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Abstract

In recent years cryptocurrencies have become a popular subject of discussion, with
prices of well-known large market capitalization coins such as Bitcoin and Ethereum
soaring to all-time highs. Although cryptocurrencies are a relatively new investment
opportunity, having been around since 2009 when Bitcoin was first made public, there
has been a large change in prices. This can be partially attributed to the vast number of
investors being attracted by advertising through social media. Before becoming popular
cryptocurrencies were the topic of discussion for financially sound individuals and
blockchain experts. As a result of the influx of popular influencers spreading the topic
online, cryptocurrencies have become a more relevant topic of discussion among the
general public. Having said this, the ease of accessibility coupled with the vast amount
of advertising means that even those with little to no experience in cryptocurrencies are
joining due to the fear of missing out. Although many may not have a clear
understanding of the volatility that comes with cryptocurrencies, the influence of social
media and the influencers on these platforms are attracting a vast audience. This
audience seems to rely heavily on the popularity of influencers. Many investors are
easily swayed creating a bandwagon effect that sees them disregarding the pitfalls of
investing. Without proper research into the topic, many rely on the hype that influences
create, which they hope may eventually drive up prices and result in a quick turn of

profits.

This research paper highlights how influencer marketing on social media affects
people’s perceptions and decision-making processes related to cryptocurrencies. Past
research has highlighted how specific factors such as perceived risk, perceived benefits,
and trust can influence investment choices. This paper identifies how these factors can
be motivated and changed by influencers and understand the overall impact on the
perception of cryptocurrencies. Additionally, this paper analyses why certain
influencers may be more or less effective in changing perceptions as well as why certain
people may be more or less impacted by influencers in general. To better understand
the aforementioned topics an online survey was conducted to find out the extent to

which influencers impact consumers and investors alike.
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1 Introduction

In comparison to other forms of investments, cryptocurrencies are considered a
relatively new asset class. The first ever digital coin which was accessible to the public
was launched in 2009, namely Bitcoin, created by an anonymous coder known only by
the name Satoshi Nakamoto (Warmke, 2021). At the time of release, not much was
expected from this relatively small and invaluable digital currency. Since 2009
cryptocurrencies have become more relevant as the application for such technologies

has increased past that of just being a digital coin (Csiszar, 2022).

Several factors differentiate digital currencies from conventional investments.
Arguably the most relevant reason is the idea of de-centralization and the highly
secured and well-thought-out blockchain system which enables it (Lee, 2019). The
main concept on which cryptocurrencies rely is the idea of a de-regulatory system,
meaning it is not controlled by a hierarchy of larger institutions such as banks. This
concept coupled with its revolutionary yet disruptive technology has attracted a large
audience to this new investment opportunity (Kraaijeveld & De Smedt, 2020). By the
year 2017 cryptocurrencies were the most talked about subject online giving it a
dot.com bubble type of hype. Furthermore, the unprecedented returns that early
investors were witnessing made it ever-more attractive for newcomers to enter the
market (Kraaijeveld & De Smedt, 2020).

Due to the new and arguably volatile nature of cryptocurrencies, most resources and
news articles relating to them are not shared on mainstream news (Kraaijeveld & De
Smedt, 2020). This has enabled social media networks such as Facebook, Youtube, and
Twitter to become the primary sources of information concerning topics related to
cryptocurrencies (Hyder, 2020). Each platform seems to serve a different purpose,
some catered more towards an educational and formal approach whilst others for purely
promotional services. As social media is an easy way to promote for many it can cause

a rise in misinformation.

It is well known that Elon Musk is a supporter of cryptocurrencies, being an early
adopter himself, which he often openly admits to the public. A powerful figure such as
himself comes with a large audience that will often trust and believe in many things
that he says or follows. Being influential comes with great responsibility, as one simple
post or share on social media may attract the attention of millions of people (Shahzad

et al., 2022). Cryptocurrency prices work similarly to conventional stocks, the more it
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is trusted and the higher the investments are the higher the price will go. It’s no doubt
that influencers are becoming more influential in today’s economy and this research
paper wishes to analyze just how much they can potentially influence the market and

overall perceptions of cryptocurrencies.

1.1 Practical relevance

The research presented in this paper will hopefully be of significance to the existing
literature in several ways. Firstly, the aim is to understand how consumers’ online
exposure and previous knowledge of cryptocurrency might affect future investment
decisions. Secondly, it wishes to highlight the increasing effects of social media
influencer marketing on targeted groups. Thirdly, how do certain target groups react to
investment recommendations, and what factors may influence their perceptions of

cryptocurrencies.

This topic is relevant for two main reasons. Firstly, cryptocurrencies have had a major
impact on both the internet as well as the financial sector. Most importantly, there
seems to be a huge difference in the views and perceptions of cryptocurrencies amongst
the public therefore it’s key to understanding what is changing this perception.
Moreover, it wishes to highlight which groups will be more inclined in investing into
cryptocurrencies and why that might be the case. Lastly, social media influencer
marketing has become vastly popular, particularly through the use of popular social
media websites and applications such as Twitter and Instagram, therefore analyzing the
effects it has in the cryptocurrency sector may give insights into past and future market

gvents.
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1.2 Aim of research

This research paper aims to further explore how influencer marketing can impact the
perceptions of cryptocurrencies and therefore consumers' choices by analyzing their
investment decisions and trust. The online survey will serve as an indicator as to which
target groups may be particularly vulnerable or resilient towards influencer marketing

and cryptocurrencies in general.

RQ: How do consumers' perceptions of cryptocurrencies change when exposed to
different types of influencer marketing?

Several questions need to be taken into consideration when answering the main

research question, such as:

e To what extent does knowledge in blockchain technologies moderate the
effects of influencer marketing?

e Do certain influencers have a greater impact on changing perceptions of
cryptocurrencies than others?

e How much can influencers affect the overall trust in the cryptocurrency space?

e To what extent does the credibility and trust of an influencer play a role in

changing consumers' perceptions of cryptocurrencies?

The aforementioned questions will be discussed and answered by evaluating existing

literature mentioned in the literature review as well as the survey conducted online.
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2 Literature Review

2.1 Cryptocurrencies

In recent years, cryptocurrencies have emerged as a novel type of digital currency. The
most popular cryptocurrency Bitcoin currently holds the largest market share, with a
total of 46.4% of the total market share as of 2023 according to coinmarketcap.com.
The popular coin, which was launched in 2008 by an unidentified person or a suspected
group of individuals under the pseudonym Satoshi Nakamoto, revolutionized the rise
in digital currencies (Nakamoto, 2009). Since then, several other cryptocurrencies,
namely Ethereum, Ripple, and Litecoin, have been established. Several characteristics
differentiate normal FIAT currencies and cryptocurrencies, but one of the major
elements is the aspect of decentralization. The influx of normal FIAT currencies is
controlled by governments and central banks, while cryptocurrencies allow direct
transactions with no intermediaries. An important differentiating factor of
cryptocurrencies is the fact that they run on decentralized networks that are based on
blockchain technologies, meaning they are not issued by one single central body
(Gowda & Chakravorty, 2021). Blockchain technology was first introduced by an
anonymous developer Satoshi Nakamoto, who revolutionized the financial system in
2009 with the introduction of Bitcoin (Lee, 2019). This new type of currency
completely inhibits the involvement of central banks or governments, which usually
handle the flow of normal FIAT-traded currencies. (Gowda & Chakravorty, 2021).
Blockchain and decentralization seek to improve transparency as well as security to
improve this new space and attract more investors into the space (Lee, 2019). Without
the need for intermediaries controlling cryptocurrencies are readily available to anyone
with an internet connection. This not only facilitates transactions made from user to
user but also facilitates the ease and speed with which someone can invest (Lee, 2019;
Treiblmaier, 2023).
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2.2 Consumer’s Perceived Benefit of Investing in Cryptocurrencies

For many people, cryptocurrencies are still considered a relatively new topic and asset
class. This means that overall knowledge in this space varies greatly amongst the
general population (Treiblmaier et al., 2021). People will only embrace new models if
they can understand the perceived benefits that may arise from investing in them. In
the case of cryptocurrencies, it could be the current bias of “avoiding the middleman”
or the decentralized nature of cryptocurrencies (Dumitrescu, 2017). Individuals'
decisions to use new technologies will be affected by the perceived value that they can
associate with the particular good (Garcia-Monledn et al., 2023) as well as the
associated risks (Treiblmaier & Chong, 2011). In the context of cryptocurrencies main
drivers which have been proven to be of interest to consumers are ease of use and
perceived usefulness (Nadeem et al., 2021). The applications and benefits of
cryptocurrencies go far beyond simple economic incentives (Garcia-Monleén et al.,
2023; Treiblmaier & Petrozhitskaya, 2023). As previously mentioned, it’s important to
note that cryptocurrencies have a broad scope of application, although this section will
mainly concentrate on the perceived benefits of cryptocurrencies for consumers rather
than the broader scope of applications for other parties. When looking at the perceived
benefits of cryptocurrencies from merely an investment standpoint two factors stand
out. Both financial literacy and investment experience play an important role in
cryptocurrency investing (Zhao & Zhang, 2021). This highlights that previous exposure
and general knowledge of cryptocurrency may play an important role in what
consumers perceive of potential cryptocurrency investments. Establishing that financial
literacy to consumer’s perceived benefits in investing it’s important to outline what
exactly is meant by the term financial literacy. Financial literacy was described by
(Remund, 2010) as a measure of one’s understanding of fundamental financial topics
and one’s capacity to confidently manage resources through wise decision-making
whilst developing a strong long-term financial strategy. Furthermore, financial literacy
can be categorized into two sub-categories namely subjective and objective financial
literacy. Subjective financial literacy outlines personal interpretations of financial
knowledge and individuals’ overall confidence in what they perceive to be the best
decision (J. Alba & Hutchinson, 2000). Objective financial knowledge refers to the
general understanding of financial concepts and instruments which can be accepted (J.
Alba & Hutchinson, 2000)

10
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Both subjective and objective financial literacy plays an important role in consumer
investment decisions, outlining the importance of educating consumers before
presenting them with potential investment opportunities. This may be especially
important when considering highly volatile and risky investment decisions, which is
the case when discussing cryptocurrency markets. As is known by the financially
literate population, cryptocurrencies can be categorized as highly volatile (Zhao &
Zhang, 2021). Someone who regularly follows market trends may be aware of this and

may have second thoughts about investing if the risk to reward is simply too high.

Past surveys have shown that in general, most cryptocurrency users tend to be young,
male, well-educated, and financially literate (Steinmetz et al., 2021). An eye-opening
survey from Deutsche Bank conducted in 2018 found that only “4% of the respondents
considered their knowledge to be “very good”, 6% selected ‘good’, 39% chose ‘less
good’, and 41% indicated ‘not good’” (Postbank Digitalstudie 2018, 2018), which may
explain the adoption rate of cryptocurrencies. Most studies, therefore, highlight the
importance of education in making correct investment choices to properly understand
the perceived benefits of investing.

Each consumer may have a different motive and therefore a different perception of the
benefits associated with cryptocurrencies. Literature has proven that the main
characteristics that interest investors are speedy transactions, transparency, freedom of
investment without government control, and anonymity (Garcia-Monle6n et al., 2023).
As previously mentioned, due diligence and education in the field should be present for
consumers to understand these concepts and truly understand the perceived benefits

associated with cryptocurrencies.

11
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2.3 Risk Analysis in Investment

Risk analysis is critical when making any choice, especially when analyzing a future
investment opportunity. A good business should always analyze its opportunities to
gain a better understanding of potential gains and risks associated with that particular
investment (Virlics, 2013). This same statement is true for an investor analyzing the
current cryptocurrency market. One should always be attentive to every detail and
analyze each company or cryptocurrency to gain a better understanding of the possible
risks and benefits that are being carried out. Ultimately what one investor may perceive
as a risky investment may not be entirely true for someone else. This is because the
demand to invest is influenced by the profit that one has already made and the

prediction of future prices (Virlics, 2013).

If an investor has been very successful in the past and predicts a steady increase in
prices then the risk factor would not be very high. On the other hand, an investor who
has incurred large losses and is not well enough informed may change their opinion on
the price, meaning the risk factor being carried out would be much greater (Virlics,
2013). Uncertainty plays an important role in risk assessment as it is the reason why
risk in investment exists in the first place (M.Bernadete et al., 2015). If an investor
knew future prices then there would be no uncertainty, and therefore no risk.
Unfortunately, it is impossible to predict exact prices regardless of how much
background knowledge or research is conducted, therefore making every investment to
some extent ‘risky’(M.Bernadete et al., 2015). One way to decrease uncertainty would
be to increase knowledge in the specific field. In the field of investment, this may be
done through calculations, looking at past fluctuations or even reading the news
(Savvakis, 1994). All of these may increase the understanding of a specific investment
and narrow the margins of uncertainty to allow for a more accurate forecast of the future
(Savvakis, 1994). It should be highlighted that what an individual is willing to invest
in is highly dependent on individual risk assessment. Risk is mostly related to the level
of uncertainty, it could be true that that investment may be higher based on overall

background knowledge (Savvakis, 1994).

2.4 Influencer Marketing

Influencer marketing is best known as the practice of compensating certain well-known
or high-status individuals to post about a product or service on social media(Campbell

& Farrell, 2020). Just like any marketing strategy the purpose of doing so is to attract

12



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

more users and ultimately increase the popularity of the service or product. Influencers
are individuals who, through the use of their social media accounts, post particular
products and services in exchange for compensation (Campbell & Grimm, 2019). In
this day and age, influencers are particularly effective using these strategies through

social media, this is due to several different reasons.

Firstly, consumers have shifted much of their attention from conventional television
and print advertising to online media(Campbell & Farrell, 2020). This shift in attention
is also highlighted by the fact that consumers have a much higher likelihood of seeing
advertising as they spend a large portion of their time on social media. Secondly,
consumers seem to react differently when they encounter advertisements online.
Studies have shown that the proliferation of online advertisements has caused
consumers to become less aware, or simply less interested in advertising techniques
that were once common online(Chang-Hoan & Hongsik, 2013). Banner ads once
littered the internet, but studies in the last decade have shown a rapid decline in the
click-through rate of such advertising techniques. Experts refer to this rapid decline as,
‘Banner Blindness, a term used to describe users’ tendency to avoid fixating on
anything that might look similar to a banner advertisement (Chang-Hoan & Hongsik,
2013). Advertising through these older mediums has become impractical, which may

be another reason influencer marketing has had an increase over the last few years.

Finally, the internet, and social media specifically, enables marketing firms to easily
split consumer groups and target them based on their specific wants and interests
(Campbell & Farrell, 2020). Advertising with influencers through social media can
create a much more personal interaction than conventional advertising in the past. By
advertising online, marketers can target the information each user receives. Targeted
promotion is based on geographic, demographic, as well as behavioral information that
each user has (Treiblmaier & Pollach, 2007; Zeljko et al., 2018). With this information,
less time and resources are wasted in conveying the information to the desired target
market. Companies can easily advertise their product or service directly to the audience

they believe are most likely to purchase.

13



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

Perceived Expertise +
Cultural Capital

1+ followers

“The Rich & Famous™

1m+ followers
“The Everyday Celebrity”

100k — Im followers
"The Sweet Spot™

10k — 100k followers
“The Rising Star"

Accessibility

+ Authenticity 0-10k

“The Newcomers™

Figure 1 (Campbell & Farrell, 2020)

The sheer size of this marketing strategy has paved the way for many different types of
influencers that range in style as well as overall influence on consumers. With many
different types of social media, each with its characteristics, it has enabled the term
‘influencer’ to expand beyond just celebrities. What this implies is that smaller
influencers in other categories such as sports, gaming, food, lifestyle, etc., are also able
to excel. Nowadays influencers range in branding, focus, follower base, engagement
rates, skill sets, and monetary requirements shown in figure 1 (Campbell & Farrell,
2020). This hierarchy of influencers gives a perspective of accessibility and expertise
that ranges from bigger to smaller. Marketers and firms may decide on which
influencers to implement depending on their strategy and budget. Each category of
influencer comes with its benefits and drawbacks. Whilst celebrities may have the most
followers and reach larger audiences, they won’t be as authentic as smaller influencers,
on top of being very expensive (Campbell & Farrell, 2020). Nano-influencers will often
ask very little and would be happy to advertise simply to better establish their brand
(Campbell & Farrell, 2020). Additionally, their message is more personal, and because
they may not even be getting paid it gives them much higher authenticity when
spreading a message (Campbell & Farrell, 2020). Brands should always keep in mind
which influencers want to be associated with their brand. Associating yourself with an
influencer means the brand is supporting their views and opinions, which may

sometimes work against the brand image.

14
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2.5 Consumer Decision-Making Process

When consumers are given multiple products and services to choose from, they are
required to choose what to purchase. The process of consumer decision-making is
perhaps the most important aspect of marketing firms (Payne et al., 1992).
Understanding how and why consumers react to certain advertisements would help
companies improve their marketing strategies and ultimately be more successful
(Kenney, 2017). Consumers are often faced with many different products, leading to
an overload of information and therefore choices in which they must consider trade-
offs when deciding to purchase a new product (Payne et al., 1992). The main challenge,
in this case, is how marketing firms can influence buying behaviors of their targeted

consumers in favor of their services and products (Kenney, 2017).

: Evaluation Post-
Recognition [ Seateh | s || FOIE5E | purchase
E Alternatives Evaluation

Figure 2 (Kotler et al., 2017)

An example of a traditional behavioral decision-making process is the “five-stage
process model of the consumer buying process” as seen in figure 2. This model of
buying behavior highlights the most important steps that consumers move through
when purchasing a product or service (Kotler et al., 2017). Multiple decision-making
process models have been introduced and updated as new advertising techniques have
emerged, although the traditional five-stage model serves as a baseline for most of the
models. Consumers are most susceptible to advertising techniques at the begging of the
process, the so-called ‘Need recognition’. In this stage the consumer will recognize an
unfulfilled need that a product or service may satisfy, this is when a consumer will want
a product (Kenney, 2017). The marketers can create a circumstance within the
consumer to make them feel as if they need this product, or else they will feel insecure
without it. What follows shortly after is the search for information for products begins,
where he/she will be looking at alternatives of the product/service that will fulfill the

need (Kenney, 2017). Of course, decision-making in real life is not as linear and

15
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straightforward as depicted in the example. There can be many internal and external

factors that can influence decision-making that have to be considered by marketers.

Growing bodies of literature have also investigated the importance of consumers’
knowledge when coming to a decision. For example, consumers will react differently
to products depending on the negative and positive associated attributes that are
associated with the brand itself (J. W. Alba & Marmorstein, 1987). To gain more
positively associated attributes brands will compare themselves to others in certain
attributes that they stand out to make the product look better and more attractive to
consumers (Harris, 1977). By doing this, even though the product may be worse overall
it is still able to stand out. By selecting specific attributes to advertise that look better
than its competitors it will have an edge in the evaluation of alternatives stage (Harris,
1977). This technique can be misleading and consumers may be persuaded if the
message is convincing and the semantics of the messages are ignored (Harris, 1977).
Many techniques can be deployed to mislead consumers to make purchases or

investments that they will later notice were not necessary.

2.6 Influencers and Cryptocurrencies

Several studies have researched the impact of social media influencers and their
influence on consumers' perceptions and willingness to invest in cryptocurrencies.
These studies have shed light on the role that they play in shaping consumer decisions.
Many consumers are often found using several social media platforms, which is where
many of the influencers can be found giving advice or opinions on investment choices.
Common platforms such as Twitter serve as channels for influencers to disseminate
information and create awareness about various blockchain topics (Pifieiro-Chousa et
al., 2023). Studies have shown that heavy social media users are four times more likely
to follow others blindly when trading online than light social media users (Bizzi &
Labban, 2019). Influencers try and establish a sense of connection and authenticity
through these platforms, to the point where consumers are more likely to listen to their
advice regardless of how informed they are. More specifically it’s been found that 54%
of heavy social media users are influenced by influencers compared to 29% of light
social media users(Bizzi & Labban, 2019). Before the rise of social media as a
mainstream news source conventional news outlets were the basis for most information
for many investors (Pifieiro-Chousa et al., 2023). However, the meteoric rise in popular

social media platforms has made investors’ attention shift, meaning it now acts as a
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main news outlet for many smaller-scale investors (Pifieiro-Chousa et al., 2023). There
may be several reasons why social media has taken precedence over conventional news
outlets, one being the greater authenticity and connectivity that investors perceive when
being exposed to posts on social media (Pifieiro-Chousa et al., 2023). When
concentrating on the topics of decentralized financed, it seems that investors prefer
user-generated content, as it may provide a greater level of authenticity (Bradley et al.,
2021).

A compelling example illustrating how the influence of user-generated content plays
an important role in cryptocurrency space is the Elon Musk and dogecoin saga. In the
early stages of 2021, the Tesla and SpaceX CEO took to social media to express his
personal opinion on the so-called meme coin Dogecoin (Shahzad et al., 2022). What
followed was an explosive influx of investments into the coin which drove its prices to
an all-time high. Several studies have shown a correlation between Elon Musk’s tweets
and changes in prices in cryptocurrency. This phenomenon has led many investors to
follow his social platforms creating trading strategies associated with closely
monitoring the posts of large influencers (Shahzad et al., 2022).

By frequently engaging with their audience, influencers aim to create a large group of
followers creating a network of traders who interact with one another (Pltter, 2017).
Once the followers are convinced they may eventually post about their trading
decisions and investments and therefore encourage one another to further trade (Pltter,
2017). The increase in posts on a certain topic will increase cryptocurrencies credibility,
as investors hope that it will bring high returns. Businesses that invest in influencer
marketing aim to establish a trustworthy source of electronic word of mouth, to convey
both authenticity in the message, as well as establish themselves as a trendsetter in the

specific niche (Evans et al., 2017).

As cryptocurrencies are becoming more popular on social networks, social metrics have
the potential to impact market reactions and price volatility in the sector. As previously
discussed, influencers have the potential to change the sentiment of cryptocurrencies,
which in turn can influence prices. Studies have shown that positive or negative
sentiments expressed by influential figures or communities can lead to increased
trading volume and price fluctuations (Putter, 2017). In this case, the social metrics
being discussed are changes in the number of tweets, the number of followers, as well

as the number of likes that the posts produce (Putter, 2017). Tracking social metrics

17
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allows for the identification of potential market movements triggered by influential

social media posts or community discussions.

Lunarcrush.com is a prime example of how influential social metrics and social media
have become for consumers who are actively trading cryptocurrencies. This website
analyses coin metrics and popular influencers as well as large cryptocurrency-related
communities to find potential trends (Harini & Santhanam, 2021). This is done by
analyzing certain phrases and key words, to determine if a certain coin may increase or
decrease in popularity (LunarCrush, About, n.d.). As past events have shown, as well as
previous research on this particular topic, it’s clear that fluctuations are a regular
occurrence in this space and can often be correlated with the number of times it’s being

mentioned on the internet (Bizzi & Labban, 2019).

3  Methodology

3.1  Study design

This thesis used an experimental quantitative research approach in the form of an online
survey to determine if there is a relationship between Influencer marketing and
perceptions of cryptocurrencies. In more detail, this research aimed to collect
information about the consumers’ background and exposure to different kinds of
influencer advertisements and determined how this might affect their investment
choices and perceptions of trust and safety in cryptocurrencies. To collect the data an
online survey was chosen to reach out to audiences that already had regular online
exposure. Users taking this survey must have had some form of online exposure and/or
social media presence, as their likelihood of knowing anything about cryptocurrencies
or influencers would be very unlikely. This could have created problems when
analyzing results as people with no online presence would not know the information
being displayed in front of them. Through statistical tools in Jamovi analysis of several
variables including, knowledge of cryptocurrencies, willingness to invest and trust in
influencers, etc. was analyzed to gain a better understanding of the RQ and the sub-

guestions.

3.2 Quantitative Experimental Research Design

Collecting primary data is critical in any research paper as it is relevant for the

discussion of the research question being discussed. This research paper used an
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experimental research design as it was the best fit for the research being discussed. In
an experimental design, one or more variables are systematically manipulated to
evaluate how the alteration in the variables affects one or more of the desired outcomes
(Creswell & Creswell, 2018). It is essential in this type of study that all other variables,
apart from the dependent variable, are kept constant to determine if the treatment and
not any other factor is the cause of the outcome (Creswell & Creswell, 2018). Having
established the type of design of the survey an outline of which variables were changed
and which ones would be analyzed was necessary. This experimental design tested the
effects of influencer marketing, making it the independent variable, and analyzed how
it affected consumer perceptions of cryptocurrencies, which in this case was the
dependent variable. As previously mentioned, this experiment was conducted in the
form of a survey, which means that it was sent out online ensuring that all participants
had access to the internet. Participants in this research were exposed to different
influencers to analyze the effects of the different advertising methods and influencers
which in this case was the dependent variable. Regardless of the responses to the initial
questions, all the participants were exposed to the same advertisements. As previously
mentioned, it’s important that all participants were regular internet users and therefore
were aware of these kinds of advertising techniques. Participants who were not internet
users and/or had never encountered influencer marketing would therefore be excluded
from this survey. Additionally, to concentrate on the effects of the advertising technique
alone all the advertisements being shown to the participants were based on the same
cryptocurrency. This was done to remove any differences between varying coins that
may have impacted the overall effectiveness of the advertisement. Additionally, this
meant that more than one variable would be changed therefore influencing the outcome
of the experiment. This procedure eliminated the possibilities of systematic differences
amongst the characteristics of the participants that may affect the overall outcome so
that all outcomes can be attributed to the manipulated variable (influencer marketing)
(Creswell & Creswell, 2018).

3.3 Data Collection and Analysis

As previously mentioned, the survey was used as the main source of primary data
collection in this research paper. This survey was created to cover all sub-questions
relating to the main research questions. The survey will ask the same demographic
questions as well as the same questions regarding financial knowledge. It’s important

to note that the coin being presented was made up solely for this research paper, as to

19



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

eliminate any bias that participants would have with cryptocurrencies, they already
owned in the past. Although this cryptocurrency does not exist, it will be made to look
realistic and believable. Additionally, at the beginning of the survey participants were
asked not to search for any news articles or current market prices to avoid changing
their perceptions of the coin during the survey. By giving participants a single type of
cryptocurrency, the researcher can analyze the effects of the influencer marketing
technique alone without taking into consideration the perceptions of existing coins. To
further analyze the effects of influencer marketing the participants were exposed to 3
different advertisements. The three advertisements were created and displayed in 3
different ways, one through a twitter post, and one through an Instagram post, whilst
one will be a simple image advertisement that can be seen across different platforms
such as a YouTube advertisement. Additionally, when comparing these results with the
control group it will also help understand which characteristics in a person may

3.4 Hypothesis Development and Framework

This research paper concentrates on how influencer marketing affects the perceptions
of cryptocurrencies. To measure exactly how this is done and quantify the effects of
influencer marketing four different hypotheses were created to analyze possible

relationships regarding the topic.

The literature review has already highlighted how influencers may shape views and
change perceptions of cryptocurrencies; the first hypothesis concentrated on how
different influencers may impact the willingness to invest. This hypothesis was
important to understand if the overall status of the influencer may have positive or
negative effects overall, or if perhaps other variables are more relevant. It’s important
to note that although influencer marketing concentrates on the impact that the
individual influencer brings, the perceptions and overall decision to buy the product are
also determined by the perceptions created by the ad itself (Knoll, 2016). As three
different influencers were included in the survey it will highlight how certain
differences between them and the advertisements may have changed the perceptions of
the cryptocurrency being advertised. The main differences between the influencers
were overall status, online presence and relevance, the line of work/industry they are
involved in, and their involvement in the cryptocurrency section. The main differences
in the ads were which platform they are based on, as well as the wording included and
overall appearance. The following hypothesis highlighted how the aforementioned

characteristics of each influencer may shape an individual’s overall decision to invest:
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Hypothesis 1: The type of influencer impacts the willingness to invest in a

cryptocurrency.

Further exploring the effects of influencer marketing, highlighted in the literature
review, this paper aimed to further explore the effects of trust in influencers to
determine if it may have any effect on the decision-making processes for consumers.
The previous hypothesis concentrated on comparing differences between each
influencer and determining how these may impact the overall decision-making process.
The following hypothesis was created to analyze how the trust and credibility of each
influencer may be able to shape an individual’s investment choice and overall
perception of cryptocurrencies. Studies have shown that trust can be a key determinant
when investing in riskier and more volatile instruments, with individuals who believe
in the benevolence of others investing more of their assets in riskier investments (Klein
& Shtudiner, 2016). As cryptocurrencies are considered a volatile type of investment
trust may play an important role in the decision-making process. Other studies have
recognized that trust is subjective and inherently relies on one’s willingness and relative
security (Jgsang & Presti, 2004). This implies that some people may perceive an
investment to be more trustworthy or less based on a multitude of personal factors

rather than just relying on the influence and trust of others.

When creating the survey three influencers were picked with varying trust and exposure
in the cryptocurrency community. Mark Cuban, who was included in the first
advertisement is an American businessman who often discloses information to the
public about his investment choices. Investors who are aware of his investments and
his overall success may have greater trust in him on the topic of cryptocurrencies than
the other influencers. The second influencer introduced in the study is Cristiano
Ronaldo, he is also a very successful individual and is by far the most advertised out of
the three influencers. The main difference between him and Mark Cuban is that
Ronaldo became successful in his sports rather than his smart investment decisions.
Investors seeing this may be more inclined to trust a businessman such as Mark Cuban
when it comes to investment choices as they may assume he has greater knowledge in
the space. The third advertisement presents a set of two popular YouTube influencers,
both very successful and well-known among the youth population. Although all
influencers presented in this study were successful their occupations differ completely,
meaning the perceived level of trust that consumers have when being exposed to their

advertisements about cryptocurrencies may also differ. In this case, the influencers are

21



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

often portrayed as a trustworthy source for spreading information, but to generate
purchase intentions consumers must perceive them as a credible source to trust the
product they are introduced to (Pavlou & Fygenson, 2006) Therefore, to understand if
trust plays an important factor in the consumer decision-making process and investment
decision in the cryptocurrency sector the second hypothesis was created. The following

hypothesis was designed to further explore this relationship:

Hypothesis 2: Trust in an influencer impacts the willingness to invest in

cryptocurrency.

As influencer marketing is on the rise this type of marketing scheme is employed in
many business sectors with the hopes to generate better purchasing intentions for their
products (M&, 2019). Generally, influencers are employed on a specific product to
spread positive facts and influence purchasing intentions positively (Evans etal., 2017).
Three different advertisements were designed to test if overall the impact of influencers
in the cryptocurrency sector may have a positive or negative impact on overall trust.
To determine if there is a significant change in the level of trust in cryptocurrencies
before and after being exposed to influencer marketing the following hypothesis was

designed to further explore the effects and any relationship:

Hypothesis 3: Exposure to influencer marketing impacts the level of trust in a

cryptocurrency.

As cryptocurrencies are growing in popularity more articles and advertisements are
being presented to investors daily. This rise in this sector means that potential investors
are being presented with a greater quantity of investment choices and decisions. Several
studies have pointed out that an increase in the size of choices may sometimes lead to
adverse consequences as it may confuse consumers therefore often leading to not
making any choice at all (Nofsinger, 2007). As information is now much more easily
advertised it may arise in a greater quantity of irrelevant or misleading information.
Under-informed and less educated individuals may be negatively affected by this as
they would be unable to identify and differentiate relevant information, leading to
poorer informed choices and perhaps worse investment decisions (Virlics, 2013).
However, this effect seems to diminish as the level of experience rises, as experienced
individuals are more likely to concentrate on relevant and critical information that
allows them to make better and more informed decisions (Bhattacharjee & Moreno,
2002).
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Hypothesis 4: Experience with cryptocurrencies moderates the impact of influencer

marketing.

Understanding of Trust of the
blockchain influencer in the
technologies advertisment

Existing trustin Past exposure to
Cryptocurrencies influencer

marketing

Perceptions of
cryptocurrencies

Figure 3 Theoretical Framework for hypothesis development

3.5 Survey Development

The Survey was designed using an online survey tool (QuestionPro.com) and was
distributed with the use of various social media platforms such as Instagram and
WhatsApp. Responses were collected over 5 days, during which a total of 72

participants were recorded and later analyzed for the discussion in the analysis section.

The online questionnaire began by asking participants general background questions
about themselves. All the initial questions were tailored to get a better understanding
of the general background of the participants. By analyzing the traits and characteristics
of the participants it gave a better understanding of the specific demographics that may
be more susceptible or less susceptible to specific cryptocurrency influencer
advertising technigues. The demographic questions were concerned with age, gender,
occupation, and degree level. The second set of questions was targeted specifically
toward their exposure to influencer marketing as well as their status and opinions on
cryptocurrency investments. The third section of the survey consisted of 3 different

influencer advertisements including influencers of varying popularity, profession,
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online influence, and exposure relating to cryptocurrencies. The reason for making
different advertisements was not only to generate greater results for the analysis
section. More importantly, this was done to provide insights into how different types
of influencers may have varying impacts on the perceptions of cryptocurrencies, either

positive or negative.

An important factor in the survey development was the decision to create a fake
cryptocurrency to be displayed alongside the influencer advertisements. To create a
fictional cryptocurrency several factors had to be kept in consideration. Firstly, the coin
cannot represent any existing cryptocurrencies as some participants may already have
existing views on it. This would imply that the overall effectiveness of the
advertisements may be hindered as participants may have existing views on them.
Secondly, although completely fictional, the cryptocurrency in question must look
believable to have statistically significant and realistic results.

LUMINCOIN

Figure 4 Fictional coin Lumincoin
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The survey advertisements/posts included the cryptocurrency in Figure 4, Lumincoin.
Lumincoin was created on the basis that it looked interesting and realistic, enabling it\
to simulate realistic results when paring it alongside popular influencers. The coin
pictured in Figure 4 was paired with 3 different advertisements displaying the different
influencers. These advertisements were purposely made for the survey to analyze how
the difference may impact their answers. Figure 5 displays a Twitter post made by Mark
Cuban, an influential cryptocurrency and important American investor. The tweet in
the advertisement reads “Excited about its potential to revolutionize the crypto market.
The team behind it has some game-changing ideas and a solid roadmap. Stay tuned for
more updates! #LuminCoin #CryptoRevolution" - @mcuban”. Twitter was chosen for
this influencer as this is where he often shares his ideas and posts about

cryptocurrencies.

&

LUMINCOIN

Excited about its potential to revolutionize the crypto market. The
team behind it has some game-changing ideas and a solid
roadmap. Stay tuned for more updates! #LuminCoin
#CryptoRevolution" - @mcuban

Figure 5: Mark Cuban Twitter post advertising Lumincoin used in the survey.
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CRISTIAND o

RUNAI.DU LUMINCOIN

Figure 6: Cristiano Ronaldo and Lumincoin advertisement used in the survey.

The second influencer marketing post that participants will be exposed to is shown in
Figure 6. In this figure, the fictional cryptocurrency Lumincoin is paired with the
famous sports influencer Cristiano Ronaldo. Unlike the first influencer shown in Figure
5, Ronaldo is not a popular cryptocurrency influencer. He is best known for his
influence in sports and is one of the most advertised individuals in the world. This post
has no writing, only a link to the fictional website Lumincoin.org. This influencer was
chosen on the basis that he is extremely well known and advertised in many different
sectors ranging from sports, clothing, electronics, etc. Most individuals would have
most likely seen him before and therefore it will be interesting to analyze the results

compared to the other less-known influencers shown in the survey.

QY | R

”@ ksi @
%’ Excited to announce the launch of #LuminCoin, with @LoganPaul! Tune in

to our podcast and enter the world of decentralized finance!
#CryptoRevolution #NewBeginnings"

Figure 7: Logan Paul and KSI Lumincoin post used for survey.
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The last advertisement depicted in Figure 7 shows two YouTube social media stars,

Logan Paul left, and KSI right. The advertisement is portrayed in the form of an
Instagram post, with the following description “ %” Excited to announce the launch of
#LuminCoin, with @LoganPaul! Tune in to our podcast and enter the world of
decentralized finance! Q) #CryptoRevolution #NewBeginnings". This post was made

to simulate a realistic Instagram post. The two influencers in the last advertisement are
perhaps the best representation of an influencer, as unlike the first two (Mark Cuban
and Cristiano Ronaldo) their professions of being social media stars mean they are often

referred to as influencers above anything.

Below is a list of the questions presented in the survey, leaving out the demographic

guestions:
Questions  concerning | Questions  concerning | Questions  concerning
online exposure: perceptions of | influencer marketing:

cryptocurrencies:

How often do you | Have you ever owned or | How important is this

encounter influencer | traded cryptocurrencies? | influencer to you?

marketing (Twitter posts,
Instagram, Facebook,

television)

Has an influencer ever Do trust  this

convinced you to purchase

something online?

Rate your perceptions of
cryptocurrencies as an

investment opportunity

you
influencer when it comes

to cryptocurrencies?

What is

understanding of

your

blockchain technologies?

Are you inclined to invest
in this cryptocurrency

after seeing this post?
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Prior to taking this survey
have you ever owned or

traded cryptocurrencies?

Do you consider this
cryptocurrency to be a

trustworthy investment?

Do you consider this
cryptocurrency to be a

profitable investment?

Table 1: Survey questions listed by topic.

3.6 Measures

The questionaries first questions were concerned with the participants' initial exposure
to certain online advertisements. This is to understand if consumers have been exposed
to influencer marketing in the past. Continuing, the next questions asked participants
about cryptocurrency-related questions as well as their general knowledge of
blockchain systems. All initial demographic questions were Likert scale with a range
of 5, with 1 being nothing/low and 5 always/high. It was important to note how many
participants were already invested in the cryptocurrency space, therefore a yes or no
guestion was included. Following this was a checklist of possible coins that listed
different categories such as high market capitalization course, metaverse coins, meme

coins, etc. (multiple options could be checked).

The initial measurements were nominally scaled and asked about a person’s Age,
gender, and education. Other questions were asked such as; Was this advertisement
impactful”, all these questions are Likert on a scale of 1 to 5 meaning they are ordinally
scaled. The main unit of measurement in this survey would be Likert and therefore
ordinally scaled, to give the researcher relevant and useful information to analyze
guantitatively. To quantitively analyze the data the ordinally scaled data was
transformed into number values through the use of the application Jamovi. This was
done to accommodate the use of quantitative descriptives and tests such as the paired
T-test.

3.7 Ethical Considerations

The participants will be informed that they will remain anonymous during the survey,
their data will be protected, and that the data being collected is purely for research

purposes. The participant’s confidentiality is key in keeping the survey anonymous and
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following the proper code of conduct. In addition, the participants must be informed
that all data being displayed, including the advertisements and the fictional
cryptocurrency, is purely for research purposes. The images were made purely to
stimulate a response and did not recommend any real-life investment decisions or
recommendations related to cryptocurrencies. The survey included contact information
if participants had any questions or concerns regarding their data collection and

privacy.

4 Data Results and Analysis

The following section of the paper is concerned with the analysis of the results as well
as the analysis concerning the survey which is the basis for the experimental design.
With the following data, the main research question is: How do consumers' perceptions
of cryptocurrencies change when exposed to different types of influencer marketing?
To accurately answer this question, the participants were exposed to 3 different
advertisements containing different types of influencers which at the time of the
research were relevant in either the cryptocurrency space and/or on social media in
general. The influencers were chosen on the basis that most of the participants would
recognize them and therefore would provide varying results relevant for statistical

comparison.

4.1 Demographics of Survey Participants:

Female Total Total

Percentage

Participants TOTAL

Age 18 and under 0 0 0 0%
19 -22 19 17 36 50%
23-26 20 6 26 36.1%
27-30 4 2 6 8.3%
31 or over 2 2 4 5.5%
Primary Education 2 1 3 4.16%
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Highest DECIFEEN o To]4] School 7 7 14 19.44%
Level Obtained Diploma

Master’s Degree or 11.11%
Higher

Encounter
Influencer

Marketing Once a Month 1.39%

Multiple Times a 27.78%
Week

Influencer Never 18.06%

marketing leading

decision

Occasionally 34.72%

Cryptocurrency 43.06%

Perceptions Highly Unreliable 9.72%

Ownership

Cryptocurrencies
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Knowledge )i Limited 6 12 18 25%
blockchain Knowledge

technologies
Moderate 13 5 18 25%

Knowledge

Good Knowledge 16 5 21 29.17%

Highly 5 2 7 9.72%
Knowledgeable

Table 2: Survey participant demographics.
From the following table, these results were concluded:

- Attotal of 72 responses were recorded over the survey period.

- Most of the survey participants were male (45) compared to females (27)

- Most of the participants were between the ages of 19-22 (50%), followed by
23-26 (36.1%), 27-30 (8.3%), and 31 or over (5.5%)

- Most of the participants have obtained or are currently pursuing a bachelor’s
degree (65.28%) followed by a high school diploma (19.44%), master’s degree
or higher (11.11%), and primary education (4.16%)

- Most of the participants encounter influencer marketing daily (58.33%)
followed by multiple times a week (27.78%), once a week (9.72%), and once
a month (1.39%)

- Most of the participants are rarely convinced by influencers to purchase
something online (41.67%) followed by occasionally (34.72%), never
(18.06%), and very often (5.56%)

- Most of the participants have owned cryptocurrencies (56.94%) compared to
not owning cryptocurrencies (43.06%)

- Most of the participants believe cryptocurrencies to be neutral in terms of trust
(30.56%) followed by somewhat trustworthy (27.78%), unreliable (26.39),
highly unreliable (9.72%), and highly trustworthy (5.56%)

- Most of the participants feel their knowledge of blockchain technologies is
good (29.17%) followed by both limited (25%) and moderate (25%) being
equal, poor (11.11%), and highly knowledgeable (9.72%)
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The questions regarding perceptions and knowledge of cryptocurrencies as well as their
exposure to influencers were Likert scaled. This was done to give participants enough
choices. Additionally, this gives the researcher more data to analyze the results and
come to a better understanding of why the hypotheses in the paper may have been

accepted or ignored.

4.2 Type of Influencer and Willingness to Invest

The following section analyzed how different types of influencers changed the
willingness to invest in cryptocurrencies. By looking at the survey results we hoped to
either prove or disprove the following hypothesis “The type of influencer impacts the
willingness to invest in cryptocurrencies”. To correctly analyze these results the

following questions in the survey were used:

- Areyou inclined to invest in this cryptocurrency after seeing this post?

- Do you consider this cryptocurrency to be a profitable investment?

The questions were all Likert scaled ranging from 1 to 5, with 1 being highly unlikely
and 5 being very likely. The survey contained 3 different influences, varying in
popularity, profession, and overall online influence. The first individual shown
advertising the cryptocurrency Lumincoin to the participants is Mark Cuban, an
American businessman best known for his role in the popular investment show “Shark
Tank”. Mark Cuban is an avid Twitter user, with a total of 8.8 million followers as of
May 2023 (Mark Cuban (@mcuban) / Twitter, 2023), and is also known for his
infamous quotes regarding different topics in the cryptocurrency sector. Being a
prominent businessman as well as an investor in new technologies he often turns to
Twitter to discuss several topics regarding the space. Mark Cuban is a strong believer
in cryptocurrencies, an opinion which he frequently shares with his many followers
“Why have | invested in crypto? Because | believe Smart Contracts will have a
significant impact on creating valuable applications. | have said from day 1, the value
of a token is derived from the applications that run on its platform and the utility they
create” (Mark Cuban (@mcuban) / Twitter, 2023). Knowing his stance and his
understanding of these technologies may have a significant impact on someone who

sees his posts and may therefore change their perceptions and willingness to invest.
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Cristiano Ronaldo is best known for being a sporting sensation and one of the best
football players of all time. Ronaldo will be the influencer displayed in AD B alongside
the cryptocurrency Lumincoin. Ronaldo is arguably one of the most influential and
recognized individuals on the planet, with a total of 587 million followers on the
popular social media app Instagram (Cristiano Ronaldo (@cristiano) * Instagram
Photos and Videos, n.d.). He also boasts an impressive 108 million followers on the
social media platform Twitter, where he is often seen advertising many different
products ranging from clothing to luxury products, as well as cryptocurrencies. Further
expanding on the cryptocurrency sector, Ronaldo has already been seen pairing with
Binance, the world’s largest cryptocurrency exchange. This partnership took place on
the 18" of November in 2022 and consisted of an NFT launch to allow his fans to enter
the space of Web3 applications (Binance, 2022). This deal was part of a multi-year
partnership with the exchange giants to try and enter a new space and target a new set
of consumers. Out of the three influencers in this research, Cristiano Ronaldo is by far
the most famous and influential and it will be interesting to see how this affects the
participants in the survey.

The third and final advertisement presented to the participant presents two influencers,
Logan Paul and KSI (Olajide Olayinka Williams). Both of these influencers are best
known for their presence and influence on the social media platform YouTube. As of
2023, KSI has a total of 24.1 million subscribers, whilst Logan Paul has 23.6 Million.
Apart from being two important figures on YouTube they also have several accounts
on many other social media platforms including, Instagram, Twitter, TikTok, and
Snapchat. KSI and Logan Paul are perhaps the best examples of social media
influencers, as their careers are solely based on creating content and advertising through
platforms (Unlike the first two Cristiano Ronaldo and Mark Cuban who became famous

and influential through ordinary careers). Both influencers post daily and are very vocal

about their opinions on blockchain and cryptocurrencies. KSI can often be seen posting
his opinions and trades through his separate Twitter account @KSIcyrpto, where he
states “My tweets are my opinions and in no way equate to financial advice of any
kind” (KSICRYPTO (@ksicrypto) / Twitter, 2022). Nevertheless, his tweets coupled
with his other social media accounts reach a large audience with no doubt they may
influence a large part of them. Logan Paul is also big on cryptocurrencies, and similarly
to his partner KSI often engages with his audience by discussing his trades and various

cryptocurrency projects through his social media. His most recent involvement in the
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sector saw Logan Paul take part in a large cryptocurrency scandal involving
“CryptoZoo”. Marked by many news outlets as a huge scandal Logan Paul has recently
come out and apologized for luring his fans into what he claimed was a “really fun
game that makes you money” (“YouTube Star Logan Paul Apologises for CryptoZoo
Project Failure,” 2023). Before it came out as a scam many of his fans invested large
funds of money in this project trusting the influencer after describing the game in the
popular podcast ImPaulsive(“YouTube Star Logan Paul Apologises for CryptoZoo
Project Failure,” 2023). The survey will give insights into how the overall sentiment,
trust, and popularity of these influencers may influence and change participants' views
of the cryptocurrency being advertised “Lumincoin”. To facilitate the description of the
data in the upcoming sections the first Advertisement with Mark Cuban will be referred
to as AD A, the second advertisement with Cristiano Ronaldo as AD B, and the third
advertisement as AD C.

To determine if there is there is a significant difference a paired sample T-Test was
carried out between the different advertisements. The first analysis is done between AD
A (Mark Cuban) and AD B (Cristiano Ronaldo). Using the statistical program Jamovi
the variables being measured were “Are you inclined to invest in this cryptocurrency”
for both AD A and AD B.

Paired Samples T-Test

Paired Samples T-Test

statistic df p

"Are you inclined to invest" A - Transform 3 "Are you inclined to invest in” B - Transform 3 Student's t -0.66 71.00 0512

Normality Test (Shapirc-Wilk)
W p

"Are you inclined to invest" A - Transform 3 - "Are you inclined to invest in" B - Transform 3 0.83 <.001

Note. A low p-value suggests a violation of the assumption of normality
Descriptives

N Mean Median sD
"Are you inclined to invest” A - Transform 3 72 172 2.00 0.83 0.10
"Are you inclined to invest in" B - Transform 3 72 1.79 2.00 0.95 011

Table 3: Influencers A and B Paired sample T-Test

When analyzing the data given in table 3 the mean value for AD A was 1.72 whilst AD

B displayed a higher mean of 1.79, a change of 0.07. Both means are relatively low,
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meaning that in general, most participants were not inclined to invest in the
cryptocurrency Lumincoin after being exposed to the different influencer marketing
posts. The paired sample t-test also revealed that individuals that indicated a low level
of investment interest in AD A indicated a slightly higher interest to invest in AD B,
which was shown by the positive change of 0.07 between the two Ads. The P-value
calculated by the paired sample T-Test is 0.512 indicating that the difference between
the two is insignificant. This implied that there is not a significant difference in the
decision to invest in cryptocurrency depending on influencers A and B and the
hypothesis “The type of influencer impacts the willingness to invest in

cryptocurrencies” can be rejected.

Paired Samples T-Test

Paired Samples T-Test

statistic df p
“Are you inclined to invest in" B - Transform 3 “Are you inclined to invest in this cryptocurrency” C - Transf  Student's t 2.03 71.00 0.046
Normality Test (Shapiro-Wilk)
W p

"Are you inclined to invest in" B - Transform 3 - "Are you inclined to invest in this cryptocurrency” C - Transf 0.67 <.001

Note. A low p-value suggests a violation of the assumption of normality

Descriptives
N Mean Median SD
"Are you inclined to invest in" B - Transform 3 72 179 2.00 0.95 01
“Are you inclined to invest in this cryptocurrency” C - Transf 72 1358 1.00 0.75 0.09

Table 4: Influencers B and C Paired sample T-Test

When analyzing the data given in table 4 the mean value for AD B displayed a mean
of 1.79 whilst AD C showed a lower mean of 1.58, a change of 0.21. Both means
implied that most participants were not inclined to invest in the cryptocurrency
Lumincoin after being exposed to either of the two influencer marketing posts. The
paired sample T-Test also revealed that most individuals that indicated a very low or
low level of interest to invest in AD B indicated a lower result for AD C. The P-value
for the T-Test is 0.045 implying that there is a significant difference in the decision to
invest in the cryptocurrency depending on the influencer B and C. Although the
difference is small and participants still expressed a low willingness to invest in both
advertisements B and C, the T-Test and the P-value implied that the difference is still

enough to accept the hypothesis “The type of influencer impacts the willingness to
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invest in cryptocurrencies”. Therefore, AD B has a greater positive impact on the

decisions to invest in the cryptocurrency Lumincoin compared to AD C.

Paired Samples T-Test

Paired Samples T-Test

statistic df p
"Are you inclined to invest” A - Transform 3 "Are you inclined to invest in this cryptocurrency” C - Transf  Student's t 1.40 T1.00 0,167
Normality Test (Shapiro-Wilk)
W P

"Are you inclined to invest” A - Transform 3 - "Are you inclined to invest in this cryptocurrency” C - Transf 077 <.001

Note. A low p-value suggests a violation of the assumption of normality

Descriptives
N Mean Median sD
"Are you inclined to invest” A - Transform 3 72 172 2.00 0.83 0.10
"Are you inclined to invest in this cryptocurrency” C - Transf 72 158 1.00 0.75 0.09

Table 5: Influencer A and C Paired sample T-Test

The same paired sample T-Test was run on advertisements A and C to compare the
results. The data in table 5 shows a mean value of 1.72 for AD A whilst AD C had a
lower mean score of 1.58, a difference of 0.14. Both ads show a low to very low interest
to invest in both coins, but AD A shows higher levels of interest. The pared sample T-
Test once again calculated a P-value of 0.167, implying that the difference is
statistically insignificant to accept the hypothesis “The type of influencer impacts the
willingness to invest in cryptocurrencies”. Although the means calculated showed a
higher level of interest to invest in AD A, a positive change in the mean by 0.14, the P-
value suggests that the different types of influencers do not change their willingness to
invest in cryptocurrency. When comparing all three advertisements head-to-head the
only statistically significant difference pointed out by the paired sample T-test was
between AD B and AD C. This test shows that the differences between Cristiano
Ronaldo and KSI/Logan Paul did have an impact on the willingness to invest in the

fictional coin Lumincoin.
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4.3 Trust in an Influencer and Willingness to Invest.

The next section of results will analyze how the variable of trust in an influencer
changes the willingness to invest in a cryptocurrency. To do this the following

questions were used from the survey.
- How important is this influencer to you?

- Do you trust this influencer when it comes to cryptocurrencies?

- Areyou inclined to invest in this cryptocurrency after seeing this post?

The questions were analyzed for each of the three advertisements using a Pearson's
correlation analysis test. All of the questions relating to this topic were Likert scaled
from 1 to 5, ranging from very low to very high. The correlation test determined if trust
in an influencer influences investment decision. This test was chosen over a paired
sample T-test as it gives the researcher a more accurate description of the relationship
between the variables. It’s important to understand that although a high Pearson’s
correlation coefficient may indicate a strong linear relationship between two variables,
it does not state the direction of the given relationship between the variables. Therefore,
a high correlation does not necessarily imply that there is a high level of trust in the
participants, vice versa a low level of correlation does not correlate to low levels of
trust. What the Pearson’s Correlation coefficient test does is suggest that there is a
consistent pattern in the data. A high correlation coefficient suggests that if trust in the
influencer increases or decreases, willingness to invest also tends to increase or
decrease linearly. The correlation figure provides valuable insights into the strength of
the relationship between the two variables but not the overall willingness to invest or
overall trust in an influencer. To determine whether the influencer had a positive or
negative impact, other descriptives needed to be analyzed. Therefore, to determine if
the overall impact of the influencer was either positive or negative further data was

explored.
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Correlation Matrix

Correlation Matrix
"Do you trust this influencer” - Transform 3 "Are you inclined to invest” A - Transform 3
"Do you trust this influencer” - Transform 3 Pearson's r -
p-value -
"Are you inclined to invest” A - Transform 3 Pearson's r 0.49 —
p-value <.001 —

Table 6: AD A Pearson’s Correlation

The following data is taken from table 6 and shows the correlation for AD A between
the two questions “Do you trust this influencer when it comes to cryptocurrencies” and
“Are you inclined to invest in this cryptocurrency after seeing this post”. From the
calculations, a Pearson’s R-value of 0.49 with a P-value of <0.001 was calculated. This
data suggests that there is a moderate positive correlation between trust in the influencer
to advertise cryptocurrencies in AD A and willingness to invest. More specifically if a
participant recorded a high level of trust in influencer Mark Cuban, he/she is more
likely to invest in the cryptocurrency. Contrary if he/she recorded a low level of trust it
results in a lower level of willingness to invest. The P-value is <0.05 which also
suggests that the data is significant. From this data, the null hypothesis can be rejected
and the hypothesis There is a significant difference between the trust in an influencer
and the willingness to invest in a cryptocurrency can be accepted for the first AD A.

"Are you inclined to invest" A - Transform 3

"Are you inclined to invest" A - Transform 3

Very Low Low MNeutral High Very High
"Do you frust this influencer”

Figure 8: Scatterplot Graph showing distribution of data for AD A
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Descriptives

"Do you trust this influencer”  “Are you inclined to invest” A - Transform 3

N Very Low 19
Low 26
Neutral 22
High
Very High

Mean Very Low 1.1
Low 1.88
MNeutral 1.82
High 2.50
Very High 4.00

Table 7: Descriptives and mean of data for AD A

The distribution of the data in figure 8 showing a scatterplot of all data points suggests
that most of the participants indicated a low level of trust for the influencer when it
comes to cryptocurrencies. With this information and the correlation coefficient of
0.49, it suggests that Mark Cuban has a moderately negative influence on participants'
willingness to invest. Further descriptives again show that most participants were
concentrated in the low to neutral areas of trust for this influencer. From the
descriptives shown in table 7, we can understand the direction of the correlation, as
well as get a better understanding of why it is moderate. Looking at the mean
distribution of the data in table 7 we can see that most participants indicated a very low
trust, also indicated a low willingness to invest at 1.11. The same thing can be said
about a low level of trust with a mean of 1.88 for willingness to invest. Interestingly
participants that indicated a neutral level of trust have a lower willingness to invest at
1.82 compared to those who have low levels of trust at 1.88. This may be explained by
the fact that people who indicated a neutral level may have no knowledge of who the
influencer is, and therefore will only use their judgment to invest in the cryptocurrency

based on the overall look and name of the coin itself.

39



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

Correlation Matrix

Correlation Matrix

"How important is this influencer to you?" A - Transform 3 "Are you inclined to invest" A - Transform 3

"How important is this influencer to you?" A - Transform 3 Pearson's r —
p-value —
"Are you inclined to invest” A - Transform 3 Pearson'’s r 0.49 —

p-value <.001 -

Table 8: Pearson’s correlation coefficient AD A

The following table 8 showed the correlation between the two questions “How
important is this influencer to you and “Are you inclined to invest in cryptocurrencies
after seeing this post?”. This second question is a measurement of general trust and
popularity and can indicate if the influencer has had a good or bad impact on the
participant in the past. Looking at the results in data table 8, which also focused on AD
A, we saw identical results with the first question analyzed in table 6. A Pearson’s r
value of 0.49, indicated a moderate level of positive correlation and a P-value of
<0.001. High levels of trust indicate a higher willingness to invest, and vice versa. As
the p-value is <0.05 we can reject the null hypothesis and accept that there is a
significant difference between the trust in an influencer and the willingness to invest in

a cryptocurrency for AD A.

Table 9: AD B Pearson’s Correlation Coefficient
Correlation Matrix

Correlation Matrix

"Deo you trust this influencer” B - Transform 3 "Are you inclined to invest in" B - Transform 3
"Do you trust this influencer” B - Transform 3 Pearson’s r —
p-value —
"Are you inclined to invest in” B - Transform 3 Pearson'sr 0.69 —
p-value <.001 —

The following analysis taken from table 9 showed the correlation for AD B between
the two questions “Do you trust this influencer when it comes to cryptocurrencies” and
“Are you inclined to invest in this cryptocurrency after seeing this post”. The
calculations show Pearson’s r value of 0.69 with a p-value of <0.001. This data
suggested that there was a strong positive correlation between the trust in the influencer
to advertise cryptocurrencies in AD B and willingness to invest in the cryptocurrency.

Interestingly the data suggest that AD B had a stronger positive correlation of 0.69
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compared to that of AD A at 0.49. This indicated that most of the participants were
more affected or influenced by Cristiano Ronaldo compared to Mark Cuban. As the p-
value is <0.05 the null hypothesis can be rejected and the hypothesis ‘There is a
significant difference between the trust in an influencer and the willingness to invest in
a cryptocurrency’ can be accepted for AD B. To understand if AD B had a positive or

negative effect additional descriptives need to be analyzed.

“Are you inclined to invest in" B - Transform 3

| ]

14 [t

8% @

"Are you inclined to invest in" B - Transform

Very Low Low Meutral High Very High
"Do you frust this influencer” B

Figure 9: Scatterplot graph showing distribution of data for AD B

Descriptives

"Do you trust this influencer" B "Are you inclined to invest in" B - Transform 3

N Very Low 35
Low 24
Neutral 8
High 3
Very High 2

Mean Very Low 1.17
Low 2.13
Neutral 2.50
High 3.67
Very High 3.00

Table 10: Descriptives and mean values for AD B

Figure 9 showed the distribution of data on a scatterplot for AD B. This data suggested
that participants did not have a high level of trust in the influencer in AD B when it
comes to advertising cryptocurrencies. As indicated on the scatterplot as well as in data

Table 10, most participants indicated having low or very low trust when it comes to
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trusting Cristiano Ronaldo when advertising cryptocurrencies. Although there is a
lower level of trust in this influencer, overall, the mean scores, which indicated the
willingness to invest, were higher. While very low trust shows a mean of 1.17, low and
neutral scores have a much higher willingness to invest at 2.13 and 2.5 respectively.
This implies that overall Cristiano Ronaldo not only has more influence than Mark
Cuban, but he also has a better chance of convincing participants to invest in the

cryptocurrency Lumincoin.

Correlation Matrix

Correlation Matrix

"How important is this influencer to you?" B - Transform 3 "Are you inclined to invest in" B - Transform 3

“How important is this influencer to you?" B - Transform 3~ Pearson’s r —
p-value —

"Are you inclined to invest in" B - Transform 3 Pearson’s r 053 —
p-value <.001 —

Table 11: Pearson’s Correlation Coefficient AD B

Table 11 showed the correlation between the two questions “How important is this
influencer to you™ and “Are you inclined to invest in cryptocurrencies after seeing this
post?”. Looking at the results in table 11, which focused on AD B, we see that there
was a significantly lower correlation compared to the data in table 9 (showing the trust
of the influencer in advertising cryptocurrencies in AD B). The data shows a Pearson’s
r value of 0.53, indicating a moderate level of positive correlation and a P-value of
<0.001. This implies that higher levels of trust indicate a higher willingness to invest,
and vice versa. As the p-value is <0.05 we can reject the null hypothesis and accept that
there is a significant difference between the trust in an influencer and the willingness

to invest in a cryptocurrency for AD B.

Correlation Matrix

"Do you trust these influencers” C - Transform 3 Are you inclined to invest in this cryptocurrency” C - Transf

"Do you trust these influencers™ C - Transform 3 Pearson’s r -
p-value —
"Are you inclined to invest in this cryptocurrency” C - Transf  Pearson’sr 0.85 -_

p-value <.001 —

Table 12: Pearson’s correlation coefficient AD C

Table 12 showed the correlation for AD C between the two questions “Do you trust
this influencer when it comes to cryptocurrencies” and “Are you inclined to invest in

this cryptocurrency after seeing this post”. Out of the three advertisements, this had the
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highest Pearson’s Correlation coefficient with a value of 0.85 and a p-value of <0.001.
This implied that the two influencers Logan Paul and KSI had a very strong influence
when it comes to willingness to invest. The p-value for this test is <0.05 so the null
hypothesis can be rejected and say that there is a significant difference between the

trust in an influencer and the willingness to invest in a cryptocurrency for AD C.

Descriptives
"Do you trust these influencers” C  "Are you inclined to invest in this cryptocurrency” C - Transf
N Very Low 39
Low 28
Neutral E
High 1
Mean Very Low 1.08
Low 2.00
Neutral 3.00
High 4.00
Table 13: Descriptives and means AD C
"Are you inclined to invest in this cryptocurrency” C - Transf
O
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Figure 10: Scatterplot graph distribution of data AD C

Looking at figure 10 we can see that most of the data was concentrated in the lower
left, meaning that most of the participants indicated a very low level of trust, as well as
a very low to low level of willingness to invest. The data in table 13 also indicated that
the mean values for willingness to invest were far lower than in AD A and AD B. With
a very low to low mean score for investment willingness and a high positive correlation
between the two variables we know participants often chose the same answer for the

two questions. AD C had the highest correlation between variables and therefore it can
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be said that KSI and Logan Paul have the most influence when it comes to willingness
to invest. This influence on willingness appears to be very negative as the mean scores

for willingness to invest were the lowest out of the three advertisements.

Correlation Matrix

T w T o
= 8 = 8
R

=

Table 14: Pearson’s Correlation Coefficient AD C

Table 14 showed the correlation between the two questions “How important is this
influencer to you™ and “Are you inclined to invest in cryptocurrencies after seeing this
post?”. The data shows a Pearson’s r value of 0.48, indicating a moderate level of
positive correlation and a P-value of <0.001. Comparing the data to table 12 of 0.85
(showing the trust of the influencer in advertising cryptocurrencies in AD C) we can
see that the correlation in table 14 of 0.48 is significantly lower. This shows that the
participants were not as concerned with their feelings towards the influencer or
popularity and their investment choices. The stronger relationship in the question “Do
you trust these influencers when it comes to cryptocurrencies” compared to the question
“How important is this influencer to you” suggests that the trustworthiness of the

influencer is more important than the overall popularity of the influencer.

This is not only the case for AD C, the analysis of AD A as well as AD B, had similar
results. In two cases (AD B and AD C) the participants placed a significantly higher
importance on the overall expertise and reliability of the influencer when it came to
providing information regarding cryptocurrencies. These findings, therefore, show that
an individual’s inclination to invest is more dependent on the overall reputation and
expertise that the influencer has in the cryptocurrency sector, rather than considering

one’s attachment or overall popularity of an influencer.
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4.4 Trust in Cryptocurrencies Before and After being Exposed to

Influencers.

The following analysis will discuss how participants' trust in cryptocurrencies may
have been altered after being exposed to influencer advertisements. To determine if
there were any significant relationships in and to either reject or accept the hypothesis
“Exposure to influencer marketing impacts the level of trust in a cryptocurrency” the

following questions were analyzed and tested and tested:

- Rate your perceptions of cryptocurrencies as an investment opportunity.
- Do you consider this cryptocurrency to be a trustworthy investment?

As all questions were all Likert scaled from 1 to 5, a paired T-sample test was chosen
as the best descriptive for this type of data. The analysis is split into three different parts
to give insights into which of the three advertisements showed the most significant
change. It’s important to note that the first question “Rate your perception of
cryptocurrencies as an investment opportunity” was shown before being exposed to
any of the advertisements and ranged from highly unreliable to highly trustworthy. The
second question “Do you consider this cryptocurrency to be a trustworthy investment?”
was shown after each of the three advertisements and ranged from very low to very
high. By asking two similar questions before and after being exposed to influencer
marketing advertisements it revealed how much each influencer changed the
participants' trust in cryptocurrency. It should be noted that the initial question is asking
about trust in cryptocurrencies in general whilst the following questions ask specifically
about the fictional coin Lumincoin. This may also have an impact on overall assessment

and response to the questions, this aspect is discussed later on in the research paper.
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Paired Samples T-Test

Paired Samples T-Test

Rate your perceptions of cryptocurrencies as an investment oppo  "Do you consider this cryptocurrency to be trustworthy” a- Tra  Student's t 7.34 71.00 <.001

s as an investment oppo -

"Do you consider this cryptocurrency to be trustworthy” a - Tra 0.87 <.001

Table 15: Paired Sample T-Test AD A

Table 15 shows the paired sample T-test for the responses regarding the first
advertisement AD A, the following data was highlighted. The T-value was given as
7.54 with a p-value of <0.001. A P-value of <0.05 told us that the differences between
the perceptions of cryptocurrencies before and after the test were statistically
significant. Furthermore, a t-value of 7.54 highlighted that the differences between the
mean values, representing the overall trust in cryptocurrencies before and after the
influence of AD A, were also large. To better understand if AD A had a positive or
negative effect on the overall trust further descriptives were analyzed. The data showed
that on average trust in cryptocurrencies was 2.93, this means that most participants
indicated they had a neutral view of cryptocurrencies before being exposed to AD A.
After being introduced to AD A the average rating of trust decreased to 2.01, this
indicated that most participants had a low level of trust for the cryptocurrency
Lumincoin. This change of 0.92 from 2.93 to 2.01 meant that participants decreased
their level of trust for cryptocurrencies after being exposed to AD A. The values from
the test showed that “Exposure to influencer marketing impacts the level of trust in a

cryptocurrency”, meaning that this hypothesis can be accepted for AD A.
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Paired Samples T-Test

Rate your perceptions of cryptocurrencies as an investment oppo  "Do you consider this cryptocurrency to be trustworthy”B - Tran  Student's t

Table 16: Paired sample T-Test AD B

The same analysis is done in table 16, which showed the paired sample T-test for the
responses regarding the second advertisement AD B, the following data was
extrapolated. The T-value was calculated at 7.93 with a P-value of <0.001. The P-value,
which was <0.05, demonstrated that the differences between the perceptions of
cryptocurrencies before and after viewing AD B were statistically significant.
Additionally, the T-value demonstrates that the differences between the mean values,
representing the overall trust in cryptocurrencies before and after the influence of the
advertisements, were significant and larger than that in AD A. To determine the exact
effect that AD B had on the participants further data was analyzed. The mean value
identifying the level of trust in cryptocurrencies before AD B was identical to the one
previously analyzed in AD A, at 2.93. However, after being introduced to AD B the
mean level of trust that participants indicated fell from 2.93 to 1.94. This is a decrease
of 0.99, meaning that participants went from a neutral level of trust in cryptocurrencies
to a low level of trust after being exposed to AD B. Interestingly, the decrease in trust
is greater in AD B at 0.99 compared to the decrease in AD A at 0.92. This meant that
the influencer in AD B had an even greater negative impact on trust. The values from
the test showed that the results were statistically significant and therefore the hypothesis
that “Exposure to influencer marketing impacts the level of trust in a cryptocurrency”

was correct and can be therefore accepted for AD B.
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Paired Samples T-Test

Paired Samples T-Test

Rate your perceptions of cryptocurrencies as an investment oppo  "Do you consider this cryptocurrency to be a trustworthy™ C- T Student's t 937 71.00 <.001

cies as an investment oppo - "Do you consider this cryptocurrency to be a trustworthy” C- T 091 <.001

Table 17: Paired Sample T-Test AD C

Another analysis was done for AD C, table 17 shows the paired sample T-test. The T-
value was calculated at 9.37 with a P-value of <0.001. Based on the P-value, which was
<0.05, it demonstrated that the differences between the perceptions of cryptocurrencies
before and after viewing AD C were statistically significant. A closer look at the T-
value from this test demonstrated that the differences between the mean values of trust
in cryptocurrencies before and after, were the highest out of all three of the
advertisements. To determine which direction this difference pointed to, positive or
negative, further analysis of the data was required. The descriptives showed the mean
value of trust in the cryptocurrency Lumincoin was at a very low value of 1.69.
Comparing the levels of trust before viewing AD C, we can see a significant decrease
of 1.24 in the level of trust. This means that participants went from a neutral level of
trust in cryptocurrencies to a very low level. The values from the test showed that the
results were statistically significant and therefore the hypothesis that “Exposure to
influencer marketing impacts the level of trust in a cryptocurrency” was correct and

can be therefore accepted for AD B.
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45 Blockchain Knowledge and Impact of Influencers

The next section of results discusses how blockchain knowledge may impact the effect
influencers have in cryptocurrency marketing. To determine if there were any
significant relationships in the data and accept or reject the hypothesis “Experience with
cryptocurrencies moderates the impact of influencer marketing” the following

questions from the survey were used:

- What is your understanding of blockchain technologies?

- Do you consider this cryptocurrency to be a trustworthy investment?

To measure how the level of cryptocurrency experience can impact the effect of
influencer marketing analysis of responses the participants were separated into
different categories. By using the question “What do you rate your knowledge of
cryptocurrencies” we can divide the groups into two categories, “Little to no
experience” and “High Experience”. The question is measured on a 5-point Likert
scale, ranging from Low to very high. Participants who indicated a Low to medium
were placed in the Low Knowledge group, whilst participants who indicated a high to
very high were placed in the high knowledge group. By having two separate groups the
data was analyzed through an independent sample T-test to determine if there was a
significant difference between them. The paired sample T-test was conducted on all
influencer advertisements. By conducting three different tests this gave a better
understanding of how the differences in each advertisement may also change the
trustworthiness of the cryptocurrency Lumincoin for low and high-knowledge

participants.

Independent Samples T-Test

ndependent Samples T-Test

Statistic df p Mean difference  SE difference

you consider this cryptocurrency to be trustworthy” a - Tra  Student's t -0.73 70.00 0.469 -0.15 0.21

Group Descriptives
Group N Mean Median sD SE
"Do you consider this cryptocurrency to be trustworthy” a - Tra  Low Knowledge 44 1.95 2.00 0.78 0.12
High Knowledge 28 2.11 2.00 0.99 0.19

Table 18: T-Test and Group Descriptives AD A

The following data in table 18 shows the independent sample T-test results regarding

the first advertisement AD A. The T-value is given as -0.73 with a P-value of 0.469
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and a mean difference of -0.15. This data indicated that on average the participants with
a lower knowledge of blockchain perceived a lower level of trust in the cryptocurrency
Lumincoin at a mean of 1.95 and 2.11 for the high knowledge group. Although there is
a difference between the two mean values of the groups the P-value is higher than the
chosen significance level of 0.05 at 0.469. The differences between high knowledge of
blockchain and low knowledge were therefore not statistically significant. In this case,
the hypothesis “Experience with cryptocurrencies moderates the impact of influencer

marketing ” can be rejected, and the null hypothesis can be accepted for AD A.

Independent Samples T-Test

ndependent Samples T-Test

Statistic df p Mean difference  SE difference

"Do you consider this cryptocurrency to be trustworthy"B - Tran  Student's t 0.56 70.00 0.576 0.14 0.25
Group Descriptives
Group N Mean Median SD SE
"Do you consider this cryptocurrency to be trustworthy"B - Tran  Low Knowledge 44 2.00 2.00 1.06 0.16
High Knowledge 28 1.86 2.00 1.04 0.20

Table 19: T-Test and Group Descriptives AD B

The following data in table 19 shows the independent sample T-test results regarding
the second advertisement AD B. The T-value is given as 0.56 with a P-value of 0.576
and a mean difference of 0.14. This data indicated that on average the participants with
a lower level of blockchain knowledge perceived a higher level of trust in the
cryptocurrency Lumincoin with a mean value of 2.00 in respect to 1.86 with the group
with high knowledge. Although there is a difference between the two groups the p-
value is higher than the statistically significant level of 0.05 at 0.576. This indicated
that the differences in the two groups were not significant and were mainly due to
random chance. Because of this the hypothesis “Experience with cryptocurrencies
moderates the impact of influencer marketing” can be rejected, and the null hypothesis
can be accepted for AD B.
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Independent Samples T-Test

ndependent Samples T-Test

Statistic df P Mean difference  SE difference

"Do you consider this cryptocurrency to be a trustworthy” C-T  Student's t 0.86 70.00 0.340 0.20 0.21

Group Descriptives

Group N Mean Median SD SE
"Do you consider this cryptocurrency to be a trustworthy” C-T  Low Knowledge 44 1.77 2.00 0.96 0.4
High Knowledge 28 1.57 1.00 0.69 0.13

Table 20: T-Test and Group Descriptives AD C

The following data in table 20 shows the independent sample T-test results regarding
the second advertisement AD C. The T-value is given as 0.96 with a P-value of 0.340
and a mean difference of 0.20. This data indicated that participants with lower
blockchain knowledge have a slightly higher level of trust (0.20) than participants with
higher blockchain knowledge. Although there is a difference between the two groups
the P-value is higher than the statistically significant figure of 0.05 at 0.340. This means
that the slight difference in the mean between the two groups low and high was not
statistically significant. In this case, the hypothesis “Experience with cryptocurrencies
moderates the impact of influencer marketing” can be rejected, and the null hypothesis
can be accepted for AD C.

After analyzing all three of the advertisements it seems as though the difference in
experience with cryptocurrency impacted the effect of influencer marketing. All three
independent sample T-Tests conducted did not show any statistically significant results
as all three tests presented a P-value >0.05. Further analysis was done by calculating
the mean values of all low and high-knowledge participants across all three of the
advertisements to gain a better understanding. The low-knowledge participants placed
a mean value of 1.95 for AD A, 2.00 for AD, and 1.77 for AD C when asked “Do you
consider this cryptocurrency to be a trustworthy investment?”. This meant that Low
knowledge participants had an average of 1.91 across all three of the advertisements
presented to them. The high-knowledge participants placed a mean value of 2.11 for
AD A, 1.86 for AD B, and 1.57 for AD C when asked “Do you consider this
cryptocurrency to be a trustworthy investment?”. This meant that high-knowledge
participants had an average of 1.85 across all three advertisements presented to them.
Overall high knowledge participants placed a lower level of trust in the fictional

cryptocurrency Lumincoin, with a slightly lower score of 1.85 compared to the low
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group of 1.85. It should be noted that overall there were only 28 participants that were

considered high knowledge and 44 participants that were considered low knowledge.

5 Conclusion

At the start of this research paper, four sub-questions were introduced as a guide to
carry out the literature review and the survey. After having completed the experimental
survey design the results could be used to answer the following questions. Do certain
influencers have a greater impact on changing perceptions of cryptocurrencies than
others? The paired sample T-test conducted showed that only one of the three
advertisements showed a significant change in the willingness to invest in the fictional
coin Lumincoin when comparing them head-to-head. More specifically, participants
showed a greater willingness to invest in AD B featuring the influencer Cristiano
Ronaldo than they did in the other advertisements. This could be attributed to this
individual having the largest group of followers, meaning that more of the participants
recognized him and would therefore trust him more. Although the data suggested that
there were some differences in mean values of willingness to invest and overall trust
between the three influencers, overall only differences between AD B and AD C were
statistically significant. Nevertheless, it does seem that the influencers with the most

overall popularity on social media have a bigger impact than others.

The same results can be seen in the overall trust factors of the influencer. Answering
the sub-question “To what extent does the credibility and trust of an influencer play a
role in changing consumers' perception of cryptocurrencies?” The data showed that
overall, there was a higher correlation between the participants' trust and credibility in
an influencer and willingness to invest, rather than an individual’s perception of “how
important this influencer is to you” and willingness to invest. The strongest correlation
was seen in AD C, which had the lowest overall mean score for willingness to invest at
1.58 and the highest correlation value between trust and willingness to invest. The other
advertisements, AD A and AD B had slightly lower scores for their correlations but
had higher mean values for overall willingness to invest at 1.72 and 1.79 respectively.
In all three tests, there was a statistically significant positive correlation between the
value of trust that was placed and the willingness to invest. This means that participants
who do not trust the influencer were more likely to not invest, whereas participants who

do trust the influencer were more likely to invest.
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Overall, the trust in cryptocurrencies from the participants in the survey was at 2.93,
meaning on average participants were indicating a low to neutral level of trust before
being introduced to the advertisements. After being introduced to AD A, AD B, and
AD C the level of trust that consumers had decreased to 2.01, 1.94, and 1.69
respectively. In all cases, the overall impact of all the influencers was negative
regarding the level of trust that participants perceived. Additionally, the most
influential advertisement was AD C, where participants indicated the largest decrease
in trust of cryptocurrencies with a mean of 1.69 and a difference of 1.24 from the
original trust value. This answers the sub-question “How much can influencers affect
the overall trust in the cryptocurrency space? ”, showing in general influencers have a
negative impact on trust in cryptocurrencies. One thing to note is that the question asked
about the level of trust in cryptocurrencies was referring to the whole sector in general,
whilst the second question regarding trust was tied specifically to the fictional
cryptocurrency Lumincoin. This may have affected the results and led to the differences
in values being also partially attributed to the fictional coin rather than just the

influencers present in the advertisement.

The final sub-question discusses “To what extent does knowledge in blockchain
technologies moderate the effects of influencer marketing? ”. After having divided
participants into two groups of high and low blockchain knowledge an independent
sample T-test was used. Both groups recorded their perceived level of trust in the
cryptocurrency Lumincoin after being exposed to the advertisements, and showed there
were no significant differences. The differences in the mean level of trust between high
and low blockchain knowledge for AD A were -0.15 and 0.14 and 0.20 for AD B and
AD C respectively. This meant that low blockchain knowledge participants indicated a
lower level of trust compared to higher knowledge participants in AD A. The opposite
was recorded for AD B and AD C, where lower-level knowledge participants indicated
a higher level of trust. An issue in this specific experiment was that the low and high-
knowledge participants were not equally divided meaning that the data could not be as
accurate. Nevertheless, no accurate conclusion can be drawn for this specific question

as all tests were statistically invalid.

53



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

Some limitations to point out in this research paper and the survey conducted with it
were as follows. One of the main limitations of the study was the fact that some users
may have answered the questions in the survey differently because of the fictional
cryptocurrency Lumincoin. The main aim of the survey and the research paper was to
measure the effectiveness of influencer marketing. Some participants in the survey may
have had existing views on cryptocurrencies, from past experiences in investing or
exposure from past online advertisements. The fictional coin was created with the main
objective of removing as much bias that individuals could have had for existing
cryptocurrencies such as Bitcoin. Nonetheless, the fictional coin was created to look
believable and realistic to simulate more accurate results. Therefore, this may have led
some participants to believe that it was a coin they had previously seen and rated it
positively or negatively according to their existing views. This meant that more than
one variable was being changed, therefore the answers given on the survey and
therefore the results in the analysis could have been impacted.

One of the less obvious limitations was that even though the advertisements were
separated they were still in sequence and were introduced very quickly one after the
other. One of the main problems was that the participants’ views may have been altered
during the experiment. Every participant was exposed to the same three advertisements
all in the same order starting from AD A followed by AD B and lastly, AD C. There
was no reason for the order of the advertisements, although looking at the analysis of
the results it does appear as though there was a pattern forming. The responses related
to willingness to invest as well as the overall trustworthiness of cryptocurrency seemed
to decrease as more advertisements were presented to the participants. One possible
reason for this is that participants may have gotten tired of seeing repetitive

advertisements in the same currency and therefore got more frustrated towards the end.

As cryptocurrencies are an ongoing topic of discussion this research is highly
susceptible to the current market demand and status of cryptocurrencies. As of June
2023, many cryptocurrencies have seen a huge decrease in price and market
capitalization. This indicated that consumer demand and sentiment towards
cryptocurrencies as well as other blockchain-related technologies is very low. This
would explain why general sentiment towards all three of the advertisements presented
in this research had a very low average towards willingness to invest as well as
trustworthiness. As previously indicated in the survey demographics, around 56.7% of

the users were already invested in cryptocurrencies. Likely, a majority of the
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participants who were invested at the time of this survey had incurred losses in their
cryptocurrency investments in the past months. This would lead them to not only have
less trust in cryptocurrency but furthermore to be far less affected by the influencers

and the advertisements themselves.

Another key issue in this experimental design was that there was no control group to
compare the results with. The fictional coin was created to have the most realistic
results and have no existing perceptions of any existing cryptocurrency and solely
concentrate on the effect of the influencers. However, without having a control group
there was no way of understanding if the participants would have given the same
answers regarding the trustworthiness of the cryptocurrency Lumincoin, willingness to
invest, and overall perceptions of it, without the exposure to influencers. To better
understand just how influential the advertisements were two separate surveys could
have been conducted. The first survey would have been identical to the one used in this
study. The second survey would not include any influencer advertisements, instead, it
would include a description of the cryptocurrency or an introduction video explaining
the benefits that arise from investing in it. By doing so an independent sample T-test
could have been used, similar to the one conducted in this research paper, and compare
the results head-to-head with the first survey. This would imply that more participants
were needed in total for the research, with an equal number of participants answering
both survey one and survey two. This brings us to the last limitation of the research that
was carried out which is concerned with the total number of participants that were
involved in the survey conducted. As seen in the demographics section of the paper
only 72 participants were asked for the analysis of the four hypotheses. Although this
number is still considered to be high enough to conduct proper statistical analysis, a
higher number would have solidified the findings. If more participants were present,
the experiment conducted would have been more accurate, and the conclusions drawn
from them would be even more valuable in the improvement of research in the sector

of cryptocurrencies and marketing.

This research paper used existing bodies of literature as well as primary research in the
form of an online survey in order to contribute to the pre-existing knowledge in the
space of marketing and cryptocurrencies. Although not all tests were able to show
accurate results due to statistical invalidity, overall, each test served a purpose by giving
new perspectives and insights into the topic. By using the literature review as a basis

of information for the survey design, each question presented to the participants
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involved was made to incite a useful and informative set of data used for the research.
Therefore, in conjunction with existing literature and the overall results of the survey
designed this research explored and contributed to different paradigms relating to the
main research question “How do consumers' perceptions of cryptocurrencies change
when exposed to different types of influencer marketing? ”. In conclusion, this research
hopes to serve as a basis for further improvement and understanding into the topics of

influencer marketing and cryptocurrencies.

56



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

7 Bibliography

Alba, J., & Hutchinson, J. (2000). Knowledge Calibration: What Consumers Know and
What They Think They Know. Journal of Consumer Research, 27, 123-156.
https://doi.org/10.1086/314317

Alba, J. W., & Marmorstein, H. (1987). The Effects of Frequency Knowledge on
Consumer Decision Making. Journal of Consumer Research, 14(1), 14-25.

Bhattacharjee, S., & Moreno, K. (2002). The impact of affective information on the
professional judgments of more experienced and less experienced auditors.
Journal  of Behavioral Decision Making, 15(4), 361-377.
https://doi.org/10.1002/bdm.420

Binance. (2022, November 15). Cristiano Ronaldo Launches First NFT Collection with
Binance. Binance Blog. https://www.binance.com/en/blog/nft/cristiano-
ronaldo-launches-first-nft-collection-with-binance-129231482736134540

Bizzi, L., & Labban, A. (2019). The double-edged impact of social media on online
trading: Opportunities, threats, and recommendations for organizations.
Business Horizons, 62(4), 509-519.
https://doi.org/10.1016/j.bushor.2019.03.003

Bradley, D., Hanousek Jr., J., Jame, R., & Xiao, Z. (2021). Place Your Bets? The
Market Consequences of Investment Research on Reddit’s Wallstreetbets
(SSRN Scholarly Paper No. 3806065). https://doi.org/10.2139/ssrn.3806065

Campbell, C., & Farrell, J. R. (2020). More than meets the eye: The functional
components underlying influencer marketing. Business Horizons, 63(4), 469—
479. https://doi.org/10.1016/j.bushor.2020.03.003

Campbell, C., & Grimm, P. E. (2019). The Challenges Native Advertising Poses:

Exploring Potential Federal Trade Commission Responses and lIdentifying

57



RURRERsiTy
Research Needs. Journal of Public Policy & Marketing, 38(1), 110-123.
https://doi.org/10.1177/0743915618818576

Chang-Hoan, C., & Hongsik, J. (2013). Why Do People Avoid Advertising on the
Internet? Journal of Advertising, 33(4), 89-97.
https://doi.org/10.1080/00913367.2004.10639175

Creswell, J. W., & Creswell, J. D. (2018). Research Design: Qualitative, Quantitative,
and Mixed Methods Approaches (Fifth). SAGE Publications, Inc.

Cristiano Ronaldo (@cristiano)  Instagram photos and videos. (n.d.). Retrieved June
1, 2023, from https://www.instagram.com/cristiano/

Csiszar, J. (2022, January 6). 6 Reasons Crypto Has Become So Popular in the Past
Two Years. NASDAQ. https://www.nasdag.com/articles/6-reasons-crypto-
has-become-so-popular-in-the-past-two-years

Dumitrescu, G. C. (2017). Bitcoin — A Brief Analysis of the Advantages and
Disadvantages. 5(2), 63-71.

Evans, N. J., Phua, J., Lim, J., & Jun, H. (2017). Disclosing Instagram Influencer
Advertising: The Effects of Disclosure Language on Advertising Recognition,
Attitudes, and Behavioral Intent. Journal of Interactive Advertising, 17(2),
138-149. https://doi.org/10.1080/15252019.2017.1366885

Garcia-Monleén, F., Erdmann, A., & Arilla, R. (2023). A value-based approach to the
adoption of cryptocurrencies. Journal of Innovation & Knowledge, 8(2),
100342. https://doi.org/10.1016/j.jik.2023.100342

Harini, B., & Santhanam, S. (2021). Crypto Currency Facilitating Digital
Transformation 4.0. International Journal of Research and Analytical Reviews,
8(4), 805-810.

Harris, R. (1977). Comprehension of Pragmatic Implications in Advertising. Journal
of Applied Psychology, 62, 603-608. https://doi.org/10.1037/0021-

9010.62.5.603

58



RURRERsiTy

Hyder, S. (2020, 32.11). How Social Media Is Helping Cryptocurrency Flourish: A
Case Study With Jonathan Jadali. Forbes.
https://www.forbes.com/sites/shamahyder/2020/11/23/how-social-media-is-
helping-cryptocurrency-flourish/

Invest smarter with insights from millions of conversations happening across crypto |
LunarCrush | About. (n.d.). LunarCrush. Retrieved June 13, 2023, from
https://lunarcrush.com/about

Josang, A., & Presti, S. L. (2004). Analysing the Relationship between Risk and Trust.
In C. Jensen, S. Poslad, & T. Dimitrakos (Eds.), Trust Management (pp. 135—
145). Springer. https://doi.org/10.1007/978-3-540-24747-0_11

Kenney, M. (2017). Explaining the Growth and Globalization of Silicon Valley: The
Past and Today. https://brie.berkeley.edu/sites/default/files/brie-working-
paper-2017-1.pdf

Klein, G., & Shtudiner, Z. (2016). Trust in others: Does it affect investment decisions?
Quality & Quantity, 50(5), 1949-1967. https://doi.org/10.1007/s11135-015-
0245-6

Knoll, J. (2016). Advertising in social media: A review of empirical evidence.
International Journal of Advertising, 35, 266-300.
https://doi.org/10.1080/02650487.2015.1021898

Kotler, P., Keller, K. L., Ang, S.-H., Tan, C.-T., & Leong, S. M. (2017). Marketing
Management, An Asian Perspective (7th ed). Pearson Education Limited.

Kraaijeveld, O., & De Smedt, J. (2020). The predictive power of public Twitter
sentiment for forecasting cryptocurrency prices. Journal of International
Financial ~ Markets, Institutions and  Money, 65,  101188.
https://doi.org/10.1016/j.intfin.2020.101188

KSICRYPTO (@ksicrypto) / Twitter. (2022, November 10). Twitter.

https://twitter.com/ksicrypto

59



RURRERsiTy

Lee, J. Y. (2019). A decentralized token economy: How blockchain and cryptocurrency
can revolutionize business. Business Horizons, 62(6), 773-784.
https://doi.org/10.1016/j.bushor.2019.08.003

M4, L. (2019). #Sponsored #Ad: Exploring the Effect of Influencer Marketing on
Purchase Intention. 10.
https://aisel.aisnet.org/amcis2018/DataScience/Presentations/29/

Mark  Cuban (@mcuban) /  Twitter. (2023, May 26). Twitter.
https://twitter.com/mcuban

M.Bernadete, J., Anabela P., T., & Paulo S.L.P, A. (2015). The Importance of Risk
Assessment in the Context of Investment Project Management: A Case Study |
Elsevier Enhanced Reader. https://doi.org/10.1016/j.procs.2015.08.606

Nadeem, M. A,, Liu, Z., Pitafi, A. H., Younis, A., & Xu, Y. (2021). Investigating the
Adoption Factors of Cryptocurrencies—A Case of Bitcoin: Empirical
Evidence From China. SAGE Open, 11(1), 2158244021998704.
https://doi.org/10.1177/2158244021998704

Nakamoto, S. (2009). Bitcoin: A Peer-to-Peer Electronic Cash System.
https://bitcoin.org/bitcoin.pdf

Nofsinger, J. (2007). Trading performance, disposition effect, overconfidence,
representativeness bias, and experience of emerging market investors. Journal
of Behavioral Decision Making, 20, 425-451. https://doi.org/10.1002/bdm.561

Pavlou, P. A., & Fygenson, M. (2006). Understanding and Predicting Electronic
Commerce Adoption: An Extension of the Theory of Planned Behavior. MIS
Quarterly, 30(1), 115-143. https://doi.org/10.2307/25148720

Payne, J. W., Bettman, J. R., Coupey, E., & Johnson, E. J. (1992). A constructive
process view of decision making: Multiple strategies in judgment and choice.
Acta  Psychologica, 80(1), 107-141. https://doi.org/10.1016/0001-

6918(92)90043-D

60



RURRERsiTy

Pifieiro-Chousa, J., Sevi¢, A., & Gonzélez-Lopez, 1. (2023). Impact of social metrics in
decentralized finance. Journal of Business Research, 158, 113673.
https://doi.org/10.1016/j.jbusres.2023.113673

Postbank Digitalstudie 2018: Jeder dritte Deutsche zieht Kryptowahrungen als
Geldanlage in  Betracht. (2018, May 29). presseportal.de.
https://www.presseportal.de/pm/6586/3955818

Pitter, M. (2017). The Impact of Social Media on Consumer Buying Intention. Journal
of International Business Research and Marketing, 3(1), 7-13.
https://doi.org/10.18775/jibrm.1849-8558.2015.31.3001

Remund, D. (2010). Financial Literacy Explicated: The Case for a Clearer Definition
in an Increasingly Complex Economy—REMUND - 2010—Journal of
Consumer Affairs—Wiley Online Library. The Journal of Consumer Affairs,
44(2), 276-295.

Sawvakis, S. (1994). Risk analysis in investment appraisal. Project Appraisal, 9(1), 3—
18.

Shahzad, S. J. H., Anas, M., & Bouri, E. (2022). Price explosiveness in
cryptocurrencies and Elon Musk’s tweets. Finance Research Letters, 47,
102695. https://doi.org/10.1016/j.frl.2022.102695

Steinmetz, F., von Meduna, M., Ante, L., & Fiedler, I. (2021). Ownership, uses and
perceptions of cryptocurrency: Results from a population survey.
Technological Forecasting and Social Change, 173.
https://doi.org/10.1016/j.techfore.2021.121073

Treiblmaier, H. (2023). Beyond blockchain: How tokens trigger the internet of value
and what marketing researchers need to know about them. Journal of
Marketing Communications, 29(3), 238-250.

https://doi.org/10.1080/13527266.2021.2011375

61



RURRERsiTy

Treiblmaier, H., & Chong, S. (2011). Trust and Perceived Risk of Personal Information
as Antecedents of Online Information Disclosure: Results from Three
Countries. Journal of Global Information Management, 19(4), 76-94.
https://doi.org/10.4018/jgim.2011100104

Treiblmaier, H., Leung, D., Kwok, A. O. J., & Tham, A. (2021). Cryptocurrency
adoption in travel and tourism — an exploratory study of Asia Pacific travellers.
Current Issues in Tourism, 24(22), 3165-3181.
https://doi.org/10.1080/13683500.2020.1863928

Treiblmaier, H., & Petrozhitskaya, E. (2023). Is it time for marketing to reappraise B2C
relationship management? The emergence of a new loyalty paradigm through
blockchain technology. Journal of Business Research, 159(April), 113725.
https://doi.org/10.1016/j.jbusres.2023.113725

Treiblmaier, H., & Pollach, 1. (2007). Users’ Perceptions of Benefits and Costs of
Personalization. Proceedings of the International Conference on Information
Systems. International Conference on Information Systems, Montreal, Canada.
https://aisel.aisnet.org/icis2007/141

Virlics, A. (2013). Investment Decision Making and Risk. Procedia Economics and
Finance, 6, 169-177. https://doi.org/10.1016/S2212-5671(13)00129-9

Warmke, C. (2021). What is  bitcoin?  Inquiry, 1(1), 1-43.
https://doi.org/10.1080/0020174X.2020.1860123

YouTube star Logan Paul apologises for CryptoZoo project failure. (2023, January 9).
BBC News. https://www.bbc.com/news/technology-64210289

Zeljko, D., Jakovic, B., & Strugar, 1. (2018). New Methods of Online Advertising:
Social Media Influencers. In B. Katalinic (Ed.), DAAAM Proceedings (1st ed.,
Vol. 1, pp. 41-50). DAAAM International Vienna.

https://doi.org/10.2507/29th.daaam.proceedings.006

62



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

Zhao, H., & Zhang, L. (2021). Financial literacy or investment experience: Which is
more influential in cryptocurrency investment? International Journal of Bank

Marketing, ahead-of-print. https://doi.org/10.1108/1JBM-11-2020-0552

63



EODUL
NIVERSITY

PRIVATE UNIVERSITY VIENNA

8 Appendices

Appendix A: Excel file containing all results from the survey:
https://www.dropbox.com/s/jf65drzgx692z43/SurveyReport-11165473-05-25-2023-
T034345.869.x1sx?2dI1=0
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