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The Effect of Message Sidedness on Sponsorship Disclosure .
A Research Based on Multiple Inference Model

Zeng Xiugin ,Xu Jingyan( Xiamen University )

Abstract ; This study examines the negative effects of sponsorship disclosure on influencer credibility
and product attitudes, and investigates whether there is a mediating role between affective motivation infer-
ence and profit motivation inference ,and whether two-sided information has a moderating effect on the nega-
tive effects of sponsorship disclosure. The results show that sponsorship disclosure significantly reduces influ-
encer credibility and brand attitude , and that sponsorship disclosure can affect these marketing effects by re-
ducing the mediating factor of affective motivation inference. Two-sided information is shown to moderate the
relationship between sponsorship disclosure and profit motivation inference. This is to say sponsorship disclo-
sure has a weaker effect on profit motivation inference in the case of two-sided information ( vs. one-sided in-
formation ) , which mitigated the negative effect of sponsorship disclosure on influencer credibility and product
attitude. This study reveals how users deal with multiple motivational inferences according to different con-
texts , which in turn affects their emotions and attitudes, and explores the moderating effect of two-sided infor-
mation , an information fairness strategy, on the negative effects of sponsorship disclosure , which enriches the
research results of sponsorship disclosure and is also instructive for influencer marketing practices.

Key words : influencer marketing ; sponsorship disclosure ; multiple inference modeling
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