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I T  I S  E X P E C T E D  T H A T  Y O U T U B E  C E L E B R I T Y

I N F L U E N C E R S  C R E A T E  B R A N D  A W A R E N E S S

F O R  P R O D U C T S / S E R V I C E S  L E A D I N G  T O

A C K N O W L E D G E D  P U R C H A S E  D E C I S I O N S .

H Y P O T H E S I S  1

" C o m p a n i e s  f e e l  p r e s s u r e  t o  c o n t r o l  t h e  b r a n d  c o n v e r s a t i o n .  . . .

S i m p l y  a c q u i r i n g  a  p r e s e n c e  o n  t h e s i s  s i t e s  [ T w i t t e r  a n d  F a c e b o o k ]

f o r  t h e  s a k e  o n  m a i n t a i n i n g  c o n t r o l  o v e r  t h e  b r a n d  d i s c u s s i o n

p r o v i d e s  t h e  i l l u s i o n s  o f  t a k i n g  a c t i o n  a n d  t a k i n g  a c t i o n  o f t e n  f e e l s

l i k e  t a k i n g  c o n t r o l "  ( B o o t h  a n d  M a t i c ,  2 0 1 1 ) .

" B l o g g e r s '  a b i l i t y  t o  i n f l u e n c e  t h e  t a r g e t  a u d i e n c e s '  a t t i t u d e s ,

p e r c e p t i o n s  a n d  e v e n  p u r c h a s e  b e h a v i o r s  m a k e  t h e m  p o w e r f u l  i n

t h e  e y e  o f  b r a n d s .  . . .  B l o g g e r s  a r e  a c c e p t e d  a s  ' o n e  o f  u s '  b y

I n t e r n e t  u s e r s "  ( U z u n o g l u  a n d  K i p ,  2 0 1 4 ) .



I T  I S  E X P E C T E D  T H A T  M I L L E N N I A L S

V I E W  S P O N S O R E D  C O N T E N T  O N

Y O U T U B E  D I F F E R E N T L Y  T H A N  G E N Z E R S .

H Y P O T H E S I S  2

" A s  p a r t  o f  o n g o i n g  r e s e a r c h  l o o k i n g  a t  t h e  c h a n g i n g  r e l a t i o n s h i p

b e t w e e n  b r a n d  i d e n t i t y  a n d  e m e r g i n g  o n l i n e  b r a n d  c o m m u n i t i e s ,

o u r  c o n c e p t u a l  i n t e r e s t s  f o c u s  o n  h o w  s o c i a l  m e d i a  a r e  i n c r e a s i n g l y

b e c o m i n g  a v e n u e s  f o r  c o n s u m e r  r e a l i t i e s ,  p a r t i c u l a r l y  t h e  u s e  o f

s o c i a l  m e d i a  a m o n g  t h e  m i l l e n n i a l  g e n e r a t i o n  e x c l u s i v e l y  w i t h i n

t h e  a p p a r e l  a n d  a c c e s s o r i e s  s e c t o r "  ( H e l a l ,  O z u e m ,  a n d  L a n c a s t e r ,

2 0 1 8 ) .

" G e n e r a t i o n  Z  i s  t h e  f i r s t  t r u l y  c o n n e c t e d  g e n e r a t i o n  f r o m  b i r t h  -

d e s i g n a t e d  a s  n o t  o n l y  d i g i t a l  n a t i v e  b u t  a l s o  m o b i l e  n a t i v e .  M a n y

G e n e r a t i o n  Z - e r s  d o n ' t  r e m e m b e r  a  t i m e  w i t h o u t  i n t e r n e t  o r  a

t i m e  b e f o r e  s o c i a l  m e d i a .  T h a t  c o n s t a n t  c o n n e c t i v i t y  h a s

G e n e r a t i o n  Z  c o n s u m i n g  i n f o r m a t i o n  f a s t e r  t h a n  a n y  g e n e r a t i o n

b e f o r e "  ( L a n i e r ,  2 0 1 7 ) .



QUAN T I T A T I V E  

R E S E A R C H  ME T HOD :

CON T EN T

ANA L Y S I S



CON T EN T  ANA L Y S I S  -  

H 1  F I N D I N G S
V i d e o  S p o n s o r :L o n g e s t  p e r c e n t a g e  o f  t i m e :

T y l e r  O a k l e y :  M c D o n a l d ' s

D u d e  P e r f e c t :  N e r f

S h a n e  D a w s o n :  H o n e y

T y l e r  O a k l e y :  2 7 . 5 %

D u d e  P e r f e c t :  5 3 . 1 %

S h a n e  D a w s o n :  3 . 9 %



CON T EN T  ANA L Y S I S  -  

H 2  F I N D I N G S
T y l e r  O a k l e y
S p o n s o r s :

M c D o n a l d ' s

A u d i b l e  ( x 3 )

W a r n e r  B r o s .

H I M S

H e l l o  F r e s h

D u d e  P e r f e c t
S p o n s o r s :

S a m ' s   C l u b

N F L

P U B G  M o b i l e

B a s s  P r o

S h o p s  ( x 2 )

T i r e R a c k . c o m

N e r f

S h a n e  D a w s o n
S p o n s o r s :

S e a t G e e k  ( x 2 )

H o n e y  ( x 2 )

B e t t e r  H e l p  ( x 2 )

Q w i k M a t c h



QUA L I T A T I V E  

R E S E A R C H  ME T HOD :

IN-DEPTH

INTERVIEWS



INITIAL SURVEY 

H1 FINDINGS

G E N Z

Participants were asked 9 questions on a survey handed out in the beginning

of the interview. They disclosed how likely they would be to purchase

products or follow brands in videos

A

B 4 5 3

5 5 5

Are you likely to research a

brand or product after a

product is mentioned by a

YouTuber? 

(1 - likely to 5 - not likely)

Are you likely to subscribe

to a YouTuber if they

represent a specific brand?

(1 - likely to 5 - not likely)

Are you likely to purchase a

product or follow a brand

because of a YouTuber? 

(1 - likely to 5 - not likely)

A

B 4 5 2

5 5 4

Are you likely to research a

brand or product after a

product is mentioned by a

YouTuber? 

(1 - likely to 5 - not likely)

Are you likely to subscribe

to a YouTuber if they

represent a specific brand?

(1 - likely to 5 - not likely)

Are you likely to purchase a

product or follow a brand

because of a YouTuber? 

(1 - likely to 5 - not likely)

M I L L E N N I A L S



IN-DEPTH INTERVIEWS - 

H1 FINDINGS

G E N Z M I L L E N N I A L S
Participant BParticipant A Participant BParticipant A

Participants were asked a variety of questions related to H1. These include

recalling brands, impression of other fans of influencers, and what they look

for in sponsored content.

Brand Recall:

sports gear &

Swiss watch

company

No perception of

other fans

When the brand or

product shows

why it's beneficial

"For the most

part, I don't care."

Brand Recall:

Honey, Wix,

Squarespace

Mixed bag of fans:

active on social

media or trying to

meet the

influencer at their

house

Incorporate the

product into the

video and interact

with it

Brand Recall: Blue

Apron, MVMT

watches

No perception of

other fans

"Is it something

worth my time and

will it help my

life?" If so, I

research it. If not,

I wouldn't waste

my time looking

into it."

Brand Recall:

FabFitFun, Boohoo,

Fabletics, Rocksbox,

Express

Positive impression of

fans: "People

encourage each other

in the comment since

the influencers are

also positive."

Products incorporated

into life of the

influencer. "I do

research them from

time to time."



IN-DEPTH INTERVIEWS - 

H2 FINDINGS

G E N Z M I L L E N N I A L S
Participant BParticipant A Participant BParticipant A

Showed 3 instances of sponsored content from each influencer in the middle

of the interview and asked for reaction. 

Tyler Oakley Video 1:

"I thought it was

stupid."

Dude Perfect Video 1:

"I enjoyed the video

overall. I would

research Sam's Club

later."

Shane Dawson Video

1: "I wouldn't go rushing

to use it since the apps

like this didn't work for

me in the past."

Tyler Oakley Video

1: Annoyed with

Audible. "I was

interested ... until he

started talking about

Audible."

Dude Perfect Video 1:

Picked up on more

logos after watching

the previous video. 

Shane Dawson Video

1: Seemed genuine. "I

like it more because

he's promoting

something he would

use himself."

Tyler Oakley Video 1:

"I just wanted to hear

about the Halloween

costumes."

Dude Perfect Video 1:

"I like that they show

something practical in

use."

Shane Dawson Video

1: Felt indifferent

about the sponsor. 

Disclosing he would use

it himself would make

them watch more of his

channel.

Tyler Oakley Video 1:

"The sponsor felt

completely unrelated to

the content. ... get to

the costumes."

Dude Perfect Video 1:

"If their videos always

end with a clip thanking

the sponsor, I would

probably move on."

Shane Dawson Video

1: Sponsor connected

to the content. Angry if

the video used a

different sponsor since

the content is serious.



CONCLUSIONS

N O T  S U P P O R T E D

H Y P O T H E S I S  1

H Y P O T H E S I S  2
N O T  S U P P O R T E D

Findings from the content analysis, initial survey and in-depth

interviews show that while brands reach a large audience on

each channel, viewers do not acknowledge further purchase

decisions because of YouTube influencers featuring brands or

products in videos.

Findings from the content analysis, initial survey and in-depth

interviews show that both GenZ and millennials react similarly

to sponsored content, overall disliking it and showing no

interest in brands or products after watching videos..



I  WISH  I  HAD  MORE  MONEY
A .K .A  FUTURE  RESEARCH

Send surveys across the country

Send surveys across the world

Focus on a specific niche group of YouTube videos

Find out the most popular aspects of YouTube to study trends

Interview YouTube influencers to learn their side of

sponsorship and brand interaction

Include a survey embedded into videos before starting a video

Interview companies sponsoring videos more frequently to

understand what YouTube influencers add to marketing


