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Abstract 

This paper explores how influencers can be categorised using a self-administered 

questionnaire. In doing so, the study can contribute to an understanding of the phenomenon 

that is more extensive than what previous research has attributed. The focus of this paper is 

on how influencers can be better understood for the benefit of public relations (PR), 

marketing, and communication. The purpose of this project is to investigate whether the term 

influencers (short for social media influencers) are defined by scholars in a similar fashion to 

how the study sample categorises influencers. Thus, the research question of the study is to 

examine if the study sample finds the term influencer applicable to the five suggested 

categories that are stated in the survey. The results from this study show that scholars 

commonly confine the phenomenon of influencers to bloggers, vloggers, and instagrammers. 

However, the results from the survey indicate that the study sample has a broader perception 

of the phenomenon. According to the participants, all suggested categories are fitting the term 

influencer, namely: blogger/vlogger/instagrammer, celebrity, athlete, entrepreneur, politician. 

Although the latter, politician, is deemed the least fitting category. Thus, the findings in the 

study show that there is a discrepancy between the public perception of how to define 

influencers and previous research in the field. This implicates that public relation 

practitioners need to rethink how they perceive and apply influencer marketing. Using 

influencers for marketing purposes requires organisations to execute a thorough selection 

process to ensure a suitable partnership. 

 

Keywords: Influencer, Influencer Marketing, Public Relations, Marketing, Word of Mouth, 

Online Word of Mouth, Credibility, Two-Step Model, Opinion Leader.  
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1. Introduction  

Social media platforms have revolutionised the way we communicate and the way we 

utilise our communicative efforts to convey information to the audiences and followers in our 

online social circles. Before the arrival of the internet, the conventional methods of 

communication were radio, TV, and newspapers. After the arrival of the internet, the 

possibility of sending a message became extremely easy. Due to the emergence of platforms 

such as Facebook, Instagram and Twitter the global village that Marshall McLuhan (1962) 

predicted grew. From this communication ‘revolution’—bloggers, normal people who started 

sharing their daily lives through their online diaries (blogs) became famous if they obtained a 

large follower base. Similarly, online video- logging or journaling gave birth to the term vlog 

and vlogger, whom much like bloggers became renowned through recognition on social 

media. Years later, a large social media landscape exists with plenty of bloggers and vloggers 

who engage in collaborations, which expect them to promote a product in return for a 

compensation. 

The paper focuses on this new phenomenon of social media influencers, commonly 

referred to as influencers. Corporations have used public figures before the emergence of 

these influencers in traditional advertisement. According to Uzunog ̆lu and Kip, influencers 

are modern day opinion leaders that facilitate the spread of information through the internet, 

and it is often bloggers that can be regarded as these digital influencers. They continue stating 

that brands recognise the power behind the messages that bloggers spread on their platforms, 

where they influence their network and in turn help brands sell their products (2014). 

However, celebrities, athletes, politicians, entrepreneurs and leaders of big corporations can 

communicate through the same channels as influencers and convey messages in a similar 

fashion (Jarvis, 2006; Tsang, 2015). Therefore, the style, type of message, and the execution 

of product placement between a public figure and an influencer is similar. In addition, despite 

attracting different types of audiences and followers, the use of communication methods itself 

by influencers and public figures is hard to distinguish. Therefore, this paper intends to 

investigate further how to perceive the phenomenon of the social media influencers. This 

thesis wants to explore who they are, how they function, and if it is more enjoyable than 

traditional advertisement. 
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1.1 Purpose 

 The purpose of the project is to investigate the perception of the term influencer 

through a quantitative survey and analysing it through public relations- (PR) and Marketing 

perspectives. This paper wants to determine if the current definition of influencers is accurate 

or whether the responses from the audience implicates that the practical use extends to other 

public figures. In this way, the results can reveal if there is a need to subcategorise the term 

influencer into several subgroups, ranging the different types of public figures that could be 

seen as influencers.  

This paper aims to contribute to a deeper understanding of the phenomenon through 

surveying how a quantitative sample perceives it. Discussing the usage of influencers for 

Marketing and PR purposes is relevant to organisations, customers, and influencers 

themselves. Especially, regarding how they can constitute ethical business activity and 

contribute to productive communication between organisations, stakeholders, and publics. 

The use of the term influencer will be clarified through literature review and established 

theories. Ultimately, this paper aims to contribute to the development of a more holistic 

understanding of the term influencer. 

 

1.2 Research Question and Aims  

This paper sets out to examine if the definition of social media influencers in 

marketing and public relations is confined to bloggers/vloggers/instagrammers or if other 

public figures can be considered social media influencers as well. In order to provide an 

answer to the research question, the following research aims are being addressed: 

• How does the survey sample classify the term of influencers into different categories? 

• How does the categorisation from the survey sample suggest how to define the term 

influencer? 

• How does the study sample perceive influencers marketing on social media in 

contrast to traditional online advertisement? 

 

1.3 Limitations  

This paper explores how theory and quantitative data from a survey are either similar, 

or dissimilar. The survey data is used to measure the public perception of influencers by 

suggesting contrasting categories compared to the current theoretical understanding of the 

term. Consequently, the survey data supports the development of future theories on 
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influencers. The paper explores previous research regarding influencers on social media and 

the framework that has been ascribed to the subject. The survey is shared on the Facebook 

and Instagram platform of the researcher, as well as in the comment sections of a selected 

number of YouTube videos from active influencers. The study population´s perception and 

understanding of the term influencer is the crucial element of this study. The questions in the 

study are limited to close-ended questions with either Likert scale responses or filling in 

alternatives. Hence, the questions are simple to administer and provide a quantifiable data set. 

The study doesn’t engage in qualitative analyses of any respondents’ answers nor does it use 

any other perspectives of analysis than PR and Marketing. Any discussion of influencers 

beyond the scope of this paper will be treated speculatively. However, this paper does not go 

further into theories of PR and Marketing then to what is considered relevant to the topic of 

influencers. This paper explores the term influencer itself and its relevant framework, but will 

not measure the efficacy nor effectiveness or any other similar attributes of influencers. The 

sole focus is on the phenomenon itself. However, the most optimal usage of influencers in 

practice within the fields of PR and Marketing will be discussed. Exploring the extent of use 

of the term influencer can therefore help with the planning and strategic use of the 

phenomenon from an organisational point-of-view. The clever use of influencers promotes a 

mature, clear, and realistic application of a relatively new concept.  

 

1.4 Disposition 

In the introduction, the paper explains what it sets out to investigate and provides a 

short background of the emergence of influencers in the digital age. The introduction 

continues with an elaboration of the rise of social media platforms and how this enabled the 

cooperation between influencers and organisations for user generated content. Furthermore, it 

discloses the research problems and touches upon the fine line between public figure and 

influencer marketing. Afterwards, the research purpose is presented and explored in order to 

substantiate the selected PR theory and the reason for executing a quantitative study. 

Subsequently, the research questions and research aims are presented. The following chapter 

discusses the limitations of the paper and why the focus of this study is confined to the results 

of the survey. The chapter on the theoretical framework includes a literature review that 

provides an overview of previous literature regarding the phenomenon of influencers. 

Followed by an explanation of PR as a concept of how relations affect organisations and why 

this is important for the equilibrium of the relations with stakeholders, audiences and 
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businesses. The role of PR is described in the subsequent section, explaining how influencers 

have become an integral part of organisations´ PR. The succeeding section covers the two-

step model and how the phenomenon of influencers can be traced back to this model that was 

formulated half a century ago by Katz and Lazarsfeld (1955). The next section discusses 

Word of Mouth (WoM) and online Word of Mouth (eWoM) as concepts of communication. 

These two forms of communication are then related to the concept of influencers. The 

subsequent section describes the importance of influencers´ credibility and how their 

messages rely on an experienced validity of the sender of the message. The method chapter 

explains the scientific approach of the paper and investigates how to collect reliable data, 

how the survey has been administered and how the results have been analysed. In the method 

chapter the reliability and validity of the study are also discussed. Thereafter, the results of 

the study are presented, which display the outcome of the collected data. The results chapter 

explains in detail how the study sample views influencers according to the different 

categories, how many people have accounts on social media platforms, and other relevant 

questions. In the discussion chapter, an analysis is provided that contrasts the survey results 

with previous studies on influencers. The two-step model, WoM and eWoM, and Credibility 

aspects are discussed from a PR perspective in relation to the findings of the study. Lastly, 

the paper is providing concluding remarks about the findings and suggests how future 

research can contribute where this investigation is lacking. 
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2. Theoretical Framework 

2.1 Literature Review 

Previous literature that focuses on the phenomenon of influencers describes how 

influencers credibility, effectiveness, WoM, eWOM, and the two-step model are the most 

relevant theories in this field of research (Uzunog ̆lu, Kip, 2014; Pang, Tan, Lim, Kwan, 

Lakhanpal, 2016; Carr, Hayes, 2014). Although, these studies do not mainly focus on 

defining the phenomenon, they do mostly exemplify bloggers and vloggers as typical 

influencers (Uzunog ̆lu, Kip, 2014; Carr, Hayes, 2014; Li, Lai, Chen, 2011; Booth, Matic, 

2011). However, the theories and frameworks that dominate the current field of research can 

also be applied to different types of public figures and are thus not necessarily applicable to 

bloggers and vloggers only. Hence, several studies define influencers in a broader perspective 

(Pang et al., 2016; Frank, 2017; Liu, Jiang, Lin, Ding, Duan, Xu, 2015). Pang et al. (2016) 

consider influencers simply as a third party endorser that help organisations form an 

audiences’ outlook by use of social media. Keller and Fay (2016) identify influencers as 

conversation catalysts, sparking a conversation by spreading ideas, information and attitudes. 

As consumers have become more critical towards efforts of advertisement, influencer 

marketing helps organisations in its relationship forming through consumer loyalty 

(Uzunog ̆lu, Kip, 2014).  

Many others recognise the efficacy and perks of using influencers in marketing to create 

relationships with their customers (Pang et al., 2016; Roelens, Baecke, Benoit, 2016; 

Veirman, Cauberghe, Hudders, 2017). Importantly, the use of influencers and the amount of 

spending by marketers and advertisers was substantial as early as in 2006, which was 

predicted to be more exhausted in the future, and even proven too (Jarvis, 2006; Veirman et 

al., 2017). Khang, Ki and Ye refer to the modern media landscape as ‘prosumers’ and 

‘produsers’ that simultaneously generate and consume the created content online. This user-

generated content that is produced by these so called ‘prosumers’ and ‘produsers’ has given 

people influence that was normally held by organisations and institutions (2012). This 

attribution of powerful communications that was given to everyday people, subsidised a 

democratisation of the internet. Thus, it demands that organisations are in touch with people 

that share values that are relevant in online communities (Mangold, Faulds, 2009). This more 

democratised form of communication has served as a bridge where organisations can share 

more of a dialogue with their audiences through influencers. Seen as a highly effective form 

of advertising, the use of influencers has been growing into a dominant form of marketing 
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(Veirman et al., 2017). Keller and Fay (2016) explain that as the internet has become a 

fundamental tool for marketing, the type of message that eWoM entails is powerful and 

dependent on its ability to affect offline conversations—that are even more powerful. 

Because of the impact of offline and online conversation that WoM and eWoM can spark 

Khang et al. (2012), explain how Public Relations scholars have studied blogs and eWoM 

intensively. 

 

2.2 Public Relations 

In order to analyse PR, a highly disputed concept, it is important to first define what 

public relations is before applying it to the phenomenon of influencers. According to Grunig, 

public relations is the “management of communication between an organization and its 

publics” (p. 4). This statement is followed by an explanation of how public relations and 

communication management are synergistic in its endeavours (1992). The field of public 

relations does not entail one specific theory, practice, or a normative use. Hence, tools need 

to be identified that can be applied within the field of PR and, in turn, used to decipher how 

PR can relate to the topic of influencers.  

Interdependence underlines the principles of autonomy of organisations, which is 

diminished by stakeholders, publics, and other organisations that are power holders. 

Therefore, organisations´ influence on internal and external relations modifies their 

autonomy, affecting how they attain their goals (Grunig, 1992, p. 69). Consequently, the 

concept of interdependence recognises the reliability on internal- and external factors. 

Internally, it is dependent on sub-systems such as PR- and Marketing departments. Whereas 

externally an organisation is dependent on audiences and stakeholders. Thus, in order for 

organisations to reach their goals, they have to execute careful planning, deliberate 

implementation, and evaluation of both their publics and internal sub-systems. In turn, 

awareness of the effects on the receiving end of the message, together helps with the 

development of constructive relations in the long run.  

Another important consideration for companies is to appear as an ethical and moral 

entity. This all requires sophisticated reflection in order to reach goals as well as being 

successful as an organisation. To this end, PR can be a method to build a friendly climate 

with other entities. (Grunig, 1992). Organisations often convey messages to larger audiences 

than the average person, and therefore it is important that the message generates a positive 

effect. In accordance, the messages that they convey are subject to a larger degree of scrutiny 
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than messages from regular people. If the message is being received negatively by the 

audience, there can be strong repercussions. For example, organisations would meet public 

ramifications if expressing controversial opinions, which in turn can be harmful for the 

company’s brand.  

Strategic communication thus requires thoughtful preparation. However, not only is it 

important for organisations to carefully plan messages, it is also necessary to consider in what 

type of manner they are communicated. The two-way symmetrical model is a communication 

strategy that involves the idea of dialogue from practitioners of PR to publics. This strategy 

includes the exchange of views between organisations and audiences, which allows them to 

influence each other (Windahl, Signitzer, Olson, 2009). Grunig perceives the strategic 

component in communication from a symmetrical point of view. This means, instead of an 

organisations’ strategy being to manipulate the audience, they aim for building relationships 

by dialogue and planning sustainable interactions. In short, striving to build and promote 

relationships rather than communicating with an intention to exercise control (1992). 

Therefore, strategic communication can be used as a tool of innovation, to support 

organisations in learning about their position within the bigger system.  

Creativity and feedback at all stages of the communication process is key, meaning it 

is necessary to forget about effectivity to a certain extent and instead focus on the long-term 

effects. In line with this, Jonsson (2006) argues that long-term success needs to overhaul the 

ambition to create immediate results. A fitting approach is the two-way symmetrical model of 

communications, which is a more democratic and business-to-world adjusted in comparison 

to old one-way communications. Two-way communications contrast the public information 

model, where the dissemination of information to persuade the public is the main objective 

(Windahl et al., 2009). To examine the strategies and thoughts within PR, the essential 

element of success is not selling a large quantity of products in the short term. In contrast, 

building and developing an equilibrium where an organisation coexists with other actors.  

The question is: How do you produce a milieu where an organisation is recognised as 

an actor by, stakeholders, publics, and other organisations? For public relations to be 

successful, every sub-system needs to acknowledge its position as a smaller fragment of a 

larger system. Furthermore, Jonsson (2006) underlines the importance of strategic 

communication as a means for organisations to acquire a holistic view of the larger system. 

Additionally, strategic communication contributes to the achievement of business- and 

corporation related successes, i.e. higher sales, positive brand recognition, and attainment of 

audience goals. For the purpose of this paper, applying PR to investigate the phenomenon of 
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influencers demands a distanced perspective that views influencers as part of a larger system. 

Meaning, influencers need to be considered as individuals who play an intermediary role 

amongst organisations, PR practitioners, audiences, and stakeholders. 

 

2.3 The use of Influencers in Public Relations  

 In fulfilling their intermediary role, influencers are more prominent than ever on 

social media and are increasingly used by organisations to promote their products. According 

to a report surveying marketers’ use of different marketing strategies, 75 percent stated that 

they are using influencers to market their products (Veirman et al., 2017; Augure, 2015). The 

increase in influencer marketing has resulted in a deflation of the traditional use of 

advertisement (Veirman et al., 2017). Therefore, this new type of marketing and product 

placement is fundamentally changing the fields of marketing and communication, and 

consequently developing alternative ways of reaching audiences. However, this approach 

towards audience oriented communication is undeniably dependent on the likeability of an 

influencer, not only the size of their follower base on social media (Veirman et al., 2017).  

The reason why likeability is a vital factor for influencers, is dependent on the 

principle of endorsement that influencers use to promote a product. Veirman et al. (2017) 

state that the messages of influencers are therefore “interpreted as highly credible electronic 

Word of Mouth (eWOM)” (p. 798). In addition, Veirman et al. suggest that “to increase the 

message’s impact one should search for the most likeable, credible influencer who has a high 

value as an opinion leader” (2017, p. 799). However, organisations should not engage in 

partnerships with any available influencer, since there is no ‘one size fits all’ scenario when it 

comes to influencer marketing.  

When commencing a partnership with an influencer, organisations rely on a third 

party that functions as an organisational spokesperson without being an integral part of the 

organisation itself. In synergy with a company, influencers that are involved in product 

promotion immerse themselves in an organisations’ brand. A positive connotation of the 

brand is vital for an organisation to be appealing in the eyes of publics and individuals. 

Khamis, Ang & Welling (2017), consider branding “[i]n its contemporary use for marketing, 

a [signifier of] a certain quality or idea associated with a commodity which ostensibly 

simplifies the consumer’s decision-making” (p. 192). If the perceived notion of an 

organisation (brand) is positive, the decision-making process by customers will be more 

favourable and in contrast be less favourable if the image of that organisation is adverse. 
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Therefore, the style of the message is central to the dialogue the organisation has with their 

publics. It is vital to create brand sensibility and thereby providing a foundation of 

understanding between them. In this way, the public gets an idea of the activities of 

organisations, while in turn they can learn about the clientele’s expectations. Hence, when 

influencers become an integral part of a company’s marketing and PR strategy, they can 

either benefit or harm the company’s brand—and as a third party affect consumer’s decision-

making. In terms of interdependence, using an influencer for PR and marketing forces 

organisations to give up control over their communication strategy and put it into the hands 

of an external intermediary.  

According to Khamis, Ang & Welling (2017), one of the most important factors in 

branding is the loyalty customers pay to organisations because of their brand. Starbucks, 

Nike, Apple and Coca Cola all produce products that consistently trigger the same experience 

regardless if their goods are purchased in Sydney, New York, or Shanghai. They continue to 

explain how a brands’ consistency is inspiring brand loyalty (p. 192). However, organisations 

have to consider that an individual is not a company. By adopting a united branding strategy 

between an individual (here, in the form of an influencer) and an organisation, it becomes a 

challenge to construct a certain level of consistency as the brand is put into the hands of a 

public figure. The risk of connecting the brand of an organisation to an individual can be 

hazardous as “numerous examples of celebrities caught doing or saying something that 

undermines the brands … for example, when news broke of Tiger Woods’ extramarital 

infidelities in late 2009, several sponsors suspended their contracts with him almost 

immediately…” (Khamis, Ang & Welling, 2017, p. 193). 

Therefore, the reliance of an organisation on an influencer as a vital part of their 

branding can be considered risky. The reason being that a person’s consistency in its delivery 

both privately and regarding their performance as an influencer provides potential challenges, 

just like Khamis, Ang and Welling (2017) argued. Consequently, influencers have become an 

obvious spectacle within the social media landscape. Nevertheless, it is difficult to ascertain 

true popularity. Influencer popularity it is often measured in quantity, i.e. number of 

followers, with the general thought that people with a large follower base hold a higher 

position of influence online (Veirman et al., 2017; Ang, Welling, 2016). The reason why 

influencers should be examined in more depth in future research is due to the great potential 

for organisations to build stronger relationships with their customers (Jarvis, 2006; Pang et 

al., 2016; Carr, Hayes, 2014; Roelens, et al., 2016; Matveeva, Yevseitseva, 2016; Veirman et 

al., 2017). 
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2.4 Two-step Model 

The birth of the current term influencer can be traced back to the two-step model of 

communication. The two-step model was first presented in 1955 by Katz and Lazarsfeld. The 

theory proposes that knowledge is received by the public in two steps—so-called opinion 

leaders that digests the information-flow from the media and then translate these messages 

for the public (Windahl et al., 2009). Katz and Lazarsfeld (1955) discuss the concept of 

opinion leader by claiming that it is “not a trait which some people have and others do 

not, but rather that opinion leadership is an integral part of the give-and-take of everyday 

personal relationships” (p. 33). Meaning that the influencer is given power by the person that 

lets itself become subject to influence. Thus, an influencer is only as good as how well the 

message is received. Therefore, it is only ‘natural’ that influencers give ‘advice’ in order to 

help the influenced person to make a decision. In other words, “all interpersonal relations are 

potential networks of communication and an opinion leader can best be thought of as a group 

member playing a key communications role” (Katz and Lazarsfeld, 1955, p. 33).  

Further investigation on the two-step model evolved the concept as not being limited 

to a two-step flow of information. Instead, the two-step flow was considered to be a multi-

step flow. Messages should be considered cyclical, information leads to discussion and that 

an idea of opinion leaders are the only ones who receive information through the media is 

misleading (Windahl et al., 2009). The two-step model is therefore dependent on a person or 

a group of people who rely on an influencer’s so-called ‘expertise’ and therefore will be 

inclined to be influenced by his or her message. The expertise of opinion leaders was 

considered influential as these people would consume information and pass it on to people, 

thus increasing the influence in a two-step flow (Uzunog ̆lu, Kip, 2014). Because of the 

presumed expertise of opinion leaders, their influence is stronger than direct messages and 

shapes preferences and behaviours more effectively (Carr, Hayse, 2014). 

 

2.5 Word of Mouth and Online Word of Mouth 

Word of Mouth (WoM) or online Word of Mouth (eWoM) spreads messages to 

potential customers using personal- or electronic networks. WoM is considered a highly 

effective tool for marketing, and can be especially effective if the receiver of the WoM or 

eWoM hosts affection for the sender of the message (Li et al., 2011). The significance of 

understanding WoM is vital in understanding influencers, or the two-step model. Haywood 

(1989) explains that the WoM model has “Traditionally been depicted as a two-step model 
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flow of communication”, which implies that one person influences one or more people to 

make decisions. However, he continues that this model is inadequate and not realistic for how 

the communication process really works (p. 58). 

By describing it as an active search of information at different stages to make a 

decision and using referrals from a personal network, Haywood is viewing the concept of 

WoM as a very fluid and multi-variable process that cannot simply be thought of as an 

asymmetrical communication model (1989). The asymmetrical model of communication is a 

two-step flow of communication that travels both to the public and to organisations. 

However, Windahl et al. (2009) argue that unlike the symmetrical model, where the 

communication is more like a dialogue, the asymmetrical model still doesn’t allow enough 

power and effects between the organisations (sender) and the public (receiver). WoM is seen 

as a more symmetrical model instead, where people actively search for information 

themselves to make decisions. It could explain the involvement of influencers in 

advertisement and product placement as such a growing platform, since this type of 

advertisement feels less forced and more friendly as it comes directly from a person rather 

than from the organisation itself. 

Whereas WoM becomes more relevant in the context of current day influencers, 

eWoM needs to be included as a more detailed element. Jansen et al. (2009) describe the 

phenomenon of eWoM as “disinterested opinions from people outside their immediate social 

network, such as online reviews” (p. 3860). Consequently, people that you do not know first 

hand on the internet, are used as trustworthy sources for decision-making processes. The 

online interactions of the internet are a new substitute of face-to-face communication, 

unhindered by geographical space (Uzunog ̆lu, Kip, 2014). The interesting change in WoM is 

that instead of a person you know first hand influencing your decision-making process, 

current day influencers are complete strangers with a seeming credibility—enough at least to 

being trusted to such an extent that you adhere to their advice. 

 

2.6 Credibility 

Previous research on influencers has also focused on their credibility. According to 

Carr and Hayse (2014) credibility is profoundly important to ensure the efficient receiving of 

eWoM. They also note that WoM has long been recognized as a powerful and influential 

force in advertising, promotion, and public relations” (p. 38). Ultimately, eWoM only 

constitutes the type of message and specifies through which channel the message is sent. 



 

 12 

eWoM is seen as an effective form of communication, especially for businesses. In 2005, 

Jarvis (2006) claimed that American businesses had “blogs, podcasts and RSS pegged ad 

spending at $20.4 million”, which he expected to rise with 145 per cent in 2006, to $49.8 

million. Moreover, he predicted the ads on user-generated content to grow at an annual rate 

of 106% through 2010. This huge increase remains interesting today. According to Carr and 

Hayse (2014) the amount of credibility that an influencer can generate is key to keeping a 

good relationship with their followers, “[c]onsequently, how a maven discloses sponsorship 

is expected to influence others’ perceptions of the opinion leader’s credibility” (p. 40). 
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3. Method and Material 

3.1 Study Sample  

The method part of the study is designed to provide an answer to the research 

questions, i.e. to get an understanding of how the study sample perceives the phenomenon of 

an influencer. In order to achieve this purpose, it is necessary to investigate the research 

questions from an objective reality, which implies the analysis of a large data set from a 

neutral point of view (Bryman, 2016). Accordingly, a quantitative research approach is 

relevant to collect a considerable dataset. Hence, this particular research is heavily dependent 

on concrete measurements, and allows for fine-tuning, consistency, and a clear overview of 

possible correlations in the outcome (Bryman, 2016).  

The study sample consists of an audience that voluntary participated in an online 

survey. The online survey has been distributed by sharing a link to the survey on the personal 

Facebook page and Instagram account of the researcher. A few people within his network 

have shared the link on their personal Facebook page.  Moreover, the link to the online 

survey was public and accessible to anyone who was interested in filling it out. Another way 

to reach the desirable audience has been by sharing the link to the survey in the comment 

sections of YouTube videos from several popular vloggers: Jon Olsson, NikkieTutorials, 

Pewdiepie, JennaMarbles and Smosh. Since this audience was suspected to have high 

engagement regarding influencers and be between 15-30 years old, being the age-group that 

represents the highest tier of internet users (Davidsson, Thoresson, 2017). The nationality of 

the study sample is expected to reach beyond Sweden, since it is easier to reach individuals 

from different countries online. The intended sample size is (n) 150 participants. 

 

3.2 Study Material: Designing an online survey 

To provide an answer to the research question, the study sample was interviewed 

through a self-administered questionnaire using Google forms. Bryman (2016) emphasises 

online surveys as being very practical for both interviewers and interviewees. Self-

administered questionnaires are cheap, easy to design, and quick to administrate. Moreover, 

the absence of the effects of multiple interviewers leads to more reliable results. Also, for an 

interviewee it is convenient because of how quick and simple it can be completed, as well as 

no interviewer variability that might shape how respondents answer (2016). However, he also 

notes that if an interviewer doesn’t understand the survey questions there are no opportunities 

to prompt. Another disadvantage that can interfere with the results of a survey is the absence 
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of elaborative answers, i.e. if questions in the survey are irrelevant to the respondents or you 

are unsure about who answers the questionnaire (Bryman, 2016).  

The questions in this survey focused on the use of social media. It investigated what 

influencers are, how they are similar/dissimilar in their product placement in comparison to 

traditional advertisement and how their communication is being used and perceived. The 

survey was a cross-sectional study that occurred only at one moment in time. The link to the 

survey was active for five days in November 2017. The answers of the survey were expected 

to provide a deeper understanding of how the normative use of influencers can explain how 

current theory looks like, and to suggest what it can become in the future (“feedforward”). A 

few examples of the questions were formulated as follows: 

- Do you have an account on any of the following social media platforms? (check those 

that apply). Answers being—Facebook, Instagram, YouTube, Twitter in check boxes. 

- How invested are you in reading blogs? Answers in Likert scale ranging from one to 

seven, one being ‘not at all’ and seven being ‘extremely interested’ 

- How interested are you in following famous instagrammers? Answers in Likert scale 

ranging from one to seven, one being ‘not at all’ and seven being ‘extremely 

interested’ 

- Which of the following categories can be considered 'Influencers'? 

Blogger/Vlogger/Instagrammer, Celebrity, Athlete, Politician, Entrepreneur. 

Answers were in Likert scale ranging from one to seven, one being ‘Completely 

disagree’ and seven being ‘Agree Completely’ 

- How many hours a week do you spend watching 'Influencers' on YouTube? Answer 

checking in the circle that applies. In circles the options were ‘no time at all’, ‘0–3’, 

‘3-6’, ‘6–9’, ‘9–12’, ‘12+’. 

- Do you have an AdBlocker? Answers in circles as ‘Yes’ and ‘No’. 

- How do you experience traditional advertisement when displayed on social media? 

Answers in Likert scale ranging from one to seven, one being ‘Dislike strongly’ and 

seven being ‘Highly enjoyable’. 

- If you like the product in an online advertisement, does this affect you to make a 

purchase? Answers in Likert scale ranging from one to seven, one being ‘Not at all’ 

and seven being ‘Very influential’. 

- If you think there is a difference between traditional advertisement and 'sponsored 

content' posts from an 'Influencer' on social media, please briefly explain why. 
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Answer being an optional reply linked to previous questions, being an open ended 

answer. 

The question regarding the AdBlocker has been included in order to examine if there is a 

correlation between preferring traditional advertisement online or sponsored content. As 

participants are less subject to traditional advertisement online, if they have installed an 

AdBlocker.  

The questionnaire almost exclusively uses the Likert scale ranging from one-to-seven 

to make it easier to understand the answers and thoughts from participants. According to 

Bryman, “the advantages of using close-ended questions is that they can be pre coded, thus 

turning the processing of data for the computer analysis into a fairly simple task” (2016, p. 

227). However, the choice of using close-ended questions can be a disadvantage for both the 

researcher and the participant as it can lead to a loss of spontaneity in the answers of the 

responders. It may inhibit interesting answers to relevant questions that weren’t explicitly 

asked for, and the interpretation is also lost if a question is too ambiguous to a participant 

(Bryman, 2016). 

 

3.3 Statistical Analysis 

The results of the survey were first imported into Excel spreadsheets where answers 

were transformed into numbered values. Subsequently, the spreadsheets in Excel were put 

into the statistical program SPSS, a data program that helps organising quantitative results. In 

SPSS, variables were organised into nominal, ordinal and scale variables. Survey questions 

were put into the program as separate variables and matched with the corresponding 

participant’s responses. In SPSS most survey questions were analysed with the function 

“compare means” and “frequencies”. Accordingly, outcomes were organised into separate 

tables in Microsoft Word.  

The questions that were processed into frequencies through SPSS were: 

Social media platforms; AdBlocker, Investment in reading blogs; Investment in watching 

vlogs; Interest in following instagrammers; Blogger/Vlogger/Instagrammer; Celebrity; 

Athlete; Politician; Entrepreneur; Hours a week watching Influencers on YouTube; Minutes a 

day spent watching Influencers on Instagram; Influencers followed on Instagram; Experience 

of traditional advertisement on social media; Affecting purchase of online advertisement; 

Experience of sponsored content by social media Influencers; Affecting purchase of 
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sponsored content by a social media Influencer; experience in traditional advertisement in 

comparison to sponsored content posts from an Influencer; Country; and Age Categories. 

 The questions that were processed into mean average through SPSS were:  

Categories of Blogger/Vlogger/Instagrammers, Celebriy, Athlete, Politician,Entrepreneur, 

and sexes; Experience of traditional advertisement, Affecting a purchase of online 

advertisement, experience of sponsored content by social media Influencers, Affecting a 

purchase sponsored content from Influencers, Experience of traditional advertisements in 

comparison sponsored content from an Influencer on social media; Investment in reading 

blogs, Investment in watching vlogs, Interest in following famous instagrammers, Hours a 

week spent watching Influencers on YouTube, Minutes a day spent watching Influencers on 

Instagram, How many influencers actively followed on Instagram. (See specific questions in 

Appendix 2). 

 

3.4 Reliability 

 Bryman (2016) outlines how reliability is dependent upon three factors: stability, 

internal reliability, and inter-rater reliability. Reliability as a concept is focused on issues of 

consistency. Stability is measured through a test-retest method, and implies the use of the 

same sample on a different occasion but being able to achieve similar results. The correlation 

between the first test and the second test, measures how the strength of reliability is. The 

stronger the correlation, the stronger the reliability (Bryman, 2016). Internal reliability is the 

consistency of a scale or index, if a score is related to other scores of the respondents’ 

answers, the internal reliability is sound (2016). The inter-rater reliability involves subjective 

judgements in activities for instance the interpretation of data transcribed into categories or 

explaining observations (2016). 

 In this paper, the stability of test-retest could be achieved except for the fact that the 

survey sample is random and unbeknownst. However, because of the no interviewer 

variability that is achieved through a self administered questionnaire, if the test-retest 

reliability was tested the research would proof reliable (Bryman, 2016). Because of the 

consistency of scale in the questionnaire, the Likert scale questions contribute to internal 

reliability which should contribute to reliability. The inter-rater reliability is also supported 

by the consistency of the interview itself, and the pre-coded questions are not differing, thus 

supporting reliability (Bryman, 2016). 
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3.5 Validity 

To measure validity, the concept that was set out to study has to match with the 

measures (Bryman, 2016). The face validity is the bare minimum of developing research. 

Face validity is the establishment that the content needs to reflect the concept of issue 

(Bryman, 2016). Being an intuitive process of validity, the face value is added as recognition 

of peers are insinuating the paper to be sound (Bryman, 2016). This paper gets face value as a 

supervisor, whom has expertise within her experience as a researcher within media and 

communication studies and gives validity to this paper. As this paper is a bachelor thesis, 

peers but in this case primarily the supervisor of the project gives validation through 

experience and greater knowledge than the author of this paper itself (Bryman, 2016).   

 The issue of causality is measured in internal validity, relevant to this study in 

investigating whether two or more variables holds substance. In this paper internal validity 

addresses the variables of categories “Which of the following categories can be considered 

'influencers'?” (see appendix 2) the categories suggest that the definition of influencers could 

be viewed in a broader perspective than is being suggested in literature (Bryman, 2016; 

Uzunog ̆lu, Kip, 2014; Carr, Hayes, 2014; Li et al., 2011; Booth, Matic, 2011). Under 

scrutiny, the internal validity can be considered intact. Generalisation is primarily easier to 

measure and apply in quantitative research, partially because of the replicability. It is also 

easier to generalise beyond scientific context in quantitative studies because of the amount of 

data that is collected. If the amount of respondents is of moderate size and few anomalies can 

be found in the replies, the more the study can be subject to external validity (Bryman, 2016).  

 In this paper, the amount measurement validity relies on the formatting of the 

questionnaire in relation to the research question it sets out to study. In measurement validity, 

the measures need to be developed for the concept it was meant to study and in related in 

context (Bryman, 2016). This paper relies on the quantitative survey to provide measurement 

validity. The questions regard social media influencers, specifically the amount of time, 

amount of platforms and what the sample categorises social media influencers as (see 

attachments). The categorisation is mostly relevant in this paper as it contributes to the 

research question.  
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4. Results 

The definition of influencers in previous studies is often limited to only bloggers 

(Uzunog ̆lu, Kip, 2014; Carr, Hayes, 2014; Li et al., 2011; Booth, Matic, 2011). This paper 

aimed to investigate if this example of bloggers solely being influencers is valid. If the study 

sample would find it unfitting and narrow, the paper wanted to investigate suggested 

alternative examples that could be included or excluded into the definition. In addition, the 

question was whether the traditional marketing and advertisement is seen as superior or 

inferior in relation to the sponsored content of influencers from the study sample. This can 

also indicate whether this new form of influencer marketing is seen as effective as some 

claim (Woods, 2016; Liu et al., 2015; Jarvis, 2006; Veirman et al., 2017). 

 

4.1 Study sample   

The survey was open for replies for five consecutive days. The final sample size 

consists of (n) 156 participants. However, (n) 154 are deemed valid and serious, as two of the 

participants have given unfitting comments and were therefore subtracted as valid answers 

for the study. The number of female participants is 86 compared to 68 male participants. The 

percentage of female participants is 55.8% compared to 44.2% male participants. The 

participants have eight different nationalities: Sweden (119), The Netherlands (18), USA 

(12), UK (1), Norway (1), France (1), Switzerland (1), Lithuania (1). The majority of 

participants is thus Swedish. The average age of the study when calculating the mean average 

is 29.77 years old and the average age of the study when calculating the median is 25 years 

old (See Appendix3, Table Appendix 16). 

The study sample was categorised into five groups according to their age: 16-20, 21-

25, 26-30, 31-40, 41-65. The age group 16-20 years old has a frequency of (n) 16 

participants. The age group 21-25 years old, has a frequency of (n) 73 participants. The age 

group of 26-30 years old presents a total amount of (n) 20 participants. In the second to last 

age group, 31-40 years old, the frequency was (n) 11. In the last age category, 41-65 years 

old, the total amount of participants was (n) 34 (See Appendix 3, Table Appendix 17). The 

majority of participants is of an age between 21 and 25 years old. 

 

4.2 Redefining influencers 

An interesting outcome in relation to the first research aim of defining influencers, the 

participants of the study deem all categories (blogger/vlogger/instagrammer, celebrity, 
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athlete, politician, entrepreneur) fitting to describe an influencer (See Table 1). For this 

particular question, the numbers on the Likert scale range from one-to-seven. All five 

categories ranked above 4, the ‘medium’ number. In practice, this thus implies that all five 

categories are on average considered influencers by the study sample (See Table 1). 

However, when ranking the categories, the category Blogger/Vlogger/Instagrammer holds the 

highest mean average with a score of 5.29. The second highest mean average is a score of 

5.26 for Celebrity. The third ranking category is Entrepreneur with 5.20. The fourth highest 

ranking category is Athlete with 5.18. Lastly, the least popular category to be perceived as an 

influencer is Politician with a ranking of 4.69. Hence, when ranking the categories from 

highest to lowest it looks as follows: Blogger/Vlogger/Instagrammer, Celebrity, 

Entrepreneur, Athlete, and Politician. 

Interestingly, when taking a closer look into the results of this question, it shows that 

there is a difference between the sexes in their view of what an influencer is. Among males, 

the highest ranking influencer is Athlete, with a mean average of 5.54. The second highest 

ranking category for males is Entrepreneur with a mean average of 5. The third highest rank 

is held by the category Celebrity with a mean average of 5.25. Continuously, the fourth 

highest rank is the Blogger/Vlogger/Instagrammer category with a mean average of 5. Lastly, 

the male participants of the survey view Politician as the least fitting category to the term 

influencer with a mean average of 4.68. (See Table 1). Females however, differ from the 

answers of their male counterpart. The highest ranking category among females is 

Blogger/Vlogger/Instagrammer with a mean average of 5.42. The Celebrity category is 

second in line, scoring a 5.27 mean average. The third ranking category is Entrepreneur with 

a mean average of 4.97. Next, Athlete takes the fourth place with a mean average of 4.88. 

And lastly the lowest mean average among females is for Politician with a score of 4.70 (See 

Table 1). 

The study sample in its entirety reflect the difference between the categories as 

miniscule, meaning that the study sample views influencers no different whether they use 

eWoM as a Blogger/Vlogger/Instagrammer, Celebrity, Athlete, or Entrepreneur. The only 

category that scored lower than the other categories is Politician, however the term still has a 

mean average high enough to be considered an influencer. All these results indicate that the 

study sample does not share the opinion of the majority of the previous literature that 

suggests a typical influencer is a Blogger/Vlogger/Instagrammer (Uzunog ̆lu, Kip, 2014; 

Carr, Hayes, 2014; Li et al., 2011; Booth, Matic, 2011). Thus suggesting that the public 

perceives influencers differently from its current definition in the academic field. 
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Mean Average Categories (n = 154) 

Sex Blogger/Vlogger/Instagrammer Celebrity Athlete Politician Entrepreneur 

Male 

Mean 5.13 5.25 5.54 4.68 5.50 

Std. 

Deviation 
1.999 1.980 1.791 1.872 1.491 

Female 

Mean 5.42 5.27 4.88 4.70 4.97 

Std. 

Deviation 
1.662 1.560 1.711 1.860 1.597 

Total 

Mean 5.29 5.26 5.18 4.69 5.20 

Std. 

Deviation 
1.818 1.752 1.772 1.860 1.569 

Table 1. Mean Average Categories 

4.3 Other Results 

The most common social media platform among the participants is Facebook, with 

96% having an account. This means that 148 out of 154 participants have a Facebook profile. 

The amount of respondents with an Instagram account is 91%; a total of 140 individuals has 

the social media, while 14 don’t. Regarding YouTube, 55% of the respondents doesn’t have 

an account. This means that 85 respondents have a YouTube account whereas 69 respondents 

don’t. Twitter is the least popular social media platform among the study sample. Only 46% 

has an account on the platform. The number of participants that has an account on twitter was 

70, whereas 84 of the respondents doesn’t have an account on Twitter (See Appendix 3, 

Table Appendix 2). 

The amount of users who answered ‘Yes’ to the question about having an AdBlocker 

is 81 participants. The total of users who answered ‘No’ they don’t have an AdBlocker is 73 

participants. The results in the AdBlocker percentage yielded 53% who answered ‘Yes’, and 

47% ‘No’. Conclusively, the amount of people who had an AdBlocker were slightly larger in 

the ‘Yes’ group than the ‘No’ group in the survey sample. (See Appendix 3, Table Appendix 

3). 

 Concerning the question on the experience of traditional advertisement on social 

media, the mean average on the Likert scale was 2.87. For online advertisement to affect how 

a participant would purchase a product on social media, the mean average was 3.51. The 

experience of sponsored content from influencers had a mean average of 3.02. For the 

sponsored content of influencers to affect how a participant would purchase on social media, 

the mean average was 3.21. The result in experience between traditional advertisement versus 
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sponsored content of influencers shows a subtle difference between the two (See Table 2 and 

Table 3). In general, the study sample doesn’t experience traditional advertisement nor 

sponsored content as very enjoyable, instead it was met with dislike (See Table 2 and Table 

3). However, on average the study sample does slightly prefer the experience of sponsored 

content above traditional advertisement. Comparing the experience of traditional 

advertisement in contrast to sponsored content of influencers of social media, the mean 

average was 4.11. In Table 3, the column showing the comparison in experience between 

traditional advertisement and sponsored content reveals that the study sample experiences 

only a marginal difference. 

 

Affecting the purchase of Traditional Adv. and Sponsored Content (n = 154) 

 Online Advertisement Sponsored Content 

Mean 3.51 3.21 

Std. Deviation 1.685 1.756 

Table 2. Affecting a Purchase of Traditional Adv. and Sponsored Content 

 

Experience of Traditional Adv. and Sponsored Content (n = 154) 

 Traditional Adv. Sponsored Content Traditional Adv. Vs. 

Sponsored Content 

Mean 2.87 3.02 4.11 

Std. Deviation 1.507 1.565 1.846 

Table 3. Experience of Traditional Advertisement and Sponsored Content 

 

The mean average on investment in content on social media showed a relatively low 

engagement from the study sample on social media outlets such as blogs, vlogs and 

Instagram. The mean average of interest in reading blogs is 2.55, which amounts to a gradient 

close to ‘Not at All’ on the Likert scale. Similarly, the average time invested in watching 

vlogs is 2.67 and the interest of following famous instagrammers has an average mean of 

3.10 (See Appendix 2 – Survey, Appendix 3 – Tables; Table Appendix 18-21). 

 Time spent following social media influencers is concentrated in the lower spectrum 

of the gradient as well as the interest in different forms of social media. The mean average of 

hours spent watching influencers on YouTube is 0.97. The value 0.97 is closest to the 1-

gradient—meaning 0-3 hours a week watching influencers on YouTube. For the question 
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regarding how many minutes a day that the survey respondents spent watching influencers on 

Instagram has a mean average of 1.08. The value of 1.08 is closest to the 1-gradient—

meaning 0-30 minutes a day spent watching influencers on Instagram. The amount of 

influencers followed on Instagram has a mean average of 1.88. The value 1.88 is closest to 

the 2-gradient—meaning 3-6 influencers were followed on Instagram by the sample survey. 

(See Appendix 2 – Survey, Appendix 3 – Tables; Table Appendix 22-25).   

The last question in the survey asks participants if they want to elaborate on their 

perception of traditional advertisements being different from sponsored content from 

influencers on social media. (See Appendix 2 – Survey).  

 

One comment found that traditional advertisement is more genuine and considers 

sponsored content marketing as a more deviant form of advertisement: 

 

“I find that traditional advertisement is a more genuine way to inform people about 

your product, as it a clearer way to advertise it. Sponsored content marketed through an 

Influencer leads me to assume that the he/she is not acting for his/hers audience 

interest. Feels more like I'm being lied to.” –Male, 23, Sweden 

(See appendix 4 – Survey Comments). 

 

 Another comment highlights the experience of traditional advertisement being 

different from a sponsored content post uploaded by an influencer. She expresses how 

traditional advertisement is targeted at a larger audience, while sponsored content by 

influencers are targeted at people with specific interest that are shared with an influencer: 

 

“When Influencers advertise a product you do not necessarily experience it in a similar 

way as a traditional commercial. You select the 'influencers' you want to follow for a 

particular reason, therefore it is more likely that these 'influencers' will advertise 

products that you might like. Hence, you are more inclined to buy these products that 

are "targeted" at your interests compared to traditional advertisements that are 

"targeted" at a universal public.” -Female, 23, The Netherlands 

(See appendix 4 – Survey Comments). 
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 Another respondent discusses how he perceives influencers as role models, arguing 

that the more a person looks up to their influencer, the more they will like the uploaded 

content: 

 

“If the readers look up to the uploader of the sponsored content the chance is bigger 

that the readers absorb the information better since it is of higher probability that they 

want to be like the uploader therefore they will like what is uploaded. (Works well 

when the poster and the content fits like a hand in the glove).” –Male, 29, Sweden 

(See appendix 4 – Survey Comments). 

 

 Additional comments describe how an advertiser is biased, and an influencer shares 

experiences in return for compensation. However, the influencers whom are paid are 

supposed to declare that the post is a sponsorship: 

 

“Sponsored content is what the company pays to advertise, resulting in a biased form of 

advertising. An influencer is one who become familiar with different products and 

promotes it because they personally enjoyed it or are paid to do it. Those who are paid 

are usually shared as an ad, so the influencer would add "#ad" to their posts.” –Female, 

21, USA 

(See appendix 4 – Survey Comments). 
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5. Discussion 

Khang et al., (2012) believe that the modern media landscape has created so-called 

‘prosumer’ and ‘produsers’ audiences, where give and take communication has transferred 

power from institutions and organisations to the people. This contributes to a democratisation 

of the internet and increases the demands of organisations, as they start to rely on individuals 

that share their values and desires in relevant online communities (Mangold, Faulds, 2009). 

Following the results from the survey, it can be concluded that people can- and do determine 

how much they are subject to promotional messages from organisations, whether it is 

traditional advertisements or sponsored content from influencers (See Appendix, 3 Table 

Appendices). The amount of time spent on social media, the use of AdBlocker, and 

investment in content on social media all affect how much individuals expose themselves to 

marketing. However, sponsored content by influencers contains messages conveyed through 

eWoM which can easily avoid the AdBlockers radar. On top of that, eWoM can substitute 

face-to-face interaction because of the unlimited character of online messages, which are 

unrestricted by time and space (Uzunog ̆lu, Kip, 2014). 

Presumably, the reason organisations have recognised the advantages and 

effectiveness of using influencers for their marketing purposes is because it enables them to 

establish and deepen relations with their customers and social media users (Pang et al., 2016; 

Carr, Hayes, 2014; Roelens, et al., 2016; Matveeva, Yevseitseva, 2016; Keller, Fay, 2016; 

Veirman et al., 2017). Conclusively, it is pivotal for organisations to understand whom 

they’re trying to engage. The survey results, for example, revealed a difference in what men 

and women mostly perceive as influencers: Men strongly acknowledge Athletes whereas 

women strongly acknowledge Blogger/Vlogger/Instagrammers (see Table 1). For PR 

practitioners and marketers, this result indicates that it is important to consider if the message 

is meant for the right target group.  

More importantly, the results indicated that the respondents found the term influencer 

fitting for all five suggested categories, with a lower regard for the category Politician. 

Practitioners need to consider that other public figures in general are being thought of as 

influencers by the public. Therefore, to be successful in their communicative processes, PR 

practitioners should concentrate their efforts on scrutinizing and carefully selecting an 

influencer that fits their brand. As voiced by respondents, influencers tend to build a follower 

base that shares similar interests. This, in turn, attracts organisations who want to start a 

partnership with an influencer that has a follower base that is appealing to the organisation. 
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Interestingly, the results indicated that participants slightly prefer the experience of 

sponsored content from an influencer over traditional advertisement. However, traditional 

advertisement compelled the participants to purchase a product to a higher degree than that of 

sponsored content. Taking into account respondents’ comments, this might be due to the 

perception that sponsored content from influencers is biased as they get a compensation for 

recommending a certain product. Accordingly, a few participants express that influencer 

marketing is a stealthier manner of promoting a product compared to traditional 

advertisement. Consequently, the results suggest that for a particular product promotion, 

traditional advertisement could be seen as a more effective tool. However, influencer 

marketing can contribute to build strong brand relationships as it is seen more enjoyable than 

traditional advertisement. Haywood’s (1989) understanding of the WoM model as a multi-

step flow explains how influencers use their eWoM as personal recommendations in an 

online network. The function of an influencer resembles that of a revered friend in a social 

group who offer personal and friendly advice. This type of advice can influence someone’s 

perception of a brand. The form of advice that influencers give can make advertising 

incredibly efficient. An opportunity that recently has been used on an exceptional scale by 

advertisers, marketers and PR practitioners to reach their target groups (Veirman et al., 2017). 

In this sense, much like Keller and Fay (2016) imply, influencers function as a catalyst that 

spikes the interest for a product or improves brand recognition.  

 One respondent expressed that she felt that sponsored content was biased to promote a 

product rather than give personal advice on it. Essentially, the degree of credibility of an 

influencer is what leads to an influencer being an effective asset for an organisation, if they 

commence a partnership. According to Carr and Hayse, the higher the credibility of an 

influencer, the better relationship they will have with their followers. In addition, it is 

incredibly important for an influencer that they disclose partnership, thus keeping their 

credibility adequate (2014). By being credible an influencer can use eWoM powerfully to be 

persuasive in advertising, marketing, and PR (Carr, Hayse, 2014). As Veirman et al. argue, 

the more amiable and credible an influencer is, the greater the result of their message (2017). 

However, it is questionable if an influencer is still deemed credible if they simultaneously 

appear in an organisation’s traditional campaign.  
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6. Conclusion 

In today’s society, the flow and speed of conveying information is seamlessly 

effortless. A few taps on a smartphone and anyone can transmit their messages through the 

internet. Influencers can be seen as current day opinion leaders, if they have a large follower 

base. Much like Katz and Lazarsfeld presented in their two-step model, an influencer and 

opinion leader alike are given power by the people who voluntarily permit themselves to be 

persuaded by the messages they communicate to them. Continuously, influencers serve as a 

key node in an online network, similar to how an opinion leader can be thought of as a group 

member with a vital role (1955).  The bigger the network, the more impact you can have.  

Today’s social media platforms are not short of changing organisations and how they 

communicate with their audiences, whether it is done with the help of influencers or not. This 

paper aimed to investigate how the public defines an influencer, in comparison to the existing 

literature in the academic field. The results of this paper have shown that, unlike previous 

research, the public has a broader perception of what an influencer is. Therefore, 

organisations who only consider bloggers, vloggers, and instagrammer as part of their 

influencer marketing are thinking somewhat narrow. By enhancing their perspective towards 

the phenomenon of influencers, organisations can pursue partnerships with several types of 

public figures for their audience. Nevertheless, organisations expecting influencers to 

contribute to the success of their brand need to be careful in their selection process. Whether 

it would be an athlete, celebrity, entrepreneur, or politician—organisations need to be taking 

into account the wider variety of categories to select from. It is crucial to find the right fit for 

the organisation. Moreover, it is important to find someone with a broadly established online 

network that can generate a substantial reach for the message that an organisation wants to 

convey. 

Previous research has focused a great deal on the style of the message (eWoM) and its 

effectiveness on consumers. It has also taken interest in credibility as an aspect of influence, 

the two-step flow of information and how these relate to organisations. The use of influencers 

has also been accredited as a venture that can yield extremely high rewards in comparison to 

traditional advertisement. This has led to an increase in the use of influencer marketing. 

However, the person outside of the organisation must be relevant to them for their message to 

carry weight. Following the study results, participants indicated that they slightly prefer the 

experience from sponsored content by influencers over the experience of traditional 

advertising. In contrast, participants are more inclined to buy a product that is advertised 



 

 27 

traditionally in comparison to sponsored content. Although both sponsored content from 

influencers and the traditional advertisement were both seen as barely moderate in affecting a 

purchase, thus traditional advertisement can be considered a more compulsive tool. 

The results suggest that everything needs to be put into context. PR practitioners need 

to find the right method for their marketing goals. They need to explicitly consider who they 

want to reach, what they want to say, how their message should be formulated, and in what 

way their message should be conveyed. Understanding how people perceive influencers is 

helpful for practitioners in their use of influencers marketing. But more importantly, the 

results indicate that there is a discrepancy between how current literature perceives the 

phenomenon of influencers in comparison the the study sample. This is ultimately serving as 

an indicator that there is a need for further research of influencers in PR, communication, and 

marketing to understand the phenomenon. The opinions from the study sample creates a 

better notion of what influencers are, what they do, what they could be used for, and for 

whom. Since the internet has enabled a ‘prosumer’ and ‘produser’ culture, all content from 

individuals have the capacity to cause a chain reaction and cause a ‘viral’ effect from online 

messages (Khang et al., 2012). What this bears for PR practitioners and marketers is that in 

order to have a successful campaign, is not so much just the effect of getting a ‘reach’ that is 

important for the company. PR practitioners and Marketers are currently facing a climate of 

scrutiny that didn’t exist before the internet. Brand relationships can be built or broken 

through eWoM in a matter of a split second and discussions online are what contributes to 

these effects. Therefore, as marketers and PR practitioners produce sponsored content and 

advertisement, their need to produce consistent brand values might be more important than 

the placement of a product itself. An inconsistency in brand value can cause a lack of 

credibility for the organisation which is often hurtful to the company’s image, growth and 

place of equilibrium in the system. In this case, organisations rely on influencers as part of 

their marketing and that they are conducting ethical, business-minded, and utilitarian 

capacities (Grunig, 1992). That is why influencers can serve as online mediators for 

organisations to communicate with audiences—thus creating a middle ground between them.  
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7. Further Research 

Further research should be targeted at doing research with a larger study sample, to 

examine how the public defines influencers on a larger scale. Moreover, more research is 

necessary in this area in order to determine how the categorisation of influencers can be used 

in practice by organisations, and can be developed into new methods for PR, marketing, and 

communication. Regarding age, future studies on selective age groups can focus more on 

how they define influencers in a different way. The five categories put forward in this study 

can also be divided into more categories i.e. as the term celebrity can be subcategorised itself 

into musicians, actors etc. however, this might require a large study sample. Future research 

can also address issues such as the effectiveness of credibility. Credibility has been mostly 

measured as a tool for establishing respectable communication from influencers to their 

audiences (Carr, Hayse, 2014). This paper focused on how the survey sample defines social 

media influencers, but it could have investigated further the perception of the messages, 

emphasizing WoM and eWoM. Also, doing more research on how the different categories 

attract diverse audiences and in this way further build the knowledge on influencer 

marketing. 
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Appendix 

Appendix 1 – Message on YouTube videos 

The message on the videos were stated as such:  

“Hey you all! I am currently doing a project on Influencers (people like Jon Olsson ;) ), 

please check out my survey that only takes 5 minutes and help me out with my school, Ciao! 

https://goo.gl/forms/2dESgqUfXN4o5Pqt2” 
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Appendix 2 - Survey 

 



 

 34 

 



 

 35 

 



 

 36 

 



 

 37 

 



 

 38 

 

  



 

 39 

Appendix 3 - Tables 

 

Mean Average Categories 

Sex Blogger/Vlogger/Instagrammer Celebrity Athlete Politician Entrepreneur 

Male (N 

= 68) 

Mean 5.13 5.25 5.54 4.68 5.50 

Std. 

Deviation 
1.999 1.980 1.791 1.872 1.491 

Female 

(N = 86) 

Mean 5.42 5.27 4.88 4.70 4.97 

Std. 

Deviation 
1.662 1.560 1.711 1.860 1.597 

Total (N 

= 154) 

Mean 5.29 5.26 5.18 4.69 5.20 

Std. 

Deviation 
1.818 1.752 1.772 1.860 1.569 

Table Appendix 1. 

 

Frequency Social Media 
 

Facebook Instagram YouTube Twitter 

Mean .96 .91 .55 .45 

N 154 154 154 154 

Std. Deviation .194 .288 .499 .500 

Table Appendix 2. 

 

Adblocker Frequency 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Yes 81 52.6 52.6 52.6 

No 73 47.4 47.4 100.0 

Total 154 100.0 100.0  

Table Appendix 3. 

 

Mean Avg Categories 

 
Blogger/Vlogge

r/Instagrammer Celebrity Athlete Politician Entrepreneur 

Mean 5.29 5.26 5.18 4.69 5.20 

N 154 154 154 154 154 

Std. Deviation 1.818 1.752 1.772 1.860 1.569 

Table Appendix 4. 
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Frequency Blogger/Vlogger/Instagrammer 
Count   

 
Sex 

Total Male Female 

Blogger/ 

Vlogger/ 

Instagrammer 

1 5 3 8 

2 5 3 8 

3 5 5 10 

4 8 13 21 

5 10 13 23 

6 8 18 26 

7 27 31 58 

Total 68 86 154 

Table Appendix 5. 

 

Frequency Celebrity 
Count   

 
Sex 

Total Male Female 

Celebrity 1 5 3 8 

2 4 1 5 

3 5 9 14 

4 8 10 18 

5 7 19 26 

6 11 22 33 

7 28 22 50 

Total 68 86 154 

Table Appendix 6. 

 

Frequency Athlete 
Count   

 
Sex 

Total Male Female 

Athlete 1 4 4 8 

2 1 6 7 

3 6 9 15 

4 5 10 15 

5 9 22 31 

6 13 18 31 

7 30 17 47 
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Total 68 86 154 

Table Appendix 7. 

 

Frequency Politician 
Count   

 
Sex 

Total Male Female 

Politician 1 4 7 11 

2 6 6 12 

3 10 10 20 

4 10 11 21 

5 12 18 30 

6 10 17 27 

7 16 17 33 

Total 68 86 154 

Table Appendix 8. 

 

Frequency Entrepreneur 
Count   

 
Sex 

Total Male Female 

Entrepreneur 1 1 4 5 

2 1 2 3 

3 5 9 14 

4 11 14 25 

5 12 23 35 

6 14 17 31 

7 24 17 41 

Total 68 86 154 

Table Appendix 9. 

 

Experience of Traditional Advertisement 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

 1 36 23.4 23.4 23.4 

2 29 18.8 18.8 42.2 

3 37 24.0 24.0 66.2 

4 36 23.4 23.4 89.6 

5 9 5.8 5.8 95.5 



 

 42 

6 1 .6 .6 96.1 

7 6 3.9 3.9 100.0 

Total 154 100.0 100.0  

Table Appendix 10. 

 

Online advertisement affecting a purchase 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 20 13.0 13.0 13.0 

2 31 20.1 20.1 33.1 

3 29 18.8 18.8 51.9 

4 24 15.6 15.6 67.5 

5 32 20.8 20.8 88.3 

6 11 7.1 7.1 95.5 

7 7 4.5 4.5 100.0 

Total 154 100.0 100.0  

Table Appendix 11. 

 

Experience of sponsored content by Influencers 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 32 20.8 20.8 20.8 

2 33 21.4 21.4 42.2 

3 29 18.8 18.8 61.0 

4 32 20.8 20.8 81.8 

5 21 13.6 13.6 95.5 

6 2 1.3 1.3 96.8 

7 5 3.2 3.2 100.0 

Total 154 100.0 100.0  

Table Appendix 12. 

 

Sponsored content affecting a purchase? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 33 21.4 21.4 21.4 

2 28 18.2 18.2 39.6 

3 30 19.5 19.5 59.1 

4 23 14.9 14.9 74.0 
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5 24 15.6 15.6 89.6 

6 8 5.2 5.2 94.8 

7 8 5.2 5.2 100.0 

Total 154 100.0 100.0  

Table Appendix 13. 

 

Experience in Traditional Advertisements vs. Sponsored 
Content 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 22 14.3 14.3 14.3 

2 13 8.4 8.4 22.7 

3 16 10.4 10.4 33.1 

4 30 19.5 19.5 52.6 

5 35 22.7 22.7 75.3 

6 24 15.6 15.6 90.9 

7 14 9.1 9.1 100.0 

Total 154 100.0 100.0  

Table Appendix 14. 

 

Experience, Affecting a Purchase and Difference between Ad and 
Sponsored Content 

 

Experience of 

traditional 

advertisement 

on social media 

Online 

Advertisement

, affecting a 

purchase 

Experience 

sponsored 

content 

Influencers 

Sponsored 

Content 

affecting a 

purchase 

Experience 

Traditional 

Advertisements 

vs Sponsored 

Content 

Mean 2.87 3.51 3.02 3.21 4.11 

N 154 154 154 154 154 

Std. 

Deviation 

1.507 1.685 1.565 1.756 1.846 

Table Appendix 15. 

 

Country Frequency 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Sweden 119 77.3 77.3 77.3 

The Netherlands 18 11.7 11.7 89.0 

USA 12 7.8 7.8 96.8 
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UK 1 .6 .6 97.4 

Norway 1 .6 .6 98.1 

France 1 .6 .6 98.7 

Switzerland 1 .6 .6 99.4 

Lithuania 1 .6 .6 100.0 

Total 154 100.0 100.0  

Table Appendix 16. 

 

Age Categories Frequency 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 16-20 16 10.4 10.4 10.4 

21-25 73 47.4 47.4 57.8 

26-30 20 13.0 13.0 70.8 

31-40 11 7.1 7.1 77.9 

41-65 34 22.1 22.1 100.0 

Total 154 100.0 100.0  

Table Appendix 17. 

 

Investment in content on social media 

 

How invested 

are you in 

reading blogs? 

How invested 

are you in 

watching 

vlogs? 

How interested 

are you in 

following 

famous 

instagrammers

? 

N Valid 154 154 154 

Missing 0 0 0 

Mean 2.55 2.67 3.10 

Std. Deviation 1.543 1.804 1.776 

Table Appendix 18. 

 

Investment in reading blogs 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 49 31.8 31.8 31.8 

2 44 28.6 28.6 60.4 

3 21 13.6 13.6 74.0 

4 17 11.0 11.0 85.1 
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5 15 9.7 9.7 94.8 

6 7 4.5 4.5 99.4 

7 1 .6 .6 100.0 

Total 154 100.0 100.0  

Table Appendix 19. 

 

Investment in watching vlogs 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 57 37.0 37.0 37.0 

2 33 21.4 21.4 58.4 

3 19 12.3 12.3 70.8 

4 16 10.4 10.4 81.2 

5 13 8.4 8.4 89.6 

6 10 6.5 6.5 96.1 

7 6 3.9 3.9 100.0 

Total 154 100.0 100.0  

Table Appendix 20. 

 

Interest in following famous instagrammers 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 33 21.4 21.4 21.4 

2 38 24.7 24.7 46.1 

3 26 16.9 16.9 63.0 

4 21 13.6 13.6 76.6 

5 16 10.4 10.4 87.0 

6 13 8.4 8.4 95.5 

7 7 4.5 4.5 100.0 

Total 154 100.0 100.0  

Table Appendix 21. 

 

Time spent following social media Influencers 

 

Hours a week 

do spent 

watching 

'Influencers' on 

YouTube 

Minutes a day 

do spent 

watching 

'Influencers' on 

Instagram 

Amount of 

'Influencers' 

followed on 

Instagram 

N Valid 154 154 154 
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Missing 0 0 0 

Mean .97 1.08 1.88 

Std. Deviation 1.204 .870 1.765 

Table Appendix 22. 

 

Hours a week spent watching 'Influencers' on YouTube 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No time at all 63 40.9 40.9 40.9 

0-3 62 40.3 40.3 81.2 

3-6 14 9.1 9.1 90.3 

6-9 5 3.2 3.2 93.5 

9-12 5 3.2 3.2 96.8 

12+ 5 3.2 3.2 100.0 

Total 154 100.0 100.0  

Table Appendix 23. 

 

Minutes a day spent watching 'Influencers' on Instagram 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No time at all 37 24.0 24.0 24.0 

0-30 77 50.0 50.0 74.0 

31-60 34 22.1 22.1 96.1 

61-90 3 1.9 1.9 98.1 

91-120 2 1.3 1.3 99.4 

120+ 1 .6 .6 100.0 

Total 154 100.0 100.0  

Table appendix 24. 

 

Amount of 'Influencers' actively followed on Instagram? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid None at all 42 27.3 27.3 27.3 

0-3 41 26.6 26.6 53.9 

3-6 24 15.6 15.6 69.5 

6-9 11 7.1 7.1 76.6 

9-12 13 8.4 8.4 85.1 

12+ 23 14.9 14.9 100.0 
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Total 154 100.0 100.0  

Table Appendix 25. 
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Appendix 4 Survey Comments 

 

“When Influencers advertise a product you do not necessarily experience it in a similar way 

as a traditional commercial. You select the 'Influencers' you want to follow for a particular 

reason, therefore it is more likely that these 'Influencers' will advertise products that you 

might like. Hence, you are more inclined to buy these products that are "targeted" at your 

interests compared to traditional advertisements that are "targeted" at a universal public.” -

Female, 23, The Netherlands 

Appendix Comment 1. 

 

“I Believe that traditional advertisement is more likely to be true. Because sponsored they get 

paid to say it’s a good product” –Male, 17, Sweden 

Appendix Comment 2. 

 

“If the readers look up to the uploader of the sponsored content the chance is bigger that the 

readers absorb the information better since it is of higher probability that they want to be like 

the uploader therefore they will like what is uploaded. (Works well when the poster and the 

content fits like a hand in the glove).” –Male, 29, Sweden 

Appendix Comment 3. 

 

“Influencers are paid to promote a product; I believe that they won’t say anything negative 

about such a product” –Female, 24, The Netherlands 

Appendix Comment 4. 

 

“Traditional is more established and doesn't feel as forced. Since I'm used to traditional 

advertisement I'm more acceptable to that.” –Male, 22, Sweden 

Appendix Comment 5. 

 

“I prefer to get my own opinion before someone trying to use his/her fame to sell things or 

ideas” –Male, 52, Sweden 

Appendix Comment 6. 
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“If you develop a connection to an Influencer you might take their advice in buying a product 

they advertise rather than just watching regular ads.” –Male, 23, Sweden 

Appendix Comment 7. 

 

“A person/Influencers thoughts about the product is not bought.” –Female, 28, Sweden 

Appendix Comment 8. 

 

“Traditional ads (often) show specs” –Male, 23, Sweden 

Appendix Comment 9. 

 

“One is more people specific than the other. Example: An Instagram model is usually 

followed by wannabe’s so they will likely follow things he/she promotes in order to appear 

like that person. It’s a way more personalized form of advertising.” –Male, 24, USA 

Appendix Comment 10. 

 

“Sponsored content seems to be more "hands down" than traditional advertisement, since the 

Influencer can show the sponsored product in a more common, regular, day-to-day way. It 

gives a somewhat more authentic feel than you get from advertisement actors on TV or big 

posters.” –Male, 25, Sweden 

Appendix Comment 11. 

 

“It feels more honest and transparent in a way. Like ‘this is their work, they have to do it’” –

Male, 23, Sweden 

Appendix Comment 12. 

 

“Yes, the sponsored content is targeted at you personally advertising only what you would 

most likely buy based on your social media preferences.” –Male, 25, Sweden 

Appendix Comment 13. 

 

“Traditional advertisements are more honest in their intention.” –Male, 47, Sweden 

Appendix Comment 14. 

 

“Different in the form of how it was designed, it is not always clear that is is commercials in 

social media, however it has been getting clearer as of late. More personal on social media 
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but don’t consider that it is more credible than traditional advertisement.” –Female, 23, 

Sweden 

Appendix Comment 15. 

 

“The sponsored content usually includes a person you look up to or feel some kind of 

connection with which means it will probably affect me more.” –Male, 24, Sweden 

Appendix Comment 16. 

 

“Sponsored content feels more personal than traditional advertisements” –Female, 23, 

Sweden 

Appendix Comment 17. 

 

“Depends on how the Influencer presents the product/service, but the big difference that I 

experience is when the information comes from the Influencer feels more like a 

recommendation and less like a sales pitch. If you’ve followed the Influencer long it can 

almost feel like you’re being recommended by a friend. If the information comes directly 

from the company if feels more like a sales pitch and not as genuine. Although I can 

sometimes feel like Influencers don’t even care / like the product they’re marketing and then 

it becomes really bad.” –Male, 23, Sweden 

Appendix Comment 18. 

 

“The traditional advertisement seem more like a sell out” –Male, 23, Sweden 

Appendix Comment 19. 

 

“Sponsored content posts from an Influencers are more beneficial because they focus on a 

specific group of people while traditional advertisement is more broad and focus on reaching 

out to as many people as possible.” –Male, 20, Sweden 

Appendix Comment 20. 

 

“Sponsored content, even though I use it from time to time, comes across as a greedy way of 

advertisement. I’d rather see a billboard of something cause it apprehends as more authentic.” 

–Male, 23, Sweden 

Appendix Comment 21. 
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“You get a face behind, someone that you “know”, and trust this person’s judgement if it is a 

good product.” –Female, 24, Sweden 

Appendix Comment 22. 

 

“Sponsored posts are often more relevant for me than normal, random advertisements.” –

Male, 23, Sweden 

Appendix Comment 23. 

 

“You want to be like someone, or highly respect their opinion, so you are more likely to give 

the product a shot.” –Female, 21, USA 

Appendix Comment 24. 

 

“Yes, because it's different if you work at the company as an advertiser and are driven for 

your company than just want to get free stuff from it.” –Male, 17, Sweden 

Appendix Comment 25. 

 

“The sponsored content is connected with the Influencer and will give you the feeling making 

the Influencer rich. A traditional advertisement is for me more neutral, you take a decision by 

your own without the influence from the Influencer.” –Female, 24, The Netherlands 

Appendix Comment 26. 

 

“You don’t always know that the ads by Influencers is an ad whereas regular ads you know 

directly.” –Female, 25, Sweden 

Appendix Comment 27. 

 

“Ads are straight from the source. Sponsored content is paid for, but there is still that third-

party credibility stemming from someone you admire and trust to a certain degree i.e. the 

Influencer. Sponsored posts feel more like a recommendation from a friend as opposed to hit 

or miss traditional ads.” –Male, 25, USA 

Appendix Comment 28. 

 

“It is a comparison of apples and apples I think....” –Female, 42, Sweden 

Appendix Comment 29. 
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“Sponsored content is what the company pays to advertise, resulting in a biased form of 

advertising. An Influencer is one who become familiar with different products and promotes 

it because they personally enjoyed it or are paid to do it. Those who are paid are usually 

shared as an ad, so the Influencer would add "#ad" to their posts.” –Female, 21, USA 

Appendix Comment 30. 

 

“The difference is that the advertising component is generally more difficult to direct in a 

‘sponsored content’ post. The vast majority of people believe that the products the 

Influencers promote are for selfless reasons and thus will not take the advertising component 

into account when considering the product/service.” –Female, 24, USA 

Appendix Comment 31. 

 

“I feel like traditionalist advertisement is more honest in that it tried to sell the 

product/service while Influencers sponsored content seems less trustworthy.” –Male, 23, 

Sweden 

Appendix Comment 32. 

 

“Influencers put their own personality and stamp on an advertisement. That doesn't take place 

through traditional adverts in the same way. If I trust an Influencer's opinion because I have 

been following them for a while, I am more likely to purchase a product they are advertising 

because I have a relationship with them.” –Female, 22, Switzerland 

Appendix Comment 33. 

 

“Sponsored content is what the company pays to advertise, resulting in a biased form of 

advertising. An Influencer is one who become familiar with different products and promotes 

it because they personally enjoyed it or are paid to do it. Those who are paid are usually 

shared as an ad, so the Influencer would add "#ad" to their posts.” –Female, 21, USA 

Appendix Comment 34. 

 

“Sponsored content sometimes seem that it is a ‘cheaper’ way to reach an audience and 

majority of the time there are no or very little strategy involved in reaching the exact market 

which usually can be done better through traditional advertisement. Also I do not personally 

like the idea that sponsoree is usually given with the description of what they have to post 

under the picture. If the sponsoree advertises the product based on his own experience it is 
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different story however majority of time it is already prewritten post which hence personality 

do not have any influence to me whatsoever.” –Female, 22, UK 

Appendix Comment 35. 

 

“Content which is sponsored is more reliable than traditional advertising if the Influencer is 

someone I trust or like. It's a small path though since if I don't like the Influencer that much I 

won't go for the product which I might have done with traditional advertising.  

 Conclusion would be that it's even more important to know that the Influencer is the right 

person for the brand and the targeted group.” –Female, 44, Sweden 

Appendix Comment 36. 

 

“I think it will be a difference for the people who watch Influencers, but I don't really pay 

attention to vloggers or Instagram” –Female, 26, The Netherlands 

Appendix Comment 37. 

 

“Computers keep record of your search terms on google. If I for example want to buy a 

Macbook Air and I log in on Facebook afterwards, Facebook will show me advertisements of 

Macbook Air's best offers. This could be helpful as I am already interested in this product via 

searching on google. However, this could be annoying as well in case I already bought that 

laptop through another website.” –Female, 25, The Netherlands 

Appendix Comment 38. 

 

“Other Advertisement is more clear as being a commercial, and does not equal the boundary 

between fake marketing and not.” –Female, 24, Sweden 

Appendix Comment 39. 

 

“Traditional ads are more generic” –Male, 40, Sweden 

Appendix Comment 40. 

 

“Might be if I truly respect the person” –Female, 41, Sweden 

Appendix Comment 41. 

 

“It becomes interesting since I have actively chosen to follow and Influencer / an account that 

I’m inspired by. I have asked to become inspired and receive this.” –Female, 35, Sweden 
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Appendix Comment 42. 

 

“It's often fake which breaks the whole point of a sponsored ad.” –Male, 30, Sweden 

Appendix Comment 43. 

 

“I don’t trust and “Influencer” they are not more credible than an actor/actress” –Female, 29, 

Sweden 

Appendix Comment 44. 

 

“More personal when showed by an Influencer” –Female, 49, Sweden 

Appendix Comment 45. 

 

“It feels a bit more "dirty" with sponsored content and more manipulative” –Male, 30, 

Sweden 

Appendix Comment 46. 

 

“It sometimes feels fake when it's sponsored but many BIG Influencers say no when they're 

offered money for products that they don't support, cause they don't wanna destroy their 

"brand" and support products they don't like, just bc of the money” –Female, 23, Sweden 

Appendix Comment 47. 

 

“you trust an Influencer more, it kind of feels like it's your friend. I trust my friends’ opinions 

more than a company’s.” –Female, 27, Sweden 

Appendix Comment 48. 

 

“To see a product being used in real life instead of edited and cut commercials are more 

inspiring and feels more credible. You get a more genuine image of the product.” –Female, 

28, Sweden 

Appendix Comment 49. 

 

“Influencer encouraging you to buy something can often feel fake since you can't tell if they 

actually like the product or only did it for money / sponsors.” –Female, 26, Sweden 

Appendix Comment 50. 
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“Traditional advertisement is usually a bit annoying and often based on stereotypes which a 

lot of people can't relate to. Influencers are themselves, (they seem to be genuine...) - Which 

is very influential.” –Female, 27, Sweden 

Appendix Comment 51. 

 

“It's much harder for the consumer to know what is advertisement and what is the Influencers 

own opinion among other things.” –Female, 27, Sweden 

Appendix Comment 52. 

 

“I find that traditional advertisement is a more genuine way to inform people about your 

product, as it a clearer way to advertise it. Sponsored content marketed through an Influencer 

leads me to assume that the he/she is not acting for his/hers audience interest. Feels more like 

I'm being lied to.” –Male, 23, Sweden 

Appendix Comment 53. 

 

“Not really” –Male, 17, Sweden 

Appendix Comment 54. 
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