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Instagram, the fastest growing social media platform with 800 million users globally, has expanded the advertising 
platforms. Instagram’s advertising revenue has reached $6.84 billion in 2018 and is expected to reach $14 billion in 
2019 (MarketsInsider, 2019). According to Creativereview (2018), one of the most active communities on Instagram 
is sports, which involves one billion users. In addition, 243 million active users, a third of all accounts on Instagram, 
identify as sport fans and they are following at least one sports-related account (Postchup, 2018). This indicates that 
the meteoric rise of Instagram can provide a good opportunity for sport marketers to develop advertising 
opportunities for brands and brand partnerships.  

The advertising on social media platforms in the United States, however, is regulated by the Federal Trade 
Commission (FTC). The FTC requires the influencers or marketers conspicuously disclose the format of advertising 
(e.g., “sponsored “or “paid partnership”) when endorsing products through social media in order to make users 
clearly understand that this is advertising (FTC, 2017). These cues, which are referred to as disclosure language, are 
intended to identify the persuasion attempt of an advertisement (Evans, Phua, Lim, & Jun, 2017; Loude, 2017; 
Myers, 2016). Previous research indicates that while the role of the disclosure language can evoke reactance by 
increasing advertising recognition, advertising formats of disclosure language can negatively influence consumers’ 
attitude and behavioral intention due to a threat to consumer’s choice of freedom (Evans et al., 2017; Reijmersdal, 
Adriana, Lammers, Rozendaal, & Buijzen, 2015; Reijmersdal et al., 2016).  

The purpose of this study is to develop a conceptual framework on the effectiveness of Instagram advertising based 
on an integration of the Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986) and source credibility 
model (Ohanian, 1990). Specifically, the framework addresses the impact of the disclosure formats on sports 
consumers’ brand evaluation. We postulate a mediating role of athlete’s source credibility and a moderating role of 
sport consumers’ motivation toward the use of Instagram based on a thorough literature review.  

The mediating role of source credibility 

Source credibility, developed by Ohanian (1990), is “a term commonly used to imply a communicator’s positive 
characteristics that affect the receiver’s acceptance of a message” (p.41). Research, in the persuasive effect of source 
credibility context, indicates that celebrities’ credibility who are high on attractiveness, trustworthiness, and expertise 
induce a greater positive attitude toward the endorsed brands (Amos, Holmes, & Strutton, 2008; Silvera & Austad, 
2004; Sternthal, Dholakia, & Leavitt, 1978; Sternthal, Phillips, & Dholakia, 1978). Various studies in sport marketing 
literature also identified that sports celebrity’s source credibility influences the advertising effectiveness, which leads 
to a favorable attitude toward the endorsed brand (Spry, Pappu, & Bettina Cornwell, 2011; Till, Stanley, & Priluck, 
2008). Unfortunately, Instagram as a marketing communication tool, research related to sports celebrity 
endorsement effects through Instagram has not received much attention in the sport marketing literature (Abeza, 
O’Reilly, Séguin, & Nzindukiyimana, 2015; Sheldon & Bryant, 2016). In addition, marketing through influencers, 
defined as key persons who can influence the marketing activities over potential consumers of a brand (Brown & 
Hayes, 2008), has become a highly popular way for brands, (Phua, Jin, & Kim, 2017), but the practice has received 
criticism from organizations (e.g., FTC) due to the lack of disclosure (Evans, Phua, Lim, & Jun, 2017). Prior 
research indicates that although disclosure language can positively influence recognition to evaluate advertising 
effectiveness, it is a significant negative effect on brand related-attitudes (Boerman, Van Reijmersdal, & Neijens, 
2012, 2014; Campbell, Mohr, & Verlegh, 2013; Reijmersdal et al., 2016; Wei, Fischer, & Main, 2008; Wojdynski & 
Evans, 2016). Similarly, when a brand is disclosed, consumers’ attitude toward the brand were evaluated more 
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negatively than when it was not disclosed (Boerman et al., 2012, 2014; Reijmersdal, Adriana, Lammers, Rozendaal, & 
Buijzen, 2015; Reijmersdal et al., 2016; Wei et al., 2008). Thus, we suggest that the potential negative mediating 
effect of disclosure language of advertising on sport consumer attitude and behavioral intention may be enhanced by 
the source credibility both in a celebrity’s and an influencer. Therefore, we state that sports celebrity’s source 
credibility and influencer’s credibility can be a mediating role and impact consumers’ brand evaluation.  

The moderating role of the impact of central and peripheral processing on brand attitudes 

The elaboration likelihood model (ELM) identifies that variables can affect persuasion in many ways. According to 
the theory, motivation, defined as an individual’s desire to apply a mental effort (Petty, Wheeler, & Tormala, 2003), 
produces its moderating effects by changing the likelihood when consumers are exposed to certain types of 
information. (MacKenzie & Spreng, 1992). For example, highly motivated individuals would follow central 
processing, which reflects attitude change (Petty & Cacioppo, 1986). This suggests that motivation moderated 
strength on the mean level of central processing, peripheral cue perceptions, and attitudes when consumers are 
forming or changing their brand attitude (MacKenzie & Spreng, 1992; Petty, Cacioppo, & Schumann, 1983). Thus, 
motivation activates as a moderating role between the sponsorship discloser formats and source credibility, which 
impacts consumers’ brand evaluation. Form this view, we assume that different types of motives (e.g., social 
interaction, archiving, self-expression, escapism, and peeking) influence a celebrity’s source credibility and an 
influencer’s source credibility, which in turn influences brand attitudes differently through central processing.  

The current study seeks to provide the effect of Instagram-based marketing strategies on brand attitude, brought by 
the source credibility and user’s motivation. We will present a complete conceptual framework model and our 
methodology in the presentation.  
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