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Abstract In spite of its relevance and importance, scholarship that focusses upon 
the effectiveness of endorsements in vlogs (blog that uses video as its communica-
tion medium) is understudied. This study examines the effectiveness of brand or 
product endorsements in vlogs with a specific focus upon YouTube as a vlogging 
platform. Specifically, it assesses how the interactive effect of audience participa-
tion and valence influences perceived credibility of the vlogger and consequently 
results in an effective vlog endorsement. The study explores how perceived credibil-
ity of vlogger as a source of brand-related information is constructed and how it 
affects the effectiveness of the brand- and product-related content published by the 
vlogger. The study also explores how para-social interaction acts as a mediator to 
the above relationship.
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