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ABSTRACT, 

The research examines the impact of social media influencers’ trustworthiness and type on 

individuals’ intention to participate in the health-related initiative <Dry January.= An online 

survey carried out through Qualtrics was used with a quantitative approach, and 106 

respondents. The study collected data on demographics, evaluated social media usage, 

influencer preferences, alcohol consumption patterns, awareness of Dry January, and the 

motivations behind participating in the latter. Data analysis included descriptive statistics, 

correlation analysis, ANCOVA tests, and linear regression models. According to the 

findings, the intention to engage in Dry January is positively correlated with the influencers' 

trustworthiness, whereas the type of influencer (micro, macro, or mega) had no apparent 

effect on the latter. The study offers suggestions for further research and emphasizes the 

critical role that trustworthiness plays in influencer marketing to promote health-related 

behaviors. as well as marketing strategies. 
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1. INTRODUCTION 
The effect of Social Media Influencers (SMIs), 

who represent a new class of independent promoters that 

shape the opinions of their followers by posting content on 

blogs, tweets, and other social media channels (Freberg et 

al., 2011), on health-related behaviors, becomes more 

interesting in the digital world environment. Social media 

platforms have transformed movements for social change 

and collective action, reshaping their norms and practices 

(Priante, 2019). They provide easily accessible and 

affordable means of organizing, coordinating, and sharing 

information regarding group activity. Social media allows 

for quick campaign distribution and direct individual 

participation. The term "connective action" was 

introduced to characterize engagement enabled by social 

media. While some refer to online activism as 

"slacktivism," others highlight effective initiatives having 

the same impact as if it were offline (Priante, 2019). 

Transitioning from this context, besides the buying 

behavior, influencers, the term referring to <those who 
have achieved recognition= (Gómez, 2019), may have an 
impact on our healthy habits (Powell & Pring, 2024), such 

as diet, exercise, mental health, smoking and drinking 

behavior, and wellness practices, by sharing their own 

everyday life and/or promoting a specific lifestyle. The 

health-related impact represents the main topic of interest 

of the following work since investigating how influencers9 
messages are received and acted upon can inform public 

health strategies and interventions and overall improve the 

quality of our lives.  

Social media influencers (SMIs) and their 

impact on consumer behavior have received much 

attention in recent years (Gómez, 2019). The study aims 

to investigate the specific effects of social media 

influencers on individuals9 health-related habits. 

Specifically, alcohol consumption and engagement in the 

"Dry January" movement will be explored, which 

represents a month-long program, encouraging people to 

voluntarily give up alcohol consumption. The program 

intends to transform negative perceptions of alcohol use, 

support brief abstinence from alcohol, and encourage 

healthier drinking habits. It is a part of larger initiatives to 

address alcohol-related issues through the spread of 

healthy practices across the public. It is frequently 

organized by numerous organizations and charities 

globally, including Alcohol Concern in the UK (De Visser 

et al., 2017). For health campaigns, it is important to know 

what factors influence people's intentions to engage in the 

described practice.  

The study investigates how people's decisions to 

participate in "Dry January" are influenced by various 

SMI types and the perception of their trustworthiness. 

Through an analysis of the methods by which influencers 

shape attitudes and actions regarding alcohol 

consumption, this research seeks to contribute to the 

building of evidence-based approaches to promoting 

healthier lifestyles in the digital age. 

Using prior research on the broader effects of social media 

on health behaviors along with studies looking at the 

particular effects of SMIs on food consumption and body 

image dissatisfaction, this study attempts to address a 

knowledge gap regarding the role of influencers on 

alcohol consumption behavior and <Dry January= 
participation. 

1.1 Research objective and question      
The primary objective of the study is to 

investigate the impact of social media influencers(SMIs) 

on individuals9 intention to take part in the health 

movement known as <Dry January=. The goal is to 

understand and identify which influencers have more, if 

any, impact on drinking habits and how much the 

trustworthiness of the influencer impacts someone9s 

decision to engage in Dry January.  

To ensure focused investigations and accurate 

conclusions, the main research topic and objective can be 

formulated through the following narrowed-down 

research question: <How does the type and 
trustworthiness of SM influencers impact individuals’ 
intention to participate in <Dry January=?  

By answering the above question, the study aims to 

showcase the relationship (if such) between the mentioned 

variables.  

1.2 Academic and practical relevance  

Earlier researches have explored the general 

impact of social media on consumers9 health habits, while 
other studies also provide data on the particular effect  

SMIs have on individuals9 health lifestyles. Exist both, 

older and more recent ones, while the majority of studies 

focused more on food-related topics, such as the effects of 

influencer marketing on dietary intake related to health or 

unhealthy foods, or the impact of influencer imagery on 

body image dissatisfaction(Powell & Pring, 2024). The 

studies also examined different age groups, ones focusing 

on children and their exposure to food marketing, while 

others covering young adults, and weight and body 

dissatisfaction. As Powell and Pring (2024) discovered in 

their research, children9s decisions regarding what to eat 

are additionally affected by influencer lifestyle. When an 

overweight influencer recommended an unhealthy snack, 

they were more likely to choose the healthier option.  

Additionally, several studies undercovered and 

highlighted the possible harm that social media messaging 

can cause, including negative consequences for eating 

disorders and mental health. Besides, it was also shown 

that there is the efficacy of social media influencers to 

impact audience opinions and actions in the direction of 

behavioral change. A popular trend in social media 

networking is the use of social media influencers as 

independent third-party marketers who can influence 

readers9 and followers9 opinions through their tweets, 

blogs, and other social media platforms (Ramlan et al., 

2022).  

Although past research has provided insight into 

the general effects of social media on the eating and fitness 



habits of young adults (Ramlan et al., 2022), it has not 

particularly addressed the impact of influencers on alcohol 

consumption behavior. Thus, by diving more into this 

aspect of the subject, this research aims at addressing the 

knowledge gap. 

After the research, it will be possible to translate 

the findings into practical suggestions and 

recommendations that can improve individuals9 health 
conditions and enhance the overall quality of life. 

Research gap in terms of the impact of social media 

influencers on alcohol consumption healthy habits 

includes understanding how different types of influencers 

(micro, macro, and mega-influencers) impact different 

consumer generations9 (age groups) intention to take a 
part of Dry January practice, the mechanisms underlying 

influencer impact on healthy habits, the way they are 

impacted and the effects of influencer marketing on 

behavior change. The research advances theoretical 

knowledge and understanding in the fields of consumer 

behavior, social media marketing, and consumers9 health 
by filling up these gaps. It adds to the academic discourse 

about the role of social media influencers in encouraging 

healthy behaviors. 

In studying the impact of social media 

influencers on intention to participate in the Dry January 

movement practical relevance involves the possibility of 

using influencer partnerships to effectively reach and 

engage target audiences by collaborating with SMIs who 

have substantial followings on platforms like YouTube, 

Instagram, or TikTok. These influencers have the ability 

to successfully engage with particular target audiences or 

demographic groups that might be more receptive to their 

messaging. Public health campaigns can strategically 

collaborate with influencers of a certain type to spread 

their messages and reach a wider audience, particularly if 

research findings show that these influencers have a 

greater impact on people's intentions to participate in Dry 

January. Influencers have the ability to share personal 

stories, produce content that highlights the advantages of 

taking part in Dry January, and inspire their followers to 

take up the challenge.   

Additionally, the research findings will cover 

the idea of ways to assist and motivate social influencers 

in fostering an environment that would encourage people 

in their social network to be motivated to develop healthy 

behaviors. Lately, there has been a growing awareness of 

the significance of training social influencers to promote 

beneficial health practices, which has a great impact in 

terms of health practices marketing (Smit et al., 2022). 

According to researchers, a health intervention9s 

effectiveness largely depends on how well individuals 

delivering the message are trained (Smit et al., 2022). 

Providing social influencers knowledge about the 

suggested health habits has been the main focus of the 

majority of social influencer training. Behavioral change 

models assume that engaging in healthy behavior requires 

more aspects than just skill or knowledge. As a result, 

while creating health programs, designers should consider 

the reasons behind the social influencers9 own health 

behavior as well as their reasons for encouraging the 

desired behavior among their social networks (Smit et al., 

2022). Understanding the variety of ways in which the 

type of influencers impacts behavior could assist in 

creating customized training initiatives. Training 

programs can be developed to provide influencers with the 

necessary skills and information to effectively promote 

health behaviors within their social networks by 

identifying the traits and approaches that most resonate 

with audiences.  

2. LITERATURE REVIEW AND 

HYPOTHESIS 

2.1 Social Learning Theory 
There do exist many typologies and 

classifications of the influencers, while for the following 

research <the classification of influencer status based on 
size of audience=(Gómez, 2019) will be used since the 
amount of an influencer9s following on social media is 

widely thought to be a key factor in determining how 

appealing they are to businesses (Ouvrein et al., 2021). 

Based on this classification, there are three different types 

of influencers: micro, macro, and mega-influencers. 

Micro-influencers focus on particular niches and are 

viewed as genuine and accessible. They have small but 

highly engaged fan bases, usually between 5,000 and 

100,000 followers. They are proficient at building close 

connections with their viewers, which encourages high 

levels of interaction with the content they provide. On the 

other hand, macro influencers - those with more than 

100,000 followers - use their huge reach to make a 

professional path out of their digital presence by 

effectively using multiple platforms for cross-promotion. 

Mega influencers are the ultimate kind of social media 

celebrity, having millions or even tens of millions of 

followers. Their reach and influence are similar to that of 

traditional celebrities (Gómez, 2019).  

To examine if the intentions of individuals to 

participate in Dry January would be significantly affected 

by the type of social media influencer (SMI) they follow, 

the first hypothesis for the research is being formulated:  

Hypothesis 1: Exposure to micro-influencers promoting 

Dry January will lead to a higher intention to participate 

in the movement compared to exposure to macro or mega-

influencers.  

The hypothesis suggests that being exposed to 

different types of influencers - that is, micro, macro, or 

mega-influencers - will lead to varying levels of intention 

to take part in the Dry January initiative. Based on the 

hypothesis, those who are exposed to micro-influencers 

who promote Dry January will be more likely to 

participate than individuals who are exposed to macro- or 

mega-influencers. This assumption derives from the idea 

that smaller but highly engaged fan bases of micro-

influencers cause them to be perceived as more 



trustworthy and accessible. They are proficient at 

establishing strong connections with their audience, 

resulting in more engagement with the information they 

offer. Since micro-influencers are seen as relatable and 

genuine, consumers can therefore be more affected by 

their statements regarding Dry January. On the other hand, 

those who are exposed to macro- or mega-influencers may 

have a reduced intention to engage in Dry January. These 

influencers might be perceived as less reliable and more 

distant, which could decrease their ability to affect 

individual intentions to participate in the health 

movement. 

As stated in the introduction part, influencers 

may have a great impact on individuals. Social Learning 

Theory(SLT) may explain this phenomenon. SLT 

suggests that people acquire knowledge through observing 

the behaviors of other individuals and through their 

interactions with each other in social settings. People are 

more likely to absorb and replicate those actions if they 

have favorable observational experiences or receive 

rewards. Imitation, in Bandura9s perspective, is the 

reproduction of observed motor activities. SLT admits that 

learning is not always linked to a change in behavior and 

claims that learning happens through observation, 

imitation, and modeling. SLT includes three fundamental 

ideas: the observational learning process, the significance 

of mental states in learning (intrinsic reinforcement), and 

the chance that learning may not always result in 

behavioral change. In accordance with the study, 

individuals could observe behavior from SMIs who 

support or take part in <Dry January= and follow them. 

People are more likely to imitate the influencers9 
participation in the health movement if they consider them 

as trustworthy. Bandura recognized three models of 

observant learning: live models, verbal instructional 

models, and symbolic models. According to the article 

written by Nabavi (2012), successful modeling requires 

four things: attention, retention, reproduction, and 

motivation. In terms of the research question, attention is 

crucial, as individuals must pay attention to the behavior 

of SMIs promoting <Dry January.= Attention to the model 

is needed, and it can be influenced by things like similarity 

or status. Retention implies remembering the observed 

behavior, and it can be improved with practice. The ability 

to reproduce the observed behavior is known as 

reproduction, which might be restricted by developmental 

readiness (Nabavi, 2012). Moreover, considering the 

research topic, reproduction may be influenced by factors 

such as the perceived similarity between the individual 

and the influencer. Lastly, motivation is crucial, as 

learners have to be motivated to show what they have 

learned, and reinforcement and punishment play a 

significant role in this step. Applying it to the research 

context, Individuals need to be inspired to get involved in 

<Dry January= by the model set by the influencers.  

Thus, in the context of this study, the SLT helps 

to understand how individuals9 intention to participate in 

<Dry January= may be influenced by the type and 

trustworthiness of social media influencers (SMIs).  

2.2 Trustworthiness 

A key component of SMIs9 credibility is 

trustworthiness, which affects the way they promote 

products. According to research, the behavior that comes 

next is significantly affected by one9s perception of one9s 

trustworthiness. In cases where SMI advertising lacks 

transparency, it may be interpreted as manipulative and 

dishonest, which reduces trust. Transparency improves 

advertising effectiveness and builds trust. Research has 

indicated a favorable relationship between followers9 
perceptions of brands and bloggers9 trustworthiness. 

However, displaying advertising intent could cause 

negative emotional responses and hence lower 

trustworthiness (Balaban et al., 2022). Additionally, 

Ohanian (1990) defined trustworthiness as the degree to 

which consumers believe a message source can 

communicate statements that are true. When putting trust 

in someone, qualities like dependability, psychological 

security, and creating a friendly atmosphere are important, 

as Giffin noted in 1967. Since trustworthiness is 

considered the key factor affecting consumers9 intention 

to purchase and their brand loyalty (Baig & Shahzad, 

2022), this study will examine if it is to the same extent 

affecting one9s intention to participate in healthy 
movements(implying changing one9s behavior). Thus, the 
following hypothesis is formulated:  

Hypothesis 2: Perceived trustworthiness of influencers 

promoting Dry January will positively influence 

individuals’ intention to participate in the movement. 

It suggests that the perceived trustworthiness of 

SMIs promoting Dry January will positively influence 

individuals9 intention to participate in the movement. It 

stands for the idea that individuals who perceive 

influencers as more trustworthy will be more inclined to 

engage in Dry January compared to those who perceive 

influencers as less trustworthy. The foundation of the 

hypothesis lies in the belief that consumer behavior is 

significantly influenced by trust. People are more likely to 

be open to recommendations and messaging from 

influencers they trust. Those who believe that the 

influencers promoting the movement are sincere in their 

recommendations and who they trust will be more likely 

to participate in Dry January. Influencers who openly 

share their objectives and personal experiences for taking 

part in Dry January may be seen as more trustworthy by 

their followers. 

2.3 Control Variables 
Moreover, potential control variables that might 

affect the impact of social media influencers on health 

movement engagement intentions, such as (past) alcohol 

consumption behavior and demographic characteristics 

will also be examined to present a clearer picture in 

regards to the research topic. 



2.3.1 Age 

As for demographics, age represents an 

additional interesting subtopic, since groups of consumers 

based on their age use technological advances to a 

different extent, and the way generations are affected 

varies (Politte-Corn et al., 2023). It is interesting to 

explore if there is a tendency for influencers to have a 

greater impact on Generation Z and emerging adults9 
alcohol consumption habits than on older consumers9 and 
why. As suggested by an article investigating the future 

research directions for technologies and consumers9 well-
being (Benvenuti et al., 2023), several age groups of 

consumers should be considered for the research, 

involving the youngest generations (such as Gen Alpha) 

who mostly rely on new technologies for their 

development, and elderly ones too. 

2.3.2 Alcohol Consumption 

Recognizing the relationship between social 

media usage, previous alcohol consumption patterns, and 

participation in <Dry January= is important. Social media 

has a significant effect on real-world drinking practices 

through the distribution of alcohol-related content on 

these platforms. Given that various age groups may react 

differently to social media, it is essential to consider the 

age differences. Understanding how social media shaped 

past drinking habits emphasizes the significance of 

examining how influencers may impact <Dry January= 

participation. 

An article published by Westgate and Holliday 

in 2016 illustrates how social media and drinking are 

connected. Social media posts regarding alcohol have a 

direct correlation to actual drinking habits. Platforms like 

Facebook and MySpace were the main focus of earlier 

studies, while the newer platforms like Snapchat, 

Instagram, TikTok, and Twitter were given less attention, 

most likely due to the time gap between technological 

advancements and research being spread. Furthermore, 

there is a gap in understanding how age influences the 

relationship between social media use and drinking 

behavior. The majority of studies focused on younger 

populations, including emerging adults, college students, 

and teenagers, who may have diverse drinking and social 

media behaviors from older adults (Westgate & Holliday, 

2016).  

The randomized response technique (RRT) was 

applied in this study to measure the consumption of 

alcohol since it effectively maintains respondent 

anonymity while promoting honest responses. RRT 

provides strong statistical efficiency for delicate subjects 

like alcohol consumption. It was initially introduced by 

Warner in 1965 and has since been improved upon (Nuno 

& St John, 2015). In order to answer the forced-response 

RRT variation question in the survey in the context of this 

research, participants had to secretly flip a coin: heads 

indicated to answer honestly, while tails meant to select 

<Occasionally (2–3 times a week).= This technique 

ensures more reliable statistics on patterns of alcohol 

intake by reducing self-reporting bias. 

 

2.3.3 Motivation 

The study conducted by Ramlan et al. (2022) 

investigated the <Impact of Social Media Influencers to 
promote Healthy Lifestyle behaviour= considering the 
Self-Determination Theory(STD) perspective, which 

implies that behavior may be driven by extrinsic, intrinsic, 

or amotivated reasons. Researchers discovered that those 

with higher levels of autonomy are more likely to achieve 

long-lasting behavioral changes. Since choosing to 

consume media is voluntary, the assumption that 

motivation is mostly internal persists. At the same time, a 

study conducted in 2015 already had valid points for the 

topic, even though it was focused on the social media 

impact overall, not considering influencers as the main 

subject of the research. It looked into the connection 

between young adults9 usage of social media, diet, and 

exercise (Vaterlaus et al., 2015).  

The Self-Determination Theory (SDT) states 

that extrinsic motivation, intrinsic motivation, and 

amotivation represent the different forms of motivation 

that impact health habits. Intrinsic motivation encourages 

autonomy and sustainable behavior change, but extrinsic 

motivation could not have a significant effect on behavior. 

SDT highlights that in order to improve achievement of 

objectives it is critical to meet individual needs for 

relatedness, competence, and autonomy. According to 

research, people who are autonomously motivated are 

more likely to maintain a behavior change, highlighting 

the importance of psychological health and self-

motivation. Based on SDT, relatedness, competence, and 

autonomy are intrinsic and universal psychological needs. 

Autonomy is defined as the need for self-control and free 

choice, competence as a social interaction skill, and 

relatedness as a connection with others (Ramlan et al., 

2022). SDT offers a theoretical framework for 

understanding the ways in which different motivations 

impact behavior, particularly actions connected to one9s 

health, such as participating in <Dry January.= Within the 

framework of the research question addressing the impact 

of social media influencers on individuals9 intention to 
take part in <Dry January,|= SDT emphasizes the 

significance of motivation in influencing behavioral 

change. 

2.4 Conceptual Framework 
Considering the previous sections, the 

following conceptual framework has been designed: 



 
Figure 1 - Conceptual Framework 

3. METHODOLOGY 

3.1 Sample Selection 
The research made use of a quantitative 

methodology, using a structured questionnaire conducted 

online via survey platform Qualtrics during the period of 

May 27 -June 13, 2024. This method (e.g over an 

interview) is chosen to collect data, in order to maintain 

standardization and make the data collection process 

among a large sample size easier (questionnaires allow for 

generalization of data). The predetermined questions can 

be used in this case, contributing to the consistency of 

analysis. Additionally, structured questions can 

effectively capture a broad range of responses from varied 

participants and are less subject to interviewer bias 

(Young, 2016).  

The questionnaire, conducted in the English 

language, was distributed via two different social media 

platforms: Instagram and WhatsApp, as well as personal 

networks. The questionnaire was filled out anonymously 

in order to guarantee confidentiality. Of the total of 106 

respondents, 85 of them filled out the questionnaire 

completely. Selected participants were different social 

media users(including Instagram, TikTok, Twitter, etc.) 

ensuring familiarity with influencer content and 

engagement with the latter. The sample includes 

participants above 18 years old since some questions are 

based on alcohol consumption. The approach used to get 

participants was the convenience sampling method. By 

sharing the survey link on my personal social media 

platforms(Instagram and WhatsApp) the respondents 

were chosen based on their accessibility and availability, 

which lies at the core of convenient sampling (Young, 

2016). By taking this approach I mostly relied on those 

within my close social network to take part in the study 

rather than using random selection techniques. 

3.2 Method 
To test the hypotheses and answer the research 

question of this thesis, quantitative data was gathered via 

online questionnaire. The survey questions are adapted 

from existing literature and are measured using multiple 

choice questions as well as a five-point and six-point 

Likert scale (1 = strongly disagree, 5 = strongly agree, 6 

standing for Not Applicable). Regarding the control 

variables, age was measured as an ordinal categorical 

variable with four distinct age ranges assigned a numeric 

code to facilitate analysis, relying on the Settersten and 

Mayer (1997) research. Alcohol consumption was treated 

as a sensitive question as recommended in the article by 

Nuno, A., & St. John, F. A. (2015), and to examine 

motivation, existing scales from previous research by 

Tremblay et al. (2009) were used. The questionnaire, 

based on the operationalization table in Table 1, can be 

found in the Appendix (9.4 Survey). 

The survey consisted of seven parts. After 

verifying the respondent9s consent to participate, the first 

part began with a demographic question to understand the 

participant9s age group. The second part focused on social 

media engagement, asking respondents about their 

frequently used platforms and types of interactions with 

social media influencers. The third part explored 

influencer preferences, inquiring which types of 

influencers (micro, macro, or mega) the respondents most 

frequently followed and engaged with. The fourth part 

assessed alcohol consumption habits. Participants were 

instructed to privately flip a coin and respond to a question 

about their weekly alcohol consumption based on the coin 

result. The fifth part examined respondents9 familiarity 

and participation in the <Dry January= health movement. 

Participants were asked about their awareness and 

involvement in Dry January, and their likelihood to 

participate in the future. In the sixth part, the survey 

covered influencer trustworthiness. Participants rated their 

trust in social media influencers promoting health-related 

habits on a Likert scale and provided their level of 

agreement on several statements regarding influencers9 
trustworthiness. The survey concluded with a section on 

motivations for participating in Dry January, where 

respondents rated their reasons for participation on a 

Likert scale, reflecting factors such as personal health 

goals, curiosity about the effects, and influence from 

social media influencers.                                                             

Table 1 - Operationalization Table 

Variable Source Number of items 

Intention to 
Participate (DV) 

Hwang and 

Kim (2015) 

1*: <Please indicatre your 
level of agreement with 
the following statement: I 
am likely to participate in 
Dry January= 

Type of 
influencer (IV) 

Kim T. 

(2020) 

1: <Which type of social 
media influencers do you 
most frequently follow? 
(Select one)= 

Trustworthiness 
(IV) 

AlFarraj et 
al. (2021) 

2* : <Please rate your 

level of trust in social 

media influencers 



promoting health-related 

habits using the following 

scale= (5 statements); 
<Please indicatre your 
level of agreement with 

the following statement: 

The influencers I follow 

are trustworthy when 

promoting health-related 

behaviors.= 

Age (CV) Settersten 

and Mayer 

(1997) 

1 Ordinal categorical 
variables  

Alcohol 

consumption 

behavior (CV) 

Hughes et 

al. (1997); 

Nuno and 

St John 

(2015) 

1**: <How often do you 

consume alcohol in a 

typical week?=  
 

Motivation for 

behavior change 

(CV) 

Tremblay 

et al. 

(2009) 

1*: <Please rate the extent 

to which each statement 

below reflects your 

potential reasons for 

participating in Dry 

January, using the scale 

provided= (9 statements) 
 

* Measured on a Likert-scale                                                       
** RRT question  

3.3 Analysis 
In order to maintain the accuracy of the data, 

respondents who did not consent to participate in the 

survey will be excluded. The dependent variable (DV), 

<Intention to Participate= (`Intention_Part`), and the 

independent variables (IV), <Trustworthiness,= calculated 

as the mean of several trust-related questions, and <Type 
of SMI= (`Type`) will be defined. The following control 

variables will also be defined: age, motivation, and 

alcohol consumption (AC). To guarantee valid analysis, 

missing values in numerical columns will be treated 

accordingly. A single table containing the mean, standard 

deviation, minimum, maximum, and other descriptive 

statistics for the DV and IV will be created. A correlation 

matrix will be used to look at the correlation between the 

variables and ANCOVA test will be conducted to treat 

categorical variable in the correlation analysis. Lastly, 

models of linear regression will be created in order to 

evaluate the hypotheses. There will be three types of 

models: one with only control variables, another with both 

independent and control variables, and the third with 

logarithmically transformed variables. These models will 

be analyzed to determine the relationship between the 

intention to participate in Dry January, trustworthiness, 

and type of SMIs, controlling for age, alcohol 

consumption, and motivation.  

4. RESULTS 
The analysis began by importing survey data 

from to RStudio. After initial data inspection, columns 

unrelated to the study were removed, and a unique 

respondent ID was assigned. Respondents who consented 

to participate were retained, and missing values were 

addressed by imputing zeros for numeric variables. 

Descriptive statistics were computed for variables of 

interest, revealing insights such as a mean Intention to 

Participate score of 2.93 with a standard deviation of 1.18. 

Correlation analysis highlighted significant relationships 

(Kronthaler & Zöllner, 2021) between Intention to 

Participate and Trust(Trustworthiness of SMI) (0.36) and 

minimal impact from the demographic variable. Linear 

regression analysis further explored predictors of 

Intention to Participate, emphasizing Trust as a key factor. 

This process provided a structured approach to 

understanding the factors influencing participants9 
intentions to participate in Dry January based on the 

survey responses.  

4.1 Descriptive Analysis 
Table 2 presents the descriptive statistics for the 

independent variable <Trustworthiness= and the 

dependent variable, while <Type of SMI= being a 
categorical variable is explored using a frequency table, 

calculating mode, and printing the bar chart based on 

it(See Appendix 9.2, Figure 1).  

The table reveals the average score of roughly 

2.925 for Intention_Part. This score indicates that 

respondents have a moderate intention or interest in taking 

part in Dry January. The average standard deviation of 

1.178 points suggests that there was an average variation 

of 1.178 points in the responses around this mean score. 

The respondents9 mean scores on several characteristics 

for trust in the social media influencers they follow varied 

from 1.000 to 4.833. These results show the range in 

respondents9 assessments of the trustworthiness of the 

influencers they follow. For these <Trust= items, the 

standard deviation of roughly 0.699 indicates that 

responses tended to vary by approximately 0.699 points 

from the corresponding mean scores.  

Further, the most popular social media 

influencers among the surveyed population are Type 2 

influencers, demonstrated by the bar chart (attached to 

Appendix 9.2, Figure 1), who are classified as macro 

influencers according to the survey question. This result 

emphasizes how macro influencers are prevalent in the 

digital space. However, Hypothesis 1 centers on micro-

influencers and suggests that they may have a stronger 

impact on health-related behaviors like participating in 

Dry January. The majority of respondents selected macro-

influencers, who usually have greater followings and 

appeal to a wider audience, which stands in contradiction 

to this notion. As the study aims to understand how 

various influencer types might effectively engage 

audiences to promote particular health behaviors, 

evaluating the potential influence of micro-influencers in 



light of the prevalence of macro-influencers presents a 

challenge. 

 
Table 2 – Descriptive statistics 

 Min Max Mean SD 

 
Intention to 
Participate 
 

 
1.000 

 
5.000 

 
2.925 

 
1.177 

Trustworthiness 1.000 4.833 3.097 
 

0.699 

4.2 Correlation 
The relationships between the variables were 

examined using a correlation matrix that was generated. 
The correlation matrix is shown in Table 3 and illustrates 
the relationships between the three main variables: 
motivation, trust (trustworthiness), and intention_part 
(intention to participate), since Age and Type are 
categorical, an additional ANCOVA test was conducted to 
assess the relationship between these variables and the 
numeric dependent variable (Intention to Participate), 
with results attached in the Appendix.  

There are several significant relationships 
presented in Table 3. The first finding in the correlation 
matrix is that the Intention to Participate has a perfect 
correlation of 1.00 with itself, as expected (Kronthaler & 
Zöllner, 2021). Trustworthiness demonstrates a moderate 
positive correlation with Intention to Participate (0.36) 
and a similar strength correlation with motivation (0.34). 
Intention to Participate and Motivation show a weak 
positive correlation (0.17). These findings provide 
quantitative insights into the relationships between the 
variables under analysis, providing a comprehensive 
overview of the interaction between the variables. Refer 
to Table 5 and 5.1 in Appendix 9.3 for an extensive look 
that includes ANCOVA test results. 

Table 3 - Correlation 

Variable Intention 
to 
participate 

Trustworthin
ess 

Motivation 

Intention to 
participate 

1.000 0.357 0.169 
 
 

Trustworthiness 0.357 1.000 0.344 
 

Motivation 0.169 0.344 1.000 
*Each cell in the table displays the correlation coefficient 

between two variables. Values near 1 indicate a strong 

positive relationship, while values near -1 indicate a 

strong negative relationship. Values near 0 suggest a 

weak or negligible relationship. 

4.3 Hypotheses testing 
The following analysis presents the regression 

outcomes assessing factors influencing participants9 
intention to participate (Intention_Part) in the context 

under study. Table 4 details the regression results, 

incorporating Age, AC (Alcohol Consumption), 

Motivation, Trust, and Type of SMI(macro- and mega-

influencers, with micro- being the reference category) as 

predictors. The adjusted R-squared for the models 

indicates how much of the variability in Intention_Part is 

explained by the included variables. In order to improve 

the robustness and interpretability of the results, a 

modified model (Model 2 transformed) was developed by 

log-transforming the Trust variable in order to address any 

problems with its distribution. 

4.3.1 Hypothesis 1 

The first hypothesis suggested that compared to 

exposure to macro- or mega-influencers, exposure to 

micro-influencers promoting Dry January would result in 

an increased desire to participate. However, this theory 

was not supported by the analysis. The macro-influencer 

type (0.025, SE = 0.316) and mega-infuencers (-0.444, SE 

= 0.421) coefficients in Model 2 were not significant. 

Likewise, the coefficients for macro-influencer type 

(0.196, SE = 0.306) and mega-influencer type (-0.485, SE 

= 0.409) in the transformed model remained non-

significant. 

4.3.2 Hypothesis 2 

The second hypothesis suggested that the 

intention of individuals to participate in Dry January 

would be positively influenced by their perception of the 

trustworthiness of the influencers promoting the 

campaign. Trust did not show a significant relationship 

based on Model 29s regression analysis (Estimate = 0.169, 

SE = 0.178). Nevertheless, the transformed model 

(Log_Trust: Estimate = 1.956, SE = 0.782) showed a 

significant positive relationship when Trust was log-

transformed, consequently validating Hypothesis 2. 

4.3.3 Control variables 

The research included Age, AC, and Motivation 

as control variables. Model 1 demonstrated that the 

Intention_Part was influenced by Age, AC, and 

Motivation in varying extents. Age and Motivation 

variables did not show significant effects across models, 

while AC2 had a significant positive impact in Model 2 

(Estimate = 0.926, SE = 0.397). A positive impact was still 

seen in the modified model for AC2 (Estimate = 0.646, SE 

= 0.444), however, it did not prove statistically significant. 

Table 4 – Regression results 

 Model 
1 

Model 2 
 

Model 2 
transformed 

(Intercept) 1.502 1.306 
 

-1.163 

 (0.516) (0.591) (1.159) 

Independent 
variables 

   

Trust  0.169 1.956 
  (0.178) (0.782) 

Macro-
influencer 

 
0.025 0.196 

  (0.316) (0.306) 

Mega-
influencer                                        
 

 
-0.444 
(0.421) 

-0.485 
(0.409) 

Control 
variables 

   



Age: 21-24 0.124 0.131 0.205 
 (0.364) (0.384) (0.388) 

Age: 25-27 1.007 
(0.633) 

0.937 
(0.652) 

0.738 
(0.642) 

Age: 28-30 0.059 
(0.577) 

0.034 
(0.579) 

0.130 
(0.567) 

AC2(Rarely) 0.920 0.926 0.646 
 (0.391) (0.397) (0.444) 

AC3 
(Occasionally) 
 

0.523 
(0.443) 

0.519 
(0.447) 

0.418 
(0.495) 

AC4 
(Frequently) 

0.692 
(0.648) 

0.763 
(0.660) 

0.093 
(0.716) 

Motivation 0.176 0.103 0.197 
 (0.099) (0.124) (0.167) 
Fit statistics    
R2 0.127 0.162 0.229 

R2 Adj. 0.044 0.044 0.103 

4.4 Summary of the results 
This research examined the variables that 

affected individuals9 intention to take part in Dry January. 

Intention to Participate scores ranged from 2.925 to 1.177 

on average, according to descriptive data. Correlation 

analysis demonstrated that Intention to Participate and 

Trustworthiness of SMI had a strong positive relationship 

(0.36), with Type of SMI having no effect. 

Hypothesis 2 was validated by regression 

analysis, presented in Table 4, and demonstrates that Trust 

significantly predicts higher Intention to Participate in the 

modified model (Log_Trust: Estimate = 1.956, SE = 

0.782). However, as the transformed model illustrates, the 

Type of social media influencer had no significant effect 

on participation intention (estimate = 0.196, SE = 0.306), 

failing to support Hypothesis 1.  

The control variables (motivation, age, and AC) 

demonstrated varying effects. Model 2 (Estimate = 0.926, 

SE = 0.397) illustrated positive effect of AC2, however, 

this impact was not significant in the modified model 

(Estimate = 0.646, SE = 0.444). Across models, 

motivation did not show any apparent impacts. 

Overall, these results indicate the limited impact 

of demographic characteristics and influencer type and 

emphasize the crucial role that trustworthiness plays in 

affecting participation intentions in health-related 

activities supported by social media influencers.  

5. DISCUSSION 
The purpose of this study was to investigate the 

relationship between the intention of individuals to take 

part in Dry January and the type and trustworthiness of 

SMIs. Two theories were used to approach this goal.  

Regression analysis did not show statistically significant 

results for the first hypothesis, which proposed that 

exposure to micro-influencers promoting Dry January 

would result in higher levels of participation compared to 

exposure to macro- or mega-influencers. This highlights 

the complexity involved in analyzing the various impacts 

of several categories of social media influencers. 

According to the study, individuals9 intentions to take part 

in Dry January were not significantly influenced by the 

type of influencer. The survey results did not support the 

theoretical expectation that micro-influencers would have 

more influence because of their perceived closeness to 

audiences (AlFarraj et al., 2021). According to descriptive 

data, respondents most frequently followed and interacted 

with macro-influencers. This difference suggests that 

macro influencers still have a greater overall audience 

engagement and influence than micro influencers, despite 

the latter9s potential for niche appeal and credibility. 

The second hypothesis, which suggested that 

individuals9 intention to participate in Dry January would 

be positively impacted by their perception of the 

influencers9 trustworthiness, was supported and validated 

by significant results in the regression analysis. According 

to research results, it was demonstrated that participants 

who considered influencers as trustworthy were more 

likely to indicate they intended to participate in Dry 

January. This result was further supported by the 

correlation matrix, which showed a moderately positive 

correlation between trust and participation intention. This 

suggests that people are more likely to participate in 

health-related activities like Dry January when they have 

greater trust in influencers who promote healthy habits.  

Alcohol consumption, age, and motivation were 

the control variables used in the regression models. Age 

was considered as an ordinal categorical variable. Across 

all age groups, age did not significantly affect participants9 
desire to engage in Dry January, indicating that  

participants9 behaviors toward health-related initiative 

promoted by influencers were not consistently influenced 

by age within the examined demographic range.  

Additionally, alcohol consumption variable in 

one of the models of regression analysis had a significant 

positive impact, implying that people who consumed more 

alcohol were more likely to participate in health-related 

events like Dry January. This demonstrates that 

participation intentions in health programs are largely 

shaped by one9s behaviors and motivations rather than 

demographic characteristics like age.  

6. CONCLUSION 
The primary focus of this research is centered 

on the question: <How do the type and trustworthiness of 
social             

media influencers impact individuals9 intention to 
participate in <Dry January= ?=. The results demonstrate a 
significant positive relationship between participants9 
intention to participate in Dry January and their perception 

of the trustworthiness of SMIs, even though the type of 

SMI did not significantly affect participation intentions. 

This indicates that increased trust in influencers may 

increase the likelihood of people participating in health-

related events like Dry January. These findings emphasize 

the significance of trust in influencer marketing 

techniques meant to encourage healthy lifestyle choices 



and the need of building authentic connections between 

influencers and their audiences in order to encourage 

meaningful interaction. 

The thesis will be concluded in Section 6.1, 

which will include the study9s theoretical and practical 

implications. Section 6.2 discusses the study9s limitations 

and suggestions for additional future research. 

6.1 Implications 
This study examines how social media 

influencers affect one9s engagement in health-related 

activities like Dry January, making a substantial 

theoretical contribution. Prior studies have mostly 

examined the impact of influencers on domains including 

eating habits and body image (Powell & Pring, 2024; 

Ramlan et al., 2022).  However, the impact of influencers 

on alcohol consumption behaviors has received less 

attention. This study highlights the significance of 

trustworthiness in influencer marketing tactics that 

encourage healthier behaviors by revealing that 

trustworthiness is a crucial factor in influencing intentions 

to participate in Dry January. Although the study did not 

identify any statistically significant differences across 

influencer types(micro-, macro-, and mega-influencers) in 

this particular context, it does illustrate the complex nature 

of influencer impact and the critical roles that factors like 

content alignment may play.  

In practical terms, this research indicates that 

influencer collaborations can be strategically used by 

public health initiatives to better target and engage 

particular demographic groups. Influencers on social 

media platforms such as Instagram, TikTok, or YouTube 

have the capacity to authentically communicate the 

advantages of taking part in Dry January, which in turn 

inspires their followers to adopt healthier lifestyles. The 

results of this study can also be used to inform the creation 

of influencer training programs, which will increase the 

efficacy of these programs in encouraging healthy 

behaviors among their social networks. 

6.2 Limitations and future research 
Interpreting the study9s results a number of 

limitations should be considered. First, individuals9 
intentions to engage in Dry January were not directly 

measured by the research in relation to the different types 

of social media influencers (SMIs). Instead, it assessed 

whether people who follow micro-, macro-, or mega-

influencers have an intention to participate in the 

campaign. This approach limits the ability to determine 

causal conclusions regarding the impact of various SMI 

types. An experimental methodology, where respondents 

are exposed to various types of influencers and their 

impact on involvement is measured, would be a better way 

to effectively explore the effect of influencers9 type.  

Moreover, the survey covered a broader range 

of data than what was analyzed in this research. The 

questionnaire included questions related to which social 

media platforms are most frequently used, the types of 

interactions people have with SMIs (such as viewing 

content, commenting on posts, sending direct messages, 

forwarding, and reposting content), and how people rank 

social media platforms based on usage frequency. These 

data points were not used here, whereas could offer 

insightful information about the relationship between 

social media usage and involvement in health campaigns. 

Furthermore, no investigation was conducted into how 

participation in Dry January was influenced by intrinsic vs 

extrinsic motivation. This component was not explored, 

despite the fact that the survey asked questions that could 

reveal whether internal or extrinsic motivation is more 

important. Gaining insight into the motivational drivers 

could improve the creation of targeted measures and 

campaigns.  

A potential bias is also introduced by the study9s 

use of the Randomized Response Technique to collect 

data on the consumption of alcohol. In RRT, participants 

report their weekly alcohol consumption depending on the 

outcome of a private coin flip. Although it is intended to 

reduce social desirability bias, its efficacy is dependent on 

participants accurately following the instructions, which 

may add biases to the results that are presented. 

Additionally, the participants were chosen using 

convenience sample method, which can reduce the degree 

to which the sample represents the general population. The 

majority of respondents came from the researcher9s social 

networks, which included friends, relatives, fellow 

students, and people invited to participate via friends. The 

survey was posted on the researcher9s Instagram account, 

drawing followers from the Netherlands, Moldova 

(researcher9s homeland), and other nations. More research 

is necessary to determine whether nationality influences 

attitudes toward SMIs and participation in Dry January.  

Addressing these limitations and expanding the 

scope of the research through experimental designs, in-

depth data analysis, and longitudinal studies can facilitate 

the development of more comprehensive and evidence-

based health promotion methods.  
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9. APPENDIX 

9.1 AI disclaimer 

During the preparation of this work Valeria Belozub used ChatGPT in order to help with formulating research question, re-

phrase and make the text sound more <academic=, summarize some papers and help with writing and interpreting R-code; 

QuillBot for re-phrasing and searching for synonims; and Grammarly in order to check the grammar. After using this tools, 

Valeria Belozub reviewed and edited the content as needed and takes full responsibility for the content of the work. 

9.2 Descriptive statistics 

Figure 1 – Frequency of SMI Types 

 

 

 

 

 

 

9.3 Correlation Analysis 

Table 5 – ANCOVA Results for Intention to Participate with Type and Age as Predictors 

 Estimate  Std. Error t - value Pr(>|t|) 

Intercept 2.673 0.335 7.973 1.46e-11 *** 
Type 2 0.22070 0.29758 0.742 0.461 
Type 3 -0.54110 0.40098 -1.349     0.181   
Age 2 0.28336 0.34245 0.827 0.411 
Age 3 0.74647 0.60367 1.237 0.220 
Age 4 0.08909 0.53366 0.167 0.868 

 

Table 5.1 –Additional ANCOVA statistics 

Statistic Value 

Residual standard error 1.174 
Multiple R-squared 0.068 
Adjusted R-squared 0.005 
F-statistic (p-value) 1.087 (0.375) 

 

 

 

 



9.4 Survey 
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