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Abstract

Celebrities are famous people who often belong to entertainment industry. They are known to
have a strong influence on people’s behavior. In the digital age this impact has expanded to
include the online arena. Celebrities increasingly utilize Instagram, an online social network, to
promote commercial products. It is important to learn to what extent people are influenced by
this type of promotion and what sort of people are likely to be swayed by it. Research has demon-
strated that people’s personalities have a strong impact on their behaviors online. However, until
now, these investigations have not included the relationship between personality and the degree
of celebrity influence through social networks. This study examines how much the personality of
a user is related to the degree to which he or she is influenced by these Celebrity Instagram mes-
sages. Participants comprised 121 students (34 males, 87 females). They answered questionnaires
which focused on their personality and were asked about the degree of influence celebrities
exerted upon them through Instagram. Results showed that people who are characterized as
being open and having an internal locus of control are more resistant to such celebrity influences.
This paper demonstrates that the personality of a recipient is likely to influence the degree of
impact that a celebrity endorsement is likely to produce. The implications of these results are dis-
cussed.

Keywords: celebrity endorsements, Instagram, personality, locus of control, openness to experi-
ence, extroversion.

In the past, celebrities mainly publicized themselves by prominently displayed
posters on bill boards. Today, online social networks ensure that celebrity culture
is ubiquitous (Abidin, 2018). More recently, celebrities have been employed by
companies to endorse certain products online. Until now, there has been no
research as to which personality types are likely to be influenced by such online
celebrity endorsements and, conversely, which personality types are likely to be
resistant to such messages. There is a solid body of research demonstrating that
people’s personalities have a strong impact on their behaviors in social networks
(Hamburger & Ben-Artzi, 2000; Amichai-Hamburger & Etgar, 2018). It therefore



Personality Impacts Celebs’ Endorsements 469

follows that personality will impact the degree of influence exerted by online
celebrity endorsements.

In 2002, Amichai-Hamburger addressed the issue of web design when he invited
designers to take into account the personality of a person who will use the site they
are creating. He made this judgement following pivotal research showing that people
with introverted personalities, who tend to have fewer social interactions and con-
nections offline, have been shown to use the social channels available online as com-
pensatory components in their lives (Hamburger & Ben-Artzi, 2000). Amichai-
Hamburger went on to expand this idea, when he suggested that in fact extroversion
and neuroticism were only two of the many personality theories that were likely to
impact the use of the Internet and people’s wellbeing. Amichai-Hamburger’s idea,
originally formulated in the 2002 article, prompted a snowball effect, and today more
than one million academic articles pertaining to personality and the Internet are list-
ed by Google Scholar. In fact, user behavior on Internet sites is now better under-
stood because of the studies on the interaction between the user’s personality and
their behavior online. Personality traits found relevant to user behavior include: need
for closure (Amichai-Hamburger et al., 2004); need for cognition (e.g. Amichai-
Hamburger et al., 2007); and the Big-Five (e.g. Amichai-Hamburger et al., 2002).

Moreover, personality has also been shown to explain people’s behavior in dif-
ferent online contexts (Amichai-Hamburger, 2007; Amichai-Hamburger & Hayat,
2013). Two personality characteristics that demonstrate flexibility are openness
and extroversion (DeYoung et al., 2002). Openness refers to an open-minded, cre-
ative person, while extroversion refers to a friendly person who actively seeks com-
pany. Openness and extroversion were found to be negative predictors for conform-
ity (DeYoung et al., 2002). This leads us to hypothesize that people who are high
on extroversion and openness will be less influenced by celebrities on Instagram.

Another relevant personality theory is locus of control. This refers to the degree
of influence people feel they have over their lives. It was found that while people
with an internal locus of control tend to reject conformity, people with an external
locus of control tend to conform (Biondo & MacDonald, 1971). We predicted that
people with an internal locus of control will be less influenced by celebrities on
Instagram as compared to people with an external locus of control.

Method
The Sample
Participants included 121 people (34 males, 87 females), with an average age of
26 years, all of whom were students in a master’s degree program in Social Studies.
All subjects possessed an active Instagram account.

Measurements

Openness and Extroversion. Participants were given the Mini-IPIP to meas-
ure openness and extroversion. This was a 20-item short form of the original Big
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Five Inventory (Costa & McCrae, 1992). Cronbach’s Alpha = .66 was used for the
openness questions and Cronbach’s Alpha = .64 for the extroversion questions.

Locus of Control. The locus of control questionnaire was that of Nowicki &
Duke, 1974 based on the original Rotter’s Locus of Control Scale (1966).
Cronbach’s Alpha = .76 internal consistency was used for the questionnaire.

Celebrity Influence. Participants completed a questionnaire focusing on the
influence of celebrities on their purchasing decisions. This was a short question-
naire created by the authors to determine the scope of the impact that celebrities
have on Instagram. Questions were as follows:

(a) What is the level of influence of a celebrity on Instagram on your decision
to purchase a basic product such as a shirt?

(b) What is the level of influence of a celebrity on Instagram on your decision
to purchase an expensive product such as a smartphone?

(¢) What is the level of influence of a celebrity on Instagram on your decision
to purchase a leisure item such as a vacation in Paris?

For each question, subjects located their answers on a scale ranging from 1 (not at
all) to 5 (strong influence). We found internal consistency of Cronbach’s Alpha = .89
between these three questions, therefore, we treated them as one variable by using
these questions’ average.

The questionnaires which were originally written in English, were translated
into Hebrew, using the double translation method.

Results

Neither gender (r=.12, p = .18) nor age (r = .14, p = .12) were related to celebri-
ty influence on purchase decisions.

Means, standard deviations, and intercorrelations that demonstrate the rela-
tionships among the independent and dependent variables can be found in Table 1.

Table 1 indicates that locus of control is in a positive correlation with celebrity
influence, while extroversion and openness to experience are not correlated to
celebrity influence. To explore the relationship between the independent variables
and celebrity influence while controlling for the covariances between independent
variables, a stepwise multiple linear regression was conducted, with age and gender
at the first step, and locus of control, extroversion and openness to experience at
the second step. As can be seen in Table 2, both locus of control (8= .34, p <.001,

Table 1
Means, Standard Deviations, and Correlation Matrix for All Variables
M SD 1 2 3
Celebrity influence 2.1 1.09
Openness to experience 3.85 0.63 —.144
Extroversion 3.34 0.71 100 101
Locus of control 19.50 4.99 312%* .166 A21

*# p < 001, N=121.
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Table 2
Unstandardized and Standardized Coefficients, Significant and Multicollinearity Tests
for the Multiple Regression Analysis

B SE B t VIF

Step 1 Age .05 .03 14 1.507 1.00
Gender 27 .22 A1 1.245 1.00

Age 04 .03 13 1.526 1.01

Gender 28 21 A 1.333 1.01

Step 11 Locus of control .07 .02 .34 3.89%* 1.05
Openness to change =35 A5 -.20 —2.35* 1.05
Extroversion A2 13 .08 0.89 1.03

DV: Celebrity Influence; *p< .05, ** p<.001.

VIF= 1.05) and openness to experience (8 =—.20, p = .02, VIF= 1.05) were signif-
icantly correlated with celebrity influence, while the other variables were not
found to have such an effect.

Discussion

In accordance with our hypothesis, we found that open people and those with
an internal locus of control are significantly less likely to be influenced by celebri-
ties on Instagram. It seems that they exercise more control on their lives and there-
fore are less influenced by external forces such as celebrities.

When it comes to extroverts, our hypothesis was not confirmed. Extroverts
were not less likely to be influenced by celebrities than introverts. One possible
explanation may be the fact that extroverts are more active on social networks
(Dhar & Jha, 2014), and this might reduce the impact of their general tendency to
be more resistant to conformity.

In future studies we suggest that the effect of celebrities on extroverts be stud-
ied more carefully. Such future studies should initially assess the amount of use par-
ticipants make of social networks. This will allow for a broader analysis of our
explanation as to why the extroverts in our study did not show greater resistance
to the influence of celebrities. Our study confirms the importance of studying per-
sonality in the context of online behavior.

This study examined the influence of celebs on the public through Instagram.
Instagram was chosen because it is widely used by celebrities for this purpose. As
Reilly (2021) points out, Tik Tok is being increasingly used by celebs as a vehicle
for impacting their public. Many celebs who made their reputations outside social
networks, are today active on Tik Tok along with celebs who actually established
themselves on Tik Tok. With this in mind, it is reasonable to expect that the type
of celeb Instagram behavior assessed in this study is likely to become popular on
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Tik Tok as well. It is recommended that future studies focus further on the interac-
tion between user’s personality and persuasion by celebrities online.
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Pe3siome

3HaMEHUTOCTH — 3TO U3BECTHBIE JIOJIM, KOTOPbIe HEPE/IKO NIPUHAJIEKAT K UHYCTPUU Pa3-
BiedeHNH. VI3BecTHO, UTO OHM OKa3bIBAIOT 3HAYUTEJbHOE BJIMSHUE Ha TOBeJeHHe Jofieil. B
210Xy HUGPOBLIX TEXHOJOTMI 3TO BJAMAHWE PACIPOCTPAHUIOCH M Ha OHJANH-apeHy.
3HaMEHHUTOCTH BCe Yallle MCII0JIb3YIOT COIMAIbHYIO ceTh Instagram /1t IpoABUKEHNUS KOMMep-
YeCKUX MPOAYKTOB. BakHO Mcce0BaTh, B KAKOH CTETIEHN JIIOAN MTO/IBEPIKEHBI BIUSHUIO TAKOTO
THIIA TIPOJBIZKEHNS ¥ HA KAKUX JIIOJell OH cocoOeH BiusiTh. MccieoBanust OKa3auii, 4T0 Ha
noBejieHue B MIHTepHeTE B 3HAUNTEIBHOM Mepe BIUSET JIUIHOCTD YesoBeka. OIHAKO /10 CHX 1TOp
HO00HBIE UCCIEIOBAHUS HE BKIIOYAIN B3aUMOCBSI3b MEK/LY JIMYHOCTHIO U CTEIIEHbIO BIUSHUS
3HAMEHUTOCTeH 110CPeJICTBOM COIMAJBHBIX ceTell. B aToM mcciezioBaHnN nM3ydyaeTcss BOIIPOC O
TOM, HACKOJIBKO JIMYHOCTD TT0JIB30BATEJSI CBSI3aHA CO CTEIEHDIO BIIMSIHUS Ha HETO COOOIIEHUI
3HamenutocTeil B Instagram. B uccienoBanvu npunsia yuactue 121 crynent (34 tonomu, 87
nesyiiek). OHU OTBeYaJM HA ONPOCHUKU, IMOCBSIIIEHHbIE MX JIMYHOCTHBIM OCOOEHHOCTSIM.
WcnpiTyeMbIX Tak:ke CIIPALIMBAINA O CTEIIEHU BJIUSHUS, KOTOPOE 3HAMEHUTOCTH OKa3bIBAIOT HA
Hux 4epe3 Instagram. Pe3ysbraTsl mokaszasnn, 4To JIIOAM, KOTOPBIX MOXKHO OXapaKTepu30BaTh KaKk
OTKPBITBIX ¥ 00JIAAIONINX BHYTPEHHUM JIOKYCOM KOHTPOJIsI, 60JIee yCTOWYNBBI K TAKOMY BJIUSI-
HUIO CO CTOPOHBI 3HaMeHHuTOCTel. B HacTosieil paboTe MOKa3aHO, YTO JIUYHOCTH MOJIyIaTesst
nH(pOpPMAIK, BEPOSITHO, BJIMSIET HA CTelleHb BO3AENHCTBIS 0JJ00pUTEIbHBIX BbICKA3bIBAHUMN 3HA-
Menurocteil. OOGCYKIAI0TCS BBIBOJIbI HA OCHOBE 3THX PE3YJIBTATOB.

KioueBbie cioBa: 0/106puTebHbIE BBICKA3bIBAHMS 3HAMEHUTOCTEH, Instagram, JIMYHOCTB,
JIOKYC KOHTPOJISI, OTKPBITOCTD OIIBITY, 3KCTPABEPCHSL.
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