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Using the Multiple-Inference Model to Analyze Instagram
Influencers' Marketing Strategies for Promoting Eco-
Friendly Products

Yu- Ping Chiu* Yi-Ting Wang™*

Abstract

In recent years, Instagram influencers have increasingly advocated for
environmental conservation. Prior studies have mostly focused on how influencers’
personal traits affect marketing effectiveness, but this study takes a different
approach. A multiple-inference model is used to analyze how influencers’
promotional strategies (self-initiated promotion and non-self-initiated promotion)
influence their audiences' attitudes and purchase intentions. This study utilized a
questionnaire survey approach, focusing on individuals with regular Instagram
usage habits who concurrently follow influencers as the research sample. In total,
277 valid questionnaires were collected. ANOVA and regression analysis were used

to test and confirm the hypotheses. Influencers who made self-initiated promotions

of eco-friendly products were perceived as having higher levels of affective motives.

* Yu- Ping Chiu, Associate Professor, Dept. of Graphic Arts & Communications, National Taiwan
Normal University.
Email: ice740201 @ntnu.edu.tw
**Yi-Ting Wang, Grad student in Dept. of Graphic Arts & Communications, National Taiwan
Normal University. (Corresponding author)
Email: tiffanywyt2000@gmail.com
Manuscript received: Oct. 17 2023, Modified: Jan. 31 2024, Accepted: May 9 2024



B3 T g

el

SN
[rh

B v
&

, #3445 Instgram B2 83 R A 50 43
$t w2

=
N S Sy

B

41
=4

f

In contrast, influencers who cooperated with government agencies or brands had
higher normative or calculative motives. Notably, both affective and calculative
motives significantly impacted influencer attitudes, product attitudes, and purchase
intentions of the audience. The impact of normative motives, however, was not

significant.

Keywords: marketing effectiveness, multiple-inference model, promotional

strategies, influencer, eco-friendly products
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ESHERRESEE RIEGH BRI 2 25 JTHIR
R e BRI A & Q02D HE AN BRIRE LT AT GHERR - A
80.6% M BB EIRIAEE S EAAE A 5% ERAIF RE i L F A ER
PrAERERE - ATt4n % DEETERS B R ERRAYORE - HhBE RIS - (T
BEREIYL - BT BRI ER T AR Ry H ARV AT E 1 (Huang et al., 2020) «
TBURT B St 1 M 2 B B ER R R e B 1 » DRI TRt e 8 2 &% 17 =X ) R
HEITE L T REE A LI R SRER - +HEHERS iR ARk T B AT F 2K E Y
%1% —(Roshandel et al., 2016)

B2 Leeetal. 2015)f5H » SEEA 90%HY7E/4EE Facebook » Snapchat »
LUK Instagram FYFI = - SUEAEGVE - B8 A SEIEA DU(E EHEERSIRSE -
T RN PTE B A Y = P AR I DA HAl SRR (B - (E R T %
T E B SR EE R A S S A ER L - E & A
HFFEELTIRE - 5 R FEIRERFE A - H - Influencer Marketing Hub(2019)5
EHIRFET » Instagram  HFTELRCEHA B R HEIEAAS - THZH
FEIGEHEE - HHAP2BIREEE - Facebook B Twitter » #yaTi5 kY
TR TTII E B PG  Instagram 2 BCHAYRASEAT R B R SR T 2R
S SRS | HAE FE Y E Y - (E % 2 I Re S i T B i B BN A (5
(Shane-Simpson et al., 2018) » A Jfi/A > » Instagram F{EF R —EEA - FEif
SR AIEEMRGSL ~ FamR R 0T AU 5 2 B AV RE L » SR AR AT

M2 | (Jiménez-Castillo & Sanchez-Fernandez, 2019) - s 282G FE H 5144
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FEBLER AR ) - EH B ERREEEE R G RIS - BASETET > B R
PREIEA —ERERFET] SIS AR BT Ry - NIt & 80
BURFERF T el i HE RS AR CRAH B 2 & Bl % f(Belanche et al., 2021; Yildirm,
2021b) - HERRANLL - (HHHEERSSHYFIRAE — (B ERREB - > [FkpEt
BTG LA FCEIE o ABFERT DL B e AR A B G AR B - B
Instagram 5288 BIFR PR Ao THHEET THRET -

% S e s R AL s e AR AT R iR AV BN ARG BT R 3 £V IR IA
(Reeder, 2009; Reeder et al., 2004) » ABFFLE DU EEE 52 B A HEBSIR IR AE S TT
Fy o AR R T R R IRAVBIE T R B B - AHFEEI > DURGTREME =
féi(Woisetschldger et al., 2017) - Hrr » B EENEGUE 28 Rt T R ECARAVEIE T
FAEEANERESE - tamil - 85 - E - BEE  BEEREESLAEG
—{E AT Fo(Steg, 2005) ; AREEBNE M E 22 Rt T Ry EOARAVEIE 1 ZAKH SN
ST HIIIRF RN D E AV B ER - AR T BTG E SR MR TE
(May & Winter, 2000) ; 5+ REIEHIE 22 Rt T Ry ECARAVENE 1 BAH SMBA 22
AR S & - AT ERERFIERIZ i R E (Kim & Kim, 2021) » ABFFEEE R
s B EE P 2R [F R G B 2R FERVE SIS &SR - B0 = - BRI
R B A R B B R 3 B L= B B HE R 2 i SR ML
HVER B RIS G A RNESE A ER g e R & BRI
REHIREE BT R WS W E RS YRS E -

SRETATEL > AWTFTHY L HERNE M 2 BRI BT EE AR

FREIE 200 Al & ot a Ry L (RS S ATl S Y R FEE B B TR A o
(IRERCEE - By TR AR ARRITE R B B e H R A BT Ry 8] - AT



46 STUST Journal of Humanities and Social Sciences, No. 29

Feitihts BE Y Instagram HERSFRIRAE 0 2 55T - R HIFGIREEL - AR
GHHEGEREEANRNERZ T RHIs R B B E miRRE DU
EmH I EERG A ER -

B~ SURERET

— - Instagram /%4

AT B SN R AR U B - B4R BT R A
S FLES - B~ BUAAY) - WL B B B (R 51— T (Casalé ctal.,
2020; Zatwarnicka-Madura et al., 2022) ° [l AW 22 AR Y RSB T AR 45 i
[1] Instagram S8 > M AT EH » I S . R aides o
1% (Tran & Strutton, 2014) » [3]E t 3 52 5 FLA e 5 6 ZL B ML BELR R0
(Stefanone etal., 2010) » firFILL Instagram {F % 1B A2 MBS » IBIBEH
EUAWRE | HI A4S F o A B ELAT% Jin & Phua, 2014) - Instagram /22 4
B B AU 1L BB —(Khan, 2018) » BLEC A HERALANAN R 6] 2 PR
R T WU (LSRG (Hird, 2013) » B "B 5 - SR, RIS » &
T S 2 T T LA ST P B S B 70 s Y R 2 o

B ORBE RS T - BRI O > Instagram FHEHHAT T EREINE | T

SR A B O A 2 R R A S (Dennis, 2014) =Rt

575 Instagram 403540 77 BT Ry R 20 8 S SR TR
HHMEE P RS AT E M - SEOEEAE -

S 40 B T 5 B T LA 15 L R 1 S L

B » St MAE ST e AT % A an B 5 HETT T f#(Tafesse & Wood, 2021)
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MG RN BRI R B A/ A B Y oL s 5 R =
HEFH(Tran & Strutton, 2014) » & Z BHAIES [MILIBEIAE - £E2ES
—BBFE (17T Fy(Vodak et al., 2019; Zatwarnicka-Madura et al., 2022) - EEA RS 2L
N—8 —THAE —ERERE 1 E5 2 BUN EiF T80 a7 B it
=ORELH S {FRIIE (Bolat, 2020) - [N » #2254 1 Instagram [ T &2 HC
PR PR B It G R Hoth B sty LAF - LR a PR
[FI R EE R HET THERS(De Veirman et al., 2017) - (R4 - 2BEEHYE RACHIME S Y
[Tz ATHARS 2SN R RV ER ORI E B SR H o A D
w1758 Instagram 77 = B CEIRIRGERENE L - EHE LIEEITEIEER R -
78 LN BB RE BT T Ry th & Y H 2 RO B B R B R 2 B AT 22 DA%
BRI A R R AR AR E RN ET =0 2 SREER
[EJ RV ©

-~ ZEHEmIEA

FH 2% E w4 (Multiple-Inference Model ) #5287 Al /EM £ 20 (&
SCRIHA - LEEERSE Clark L. Hull gE DUFR G g BE B A BT Ry 2 FETAY B 5 1
(Cofer, 1981) - Z| T 20 tHa218HH » 17 4K 5 Daniel Kahneman and Amos
Tversky RIBAGIEET AIHEA FEEIE T AT AR & A ] 722 #(Read, 2004) -
KOE RIS - 2 E MR AN BT e - TER B | L4l
FEH L EEER RIS MR 2 S I 2 iTHns - i 78RS - (g
FFe B2 S H - ZEANRZ OGS EZEEGAT - (B ] DARE T BV E RIS

SRR — 1T R S AEEh I (Verlegh et al., 2013) » (1% B HEGRBLUAT
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PRETHY BRI A RS2 B ST T m A EH & a P s - 1152 Kimand
Kim (202 D{E#Ef TH AR B - i — BUE LS E B BR AU 22 - R B8 1Y
Bt R 15 ENEN R BAG T E B WA 2278 Woisetschlager et al. (2017)fEHI#%
PRI B BT U B R AR AT BT T R AU R s A2 R B o R T K
Bhi% - HEEE - TR = -

HH A AR ZCHTRASE 75 [RIBLEE 2 Woisetschliger et al. (2017)ARFSCE B B80T
PR LG [E R AR AR PR AT Y B AR A 7y Ry R ~ FRsEht - DURGT R B =7 -
B PR Y E a7 BARERY E 25 - (8 A S 2 R B B R ER R
EEFAT R > AR AT BRI 1B BB % (Kim & Kim, 2021) » FEZHITAE
ARG HYIE EIFTERE(Steg, 2005) « B BEEHERE A St Ry B R B A S B
FERH A B0 E] BN BT B R B Bl i < [H A FAEAH R PR - BBt e H
[EEEITT Foftksm B EE@II(Kim & Kim, 2021) © {E A 2B HERFRGIEERITR
AR T MR A SN (Meyer & Allen, 1991) » EEEHITHEAFHIE
ERFTBEE(Nielsen & Parker, 2012) « 528 E BRI Mae PHYEASE ~ FAEEE &
TR IRIFHEEE MRS BN EER - R E B E G wEin SR s
(Steg, 2005) 5 {E NGB AT E A O Z REBERESEFAT Ky RIA[RRZ 1T RlR AR
SHRBI(Kim & Kim, 2021) » FEZIEAT R &R EETHZ5EH)(Steg, 2005) - [F]
R EEEREIT SRR R B s EE SRR R T REE &1
Pl B Bl SR A BRI - (i EHERE V1T Rodteam Fod T BB (Kim & Kim,
2021) - HEsmss B AT BRI IR REEOC R/ E S - RITER AT DAEHE B 2 i
HISSTE A S EE N R R E AR TIREM 3 ) @ BN — T iR

(Breves & Liebers, 2022)
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PR E RV ~ BRI - BUE H A (Tafesse & Wood, 2021;
Vodak etal., 2019) - f£ %[5 5 Ff [~ BLBRE G R 1% DJAYRE (R(Kim & Kim, 2020;
Wellman et al., 2020)  [IHTEEACHA 3T ZRET IR IRV B S &G BLRIERE RO
CHAFRFEONE - TIREATEFHENEL - B0 m R HE R AR E
an(Yildirim, 2021a) ISR T BIEER &R0 fys B S i SRR IRE E
PURE e a2 B S RS 15 RN AE T THERE (Belanche etal., 2021) - JRIEE > ASHT
Ty s B H M B ER O iy BRE R e e 1T s R BRI
BB EREN > IRIEEHES DL T R

HEF# P50 P A REAE S 6 R REIIG D {3 hig &4

(=) JEE#MHEE (BUFEFSdaaidsi &)

JEH MRS B 2 IRt REBUFEFT ~ dmpf T B AL S
EeEE - JETAE ARAT(Knoll & Maithes, 2017) » AWIFEIREZ B & (E
B HARE > FIEE SR & " BUFEFTElE ) B TR EE ) W
(E

BURFERPIREAT Y BURELE fR R A BT D L B TR BN E
B OERBNE R » By T BBURBESIRA T > BURFZEEE(E & 28R
[E# Y Instagram {E R EEEE - WEAPZEENIE - SRS
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PBECIESC ~ szl o DA Iy 07 A BDEAS 11 & K9 (Gruzd et al., 2018;
Panagiotopoulos et al., 2014) - T8 5 7R & BT H i Je £ RSk > o
SEROREUS - —H LA AMFIE AR Ry BURTE 2 AR SR IR R TR (L 2R
EFR{RARE Y ((Kulin & Johansson Sevd, 2019) » B T HEE % A\ SR {7
R BB o BRRIREE (ORRRE) A ER O RES  MERE
BLHILERRE S - HERERORAE R EL S B S (Mim et al., 2022; Zheng et al,,
2022) - fEETEEIET - EEEHRE 0 FEARERN: - (Bt EHRC SRR
FHVEDRMHEEATERE - 45 ] AE(ERITE R R B R BU B R R AV -
PUK: B S B AERAIREE N A E R 2 Rt iR (i) SR fRE L R (R A
@ BRIE > AWTFER R E R BB EBUT EP I & (EHEEER IR Sl - RITER e
IAMEETT Ry 2 BEER N RSB - RIEEHES DU R

H2d B 8% B henme & (vl R R R A SR 0 6 R BRI TALH D (B R

B 4

)T AR LT 2 M E BT A S IR EFEE g 2
e BB BNV A 23 (Kim & Kim, 2021) - #8552 |1 anh 5 & & SR 1B & 1EIH
HARIRIFTAAME - AefsERE G - EREES - By > & 2RO
A > R E A EEUABITREE S ZNE - B e BT P
YA ARTR > B8 Instagram 555 A A [FI BEITE OB THERS R AT - [ Shke
D3R S (ST T Ry AE HI[E R (Stubb et al., 2019) » BLRETT & 1ERS - 28
REEEERZHR - B8 58 RBERARE - ERORE miHEE_EINEL
It - Btk BRI A RE G R R B IE IR DR OREERE > % T FTiE
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g~ TTER R

KWt R B R S R S BRI R R RS B E R
FH o & RIS R R s B HE B S BB ER R 15 VBN RES » Eal Rz e T s
e BE AR NI R ¢ E HE & (Woisetschldger et al., 2017) » AH(E HhHF
5 B e Dt A i P HE RS EL R RAYEE ML IR 2 S R
(ABERE(Buvar et al., 2023; Martinez-Lopez et al., 2020) > [fiiZ (S (LR &iE—
AR T ool B 3 2 Y R S BT S =R (Brevess & Liebers, 2022) -

R B s e e s B e 7 Y R BB IR AR s i gl e B
Fr AR BB L EFRE IR O - bR 7 20M e Y MRAVHIE - BA —EREZEA R
R B 2 E R G EE 3 Bt & & {E F(Liu et al., 2020; Rezvani et al., 2018) »
IMiEMEFET R TE R B S B IIF RIS SR It E L T IReE R T R R
[E(Rezvani et al., 2018) -

% &R A E R E N B EER RN T R ERE - gl 2
B ENVREHEZAA MO8 - PR ERRREGEE EH N L EEZE m
(Breves & Liebers, 2022) » [Rbh #5225 7 A2 8 BB A (5 (1 Ei(Woisetschlager et

al., 2017) - [FEIRF s BAEWERITE L T ATHERE R A an iy i Ry B RRE
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