa negative effect othe credibility of the revievand @ n s u me r s perceptio
biased against the brand or prod{itllarocas, 2006 Hence, ly controlling the review with the use

of a payment twards the reviewer might limihe actual needs am@gativeopinions of the productro

brand However, everin the presence of manipulation, these reviews are still considered informative

(Morency et al., 2011).

Narrative advertising is used when the adverteans designed in a way thabiends in the
online platformWith the use of narrative advertigirmarketers are strategizing their practices on
YouTube(Manic, 2015)and transforming commercial information into stories relevant to the
members of particular communitiek the case of online reviewing on YouTube, companies are
paying the reviewer®tmention andalk about their product or brantihrough paid manipulatigrthe
companieattemptto minimize the negativand amplify he positiveproduct or brand experience
(Kozinets, De Valck, Wojnicki & Wilner2010).

2.3.2 Review videosn YouTubeand Brand Attitude

Prior marketing strategies are based on the view that marketers are clearly and directly seeking to
influence the attitudes of consumers (Kozinets et al., 20¥Bgnconsumersurn to a product review
explicitly for its opinions andecommendationsn a brandit can influence theibrand attitude
(Perloff, 2010) Previous studies hawhown that intgyrating marketing strategiestareviewswill
influence the attitude of theceivermore negativelyKozinets et al., 2010; McQuarrie &t, 2013)
Marketing strategiebaveintruded the online product review domain, transforming interpersonal
communication into an intended persuasion efidtien these WOM marketing strategies are used,
the reaction of the receiver is mainly negative (Kets et al.2010. Thereforejn the following
hypothesis the assumptiwvill be that product reviews on YouTulmdth no marketing strategy
incorporated will lead to a higher brand attitude compared to the product revievihadéo

manipulated with anarketing strategy.
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H2: Voluntaryreview videos on YouTube will leadadigherbrand attitudethan paid review videos.

2.3.3Review videosind commentingon YouTube

The sentiment of comments a YouTube video receives is closely related to theatajedes

(Thelwall et al., 2012; Siersdorfer et al., 2010lth&ugh negative sentiment in comments was

uncommon, it was more prevalent with vidéleat attracimore commentgConverselypositive

sentiment was disproportionally common in videos attracemgdommentsThereforenegativity can

drive more commentinthan positive commentinghen user s reply to others’

agree withandthuscreate more discussions out of disagreer(iemelwall et al., 2012)

As previously mentioned, theig an influence on the attitude of the viewer when a review is
voluntary or paidReviews that entail marketing strategis receivdoth positive and negative
commenting from the readers, depending on the person sharing the review and the tond@sed in t
review.Also the disclosure regarding the marketing element has an influence emdtbéthe
receiver A positive comment on a review videsth a marketing strategg more likely to occur
when the narrative used is consistent with the goals, comexiumand history of thgerson sharing
the opinion. Evenvhenthestrong commercial undertomenotusedin the reviewand when the

message is relevant to its objectiyiszinets et al., 2010).

Accordingly,users comment more when they disagree thighautho(Mishne & Glance,
2006) Review videos are shared opinions, users can have a disagreement with these, opinions
especially when using an anonymous iderditpne with a pseudonyand there is an ongoing
discussion about the topiChelwall et al, 2012) Therefore it can bsuggested thatluntaryreview
videos thatlo notentail marketing strategies will receim@repositive commentingn the following

hypothesissimilar to its effect on brand attitude

H3: Voluntary review videos on YouTul#l lead tomorepositive commentingy the viewethan

paid review videos on YouTube

2.3.4Mediation effectof Own Comments on Brand Attitude

According to peviousstudy,the topic of a video is an indicator of receivirigible comments witta

degreeof positive neutralor negativesentimen{Thelwall et al., 2012)The assumption based on

previous research regarding product reviews entails that voluntary reviews are considered more honest
when there is no marketing strategy involy®tbrency et al.2011). While manipulated reviews

through payment can lead to a negative effect on the credibility of the review (Dellarocas B2@il06)

types of reviewingeceive comments with a sentiment involved (Kozinets et al., 20iyiduals are
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sharing feelingsand evaluationas a response to the vidbaitit canalso lead t@changen their
behaviour(Mitchell & Olson, 1981; Spears & Singh, 200Fherefore, Bxt tohaving an influence on
thecommenting behaviouthe impact of aeviewmight beaffecting tie receivers in their offline
sphere as welind change thebeliefs andattitudes towards the brand or produ®erloff, 2010)

Thereby, the suggestion can be proposkdt here is an effeaf commentingoehavioumwith
a sentimenby viewersmediatingthe relationship betweehevoluntary or sponsored product review

on YouTubeandbrand attitudeThe following hypothesis will research the proposed mediation effect.

H4: Voluntary review videos on YouTube will leadrtore positive commenting by thewes than

paid review videos on YouTube, wherelhyginerbrand attitude occurs.

2.4Effectofd her s YouTube comment s

Previous research has bemmductedb n t he effects of social environi
Ot her s’ o pi niwhan®ne e atill untieeided an the selaction geasonakthoice

(Cambria et al., 20)3Social influence is therefore a powerful force that is assimilative and fosters

opinion convergence in groups (Takacs, Flache & Més, 26ib4yever there has been mwevious

research looking at the influence of comments on YouTube on brand attitude. The majority of the

studies are analyzing commentinghaviour primarily looking at the category of the video and its

popularity, linking this to the sentiment of thenmments (Schultes et al., 2013; Thelwall et al., 2012;
Siersdorfer et al., 2010; Chatzopoulou, Sheng & Faloutsos, 2010).

As previously discussed, users post comments on a YouTube video to give feedback or share
their understanding about the content (Huy &Li, 2008) and create a social network with other
users through the comment section (Mishne & Glance, 20068)comment section provides a forum
which is easy accessible for users to interact with each other or with the person reviewing a brand or
product, such asbtaininganswers on related question (Wu, 29I6)e public image of YouTube
comments is nevertheless poor; the comments are considered of little value (Schultes et alh013).
following hypotheses Wi look atthe influence of a reviewideo on brand attitudand if thiswill be

affectedby the sentiment in comments by other userghe moderatpthrough an interaction effect.

H5: Watching voluntary review videos on YouTube will leadhimherbrand attitude

moderated by the sentinteaf comments by others.

H6: Watching voluntary review videos on YouTube will lead to more positiveosethenting

moderated by the sentiment of comments by others.
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2.5Brand Attitudeand Purchase Intention

Brand attitude was defined as an "individuadternalevaluationof the brand" (Mitchell & Olson,
1981, p. 318)"that endures for at least a short period of time and presumably energizes and directs
behaviour" (Spears & Singh, 2004, p. F5shbein & Ajzen (1975) explain with the theory of

reasond action the relationship between attituded behaviours ansluggest thattttudes can

influence consumer s’ i nt eRuftchagse imteritian therbfaedefired g3 | anned
consumers’ conscious pl an brand (Spears&hSinghe20@Ndp r odu c t
used as a behaviour al variable to mea&kKor e consun
2012)Pur chase intention is also defined as affecti

purchase a certain bra@habbir, Palihawadana & Reas2009)and as aredictorof the brand a
customer chooses to purchd$earney & Littman 2003)Thus, with marketing strategiesellers try to
influence andhange the beliefs aradtitudesto elicit abehaviour withpotential cistomers.

Prior research on the relationship between attitudes and purchase intention has shown that a
positive brand attitude leads to a higher intention of purcfidseopposite has also begroven,
where congmers havin@ negative attitude towardsbrand are often not very willing to purchase the
brand related produc{®Pope &Vegas, 2000Y herefore in the following hypothesis, the proposition is
thata higherbrand attitude, which has been influenced by the product review video and commenting
behaviour on YouTube, will lead to a higher purchase intention.

H7: A higherbrand attitudewill lead to a highepurchase intention.

Sentiment of others’

YouTube comments

- Positive

- Negative H4

Sentiment of own
YouTube comment
H3 - Positive
H6 - Neutral H1
- Negative J

Review video on H5 a
YouTube Brand Attitude
- Positive

Purchase

- Sponsored
- Voluntary - Negative

H2 Intention

Figure 2.1 Conceptuaframework
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3. Method

For this researchhe influence oself-commenting behaviown YouTube coniaing a sentimental

element will bamediatecon the relationship betwedmereview videos on YouTube and brand

attitude And the influence of comments written by others will be moderated on the relationship
between the review videos on YouTuhad bothself-commenting on YouTuband brand attitude

The effect of the findings in the involvement of brand attitude will subsequently be tested on purchase
intention. All in order toaccept or rejedhe hypotheseis chapter 4, the results this chapterthe

methodologiesnd analysigire justifiedand explainedconsidering the ethical implications.

3.1 Research Design

The method used to condube research is a classieaperimental design wittenconditions where
eightgroups will be exposed to the mpulated stimuland two will not.This design is used for
guantitative data analysésd it allows for direct comparison between the conditibhe advantage

here is the randomization of the participants. Any difference appearing in thegtastioulde the

resultof the experimental variable. €reby excluding any possible difference between the groups in
the beginning. Additionallyan experimental desigdentifies the independent, dependent, and
mediatedand moderatedariable. It also indicateti¢ way in which randomization should be

constructed, with the statistical aspects as well (Kirk, 2009). The goal of the experimental design is to
establish a causal connection between variables, in this case the independent and dep=idiesnt
Anothergoal, according to Kirk (2009js to extract sufficient information with the minimum use of

resources.

In this researcHjve groups will beshown themanipulated paid review videwheretwo
groups will be exposed to negative commerttgo groups will beexposed to positive comments and
one groupwill be exposedo no commentdy othersthe control condition Thefive groups will all
see the same paid review video. Likewise, the same experiment will be usedifar gneups that
will be seeinghevoluntary review video, ith negative, positive and no comments as the different
manipulationsTwo groups willsolelybe asked to choose a comment they would associate with the
videowithout reading comments written by othéFee commentsdr these two grups will have three
differentlevels of sentimenipositive, negative and the inclusion of the neutral sentir@sre group
will be shown the paid review video and the other group will be shown the voluntary review video.
Table 3.1showsan overview of th ten conditions and the survey steps @aspondent in a given

conditionwasexposed to.
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The experiment will belevelopedvith Qualtrics in order to retrieve online data from the
participants. Qualtrics allows random distribution of participants torptiwerefore achieving an
automatically even distribution of similar and sufficient participants for every condigaltrics is
considered to be the world’'s most trusted resear
software supported the Erasmus UniversitRotterdamWith Qualtrics, participants will be exposed

to thevoluntary product reviewideo and the stimulusf t he ‘ pai d’ review video

Table 3.1 Overview of the conditions

Conditions Stepl Step2 Step3 Step4 Step5 Step6

1 Voluntary Ot her ¢ Own Brand Purchase Final
Review Positive Comments Attitude Intention questions
Video Comments

2 Voluntary Ot her ¢ Own Brand Purchase Final
Review Negative Comments Attitude Intention questions
Video Comments

3 Paid Ot her ¢Own Brand Purchase Final
Review Positive Comments Attitude Intention questions
Video Comments

4 Paid Ot her ¢Own Brand Purchase Final
Review Negative Comments Attitude Intention questions
Video Comments

5 Paid Ot her < Brand Purchase Final
Review Positive Attitude Intention questions
Video Comments

6 Paid Ot her < Brand Purchase Final
Review Negative Attitude Intention questions
Video Comments

7 Paid Own Brand Purchase Final
Review Comments Attitude Intention questions
Video

8 Voluntary Ot h e r ¢ Brand Purchase Final
Reviev Positive Attitude Intention questions
Video Comments

9 Voluntary Ot h e r ¢ Brand Purchase Final
Review Negative Attitude Intention questions
Video Comments

10 Voluntary Own Brand Purchase Final
Review Comments Attitude Intention questions
Video
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3.2Sampling

The units of measuremefar thetenconditions will be consisting of at least 30 responsipat

condition. In total fotenconditions a minimum of300respondents irequired Thesampleof this
studywill be solicited fromthe InternethroughAmazon Mechanical Turk (MTurk), an online
international crowdsourcing web service work that require®nd anonymiselsuman intelligencéor

a small rewar@Mturk.com, 2017 Bartneck, Duenser, Moltchanova & Zawieska, 2018 Turk

workers aralemographicallynore diverse than the average university samyiéch makethe

results more representative of the general populaiahrfnester, Kwang & Gosling, 201Bartneck

et al, 2015). Buhrmester et al. (2011) argue thagtiaity of the data obtained from MTurk and other
traditional methods is similaAdditionally, payment and even payment levels for respondents do not
appear to affect the data qualiBuhrmester et al., 2011; Mason & Watts, 2009).

Thus, the slection ofparticipants will be randomized, suggesting that the respondents at the
time of the experiment are probabilistically similar on the average (Kirk, 2B@&jcipants will be
selectedandomlythroughconvenience samplingith the easy accessibility oéspondents from
Mturk. This increases th@nvenience of recruiting and is a type of 1ppabability sampling
(Kothari, 2004 Kumar, 201). The compensation rate used for one worker on MTurk is USD 0,15.

3.3 Operdionalization

The variablesised inthisresearch are brand attitudeyiew videos on YouTubsentiment of

YouTube comments amglirchase intentiarMost researchers prefer & 7- point scales becauge

allows respondents to indicatbades of grey in their opinions and not let them be ovelméd by

more points on the scalPerloff, 2010)Brand attitude and purchase intentigil be measured using
a5-point Likert scaldn this researchtherefore containing a midpoimtccording toBouranta, Chitiris

& Paravantis (2009), apoint Likertscale appears to be less confusing and to increase response rate
(Hayes, 1992)Also, the utility of having more than 5 points to choose from would generattyiriom
(Lissitz & Green, 1975).

3.31 Brand Attitude
According to Fishbein & Ajzen (1975), brduattitude is based on beliefs about an object with

behaviouralntentions towards ifTo measure brand attitudp ear s and Singh’ s aggr
attitude items will be usedhe scholars studied 52 distinct items for attitude towards a braed.
judgmaent criteria for brand attitude was to retain only items that met the conceptual definitions of

brand attitude. fie items also had to be generalizable to a wide range of products and {Spécas
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& Singh, 2004)With their finalfive choseritems, brandattitude will be measured. The different
items all reliably measure the consumers’ attitu
Likert scalehave a good explanatory value and will be used imtiestionnairg

unappealing/appealing, badfid, unpleasant/pleasant, unfavorable/favorable, and unlikable/likable.

3.3.2Review video on YouTube
To sortoutif a productreview videoon YouTubes voluntary or sponsoredither in the video itself it

should bementioned by the useor a 18secand text disclosurén the beginning ofhe video appears

thatshows* | nc |l udes p &or the epgperonent, & praduct review video was chosen from
YouTube with the title ‘Product Revi ew: Packing
channel of somistravelgGil, 2013) In thechoservideg, Sonia Gil reviews different types of packing

cubes that will best fit the travel needs of interested consuiif@ssproduct is assumed to have no

gender preference. Most of the online product reviews consétcifonic goods or beauty products.

These products tend to be more gender influenced, for example electronics, games/toys and
sports/outdoor products were significantly more associated with the interest of men (Mangold &

Smith, 2011).0n her YouTube chane | Soni a

viewers to learrmoreaboutconvenientraveing and she shared sevetipk and trickswith her

s Travel, shher creates

viewers Though t is not known if the reviewan the chosen videis being sponsored by the difat

brandsthat are being discussed and reviewed, there is no mention of this being made

In the experiment, the video that is being used wascditorder to make rmoresuitablefor
the surveyln the video, three different brands of packing cubedaing reviewed. In order to keep
the video shown to the respondesti®rt anceasy to understandnly one brand was chosen, the
packing cubes adhe companyeagle CreekThe video was editedtmtwo different versions. In the
first video there is no amtion of the reviewer being sponsaradhich is true to the original videdhe
second video showed a-$@cond text disclosure in the beginning of the video with the message
“Incl udes p dowdverpbecaumetheidigciosute is rather smallteare is a risk of
viewers nomnoticing andreading it properly, therefore the followimgessage has beaddedn a
more visible notion ‘* Sponsor ed Theyesgordgnisere nCtrawaee lof thmanipulated
stimuli before viewing the video or ansivgy the question8oth versions werthenuploaded
separatelyn YouTubeand the link wereshared with the responden#scording to their condition

After the experiment the lirdwere takeroffline.
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3.3.3YouTube comments

In order to retrieve comménfor sentiment analysis from YouTube, the applicatomhNetvizz was

used. Netvizz can be described as “a data coll ec
to export data in standard file formats from different sections of the Faceboak networking

service”’ (Ri eder, 2013, section Abstract, para. 1l

Facebookit can now also be used for data collection from YouTube

The first stepvasto select thevideosfrom which thecommentsieecedto be extracted. The
channel of Sonia Gil, Soni abobniine Commentslfromebafs 14 pr o
the 14video were extracted with Netvizz, these comments are relatable to the comments from the used
video in the experiment. Th@mments werelownloagtdon the 4 of May 2017andthenrenamedas
.xt files for convenienceThe fileswere therexported to the external applicatiBrcel where the data
wasdivided in tabgo have a better overvieWhe secondtep wago estimate thetrength of positive
and negative sentiment withe use oSentiStrengttior each commenan automatic sentiment
analysis prograntach saved file waseparatelyploaded into the program aadtomaticallyjudged
on a 5 point scale as follows for bothsfitve and negative sentimefithelwall, Buckley, Paltoglou,

Cai & Kappas2010).In total, 1223commentsvere analysechtoughSentiStrengthThe last step was

to select comments which could be used for the experifRenthe six conditionsjn which

repondents had to select their own comment in three steps. Each step showed the respondent three
comments, one positive, one negative and one neutral comment to choog&ftieothat, forfour
conditionsfor eachvideg, either five positivd+3 and +4)or negative(-3 and-4) commentsad to be

selectedThis had to be eithed, -3, +3 or +4 to indicate a strong sentiment.

3.3.4 Purchase Intention
Purchase intention is measured with the three item adalgted fronBaker & Churchill £1977)

intention topurchase scajea scale to measure advertisement effectivefiégsscale measures

consumer s’ intention to purchase products throug
particular product.Thethreeitems applied in the questionnaimere:  “ I woul d | i ke t o t
product”, “1 would buy this product iif | would s
in a store in order to purchase it,” . " nfohte” g(u=e2)t,i o
“don’t khypws "t(oE3d¥definitely ye svrdadjustedaccordingtol ast t
the online shopping environmeantwhich this research focusesion “ 1 woul d buy this p
woul d see it online” and “1 wouddr atoipetyghaseki
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3.3.5 Manipulation Check

Two extra questios wereadded at the end for all the respondents to andweswas donen orderto

check i f they experienced a manipulation in the
reviewerspoeor ed by Eagl e Creek?”, ,theirr “@dosaweér r eomemd
Anot her answer was for the manipulation of the s
“What was the tone of t he& @b imsredaes sosapdlydonthe aft er t
group that were not shown commentsbytber s’ , t her ef or drondteeldaalieng t hei
options the respondents could choose from were:

remember ” .

3.4. Analysis

Thefindings from the questionnaikeill be analysed using SPSS and an-addo measure mediation
and moderation effects (Haye€X13. To test the moderated mediation hypotheseyesPROCESS
Macro (Hayes, 2013) will be appliéfigure 21). When the path betweefiand Y, and X and M is
affected by M in an otherwisgmpleindirect modelthe effect is described as moderated mediation
(Preacher, Rucker & Hayes, 200This model describes hypotheses 5 and 6, testing the impact
between either type of review video own commentand brand attitude being affectedthg
exposure otomments written by other users on YouTube in the mediation model described by
hypotheses 1 to 4.

PROCESSs the command of the macro code in SPSS provided by Hayes (2013) to determine
the significance of the moderated mediation effect. The UBRGICESSs reliable, considering the
fact that his work is used more than 10,000 times according to Google Scholar &&@brjling to
figure 21, X is the type of product review video, Y &®toutcome the attitude towards a brand, M the
sentiment of self€ommenting as the mediator and W comments written by others as the moderator.

Figure 3.1 displays model 8, whiallows up to 10 mediators operating in pardlidhyes, 2013)
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Figure 3.1 Moderated Mediation Moddé (Hayes, 2013)

3.5Reliability and Validity

If a researcinstruments consistent and stable, hence predictable and accurate, it is said to be

reliable. The greater the degree of consistency and stability in an instrdinegmeater its reliability
Therefore, whem test is repeated under constant conditions itldhgue the same results (Kumar,

20117). According to an confirmatory analysis done by the researchers themselves on the measurement
of brand attitude, the compasiteliability was .97, indicating adequate levels of internalistarscy

between the five items from Spears & Singd4). TheC r o n b aphafor brand attitude items

from thepretestdata in the study of Myers and Kwon (2008) consumer purchases.90,

confirming and supporting tHagh reliability of the five itemsadapted from Spears and Singh (2004)

Also, the measurement of purchase intention, which consist of three items and will also be measured
through a fivepoint Likert scale, shows a higaliability. Originally developed by Baker and

Churchill in 1977, it is stilconsidered reliable scaléor measuring the intention to purchase products

or services from a brand, with more recemgtly hav
the influence of Facebook applications and activities on consumers purchase intention (Richard &
Guppy, 2014)

The definition of validity is the degree in which the research measures what it is designed to
measure (Kumar, 2011). Therefore it is importariook at the validity of the instruments used to
measure brand attitude. The measurement of brand attitude used in this experiment was developed by
Spears and Singh (2004) and consists of five items, which will be measured througbainfive
Likert scale. According tdRoswinantq2015), the measurement of brand attitude used in this

experiment can be described as a validated stlaéescale of purchase intention by Baker and
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Churchill (1977) can also be describad a validated scaldemonstratingraacceptable convergent
reliability ( Richard & Guppy, 2014).
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4. Results

The following chapter will elaborate the findintgoughthe analysis of the datafter editing the
data to be able to analyse, the following findings will attempt to give msighinnto branding on

YouTube with the use of review videand accept or reject the proposed hypotheses

4.1 Descriptive Statistics

As mentioned in the previous chapter, 4di®/ completed surveys were collected that were valid to
use for the analysisf the dataAmong the participant§9% (N = 243) were male and 4198 £ 169)
were female. The average age of the respondents was 3288ar8.69), where the youngest
respondent was 18 and the oldest 73. Of the 412 respornft¥tsyas30 years or yonger.As for
their current occupation, the modus wasingemployed KN = 312, response rate = 76.2%). Followed
by being a studer(N = 39, respose rate = 9.5%) and homemaklidr= 33, response rate = 8%).

The nationality of the respondents showed aralantice. The majority of them were Indians
(N =212, response rate = 5%), followed by Americand\ = 129, response rate = 3%). The third
biggest group had an unknown nationality, either filling in their,reiweh as whiter Caucasiarand
religion, such as Christian or HindWhese were recoded to unknownvenezuelans filled in the

survey (response rate = 1.7%), the rest of the nationalities had 4 or lessapeoptethem

4.2 Reliability

Table 4.1. Reliability, mean and standard deviationasfables

Variables Cronbach(@®sMead p h a Standard Deviation
Own Comment 0.76 2.19 0.67
Brand Attitude 0.95 3.86 1.10
Purchase Intention 0.92 3.53 1.12

Thethree scales have@moderately to good reliabilityith all the used items in thexperiment

(Table4.1) The Cr on b thevarialdeowh tomimment i$d f0=76, indicating a modate
reliability. The scales fathe variablebr and atti tude and purchase inte
Alpha of good reliability, nameli= 0.95andU= 0.92.The scales appear to measure the three

variables correctlyAlso, according to the Cronbach's Alpha if tem Deleted column in SPSS, no item

had to be deletedithi n each of the three scales to create a
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4.3 Manipulaion Check Results

In order to measure therespondents were aware of the manipulated stimuli, two questions were
asked at the end of the survey to all the respondents for a manipulation check. The first question was
about the reviewer in the video beisggonsored or not. The second question was about the tone of the
comments shown after the video. This question was asked to all the respondent, but only apply to
those in the conditions where comments written by othersnslasdshown(N = 334) This exclides
respondents in conditions 7 and 10. With the useRdason'shi-square tesh SPSS, thassociation
between twovariables will betested.

The first manipulation check tested the assumpinthawareness the review video being
sponsoredorount ary with the question: ‘Was the YouTul
According to the calculated Pearson's&iiiare test, a significant interaction is found
(x 2 = 7. 36heregpondents tBabwere shown the sponsored (itle@08)were more likely
to having noticed the manipulated stimuli ahdmessage that the video was sponsored (53.8%),
while others in the sponsored video conditions either ctiosen * t  r e r8%)rarbnet spons@ed .
(15.9%) as an optiorEven though there appears to be a significant interaction between both variables,
this is not the case for the respondents in the conditions that were shown the voluntary video
(N = 204).Mostof therespondents in these conditions chose the option of the reviewer being
sponsored42.26),over don’t r ema spbnsaref¥d. Acc@diay to the results of
the first manipulation check, the respondentthe manipulated conditions, @re they saw the
sponsored review videwere largely aware that the reviewer was supposedly sponsored by the brand.
This was expected, as the message was visible in the video for the respondents where they could read
about the sponsorship between theaexrSonia Giland the branéagle CreekRespondentsom
the conditionghat were shown the voluntary review video did not see any message included in the
video about the reviewer being sponsored or not. Most of these respondents chose that the reviewer
was sponsored. Theewere no biglifferences between the three response options, indicatingithat
a product review without a sponsorship mesgstigee appears to be a doubt whether the reviewer is
being paid to review a certain product or brand.

Thesecond manipulation check tested the assumption and awareness of the sentiment in the
comments written by others, with the question:
v i d eToePearson's chiquare test shows a significant interactietween both variables
X3 = 10 2. Bespondents that wadesshown the positive comments written by others
(N = 163),mostlychose positive (79.8%), while others chose neutral (16.6%), negative (1,2%) or
don’t remember ( 2.¢caiththeTdspondents that wdrerskowrdtheinegatige
comments written by otherdlE& 163) where the majority of the respondents chose negative (44%),

but the differences seem slightly lesser than with the respondents that were shown the positive
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comments Positive (31.6%) and neutral (21.1%) al so

(2.9%) as an optiothatwas chosen the leagtccording to the results from the secandnipulation

check, as expecterkspondents were aware of the sentimentersttown comments written by others
that they were exposed. tbhe respondents that were shown the positive comments largely chose the
positive option and the same is found with those who were shown the negative comments, where
negative was chosen the most.

To discover if having the assumption that the reviewer is sponsored, the variable perceived
sponsorshipvasconstructed. Respondentd £ 128) who assumed that the reviewer in the video was
paid by the brand, either wittaving seen theoluntary video othe paid video, could be influenced
by this assumption while watching the video and expressing their brand attitude. This variable will be
used as the independent variable instead of the type offedadinal manipulation checlccording
to the analsis in SPSS with the use of PROCESS, there appears to be a significant difference between
respondents that perceived the video not to be sponddred(12,SD= 0.83) and respondents that
perceived the video to be sponsorkbtiH 3.84,SD= 1.06), showig a difference in brand attitude, as
R2=.37. The model explains 37% of the variability in differences to the response data around its
meanF(3, 124) = 18.03p < 0.001. When respondents were of the understanding or assumption that
the reviewer was nopsnsored, they were more influenced by the exposed or chosen comments and

thus had a higher brand attitude.

4.4 Hypotheses Testing

Theresults of theseven hypothesegcording to the findings of multiple test#ll be discussedh this
section, providig a thorough analysis of the obtained data by the Qualtrics experiment for which the
tool SPSS was usenith the use of the addn PROCESS (Hayes, 2013} Testsand linear
regressionsvith p < 0.05 were consided statistically significantAn overview ofthe significance and

pathcoefficientsrelationships is shown in figure 4.1.
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Figure 4.1Conceptual framewornwith path coefficientsand significancé

4.4.1 Commenting on YouTube and Brand Attitude (H1a and H1b)

Thefirst hypothesiexpected thaf selfFcommentingvas more positiven YouTube it wouldlead to
apositivebrand attitudeTo test this hypothesis, the data from conditions 1 to 4, 7 and 10 were used,
consistingof therespomlents that were asked to pick either a negative, neutrakiaivessentiment

(N =252) In this casgit was of no importanci the respondentsereexposecr notto comments by
others Even though conditions 1 to 4 were exposed to comments by others, the data canstill b

to test thalirectrelationship.The relationship between the sentiment in-sethmenting as the
independent variabland brand attitudas the depndent variable istill valid to analysefrom the data
resulting from theseonditions.

Both variables had to be adjusted for the firgpdihesis. The variable own comment also had
the neutral and negative sentiméfa. measur@nly positive commentingg separate ariable for
positive sefcommenting wasreated dividing the scale points either by positive (4 and 5) or non
positive (1to 3). This alsocappies forbrand attitude, whera separatgariable was created to divide
the scale points for either positive brand attitude (4 and 5) epaositive (1 through 3) brand attitude.
With thesenewly constructedariablesand asimplelinearregressiorcalculationin SPSS$the
hypothesis could be tested to find a interaction between Wwbtther positive sefommenting
predicts positive brand attitudAccording to the analysis there is a significant relationship between
positivesel-commaenting andpositivebrand attitudef-(1, 250) = 69.22p < .00Q TheR? = .47,

indicating that 47% of the differences can be explamepositive seHicommenting having an effect

I Note. N = 412* p < .05, ** p < .01, ** p < .001
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on positive brand attitude. Therefore the first hypothesis is supported bgdings and can be

accepted.

Hypothesis Hllused the theory of the ELM to tespibsitive selfcommenting leads to a
higher involvement in brand attitude through positive brand attitude. To test H1b, the data from the
conditions that were asked to clseca comment with a sentimemtre usedThe data from conditions
1to 4, 7 and 10 were usedvasll. To measure positiveommenting, the variabfer averageself-
commentingvastransformed, diiding this either by positiveor norrpositive. For high invalement in
positive brand attitudehe variable brand attitude was transforrimed a separate variable as well,
dividing by high positive brand attitude, scale poinbbnorthigh positive brand attitugecale points
1 to4. The analysis showed that thds a rehtionship between positi@mmenting and high positive
brand attitudeF(1, 250) = 95.16p < .000. TheRez = .53, where 53 % of the differences between both
variables can be explained by the effect positivea@timenting hson very positive brand attitude,
thus indicating higher involvement when choosing more positive commeéhngsefore, according to
the findings, the moraserschoose a positive comment, the higher tbbances are of having more

involvement with positive brand attituddypothesis H1b is supported.

4.4.2 Review videos on YouTube and Brand Attitude (H2)

The second hypothesis proposed that there is a difference in brand attitude when watching either a
voluntary product review video or a paid product review video on YouTilhe hypothesis can be
tested with the entire data, as all the respondent had to watch either one of thandd@aswer the
scale of brand attitudeom 1 to 5 For the paid vide®l = 208 and for the voluntafy = 204.There is
no significant differene between thgroups. For the hypothedldROCES Sy Hayes (2013) in SPSS
could not be used, not the entire sample will be irsétie procedureThe reason for the exclusion of
samples in SPSS is the different conditions and not all respondents havihg kathe questions o
exposure of the material. Andep&dentsamples-test is used and showed a minimal difference
between the two groups of paid € 3.90,SD= .99 and voluntary = 3.82,9D = 1.09,

t(410) =0.88,p = 0.379 Both groups havalmast similar involvement in brand attitugaith the
conditions being exposed to the paid product review video hashghaly higherbrand attitudebut
the difference is not significaehoughaccording to the analysislypothesis 2hereforecannot be

supportedand thus is rejected.

4.4.3 Review videos and commenting on YouTube (H3)

PROCESS in SPSS by Hayes could alsdyeatised to test the third hypothesie same problem

occurred as mentioned in 4.4.2, therefore tigepadentsamples-testwill be used. The third

33



hypothesistateghat those watching the voluntary review video on YouTubeleall to the

sentiment in selfEommenting being more positivéor the paid vide® = 128 and for the voluntary
videoN = 124.According to the findings frorthe analysis there is no significant effect between the
product review video as the dependent variable and the sentimentadreeffenting as the
independent variable. The paid product review vidde(2.22,SD= 0.67) shows a&lightly higher
meancompaed to the voluntary product review videéd € 2.15 SD=0.67). A mean above 2 is the
scalepoint between neutrgP) and positiveg3). However there is no significant difference as the 95%
confidence interval does not include zef@50) =0.94,p = .350, 95%CI [-.09, 0.24] Thethird

hypothesis is not supported and is rejected.

4.4.4 Mediation effect of Own Comments on Brand Attitude (H4)

The fourth hypothesis will test the mediation effedtere type of review video is the dependent
variable, brad attitude is the independent variable and the sentiment ef@alhenting is the
mediating variableHypotheses 2 and 3 could not be suppotteetefore hypothesis 4 cannot be
tested Even with testing the hypothe&sSPSS with the use of PROCE®S -1.13 p = .648) the
results show no indirect effect of the independent variable on the dependent yvaithttero not
being in the confidence intervi@5%Cl [-.19, 0.05]) Voluntary product review videos do not appear

to lead tomore positive seltommentingresulting in ehigherbrand attitude.

4. 4.5 Effect of othersdéd YouTube comments (H5 and

As hypothes 2 was not supported glinteraction effect of being exposedbtda her s’ YouTube
comments cannot be test€@it her s’ c 0 mme n theseffect batweenttypei ohptoducta c

review video and brand attitude as this effect is not signifi€amn with testing the hypothesis in

SPSShrough PROCESS there appears no interaction effect according to the ahalyds,p =

657). Thus, hypothsis5 needs to be rejecteHypothesis 3 was not supported as well, therefore the
interaction effect being exposed to others’ YouT
review video and brand attitudannot bdested That relation ppearedo be not significant.

Therefore hypothesis 6 cannot be tesk&ghothesis 6 is rejected as wélkE .87,p = .385)

4.4.6 Brand Attitude and Purchase Intention (H7)

The last hypothesigsted ifthere is a positiveelationship between brand attitudedgurchase
intention.According to the analysis from SPSS, brand attitude is a predictor for purchase intention, as
the effect appears to be significatz 0.70,t(410)= 24,49 ,p < 0,001, 95%CI [0.65, 0.76].Thus, the
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higherthe brand attitudes, thehigher the intentiotis to purchase the produ¢iypothesis 7 is
supported by the analysis of the findings.

A second mediation modeiherebrand attitude ispplied as a mediatto discover if it
mediateghe relationshipetweerthe type of review vido and purchase intentisinot possibleThe
first relationship between the type of review video and brand attituds $gnificant (H2), but the
secondelationship between brand attitude and purchase intention isT{hiahefore the mediation
effed between the variables cannot be testetioth relationships need to be significktntwever,
there is gositiverelationship between the manipulation check variable of perceived sponsorship and
brand attitudeAccording to the analysi®(= 282) theréas a difference between the group who
perceived sponsorship in the vidé £ 3.84,SD= 1.06) and the respondents who did not
(M =4.13,SD=.83),t(280) =-2.21, p < .05 With the variable perceived the second mediation model
is possible (figure 4.2).

Brand Attitude
- Positive

- Negative
-.29* 897

Perceived Paid
- Yes Purchase
- No Intention
18"

Figure 4.2: mediation model 2

The results havbeenanalygdwith the mediatiormodel 4in PROCESSHayes, 2013)wherethe
findingsshowed a significan¢&(2, 279) = 239,820 < 0.001 R = .63 95%CI [-.46,-.04]. Thus,
brand attitude mediatéBe relationship between perceived sponsorship and purchase intention
Therefore, if the viewer views the video as not sponsored, brand attitude will be ldgtamg

towards a higher intention to purchase.

2N =282 *p < .05, *p < .01, **p<.001
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4.5Summary of Statistical Bsults
The tablan this section provides a quick overview of the statistical results.

Table 4.2 Overview ddtatistical results

Hypothesis Supported or rejected

Hypothesis 1a | Supported

Hypothesis 1b | Supported

Hypothesis 2 Rejected

Hypothesis 3 Rejected

Hypothesist Rejected

Hypothesis 5 Rejected

Hypothesis 6 Rejected

Hypothesis 7 | Supported

4.6 Additional Findings

Besides the variables used to test for the hypotheses in chapter demthgraphivariables can also
be of influence on the dependent varidirlend attitude and the mediating variable own commenting.
Three control variables were entered in the moderated mediation model to test for other possible
differencesThe three control variables are age, sex and the two largest nationalities, INda252)
and AmericansN = 129 and arencludedin SPSSwvith PROCESS (Hayes, 20183 covariateto

find out if thesedemographicenfluence the relationship in threodel. The mediation model,
PROCESS model 4ncludes the type of review video as the ingleghent variable, brand attitude as
the dependent variable and setimmenting as the mediating variablbe moderated mediation
model |, PROCESS model 8, i ncludes the same medi at
added as the moderating varialidoth of themodels arexecutedvith the control variablesince

there appear differences with the numb&Psusedin thetwo separatROCESSnalysesA possible
explanation for this difference is the several conditions respondents were assifyhectver,

adding the control variables in both modetsuld alsohighlight the differencewith and without the

moderating variable.

4.6.1 Control Variable Age

The demographic of agedsverse wherethe youngest respondent was 18 and the oldesthilé the
avera@ age of the respondents was A@cording to the analysiss shown in table 4,2ge has a
significant effect on the mediating vdbla in both modelsNhen age is divided o two groupsased

on the median (30pelow 31 and 31 and abovke difference becomes more clelnus, the older
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people areNl = 2.25,SD= .65), the more inclined they are towards having a positiveeseifnent

after watching the vide@ompared to people below 3¥ & 2.13,SD= .68).However, age has no

significart effect on brand attitude, indicating no substantial differences that can be explained due to

the age of the respondentglditionally, being exposed to comments written by others désraitno

importanceor the differences explaindzkcause of age.

Table 4.3 Age as a control variable

B SD t p Cl (lower) Cl(uppe) N
Mediation model on Own .01 .00 2.24 .026* .01 19 252
Comment
Mediation model on Brand .01 .01 125 213 -01 .02 252
Attitude
Moderated mediation model .01 .01 2.15 .033* .00 .02 174
on Own Comment
Moderated mediation model .01 .01 1.33 .186 -.00 .02 174

on Brand Attitude

Note.* p < .05, ** p <.01, ** p <.001

4.6.2 Control Variable Sex

The second control variable entered as a covariate in both models is the sex of the mespende

mentioned in the beginning of this chaptenoag therespondentss9% were male and 41%¢ere

female.According to theesults of thenalysisas shown in table 4,.4ex has a significant effect on
brand attitude in both models. Female respondentsto have a higher brand attitutié£ 3.96,SD
= 1.03) compared to male respondeMs=3.79,SD= 1.00). Sex has no significagtfecton the

variable of own commenting. The differences in-selnmenting cannot be explained because of the

sexof therespondentsSimilarly to the control variable for age, being exposed to comments written by

othersas a moderator does not expltir differenceshecause afex.
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Table4.4 Sexas a control variable

B SD t p Cl (lower) Cl(uppe) N
Mediation malel on Own .07 .09 .84 404 -.10 .24 252
Comment
Mediation model on Brand .22 .10 230 .022* .03 41 252
Attitude
Moderated mediation model .08 .10 .79 429 -12 .28 174
on Own Comment
Moderated mediation model .25 A2 2.11 .036* .02 49 174

on Brand Attitude
Note.* p < .05, ** p < .01, *** p < .001

4.6.3 Control Variable Nationality

Nationality is the third control variable used as a covariate in both models. According to the final
analysis of the additional findings, nationality does not haveréfis@nt effect on either of the
variables own commenting and brand attitude in both models as shown in taBleidgoeither

Indian or American does not seem to influence the mediating and dependent variable.

Table4.5Nationalityas a control varials

B SD t p Cl (lower) Cl (upped) N
Mediation model on Own -05 .10 -52 601 -24 14 200
Comment
Mediation model on Brand -11 .11 -1.01 .313 -.32 A1 200
Attitude
Moderated mediation model -.08 .12 -68 499 -31 15 139
on Own Comment
Moderated medtion model -02 .13 -18 854 -29 24 139

on Brand Attitude
Note.* p < .05, ** p < .01, *** p < .001
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5. Conclusion

Current research is conducted to expthminfluence olYouTube commentayhethemreading those
written by othersr writing them yairself have an interaction effect or mediation effatthe
relationship betweepaid and voluntarproduct review videos on YouTube and brand attitude,
leading toa potentiapurchase intentiorthis will be discussed with the research question and the
proposed hypotheses.

From thestart,internet havecome an advertising medium in addition to its being a source of
information and dateEspecially since the introduction of YouTylbehas become one of the most
successful UGC platforms online. The afyth of YouTube lies in the ability for users to be
participatory anghare theicreativeside, where e type of content creation by users are creating
product review videofCheng et al., 2008/orency et al., 2011)Advertisersare now using this type
of video creation for advertising purposes (Wu., 20U8)ng narrative advertising is an effective
method on the platfornB@arnes & Hair, 2009Manic, 2015. Also, throughthe essential feature on the
website for users to leave behind comments, YouEuhbles social interaction and networking to
take plac€Cha et al., 2007). It allows users to share their opinions or leave a response, and therefore
create a possible discussion among the users or with the owner of the video. These comments, with or
without ansentimental tonecan be of influence to the reader in relation to the content of the video
(Siersdorfer et al., 2010; Walther et al., 2010; Schultes et al., 2013; Canakia2013Takacset al.,

20149. As there wasot sufficientresearch execetl on this topic,ie main goal of the current study

was to examine the influence of YouTube comments on the relationship between the review video

either sponsored or na@nd brand attitudehuspotentiallyleading toa purchase intention. Therefgre

the research question of this study i@snulated as followsHow and to what extent do the

senti ment of own and othersd YouTube comments an
purchase intention of products featured in a review video on YouTig2hapter wilfurther

interpret the findings presented before, and explain their implications for thedyracticeAlso

several limitations will be discussed and how these offer opportunities for future research.

5.1 Summary of Findings

With supportof thetheoreticaframework, seven hypotheses were construsiddthe purpose to
answer the research questiotroducedn thefirst chapterThe first hypothesis stated that there is a
relationship between the sentiment of sglmmenting of YouTubgiewers and brand attitude, where
positive sefcommenting leads to a positive brand attitude (H1a) and positiveaathenting leads

to a higher involvement in positive brand attitude (HHi)a is supported by the analysis of the
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findings. There is a tationship between the sentiment of smimmenting and brand attitude. The
relationship is a as expected; fireingsshowed that more positive chosen YouTube comnignts

the respondents lead tdigherbrand attitude, indicating mopositivity towardghe brandThese
findings were aligned witMitchell and Olsor(1981) who state thasharing positive opinions and
evaluations towards a brand are associated with positive brand attlategecently, Spears and
Singh (2004) stated that before anatitte t owar ds a brand is developed,
affected. The findings support the research by Spears & Singh (2004), where the sentiment of self
commenting is an indicator for the attitude towards the bidhd.is also supporteby the fndings,
indicating areffect as expected; the mguesitive the seltommentingthe higher the involvement is

of positive brand attituddhis finding supports the theory of the ELM, where positive feelings are an
indicator for a higher positive involvemtof a brand (Spears & Singh, 2008ore specifically,

peoplewhoarepr ocessing the sti mulapmeartolhavoahigher t he cent i
involvement of brand attitudéétty & Cacioppo, 1993Hypothesis & and 1b botkhowed a main
effect betveen the sentiment of salbmmenting and brand attitudbusthis supports therevious

research discussdalthetheoretical framework

The second hypothesis stated that the type of review vidé&@uTube either voluntary or
paid, has a relationshigith brand attitudeThis is not supported by the analysidluf findings and
the hypothesis was therefargjected. There is no relatigimpfound between the type ofview video
and brand attitudehusshowing no difference between the voluntary paidl review video.
According to prior research, voluntary review videos would lead to a higher positive brand attitude
than paid review videoslowever, tle findings are contrary tthe research biozinets et al(2010)
and McQuarrie et a(2013. Markeing strategies included into product reviewing on YouTube do not
influence the brand attitude of the consumEtsthermorebrand attitude is neither more positive or
negative when advertisers make use of narrative advertising strategies on YouTubephvdugt
reviewing.The findings are more in line wittiorency et al(2011), who argue that even with

manipulation of marketing strategies, both type of reviews are considered as informative.

With hypothesis 3t wasdiscussedhat there is a relatiohgp between the type of review
video and the sentiment of selbmmenting on YouTub&Vith support of prior research, the
hypothesis proposed that voluntary review videos on YouTube will lead to more positive commenting
by the viewer than paid review videdrl his hypothesis cannot be supported and is thus rejétieske
findings are not in line with prior research (Kozinets et al., 28iérsdorfer et al., 2010 helwall et
al., 2012), in which it was pointed out that an applied marketing element ifgavseinfluences the
sentiment of the reader more negatidewever, he finding does support anotrezitical point in the
research of Kozinets et §2010), the researcharentioned that reviews that entail marketing
strategies receive both positive arefjative sentiments. This is a possible cause of the findings not

having a particular difference with the type of review video and the sentiment being either positive or
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negative Since hereis no relatioshipbetween bothi is of no concern if theeview videois
sponsored or not when thiweris likely to post acomment with a sentiment with the video on
YouTube

According to the fourth hypothesis, voluntary review videos on YouTube will lead to more
positive commenting by the viewer than paid eswvivideos on YouTube, whereby a higher brand
attitude occurs. The analysis of the findimdso do nosupport hypothesis 4. Thererie mediation
effect of sefcommenting between the relationship of the type of review video and brand affitede.
main dfects in hypothesis 2 and/pothesis 3 were rejected and only hypothesis 1 was supported,
therdore nomediation effect of selfommenting on the relationship between the other two variables
appearsThe findings are not in line with prior researchMidrency et al. 2011 and Dellarocas
(2006 which assert that either experiencing a marketing stimuli or not would lead to differences of
affecting the eceiver. This researd¢hereforecontradictgshe literatureLeaving a comment on
YouTube does not influees the brand attitude when watching either a voluntary or paid review
video. Therefore, this is possibly again in line with the previous point in the research of Kozinets et al.

(2010), implying that both sentiments could result from an included marlstinglus.

Both hypothesis 5 and hypothesiartalysedhe interaction effect of reading comments
written by others on the relationship between the type of review video and either the sentiment of self
commenting and brand attitudgoth hypotheses arejeeted, showing no interaction effect.
Thereforethe findings show that reading othetomments aftewatchingthe type of review video
has nomfluence on the brand attitude. The findings contradict prior research regarding social
i nf | ue nc eommdnts beindioeucia ih thecselection of a personal choice (Cambria et al.,
2013) . In the Ilight of this research, others’ <co
commentingand brand attitudén relationship with the type of review video. Howeue findings
seem to suppothe poor public image of YouTube comments where these are considered of little
value Schultes et al., 2013

The seventh and final hypothesis introduces purchase intémtiothe frameworkThe
hypothesis stated thatetfe is a positive relation between brand attitude and purchase int@ntion
whichthe higherthe brand attitude appears to be, the higher the intention to purchase Rikbd.
on previous research, the findings are similar with the expectaiMiten he brand attitude is higher
leaning towards more positivityhe intention to purchase also becomes higherefore matching
the |iterature in which was discussed that when
influencing their intention tpurchase a brand. The significant effect also highlights and confirms that
positive brand attitude leads to a higher purchase intention and vice versa for negative attitude leading
towards a lowers purchase intenti®tope &Vegas, 20Q0Specifically confimed by this research,

that through the video which was shown in the beginning, awareness was created towards the brand to
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change brand attitude and thus leading to intention to purcBhasblfiret al., 2009Turney &
Littman 2003. In light of thissignificantrelationship, a second mediation model was constraoted
discover if brand attitude can mediate the relationgtepsignificant relationship between the
manipulation check of perceived sponsorship and purchase intefierindings showed that

perceived sponsorshignd brand attitude predict the intention to purchase.

According to the analysis of the additional findings, age influencesaelimentingThis
finding was aligned with prior research&nnebaker, Mehl and Niederhoft@003, whoargue that
with increasing age, individuals us®re positivesentiments in their wording arfielwer negative
sentimentatvords.Meanwhile, he findings of ex showing no significant effect on sedbmmenting
contradicts thevork by Lakoff (1975), who arged that there is a difference when looking at gender
differences in language use. Women tend to be more considerate and positive in their emotions with
their sentimenin their writing, whereas men usadarly fourtimes the amount afwear and anger
words This was more recently confirmed by other researcergell(Mehl, Pennebaker, Crow,
Dabbs & Price200% Mangold & Smith,2011).Subsequently, being Indian or American had no
significant effect on either variablelowever,Lange (2008) did point oubat culture might be a cause
of difference in behaviour among participants who engage in YouTube discu3s$imnis. not
supported by the additional findings.

Furthermore, out of the three control variables testelrfond attituden the additional
findings, only sex has an interaction effdtte resultherebyconfirm the positive effect of gender on
brand attitudén a study where clever advertising imagery was useimi have a higher mean score
than merfor their attitude towards a brafélcDanid & Kinney, 1998).However, this is not
applicable for every brand. For example, when the brand advertises for violent video games, women
have lower brand attitudes compared to men (Yoo, & PHF,). Thus, differences due to the gender
of an individual,must be explained in relation to the category in which the brand belggsnd

nationality both did not have a significant effect on brand attitude.

Finally to conclude the findingshis research showed two interesting points. First, the sentiment
of selfcommentingon YouTubenfluences brand attitude positively. Also with the inclusion of the
ELM there is a positive relation. And second, a higher brand attitude influences a higher intention to
purchase a product or brand. Conversely, reading comnvetien by dher user®n YouTubedo not
influence the sentiment of sedbmmenting and attitude towards a brahdis contradicting previous
researchdiscussed in the theoretical framewarkhd as menti oned befor e, ot he
little value Sdhultes et al., 20)3Lastly, the addition of a marketing stimuli into a revieideoon

YouTubeis of no essence when looking at the sentiment ofcestfmenting and brand attitude.
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5.1.1.Practical Implications

The aforementioned insights also cdmiite to the practice fieldf social media advertisinghis
researchHocusedspecificallyon narrative advertising strategies applied in product reviews on
YouTube.Digital and social media marketing should not be disregarded by companies who are
applyingadvertising strategies to influence potential customers to buy their proBuetsthough the
results showed no difference in the response towards using a marketing stimulvith @oYouTube
video, companies are aware that social media marketingie accessible to a larger audience
(Barnes & Hair, 200p Moreover,YouTube has largely becona@ online destination for shared
content originating from professional sources (Freeman & Chapman),. PE0te aifst note which
is important for practical iplementation of marketing on social media platforeadesnumbers
resulting from social media marketiage for instanceasier tdrackthantraditional marketing such
as television or radio commercigla/u, 2016 Morency et al., 2011 Subsequentlywhen looking at
online consumer reviews, these are regarded as important for dheiagtions of consumerghese
reviews have theapability of influencing the decisiemaking process of consumdtse, Park &
Han, 2007)Thereforeusingnarrative adversing into YouTube review videos, transparency around
disclosures izaluable for both consumers and companies.

According to this research, sentiment of @gifnmenting does influence the attitude towards
the brand. When users post positive commentsnitezad towards a higher brand attitude. On the
contrary, when users post negative comments, it can influence the brand attitude negatively. This point
is not good for advertisers that use a marketing strategy into a YouTubelviditimg the negative
commentsthat users intend to wriie favourableto influence the attitude towards a brand more
positively. A negative attitude can affect the credibility of the information in a revidligrocas,
2006. Elaborating on thisconsumers nowadays engage nmaasily in critical discussions on social
media (Mangold & Fauld2009).Besides)YouTube allows users to engage in discussions, thus
advertisergan benefit from paying attention to the comments and conversations consumers are having
in relation to the and or product.

5.2 Limitations

Most findings in current researdo notconfirm the expectations based on literat@everal
limitations might be at cause to the findings that could not support prior research. These limitations
may have limited curremesearch in giving a more conclusive and generalizable answer to the
research question.

The first limitation which became clear during tformulationof the research question and
several hypotheses was the lack of sufficient prior research exectitedigld of advertisement in

online product reviewing videos. Most of the literature either focused on reviews in géné&raitt,
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2008;Morency et al., 2010; Ghose & Ipeirotis, 2Q,1ddvertisement in reviewKozinets et al., 2010;
Hu et al., 2012pr branding on YouTubd-feeman Chapman, 2007; Pace, 2@8ith et al., 2012;
Chen, 2013). There was barely any research which linked thesstéigédher which would e
interesting for this research, so that it copddentially contribute to relatedsearchHowever, to
support the research question and hypotheses this was inconvenient.

Secondly, searching for a useful video to use in this survey in order to get proper answers and
responses while taking into account the research fields was a tliffisklFor this surveyabrand had
to be found which was not subjected to differences in responsesexitge or culture. As these
demographics were not a part of the main research topics. There are gender gaps which are evident for
online shoppingThere araalsos i gni fi cant gender differences in c
consumer reviewsB@e & Lee, 2011 Mangold & Smith, 201}l Men for example buy moreomputer
hardware or softwarandelectronical devices, whereas women tenduy more appalend health
and beauty productSébastianell Tamimi & Rajan,2008).Current research had to take this into
accounto find a brand that would apply to a an audience without being influenced by sex, age or
cultural differences, while only searching witlonline product review videos on YouTufdis
critical process took longer than anticipated.

A third limitation became visible after the survey was completed. It is difficult to monitor if a
respondent has ee the video in its entirety fno beginnindill end. Both videos together were
watched 458 times and the total of completed surveys was 412. This is an indication that all the
respondents could have seen the whole vidatthis is not possible to confir@nly the time spend
on a survey can beaced through the data and analysis in Qualtrics. The average duration spend on
the survey is 17.48 minutes, which for this survey would be too long. Respondents could take a break
during the survey. Also, according teauple ofresponsgby respondestwho mailed after
completing the surveyheduration time spend on a survey starts counting again from zextoiihing
to a new MTurk website page after accepting the hit to separately subnatdifferent screen

Another limitation which occurreduring the analysis of the findings was the use of
PROCESS (Hayes, 2013). Because in this research there were several conditions in which the
respondents were randomized in, not every respondent endured the same steps and flow of the survey.
Therefore, PRCESS could not include all cases in its analysis in SPSS for model 8. It would only
carry out the analysis for the cases that endured all steps from beginning to end, including the ones

exposed to the moderating variable of others’ co

5.3Recommendations foFuture Research

This research hageated new openings for future reseaFair.instance, this research can be applied
to otherbrandsand productsuch as beauty products or electronical goods. These two catdguges

the most online duct review videos on YouTube. Advertisers whoteyieg to persuadpotential

44



consumerdnto buying theseproductscan use the research settings and applgti their brandand
target groupThis research only focused on travel bags, which is ootremon searcproductfor
consumers when consulting online product reviews. Therefore, applying current research in relation to
different brandsand productsvould eliminate possible demographic differences.

A second recommendati@tcording to this resech wouldbe to research beyond the
platform of YouTube. Even though digital and social media marketing is becoming more important in
this digital age, discussions also occur online when the source is traditional media such as the visual
medium of televi®n and film.The placement of products in movies for example has become an
important element of consumer marketing prograsreating brand exposure (McKechnie & Zhou,
2003).1t has been suggested that product placement also influences brand détdride &
Friedman2002).0n the extent to which this also lead to different sentiments in online commenting

and discussions would be an appealing research aspect.
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Appendix: Qualtrics Survey

Introduction
Dear participant,

You are invited to take part in a reseh about online consumer behavior. The purpose of this study is
to understand the impact and use of Yobe on potential consumeiihe following survey will take

you about 10 minutes to fill out. In general, | want to inform you that your particigatiauntary

and you are free to interrupt or stop at any point. Furthermore, you can be assured that | will use the
material from the survey exclusively for my academic work and your data will be handled
anamymously and confidentiallyn case you have gstions or remarks about the research and this

survey, you can contact the researcher diyegfl2546ab@student.eur. By confirming that you

have read and understood this brief introduction, your conseuiffisient and you are free to begin

with the survey.

Thank you for your participation.

Voluntary Video First watch the following video completely. If the video does not appear on the
screen, please use the following Iinﬂs_;//youtu.be/STIch?b'ODA

SONIA GIL ¢

> Pl ) 0:03/235
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Sponsored Video First watch the following video completely. If the video does not appear on the

screen, please use the following link https://youtu.be/STIKNc7bODA

SONIA GIL

ESponsored

> o0 o
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POSSCOMM Read the following comments

&

¥ B

'

n S
-~

Scott Bland 2 years ago

| just discovered your channel Sonia, and I'm really enjoying not only the content, but your
great delivery - Thank You!!

Recently I've admitted to myself that I'm an over-packer. | always come home with so
much stuff that | never wear, or didn't need to wear, but did just because it was available.

I'm going to make an attempt to only fly with a carry-on, so I've been researching various
luggage brands and packing solutions - your videos have really made this an even more

enjoyable project.
Keep up the great work!!

-Scott
Show less

Reply - 2 g 9

Zulinet Pérez 3 years ago

| would absolutely LOVE these for my trip to Puerto Rico and my cruise this summer. Flying

from Alaska takes a toll on the clothes. Hahaha! By the time | reach my destination it looks
like the inside of my suitcase went through a hurricane. Hahaha! | would use these to
divide my clothes for a day to day basis. Thank you for your videos!

Reply « g W

nowisgood4me 3 years ago

I'm going on a 1 month trip to brazil this july, | think packing cubes are a really good idea to

keep my stuff organized. Thank you for the review, I'm looking for soft and shapeless
packing cubes, since | will only have one backpack with me on this trip. Maybe you could
do a video on packing backpacks?

Reply « g W

Jenna Frist 3 years ago

loved this and all your videos, they are helping me so much as | plan a vacation to France!
;) I would use the cubes to pack under garments, swim suits, and workout clothes, and
pajamas! :)

Reply - uly 9

Anna Hartzel 3 years ago

| absolutely love your channel. So helpful :)! In small one, | would put accessories, under
wear and socks or sanitary stuffs. In medium one, | would put Tops (T-sharts etc) and in
large one, | would put bottoms. Putting dirty clothes or shoes in bag totally freak me out... |
always have few plastic bags with me and put dirty stuffs in it so that way | can throw
them away after | use.

Show less

Reply - uly 9
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NEGCOMM Read the following comments

CandyFloss162010 2 years ago
I'm have been a bit disappointed with your channel recently. It has become more of a advertisement for products than anything

else. | miss your helpful travel tips... :(

Reply *+ 34 1y 9
heartslee 2 years ago
{ =(ii thot the same

Reply + 3 1y 9

PROductive BEAST 2 years ago
Uhhh ... | hate sell outs.

Reply - 1y 9

WhoaNallyJake )8 3G
I there any way you could cut back on mentioning that people should subscribe? I've been subscribed for a while now, and It

gets a httle irmtating heanng “don't forget to subscribe” and “you better subscribe” three times a wideo

TR L

33booyaka33 5 months ago

For being a "product review" video, it was total shit.
You have a beautiful face though.

Reply* 1 g 9

Joseph Kamel 2 years ago
Soniaa, used to love your channel but the coolest travle tip are becoming to be websits and

products adverts
Hope you get back to the travle advises and decrease the adds.

Reply - 4 oy B
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OC1 If you would write a comment on YouTube after watching the product review video, which of
the following three would you choose?

CandyFloss162010
I'm have been a bit disappointed with your channel recently. It has become more of a advertisement for products than anything
else. | miss your helpful travel tips... :(

34 |‘ ’I
ﬁ heartslee 2 years ag
=( | thot the same
Reply* 3 o 9
Maria Camilla 3 years ago

So then what do you do with packed cubes? Are they meant to organize your suitcase?

Reply + 1y 9

] Jenna Frist 3 years ago
, D loved this and all your videos, they are helping me so much as | plan a vacation to France!

:) I would use the cubes to pack under garments, swim suits, and workout clothes, and
pajamas! :)

Reply - 1y 9

OC2 And from these three comments?

PROductive BEAST 2 years ago
Uhhh ... | hate sell outs.

Reply « uly 9

A Rhee 3 years ago
This is def an upgrade from gallon ziplock bags!

Reply + gy 9

"?:1 When SEUNGRI Speaks 3 years ago

LA “w| Omg packing cubes! Why have | never used these before?! | would use them for everything,

but | can see them being especially good for undergarments, socks, bathing suits, and
towels.

Reply - oy ®
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OC3 And these three comments?

Tishabel12 3 years ago
yes this videos are good, but the stuff you advertise is super expensive!

Reply - 1y ®

H20fanatic20 2 years ago
So a question, which packing cube set would be ideal for a backpacker's backpack?

Reply « 1y W

Zulinet Pérez 3 years ago

| would absolutely LOVE these for my trip to Puerto Rico and my cruise this summer. Flying
from Alaska takes a toll on the clothes. Hahaha! By the time | reach my destination it looks
like the inside of my suitcase went through a hurricane. Hahaha! | would use these to
divide my clothes for a day to day basis. Thank you for your videos!

Reply « fy 9

BA What is your opinion, after watching the product review video and reading the comments, on the
brand 'Eagle Creek'?

1 2 3 4 5
Unappealing Appealing
Bad Good
Unpleasant Pleasant
Unfavorable Favorable
Unlikable Likable
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Pl How much do you agree with the following statements?

“ wo u l
try this

produc

“ wo u
purchase this
product if |
would see it

onl i ne

“ wWo u
actively seek
out this product
online in order

to purchase it"

Definitely not

Not

Don't know

Yes

Definitely yes
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FQ Please answer these final questions.

Familiarity Were you familiar with the brand Eagle Creek?

Yes

No

Own EC Do you own a Eagle Creek product?

Yes

No

V or S videoWas the YouTube reviewer sponsored byglE&reek?

Yes

No

Don't remember
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Tone What was the tone of the comments shown after the video?

Positive

Neutral

Negative

Don't remember

SexWhat is your gender?

Male

Female

OccWhat is your current occupation?

Student

Employed

Retired

Homemaker

Other
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Age What is your age?

Nat What is your nationality

We thank you for your time spent taking this\ey.

Your response has been recorded.
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