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Abstract 

This research introduces a novel classification for social media influencers, namely informers and 

entertainers, and examines the impact of influencer type on engagement and online sales. Our 

findings suggest that endorsements by influencers who take on an entertainer role attract more 

engagement (number of views, likes, and comments) than endorsements by influencers who are 

informers. Furthermore, drawing on an influencer–brand congruency theory, the moderating effect 

of brand stereotypes is examined. We show that informers (vs. entertainers) generate more online 

sales when endorsing competent brands. Contrarily, when endorsing warm and warm-competent 

brands, there is no significant difference between the two types of influencers. This study reaffirms 

the importance of identifying and selecting “fitting” influencers for brands and informs advertisers 

about the way brand stereotypes moderate the effectiveness of influencer marketing. 
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1. Introduction 

In recent years, social media has become a powerful communication channel. This has led to the 

emergence of social media influencers (SMIs)—a new form of celebrity—that are gaining great 

fame and influence (Khamis et al., 2016). Unlike traditional influencers, who gain fame through 

their participation in offline activities, such as movies, politics, or sports, SMIs gain fame by 

regularly generating and uploading original content on social media platforms (Wiedmann & von 

Mettenheim, 2021; Ye et al., 2021). Marketers are increasingly embracing SMIs as a part of their 

social media marketing strategy (Campbell & Farrell, 2020). SMI endorsement tends to be more 

effective than traditional celebrity endorsement (Schouten et al., 2020) by being more cost-

effective, generating higher user engagement, and capitalizing on the power and influence of SMIs 

over consumers (Ahmadi & Ieamsom, 2022; Hollebeek & Macky, 2019; Pulizzi, 2013; Trusov et 

al., 2009).  

Influencer marketing enables companies to leverage influencers’ resources (e.g., followers, fame) 

and tap into their strong bonds with their followers (Leung et al., 2022). Sharing similar interests 

with their followers and their niche expertise enhances influencers’ perceived credibility, giving 

them additional influence over their followers (Belanche et al., 2021a). The trust that influencers 

create among their audience, together with their large numbers of followers, makes SMI’s brand 

endorsements particularly attractive to advertisers (Campbell & Grimm, 2018). Therefore, it is not 

surprising that influencers play an increasingly important role in marketing. The global market 

value of influencer marketing has more than doubled from 2019 to 2021, reaching 13.8 billion U.S. 

dollars (Statista, 2021). 
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At the same time, companies struggle to locate suitable and fitting influencers. This is due to the  

growing number of SMIs, their different interests and expertise, and most importantly, 

unavailability of performance data on their endorsements (Kim et al., 2020). Cooperation with an 

unsuited SMI can seriously damage the brand image and sales  (Backaler, 2018; Breves et al., 

2019). Identifying suitable SMIs requires insight into their differences and knowledge of how such 

differences affect their performance. The dominant classification based on the number of followers 

(Brown, 2019; Campbell & Farrell, 2020) provides the basis for SMI segmentations; However, a 

more in-depth understanding of their characteristics is needed.  

In this research, we first present a SMI classification based on their adopted role and identity in 

online platforms. This novel classification suggests that influencers tend to be informers or 

entertainers. Informers enact an expert role and offer useful and utilitarian information to their 

audience, whereas entertainers connect to their audience by offering entertainment and sharing 

emotions. We then demonstrate the effectiveness of this classification as a predictor of influencer 

marketing performance.  

We use the congruence theory to examine whether informers and entertainers are a better fit for 

different brands. Endorser–product congruency has been previously used to identify suitable SMIs 

for different products (Breves et al., 2019; Chang et al., 2019; Shan, 2020) to enhance the 

credibility of advertising (Martínez-López, et al. 2020) or improve advertising recognition and 

effectiveness (Kim & Kim, 2021; Schouten et al., 2020). This paper expands the influencer 

marketing literature by showing that, along with the product, the congruence between the brand 

and influencer is also crucial. More importantly, it introduces a new SMI–brand congruency 

schema based on the new SMI classification (informers vs. entertainers) and two brand dimensions, 

warmth and competence. Brands’ warmth and competence are important determinants of consumer 
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behavioral responses (Aaker et al., 2012; Ivens et al., 2015) and purchase intention (Aaker et al., 

2010; Fournier & Alvarez, 2011). They are included as moderating variables that affect SMI 

performance. 

We contribute to marketing literature by focusing on the actual performance of different types of 

influencers and identifying the right SMI fit for different brands. Research on influencer marketing 

has largely examined the relationship between followers and SMIs, focusing on followers’ 

attitudes towards SMIs (Belanche et al., 2021a), their perceived credibility and the trustworthiness 

of the influencer (Belanche, Casaló, Flavián, & Ibáñez-Sánchez, 2021a; Martínez-López et al., 

2020), their stickiness (Hu, Min, Han, & Liu, 2020), and inspirational connection to the SMIs  (Ki 

et al., 2022). Current studies show that influencers affect behavioral intentions, such as purchase 

intention (Sokolova & Kefi, 2020) or product search intention (Belanche et al., 2020; Martínez-

López et al., 2020). However, research on the followers’ actual behaviors and SMIs’ performance 

measures is scarce (see Tafesse & Wood, 2021). Emphasis on actual outcomes gained from SMI’s 

endorsement helps brands identify influencers whose positioning can lead to high return on 

investments (Leung et al., 2022). We, therefore, explore the actual performance of informers and 

entertainers on social media platforms. 

Hence, two studies were conducted using data from TikTok. Research has explored influencers’ 

impact on consumers’ responses and behaviors on different platforms such as Twitter, Instagram, 

and YouTube (Casaló et al., 2020; Gentina et al., 2021; Jin & Phua, 2014; Lee & Theokary, 2021; 

Mallipeddi et al., 2021; Sokolova & Kefi, 2020). TikTok is one of the world’s fastest-growing 

social media networks that has become a key platform for influencer marketing (Haenlein et al., 

2020). It has a large and growing user base and its influence on users has gradually expanded 

(Wang et al., 2019). A recent survey shows, 87% of influencers generate higher audience 
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engagement on TikTok than on other social media platforms; this has important implications for 

influencers and brands (El-Qudsi, 2022). Limited research exists on TikTok, regarding influencer 

marketing and brand strategy. We address this issue by exploring influencers’ performance on 

TikTok. 

Our findings contribute to the literature by providing a novel classification of influencers and 

showing its usefulness in predicting brand endorsement performance. Our results demonstrate that 

endorsements by entertainers generate greater number of views, likes and comments, compared to 

endorsements by informers. Furthermore, the congruence between the SMI and brand can partially 

explain the different outcomes of endorsements in terms of online sales.  

 

2. Theoretical framework 

Influencers are most commonly classified based on their numbers of followers and size of their 

network (Brown & Fiorella, 2013). Campbell and Farrell (2020) divided them into celebrity, mega, 

macro, micro, and nano-influencers. Classifications based on the number of followers are often 

used as a starting point in the search for an influencer. However, solely relying on the follower 

count is misleading (Ansari et al., 2019) because it only represents the extend of an influencer’s 

reach. Evidence indicates, a high number of followers does not always translate into true influence 

(Kay et al., 2020; Park et al., 2021; Romero et al., 2011). Having many followers may create the 

perception that the influencer is mainly seeking commercial collaborations and thus is not 

authentic (De Veirman et al., 2017). Classifications based on the number of followers help firms 

select an SMI with an extensive reach (higher number of followers) or choose one who is perceived 

to be authentic (lower number of followers) (Kay et al., 2020; Park et al., 2021). However, they 
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neglect the influencers’ distinct identities and the nature of their social roles in relation to their 

audience.  

Influencers’ performance is affected by their distinct identities, characteristics, and personal image 

they actively shape through self-promotions and management of self-generated content on social 

platforms (Hu et al., 2020; Leung et al., 2022). They emphasize self-branding and embody certain 

identities and characteristics (Li, 2021). We propose that the performance of SMIs is rooted in 

their enacted characteristics and the extent to which they play an informer or entertainer role. 

Accordingly, two groups of SMIs are introduced: entertainers and informers. We propose that 

entertainer/informer classification has important managerial relevance and can determine 

consumers’ behaviors toward SMI’s endorsements, i.e., the engagement level and generated online 

sales. 

The first category of SMIs adopts an entertainer role on social media. They rely on entertaining 

and creating emotional connections with their audience. Entertainers offer hedonic value that is 

experiential, fun, and playful (Scarpi, 2012). They connect with their audience on a personal level 

and create hedonic attachments between their followers and endorsed brands (Lin et al., 2018). 

These hedonic experiences and emotional attachments in followers can encourage engagement and 

increase their interaction intentions (Akdim et al., 2022; Casaló et al., 2017; Dhar & Wertenbroch, 

2000).  

Whereas, endorsers who adopt an informer role create informational content. They are frequently 

perceived as experts, increasing the likelihood of consumers being persuaded and convinced by 

their messages (Amos et al., 2008; Ohanian, 1990). Informers often include technical information 

in their posts that can be useful to the viewers. They offer utilitarian value to their audience, which 
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is outcome-driven and rational (Scarpi, 2012) through functional information, essential to a 

purchase decision. Therefore, they motivate purchase intentions in consumers (Lin et al., 2018). 

Informers are regarded as opinion leaders or market mavens (Feick & Price, 1987) who have a 

broad knowledge of the market and different products and actively share their knowledge to inform 

other consumers.  

Due to the diverse effects of entertainers and informers on consumers’ interactions, engagement, 

and information need satisfaction, we expect them to achieve different performance-related 

outcomes. Research on the effect of SMIs on actual performance measures is scarce. Some recent 

studies have examined engagement as a measure of influencer marketing (Hughes et al., 2019; 

Tafesse & Wood, 2021). We explore the performance of SMIs both in terms of the level of social 

media engagement and online sales generated by brand endorsements (Fig. 1). We show that 

influencer type is an important determinant of SMI performance.   

Furthermore, it is crucial to understand the role of different types of SMIs and their performance 

in different contexts. Certain influencers may create better results for certain brands. Therefore, 

when engaging with influencer marketing, marketers need to work with those influencers who are 

suitable for and fit with a specific brand to achieve better outcomes. Advertisers cannot presume 

that celebrity endorsements always lead to successful marketing communications (Wang & 

Scheinbaum, 2018). Congruence theory is used to examine the effect of different types of 

influencers on different brands. This theory has been used in the traditional marketing context to 

investigate the endorser–brand relationship (Till & Busler, 2000; Kamins et al., 2013; Kamins, 

1990). It is also valuable in understanding the relationship between SMIs and brands (Belanche et 

al., 2021b; Breves et al., 2019), because followers positively value the fit between the influencer 

and the characteristics of the promoted brands (Belanche et al., 2020).  
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Our research first investigates the performance of brand endorsements by different types of SMIs 

(informers and entertainers) in terms of engagement. It then draws on SMI–brand congruence 

theory to show the interaction effect of SMI type and brand stereotype (i.e., competent and warm) 

on online sales. Fig. 1 presents the theoretical framework of this study. 

 

Figure 1. Theoretical framework 

 

2.1 Impact of different social media influencers on engagement 

Research in social media has distinguished between informative and entertaining content (Bellman 

et al., 2011; Meire et al., 2019; Moldovan et al., 2019; Rietveld et al., 2020; Smink et al., 2019). 

Building on this literature, we propose that SMIs strategically take on an informer or entertainer 

role which can affect followers in diverse ways. More specifically, we explore the effect of this 

SMI classification—informers and entertainers—on social media engagement (i.e., the number of 

views, likes, and comments).  
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The number of views, likes, and comments are indicators of consumer engagement behavior on 

social media (Dolan et al., 2019) and engagement with influencers (Lou et al., 2019). Advertisers 

and marketers use them as measures of online engagement that can assess the effectiveness of 

online marketing (Alhabash et al., 2015). Engagement on social media has a substantial impact on 

the success of online campaigns (Shehu et al., 2016). It influences the spread and impact of brand 

ads (Motoki et al., 2020) and the behavior of consumers (Pentina et al., 2018). Therefore, 

understanding how influencer marketing can generate higher engagement is crucial.  

As previously mentioned, entertainers connect to their audience through entertainment, emotions, 

and personal connection. We expect them to have higher engagement on social media than 

informers. Their higher level of engagement can be explained in two ways. 

Firstly, to increase engagement, entertainers use emotion-eliciting strategies that create emotional 

responses in followers. Entertainers communicate humor and feelings by creating exciting content 

such as story-based videos, life anecdotes, or videos about their relationships with others. They 

use emotional, humorous, sharp, or funny content to enhance the followers’ acquired emotional 

value (Hu et al., 2020; Wang et al., 2017). By this approach, entertainers aim to trigger emotional 

responses and strong reactions in their audience, which could prompt discussions and engagement. 

Based on the emotional contagion theory (ECT) (Barsade, 2002; Hatfield et al., 1992), displaying 

stronger emotions, e.g., as entertainers do, evokes stronger emotions in the viewer (Hatfield et al., 

1992; Wild et al., 2001). For instance, expressing positive emotions arouses a corresponding 

positive emotional state in others (Hennig-Thurau et al., 2006). Similarly, entertainers’ emotions, 

excitement, enthusiasm, and passion could have a contagious effect (Lee & Theokary, 2021). 

Viewers unconsciously mimic and synchronize with certain emotions projected by the influencers, 

converge emotionally and experience the emotion themselves (Hatfield et al., 1992). These 
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aroused emotions in followers can contribute to higher engagement, e.g., more views (Lee & 

Theokary, 2021; Rietveld et al., 2020; Stieglitz & Dang-Xuan, 2013), as emotions are an influential 

driver of engaging with and sharing content (Kang et al., 2020; Berger & Milkman, 2012) and 

increase online interaction intention (Casaló et al. 2021). Emotions that consumers experience 

prompt them to engage with and spread entertainers’ endorsements on social media platforms. 

(Akpinar & Berger, 2017). Therefore, we expect endorsements by entertainers to receive higher 

engagement compared to those of informers. 

The second reason for higher engagement of entertainers is due to the evoked feeling of identity 

similarity in followers. Entertainers produce more content related to their personal life, routines 

and experiences which can easily evoke the feeling of identity similarity in followers. This is 

because, followers feel that they know the entertainer well, hence identify with the influencer (Hu 

et al., 2020). Entertainers can create stronger connections with their audience due to their closeness 

and similarities (Casaló et al., 2017). Identification creates strong involvements with the media 

persona (Brown, 2015) and therefore can increase engagement on social media. Engagement 

behaviors are more likely to occur among people who share similar qualities (Jin & Phua, 2014). 

When social media users share interests and personal characteristics with the influencers, their 

para-social relationship is reinforced, boosting their engagement (Yuan & Lou, 2020). Therefore, 

entertainers’ endorsements are expected to receive more engagement than informers. 

The second type of influencer we propose in this study —the informers— try to portrait themselves 

as subject experts. They provide useful, utilitarian, and practical information to their audiences, 

and are perceived as opinion leaders in specific areas, such as healthy living, travel, food, fashion, 

and the like (Hu et al., 2020). Informers may, occasionally, include entertaining features, but the 
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usefulness and informativeness of information is always the core of their relationship to their 

audience. Due to their expertise in a subject area, informers tend to build a perception of credibility 

(Belanche et al., 2021a), which has been associated with greater purchase intention (Schouten et 

al., 2020; Sokolova & Kefi, 2020). Informers are valuable in their own right by being more trusted 

by consumers compared to other SMIs (Wang & Scheinbaum, 2018), increasing the perceived 

reliability of advertising due to its informativeness (Janssens & De Pelsmacker, 2005; Moldovan 

et al., 2019), making viewers more likely to agree with conveyed messages (Biswas et al., 2013; 

Maddux & Rogers, 1980) and creating a positive attitude towards the content (Taylor et al., 2011). 

However, consumers are more likely to stop watching their informative content (Elpers et al., 2003) 

and are less likely to disseminate it (Cruz & Fill, 2008). Informers are less likely to generate 

engagement compared to entertainers. As the utilitarian relation between followers and informers 

means that followers seek outcome-driven and rational objectives (Scarpi, 2012) to achieve their 

individual needs. These experts offer information about the attributes or benefits of a brand 

designed to encourage evaluation of objective information (Chandy et al., 2001) rather than social 

responses such as likes or comments. Consumers use informers for personal goals such as pre-

purchase information search (Lin et al., 2018). This goal-oriented nature of interaction with 

informers suggests that their engagement performance on social media is lower as viewer’s focus 

is on their personal objective to learn about a product. This leads to the generation of less social 

media engagement by informers’ followers. Therefore, we suggest that entertainers’ endorsements 

attract higher engagement in terms of the numbers of views, likes, and comments than informers’ 

endorsements. We formulate the following hypotheses: 

H1: Endorsements by entertainer influencers are more likely to attract a greater number of 

views than endorsements by informer influencers. 
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H2: Endorsements by entertainer influencers are more likely to receive a greater number 

of likes than endorsements by informer influencers. 

H3: Endorsements by entertainer influencers are more likely to receive a greater number 

of comments than endorsements by informer influencers. 

2.2 Congruency of SMIs with brands 

People relate to brands in the same way they relate to people (Fournier, 1998; Kervyn et al., 2012). 

According to the stereotype content model of Fiske (2002), warmth and competence are two 

primary dimensions of the intergroup functions of stereotypes, as well as two universal dimensions 

of social cognition (Cuddy et al., 2007; Kervyn et al., 2012). These two dimensions together 

account, almost entirely, for how people characterize their perception of a person or in fact a brand 

(Chang et al., 2019). Although definitions of these dimensions vary, warmth judgments typically 

include perceptions of generosity, kindness, honesty, sincerity, helpfulness, trustworthiness, and 

thoughtfulness. People infer warmth from their perception of others’ motives (Fiske et al., 2007; 

Kervyn et al., 2022). In contrast, competence judgments include confidence, effectiveness, 

intelligence, capability, skillfulness, and competitiveness (Aaker et al., 2010).  

Kervyn et al. (2012) applied this model to branding and created a brand stereotype framework. 

According to this framework, brand perception is a cognitive shortcut that corresponds to a 

stereotype, because brands tend to be anthropomorphized with which consumers establish a 

relationship (Kervyn et al., 2022). Consumers evaluate the perceived intentions of brands, which 

are reflected by the warmth dimension, and its abilities, which are reflected by the competence 

dimension. That is, the warmth dimension refers to consumers’ perception of the brand intention, 

whereas the competence dimension reflects consumers’ perception of the brand’s capability to 
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carry out its intentions. The warmth and competence dimensions impact attitudes toward the brand 

and behavioral intentions (Ivens et al., 2015), emotional and behavioral responses (Aaker et al., 

2012; Aaker et al., 2010), and purchase intentions (Bennett & Hill, 2012; Kolbl et al., 2019). Using 

this bidimensional approach to brands as a basis, brands are mostly divided into either warm or 

competent (Aaker et al., 2012; Aaker et al., 2010; Bernritter et al., 2016; Chang et al., 2019; Ivens 

et al., 2015; MacInnis, 2012). However, a brand can also be perceived as warm and competent 

simultaneously (MacInnis, 2012). This type of brand, which we refer to as a warm–competent 

brand, could generate higher willingness to buy, brand admiration, engagement, connection, and 

loyalty in consumers (Aaker et al., 2012; Portal et al., 2018). 

We apply these brand stereotypes to examine the SMIs fit and the effectiveness of SMI brand 

endorsements. Studies on endorser–product/brand interaction are predominantly rooted in 

congruent theory or consistency theory (Friedman & Friedman, 1979). It refers to the degree to 

which celebrities are matched with the products that they represent. A higher degree of congruency 

between the characteristics of the spokespersons (e.g. celebrities or influencers) and products leads 

to higher perception of spokesperson’s attractiveness and credibility (Kamins & Gupta, 1994), 

enhances attitude towards advertising (Paul & Bhakar, 2018) and purchase intention (Till Brian & 

Busler, 1998). Whereas, incongruency between influencers and products increases their awareness 

of paid communication. This will lead to negative attitude toward influencers, deteriorate 

perceptions of the influencer’s credibility, and  hamper behaviors such as following, imitating or 

recommending the influencers (Belanche et al., 2021a).  

In the context of influencer marketing, SMI-brand congruency can explain consumers’ responses 

to the influencer’s post because followers establish a perception of the fit between the advertised 

object and the influencer; this affects consumers’ consequent behavior (Belanche et al., 2021b) 
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and the effectiveness of the message (Kim & Kim, 2021). In fact, the importance of endorser-

brand fit might be more pronounced in the case of influencers as they associate themselves with 

and represent a particular product category; therefore, the association between the brand and 

influencer could be more readily established (Schouten et al., 2020). Furthermore, a mismatch 

between the brand and the influencer could adversely affect followers as it undermines influencer 

credibility and highlights the commercial intent of the post (Breves et al., 2019). Previous research 

shows that when an influencer’s image is consistent with the endorsed brand or product, the 

followers respond better to the message (Martínez-López et al., 2020). Such congruence enhances 

attitude toward the ad (Schouten et al., 2020), improves product attitude, and decreases followers’ 

recognition of the advertising content (Kim & Kim, 2021), which can have a positive effect on 

purchase intention. This study contributes to this line of literature and investigates the impact of 

SMI-brand congruence on generated online sales.  

The positive impact of SMI endorsements on sales and purchase intentions is well established (Jin 

& Phua, 2014; Lee & Thorson, 2008; Wang et al., 2013; Zhang & Mao, 2016; Zhang et al., 2018). 

By utilizing the SMI–brand congruency we show in which conditions SMI endorsements generate 

higher sales. SMI–brand congruency can explain the extent of online sales generated by 

influencers by minimizing recognition of the promotional content (Kim & Kim, 2021), improving 

the credibility and attitude of consumers (Kamins & Gupta, 1994; Paul & Bhakar, 2018), and 

increasing purchase intension.  

Due to the expert and skillful image that they project to the audience, informers are congruent with 

competent brands. Whereas entertainers are better matched with warm brands because of their 

projected image of being entertaining and amicable. We expect that when the endorsed brand is 

perceived as competent, informers are a better match because they are characterized as being 
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knowledgeable experts; this influencer–brand congruency leads to greater online sales (H4). 

Similarly, when the endorsed brand is perceived as warm, entertainers, who emotionally connect 

to their audience, are closely associated with the warmth dimension; the congruency of influencer–

brand relationship generates a higher rate of online sales (H5). Finally, when the endorsed brand 

is perceived as being competent and warm at the same time, informers and entertainers generate 

similar levels of online sales because they both are congruent with the brand to the same extent. 

Hence, we formulate the following hypotheses: 

H4: Endorsements by informer influencers are more likely to generate more online sales 

than entertainer influencers, when endorsing competent brands. 

H5: Endorsements by entertainer influencers are more likely to generate more online sales 

than informer influencers, when endorsing warm brands. 

H6: There is no significant difference in online sales generated by endorsements of 

informer influencers and entertainer influencers, when endorsing a warm–competent brand. 

The majority of studies have investigated the effect of SMI brand endorsement on product sales 

by measuring the purchase intention. However, this research is one of the few that uses actual 

purchase behavior by using real-time online sales data.  

 

3. Methodology 

3.1 Study 1: SMIs classification and engagement 

In this study, we tested whether endorsements by entertainers receive more engagement on social 

media than informers. For this purpose, data was collected from China because China is the global 
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leader in influencer marketing and its total market size is expected to reach US$1,035 billion by 

2025(Retail in Asia, 2021). 

3.1.1 Data collection 

Data was collected from Xingtu, an online data analytics platform that gathers and monitors real-

time data exclusively from TikTok. TikTok is one of the most important platforms for influencer 

marketing (Haenlein et al., 2020). Xingtu provides detailed information on SMIs to assist 

companies in developing their influencer marketing strategies. It monitors TikTok influencers’ 

posts, and measures indicators, such as the number of views and likes. Using actual behavioral 

data of consumers on digital platforms rather than data on behavioral intentions offers valuable 

insights that are more tangible to marketing practitioners (Karimi, 2021; Wang et al., 2012). 

With the purpose of examining the impact of SMI types on engagement (H1 and H2), we selected 

a sample of 232 influencers. We selected the influencers with the greatest numbers of followers in 

three areas: beauty, gastronomy, and lifestyle. We chose these areas because they are popular 

among users and cover most of the influencers on TikTok. From each category, we selected the 

influencers with the greatest numbers of followers: 77 influencers from the beauty category, 76 

from the gastronomy category, and 79 from the lifestyle category (see Table 1). For each influencer, 

the number of views and likes were gathered. The data was collected in August 2021. 

 

Table 1. Influencers’ gender and sector 

 

 

 

 

Influencers’ 

gender 

Male Female Unknown 

141 90 1 

Influencers’ area Beauty Gastronomy Lifestyle  

77 76 79 
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3.1.2 Coding of influencers 

In order to classify the influencers as informers or entertainers, two coders watched all videos 

posted by each influencer in the sample within the last three months. They independently examined 

the dominant role adopted by each influencer. An influencer was classified as an informer when 

they dominantly provided product or service reviews, sharing how-to knowledge, advice, or factual 

information regarding a specific matter. The main goal of these influencers is educating, sharing 

knowledge, and helping others. Examples of this type of influencer is Wangyu Luo (骆王宇) who 

provides makeup and skin care tutorials (Fig. 2). On the other hand, an influencer was classified 

as an entertainer when the posts shared life or personal experiences, provided humorous content, 

or included story, narrative, or drama telling. An example is Aunt Seven (七阿姨) who shared 

emotional content in the form of short stories about her relationships with friends. To do so, the 

two coders recorded the total number of posts by each influencer during the three-month period 

and calculated the number of informational and entertaining posts for each influencer. They then 

grouped each of the influencers into informer or entertainer. When 60% or more of the posts were 

categorized as informational, the influencer was classified as an informer. Similarly, when 60% or 

more of the posts watched were categorized as entertaining, the influencer was classified as an 

entertainer. Thirteen influencers were removed from the sample because they had not posted any 

videos during the study’s time period. Additionally, other 24 cases were removed because the 

classification provided by the two coders was inconsistent. Finally, we obtained a final sample of 

195 influencers: 88 informers and 107 entertainers. 
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Figure 2. TikTok profiles of the influencers Wangyu Luo (left) and Aunt Seven (right) 

 

 

Figure 3. Percentages of informational and entertaining contents during a period of 90 days 
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Influencers tend to be consistent in their role and the type of content they create. As Fig. 3 shows, 

91% informers (80 out of 88) had over 80% of their posts being informational, and only eight 

informers (9%) in our sample had between 60% to 79% informational posts. Similarly, 105 of 107 

entertainers (97%) had over 80% entertaining posts, and only 3% had between 60% to 79% 

entertaining content. This shows that informers rarely create entertaining content and that 

entertainers hardly post informational content. Hence, there is a clear distinction in the adopted 

roles by SMIs. This gives us further confidence in the proposed classification. 

3.1.3 Data analysis and results 

Once all influencers were classified, we collected the number of views and likes of each video 

posted during the period chosen for this study. Following that, we calculated the mean of the 

number of views and the number of likes for each influencer individually. Then, two one-way 

analysis of variance (ANOVAs) tests were conducted to test whether entertainers generate more 

views (H1) and likes (H2) in comparison to informers. Results showed a significant difference 

between the endorsements by the two types of influencers in terms of the number of views 

(p=0.000, F=15.862) and likes (p=0.000, F=18.178). The comparison showed that the difference 

between endorsements by informers and entertainers was significant and that entertainers’ 

endorsements attracted more views (Minformers=1,524,492, Mentertainers= 5,292,821) and likes 

(Minformers=100,844, Mentertainers= 248,112) than informers, which supports H1 and H2 respectively 

(Table 2). 
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Table 2. Generation of views and likes of informers and entertainers 

 

 

3.2 Study 2: SMIs, engagement and online sales—the moderating role of brand type 

In this study, we test whether entertainers receive higher levels of engagement (i.e., likes and 

comments), in comparison to informers (H2 and H3), using a different dataset. Furthermore, we 

examine the effect of influencer–brand congruency on online sales. For this purpose, the 

interaction effect of brand characteristics (i.e., competent, warm, and warm–competent brands) 

and influencer type on online sales is examined. 

3.2.1 Data collection 

In this study, data was collected from another online data analytics platform called Delidou 

(Delidou, 2021), which gathers and monitors real-time data from TikTok. Similar to Xingtu 

(XINGTU, 2021), Delidou is a third-party influencer analytic platform that provides companies 

with data about SMIs as well as the products and brands they have previously endorsed. 

The data was collected from SMIs on TikTok in China, including their endorsed brands, the 

number of likes and comments generated for each endorsement post, as well as the number of 

  Sum of squares 

(000,000) 

df Mean square F Sig. 

Number 

of 

views 

 

Between 

groups 

(Combined)  68569245427743

1 

1 6856924542774

31 

15.862 0.00

0 

Linear 

term 

Unweighted 68569245427743

2 

1 6856924542774

32 

15.862 0.00

0 

Weighted 68569245427743

1 

1 6856924542774

31 

15.862 0.00

0 

Number 

of likes 

Between 

Groups 

(Combined) 1047256195232 1 1047256195232 18.178 0.00 

Linear 

term 

Unweighted 1047256195232 1 1047256195232 18.178 0.00 

Weighted 1047256195232 1 1047256195232 18.178 0.00 

     0.00 
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online sales achieved by the endorsement purchase link during the first seven days after the 

endorsement was posted. These SMIs were selected from the beauty, gastronomy, and lifestyle 

areas, and all had more than 100,000 followers. Then, we collected the names of the brands 

endorsed by each SMIs during a period of three months (between December 2019 and February 

2020). This led to a set of brands from which we selected 27 that are widely recognized in China—

17 beauty brands and 10 gastronomy-related brands. We found that there were 15 influencers 

whose names appeared more than once because they endorsed more than one brand from our brand 

list; thirteen influencers endorsed two brands, and two influencers endorsed three brands from the 

list. In those cases, each endorsement was treated as an individual case, regardless of whether the 

endorsing influencer was the same. The final sample included 250 cases of influencers endorsing 

well-known brands. 

3.2.2 Coding of influencers 

After having collected the data, to establish and validate the accuracy of the SMI type, the same 

two coders as in Study 1—the author and a research assistant—classified the influencers. The 250 

influencers were classified according to the same criteria and procedure used in Study 1, resulting 

in 109 entertainers and 107 informers. The remaining 34 influencers could not be classified owing 

to unclear results, thus were removed from the sample. 

To measure the competence and warmth dimensions of the brands, an online survey was 

administered to 110 respondents. Eight participants were removed from the sample because their 

answers were incomplete or extreme. Participants were students from various universities in China 

and were recruited through the social media network WeChat in exchange for a monetary 

compensation. The scale for the competence and warmth dimensions of the brand was adopted 
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from Aaker et al. (2010) and Bernritter et al. (2016). The reliability of the scale was tested, 

resulting in a Cronbach's alpha of 0.900 for the warmth dimension and a Cronbach's alpha of 0.899 

for the competence dimension. Participants evaluated the brands included in our sample on a 

seven-point Likert scale, from 1 (“not at all”) to 7 (“very much”), [“To what extent do you believe 

Brand X is a _____ brand?”]. The blank was filled in with the scale attributes, which included 

three attributes relating to the competence dimension of brands (competent, effective, and 

efficient), as well as three attributes relating to the warmth dimension (warm, kind, and generous). 

The validity of the scales used in this study has been well established in previous research. As 

mentioned previously, these brands are all widely recognized in China. Table 3 shows the 

descriptive statistics for the variables. 

Subsequently, to establish the brand type, we followed Aaker et al. (2010) and used a t-test. Among 

the 27 selected brands, 9 brands were perceived as warm: Mama Selection, Mihoo, Joocyee, 

Febreze, Littledream Garden, Three Squirrels, Liziqi, Usmile, and Perfect Dairy; 11 brands were 

perceived as competent: Pramy, L’Oréal Paris, Maybelline, WIS, Ready to Cook, Vaseline, 

RedEarth, Wu LiangYe, Joyoung, Lamian Shuo, and Kiehl’s; and 7 brands were perceived as 

warm–competent: Florasis, OSM, Nature Edition, Bestore, Junlebao, Honi Life, and YiLi. 

The engagement measures, i.e. the number of likes and comments, were directly collected from 

TikTok. Regarding the online sales achieved by the brand endorsements, we obtained the number 

of times that the audience purchased the endorsed brand using the link provided by the SMI and 

divided this number by the number of followers of the SMI. This is important to eliminate the 

effect of size as larger SMIs tend to achieve a higher number of online sales than small SMIs. 
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Table 3. Descriptive statistics for variables 

 

 

Table 4. Tests of between-subject effects (the analysis was dependent on the data of a Log-

transformed normal distribution) 

 

3.2.3 Data analysis and results 

To do data analysis, we applied a logarithmic transformation to the collected data related to the 

number of likes and comments to reduce the skewness of the distributions. Additionally, square 

root calculations were applied to the sales per follower to diminish the skewness of the 

Variables  N  M SD Median Maximum Minimum 

Likes  216 214,114.32 757,023.97 48000 7500000 1073 

Comments  216 3,166.44 8,972.75 721.5 102000 9 

Number of followers  216 68,353,122.68 680,968,956.56 2338000 9500000000 33000 

Sales per followers 216 0.039 0.13 0.007362742 1.427745 0,000000168 

Entertainers  109      

Informers  107      

Warm brands 9      

Competent brands 11      

Warm–competent brands  7      

Source Dependent variable Type III sum 

of squares 

Df Mean 

square 

F Sig. 

Brand stereotype 

  

  

Number of likes (LOG) 1.814 2 0.907 1.534 0.218 

Number of comments (LOG) 1.686 2 0.843 1.642 0.196 

Number of sales per follower 

(SQRT) 

0.260 2 0.130 0.192 0.825 

Influencer types 

  

  

Number of likes (LOG) 9.428 1 9.428 15.94

8 

0.000 

Number of comments (LOG) 2.331 1 2.331 4.542 0.034 

Number of sales per follower 

(SQRT) 

4.125 1 4.125 6.100 0.014 

Brand 

stereotype*Influence

r type 

  

  

Number of likes (LOG) 0.378 2 0.189 0.319 0.727 

Number of comments (LOG) 614.749 2 307.375 0.191 0.827 

Number of sales per follower 

(SQRT) 

0.133 2 0.066 3.191 0.043 
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distributions while avoiding negative values in the results. Thereafter, multivariate analysis was 

conducted to test the interaction between the SMI and the brand types, and the dependent variables. 

A multivariate analysis of variance (MANOVA) test showed the effect of the brand type and SMI 

type on the number of likes(LOG) (Table 4). The influencer type has a significant effect on the 

number of likes(LOG) (F(1,215)=15.948, p=0.000<0.05). As we applied transformation in the data, 

the original results are shown inside the parenthesis. The mean of Likesentertainers(LOG) is 4.8084 

(64327.99), which is statistically higher than Likesinformers(LOG)=4.3567 (22735), thus supporting 

H2 (Fig. 4); it confirms the results obtained in Study 1. Similarly, the influencer type has a 

significant effect on the number of comments(LOG) (F(1,215)=4.543, p=0.034<0.05). The mean 

of the number of Commentsentertainers(LOG) is 2.9992(998.16) is statistically higher than the mean 

of the number of Commentsinformers(LOG) = 2.7806(603.39). Therefore, H3 is supported (Fig. 4). 

This shows that endorsements by entertainers receive a higher level of social media engagement 

than informers.  

 Likes Comments 

 

  

Figure 4. Generation of likes and comments for informers’ and entertainers’ brand endorsement 

(estimated marginal means) 
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The results also revealed that SMI and brand types have a significant interaction effect on the sales 

per follower (SQRT) [F(1,215)=3.191, p=0.043] (Fig. 5). When endorsing competent brands, 

informers generate more online sales than entertainers (Mentertainers, competent brand=0.082 

(0.00672); Minformers, competent brand=0.202 (0.0408), P=0.001<0.005), which supports H4. 

However, when endorsing warm brands, the differences are not statistically significant: (Mentertainers, 

warm brand=0.136 (0.01849); Minformers, warm brand=0.140 (0.01965), P=0.901). Therefore, H5 

must be rejected. Furthermore, the results showed that when endorsing warm–competent brands, 

the difference between entertainers and informers in terms of online sales was not significant 

(Mentertainers, competent brand=0.109 (0.01188); Minformers, competent brand=-0.137 (0.01876), 

P=0.472), which supports H6. 

Sales per follower 

 

4. Conclusions and Discussions 

Influencer marketing has attracted substantial attention in recent years. The closeness of the SMIs 

to social media users makes them valuable to marketers. Therefore, an increasing number of brands 

Figure 5 Generation of online sales for informers’ and entertainers’ 

brand endorsement (estimated marginal means) 
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are aiming to identify suitable influencers to endorse their brands, expand their presence on social 

media, and attract the interest of consumers in an increasingly interconnected world. However, 

substantial room remains for research on the effectiveness of influencer marketing and how brands 

can better select their endorsers to achieve the desired goals. This research examines the 

determinants of influencer marketing performance. Hence, we introduced a novel classification of 

SMIs, grouping influencers into informers or entertainers. Using this classification as a foundation, 

this research demonstrates that informers and entertainers have a diverse impact on the level of 

engagement with brand endorsements, i.e., the number of views, likes, and comments. We then 

examine how SMI classification congruency with brands can affect online sales. Two studies were 

conducted using real market data, collected from two online data analytics platforms, making our 

findings relevant and tangible for marketing managers. 

Our results confirm that endorsements by entertainers attract more views, likes, and comments 

than those of informers. Based on the emotional contagion theory (ECT), entertainers who connect 

to their audience through emotions would evoke stronger emotional responses in their viewers. 

Evoked emotions motivate followers to view the entertainer more (Lee & Theokary, 2021) and 

share their content (Stieglitz & Dang-Xuan, 2013). Consistent with previous research, our results 

confirmed that the identity of influencers (Hu et al., 2020) and emotional responses created by 

entertainers affect consumer engagement (Rietveld et al., 2020).  

Our research partially validates the expected impact of SMI–brand congruency on online sales. 

Based on the extant research on congruency in influencer marketing (Breves et al., 2019; Shan, 

2020), we tested the effect of influencer-brand congruency on online sales. This relationship holds 

when informers endorse competent brands because their image as experts is congruent with the 

competent dimension of a brand. When endorsers represent their identities as experts, as informers 
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do, they are perceived as more credible and persuasive in conveying the advertising message 

(Breves et al., 2019; Munnukka et al., 2016), which generates additional online sales. This finding 

extends previous research that show the impact of competence on purchase intentions (Crisafulli 

et al., 2022) by demonstrating that influencer-brand congruency in terms of competence is the key 

driver of online sales.  

Additionally, as expected, informers and entertainers showed no significant difference in 

generating online sales when endorsing a warm–competent brand because both are congruent with 

the brand to the same extent. Moreover, when endorsing warm brands, no significant difference 

was found between informers and entertainers. This could be because competence is only related 

to functional value while warmth in brands is associated with both emotional and functional values 

(Kolbl et al., 2020). This explains why informer (functional) and entertainer (emotional) do not 

differ when the endorsed brand is perceived as warm, as they both fit with one aspect of the warm 

brand. An alternative explanation could be that warmth is associated with collaborative and public 

intentions, such as engagement that helps followers signal their own identity (Bernritter et al., 2016) 

rather than private behavior such as purchases. In other words, although the congruency in terms 

of warmth can enhance perception of the warmth of the endorsement, it may not translate into 

additional sales. Finally, consumers prioritize warmth (vs. competence) when creating an 

impression about a new brand. Therefore, amplified warmth perception due to the congruency of 

influencer-brand may not be as relevant to well-known brands used in this research. 
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4.1 Theoretical contributions 

This research contributes to the literature in three main ways. First, it introduces a new 

classification of influencers based on the role they enact on social media platforms to connect with 

their audience, dividing SMIs into informers and entertainers. Extant literature has mainly 

classified influencers based on the number of followers (Brown, 2013; Campbell & Farrell 2020), 

which may not always translate into true influence (Kay et al., 2020; Park et al., 2021; Romero et 

al., 2011). Our classification considers the roles and distinct identities that influencers represent 

on social media. Furthermore, our results validate this novel classification and illustrate the diverse 

impacts of entertainers and informers on consumer behavior.      

Second, our research contributes to the literature on influencer marketing by empirically showing 

that when endorsing brands, the type of influencer is related to the engagement level, such as the 

number of views, likes, and comments. This complements previous research that has identified 

other factors affecting online engagement and interaction, such as content features (Akpinar & 

Berger, 2017), creativity and emotions (Casaló et al., 2021), the number of followers or the 

content’s volume (Tafesse & Wood, 2021). Our research shows that entertainers are associated 

with greater consumer engagement on social media compared to informers.  

Third, our study builds on current influencer marketing literature and congruence theory to show 

that influencer-brand congruency can partially explain the importance of a suitable influencer 

marketing strategy. Its significance only holds in the context of competent and warm-competent 

brand endorsements. In the case of warm brands, the differences between influencers are not 

substantial. This finding differs from previous studies stating that influencer-product congruency 

is effective in all contexts (Belanche et al., 2021b; Schouten et al., 2020). This could be because 
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influencers highly integrate with certain product categories in consumers’ minds. Consumers do 

not separate influencers from the product category they are experts in and see them as truly 

connected. Therefore, influencer-product congruency will always matter, and incongruency is 

detrimental in all settings. However, this is not the same for influencer-brand integration, as 

consumers distinguish between the brand and influencers, making congruency more context-

specific. Influencer-brand congruency only enhances sales in the case of competency. 

In addition to these contributions, our results are based on real online sales data, which can provide 

practical guidance for marketers regarding brand positioning strategies and influencer marketing 

on social media.  

 

4.2 Managerial implications 

Our results will help managers and marketers working on influencer marketing strategies to make 

better choices when choosing a suitable influencer for their brands. Selecting a suitable influencer 

is vital; an inappropriate endorser can easily fail the influencer campaigns. Understanding the 

interaction between the SMI and the brand stereotypes and focusing on SMIs’ roles and identities 

on social media rather than their followers’ size, can provide marketers with an improved 

influencer marketing approach. 

This research provides a practical framework to inform brands on which influencers they should 

cooperate with to generate improved results. Depending on the purpose of the influencer marketing 

campaign, marketers should choose different influencers. When the endorsement’s goal is to 

increase engagement, i.e., the number of views, likes, and comments, entertainers generate better 

outcomes than informers. Therefore, to promote a brand, particularly in its early stages, 
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entertainers are a better choice as they generate more engagement, reaching a greater audience. 

When marketers’ intentions are to boost online sales, managers should consider the congruency 

between influencers and their brands’ stereotypes. When consumers perceive a brand competent, 

informers (vs. entertainers) generate more online sales. They can enhance the image of 

functionality and credibility projected by competent brands and create an impression of 

trustworthiness in customers, leading to greater online sales. When the brand is perceived as warm 

or warm–competent, our results suggest that entertainers and informers generate similar online 

sales. However, entertainers may be a better choice; although they may not enhance sales, they 

could reduce the advertising recognition of the endorsement (as a result of congruency) and 

minimize the possible advertising disclosure’s negative effect. These results provide advertisers 

with useful information to make effective decisions when selecting a suitable SMI for their brand 

endorsements.  

 

4.3 Limitations and further research 

This research has a number of limitations, which may lead to new research directions. We 

examined the effect of the SMI classification (informer vs. entertainer) on brand engagement and 

online sales; the impact of this SMI classification on other performance measures should also be 

examined. Future research could explore the role of informers and entertainers in shaping brand-

related outcomes such as brand awareness, brand loyalty and love. Our results reveal no statistical 

difference between informers and entertainers when endorsing warm brands. Future research 

should explore why endorsements of warm brands by entertainers (vs. informers) do not generate 

more online sales. We have proposed several probable explanations, such as the combined 
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emotional and functional value of the warmth dimension, its relevance to creating an impression 

of new brands rather than known ones, and its association with public behavior rather than 

purchase that is private. However, empirical evidence is required to reveal the underlying reason 

for this finding. Our sample showed a clear distinction between the role adopted by influencers 

(informer or entertainer). However, some influencers might adopt both roles in different situations. 

Future research can identify such influencers and examine their performance. Uncovering the 

underlying motives for adopting these roles and the way informers and entertainers reinforce their 

identities and engage in self-enhancement could also elucidate SMIs’ strategies. TikTok, as the 

fastest-growing social media platform favored by influencers, is increasingly used by brands to 

create engagement and drive sales. However, studies investigating TikTok are scarce than on other 

social media networks such as Facebook, Instagram, YouTube, or Twitter. However, owing to the 

short video format of the content on TikTok and the widespread new trends that TikTok users have 

introduced, this platform should attract interest from researchers and advertisers more than ever 

before. We encourage further research on influencer marketing using TikTok; for instance, the 

impact of different message characteristics, such as the video duration; or influencer characteristics, 

such as gender, on the effectiveness of the brand endorsement. Furthermore, the data was collected 

from China, and further research addressing the impact of our novel SMI classification and the 

moderating role of brand stereotypes within other cultural contexts is encouraged. 
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