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Abstract  
This mixed method study set out to investigate how businesses in the fashion and apparel industry 
can optimize working with two types of influencers; micro-celebrities who rely on their personality 
to influence, and opinion leaders who rely on their expertise to influence. This was explored 
through three different research questions. The first research question was a quantitative look at 
influencers on Instagram, to see if there were any difference in effectiveness and spread between 
opinion leaders and micro-celebrities. The second and third research questions were a qualitative 
look through the eyes of influencer marketing experts with the goal of finding out how to maximize 
the effectiveness and spread of opinion leaders and micro-celebrities on Instagram. The 
quantitative results found no difference in effectiveness and spread between opinion leaders and 
micro-celebrities on Instagram. The qualitative results further found that industry experts do not 
make a distinction between influencers in the way proposed by the study. Instead they viewed each 
influencer as a unique personality, where the fit between influencer and brand as well as long-term 
relationships were key factors for success. Suggesting that the expert/personality dichotomy is 
secondary to well-established brand fit. Because of this, the research questions and purpose were 
revised to better match the results. The theoretical and practical application of this study is that a 
larger focus on building long-term relationships to create a win-win relationship for both influencer 
and brand is a requirement for success. This also requires a well-considered fit in a campaign 
involving an influencer, as it is important the image of the influencer matches the image of the 
brand. However, more research is needed to investigate the intricacies of working with 
relationship-building and fitting influencers to a brand. 
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Sammanfattning 
Denna studie syftar till att undersöka hur företag i mode- och klädindustrin kan optimera arbetet 
med två typer av influencers; mikrokändisar som förlitar sig på sin personlighet för att influera, 
och opinionsledare som är beroende av sin kompetens för att influera. Detta undersöktes genom 
tre olika forskningsfrågor. Den första forskningsfrågan var en kvantitativ undersökning om 
inflytande på Instagram för att se om det fanns någon skillnad i effektivitet och spridning mellan 
opinionsledare och mikrokändisar. Den andra och tredje forskningsfrågan var en kvalitativ blick 
utifrån influencer-marknadsföringsexperter med målet att ta reda på hur man kan maximera 
effektiviteten och spridningen av opinionsledare och mikrokändisar på Instagram. De kvantitativa 
resultaten fann ingen skillnad i varken effektivitet eller spridning mellan opinionsledare och 
mikrokändisar på Instagram. De kvalitativa resultaten visade att branschexperter inte skiljde 
mellan influencers på det sätt som studien föreslog. Istället betraktade de varje influencer som en 
unik personlighet, där matchningen mellan influencer och varumärke samt långsiktiga relationer 
var viktiga faktorer för framgång. Vilket tyder på att frågan om expertis eller personlighet är 
sekundär till en väletablerad matching. Detta stod i stark kontrast till tidigare forskning. På grund 
av detta har forskningsfrågorna och syftet reviderats för att bättre matcha resultaten. Framtida 
teoretisk och praktisk tillämpning av denna studie visar att ett större fokus på att bygga långsiktiga 
relationer för att skapa ett vinn-vinn-förhållande för både influencer och varumärke är ett krav för 
framgång. Detta kräver också en genomtänkt matchning eftersom när en influencer används för en 
kampanj är det viktigt att influencerns image matchar varumärkets image. Mer forskning behövs 
dock för att undersöka processen med att bygga relationer och matcha influencers till ett 
varumärke. 
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1. Introduction 
Influencer marketing is a newly developed strategy that has quickly proven itself an effective way 
to market brands. To provide a better understanding on how to use influencer marketing, this 
thesis will consider the concept of influencers and how business can optimize working with an 
influencer based on their personality traits as well as on their expertise and knowledge. 
  
1.1 Background 
With skepticism at an all-time high towards traditional marketing such as TV-commercials and 
newspaper ads and an increasing use of ad blockers, consumers are turning towards their peers and 
the internet for advice, referrals, recommendations, and counsel (O’Reilly, 2017; Udland 2015). 
This has forced marketers to find new ways of spreading awareness and interest in their products 
(De Veirman, Cauberghe, & Hudders, 2017; Weiss, 2014). Influencer marketing is one approach 
marketers are seeking to capitalize on consumers’ reliance on advice from others (Nielsen, 2015). 
Traditionally, this is known as using Word-Of-Mouth (WOM). One of the first definitions of 
WOM came from Katz and Lazarsfeld (1955) who defined it as the act of exchanging marketing 
information among customers. With the rise of the Internet, WOM took on a digital form known 
as electronic Word-Of-Mouth (eWOM) which has been given many definitions over the years 
(King, Racherla, & Bush, 2014). One of the most referenced is “any positive or negative statement 
made by potential, actual, or former customers about a product or company, which is made 
available to a multitude of people and institutions via the Internet” (Hennig-Thurau, Gwinner, 
Walsh, & Gremler, 2004, p. 39). 
  
The rise of eWOM and social media has led to the creation of the term social media influencer (De 
Veirman et al., 2017). Brands have discovered that working with social media influencers and 
influencer marketing can provide benefits such as a far-reaching impact and viral growth potential 
(De Veirman et al., 2017). In addition, influencer marketing can in some ways be considered more 
effective than traditional marketing as it allows companies to focus on specific target markets, 
something which may otherwise be difficult (Weiss, 2014). 
  
Influencer marketing is a relatively new topic of research (De Veirman et al., 2017), at least within 
the specific area of social media influencers. Moreover, researchers have used a range of different 
terms to define influencers on social media highlighting inconsistent research. Influencers (Sudha 
& Sheena, 2017), social media influencers (Kapitan & Silvera, 2016), digital media influencer 
(Kapitan & Silvera, 2016) and micro-influencer (Khamis, Ang, & Welling, 2017), just to name a 
few terms that are seemingly used interchangeably. In this study, the researchers will henceforth 
refer to a social media influencer on any type of social media as an influencer. Influence is said to 
consist of a combination of three personal and social factors: “(1) the personification of certain 
values (or “who one is”), (2) competence (“what one knows”), and (3) strategic social location 
(“who one knows”)” (Weimann, 1991, p. 276). Katz (1957) described the importance of these 
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traits as “It is, however, not enough to be a person whom others want to emulate or to be competent. 
One must also be accessible" (p.74) In other words, an influencer is a person who has established 
a high level of credibility within a field or a popular and easily consumed image of themselves on 
social media and is able to influence, persuade or shape other people’s attitudes through their large 
following (K. Freberg, Graham, McGaughey, & L. Freberg, 2011; Marwick & Boyd, 2011). 
However, even though the term influencer marketing is relatively new, over 75 percent of 
marketers use some sort of it, proving its effectiveness (Augure, 2015). 
  
In 2012, the pharmacy company Duane Reade used influencers and social media marketing to 
boost their Twitter followers and subsequently sales numbers (Kapitan & Silvera, 2016). The 
marketing campaign managed to increase their Twitter followers by 6,700 percent over the span 
of one year (Soat, 2014). Fashion brand Juicy Couture similarly worked together with the model 
and actress Rosie Huntington-Whiteley through Snapchat and netted a 20 percent visitor increase 
to their website from the collaboration (Kapitan & Silvera, 2016). Among the brands using 
influencer marketing, 92 percent found Instagram to be the most important social media network, 
followed by Facebook and personal blogs (Linqia, 2018). Instagram was also considered the top-
performing channel for driving engagement while also seeing the largest increase in positive brand 
sentiment (RhythmOne, 2017). 
  
For businesses, a collaboration with an influencer presents a viable economic option as it generally 
involves lower costs per promotion and a more targeted reach than traditional marketing (Carter, 
2016). Chelsea Naftelberg, an associate director of content at a social media agency, estimated that 
they pay an Instagram influencer roughly $1000 per 100 000 followers (Chen, 2017). In Figure 1 
below, a promotion from the Swedish influencer Bianca Ingrosso on Instagram is illustrated as an 
example. 
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Figure 1: An Instagram Promotion 

Source: Bianca Ingrosso (2018) 
  
In the promotion in Figure 1, Bianca can be seen wearing clothes from the brand NA-KD-fashion. 
From the information provided in the post, one can tell that it is a paid partnership. An upside to 
collaborating with an influencer is that they need to sustain a more real and personal relationship 
with their audience because of their channels of communication, e.g. video, blogs and social media 
sites (Khamis et al., 2017). This presents a great advantage for businesses as that can make 
promotions feel more authentic (Khamis et al., 2017). Further, influencers are particularly effective 
in the fashion industry because of the compatibility between the diffusion rate of fashion trends 
and the fast spreading nature of social media (Wolny & Mueller, 2013). A fashion influencer has 
the potential of rapidly spreading fashion trends throughout its network, stimulating adoption due 
to consumers’ inherent willingness to embrace trends that have been validated by others (Wolny 
& Mueller, 2013). The above examples highlight the effectiveness and growth of influencer 
marketing and its effect on consumers. 
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1.2 Problem Discussion 
It is clear that influencers have a significant impact on consumer opinion and purchasing decision 
(Kiss & Bichler, 2008; Gnambs & Batinic, 2012). Typically, research on influence treats 
influencers as a singular type called opinion leader (Gnambs & Batinic, 2012; Araujo, Neijens, & 
Vliegenthart, 2017; Li, Lai, & Chen, 2011; Corey, 1971; Venkatraman, 1989; De Veirman et al., 
2017; Dubois & Gaffney, 2014). An opinion leader influences through their knowledge and 
expertise (Corey, 1971). When twinning the research on opinion leaders with research on celebrity 
endorsement, it begs the question whether one can influence through something other than 
knowledge. 
 
Key in the process was viewed as social ties or social renown, as demonstrated by Goldenberg, 
Han, Lehmann, and Hong (2009) when they conducted their study of hubs in the adoption process. 
They researched the effect people with a large number of social ties, called hubs, have in the 
adoption process. Van den Bulte and Wuyts (2007, referenced in Goldenberg et al., 2009) 
mentioned that in social network literature, a hub is synonymous with an influential person. 
Continuing, Goldenberg et al. (2009) found that hubs can be divided into two different types: 
innovator and follower hub. Thus, this contradicts other research who treats an influencer as a 
singular type of person and hints that the ability to influence may go beyond other means than 
knowledge and expertise.  
  
The first type of hub Goldenberg et al. (2009) identified was an innovative hub. An innovative hub 
is defined as an influential person which adopts products early relative to people in or close to their 
neighborhood (Goldenberg et al., 2009). This implies that they understand technical details and 
product advantages others do not, which Goldenberg et al. (2009) mean is important for people 
seeking advice. From this, one can assume that an innovative hub is a person with a larger focus 
towards the trait Weimann (1991) refers to as competence (“what one knows”). In addition, Kratzer 
and Lettl (2009) mention a leader who is more innovative, creative, involved and familiar with 
products as well as having more experience and expertise than the average user. They refer to this 
type of leader as an opinion leader and it shares many attributes with what Goldenberg et al. (2009) 
call an innovative hub. Henceforth, this type of influencer will be regarded as an opinion leader. 
Opinion leaders have for a long time been the most common type of influencer, influencing others 
with their judgment and know-how (De Veirman et al., 2017).  
  
The second type of hub Goldenberg et al. (2009) identified was a follower hub. A follower hub is 
an influential person which has a large number of social ties because of their similarities with the 
population in terms of innovativeness and taste (Goldenberg et al., 2009). In addition, Goldenberg 
et al. (2009) mean that it is probable that people place more trust in information from similar peers. 
This makes one assume that they are influencers with a larger focus towards the trait Weimann 
(1991) refers to as the personification of certain values (or “who one is”). This trait is associated 
mainly with personality traits such as popularity or how persuasive a person is (Weimann, 1991). 
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Khamis et al. (2017) and Marwick and Boyd (2011) refer to an influential person called a micro-
celebrity. A micro-celebrity interacts with their audience with the goal of gaining popularity and 
creating an easily consumed image of themselves (Khamis et al., 2017). One can, therefore, 
conclude that a popular influencer is synonymous with a micro-celebrity as that is a person who 
possesses traits that together creates a popular image which others want to emulate. Micro-
celebrities share many attributes with what Goldenberg et al. (2009) call a follower hub.  Thus, 
this type of influencer will from here on out be regarded as a micro-celebrity. 
  
It becomes evident that it exists two types of influencers: opinion leaders and micro-celebrities. A 
micro-celebrity generally has content that is focused on themselves as they rely on their popular 
personality and specific lifestyle to create a following (Khamis et al., 2017). An opinion leader, 
however, shares content that is not focused on themselves but rather on their specific interest and 
within their area of expertise (De Veirman et al., 2017). Their fame then comes as a consequence 
of their work, unlike micro-celebrities who actively seek it out. For businesses, the growing 
number of influencers and the high competitiveness of social network sites provide a challenge for 
identifying effective influencers on social media (Kiss & Bichler, 2008). Finding the right 
influencer is a critical activity if they wish to create further business opportunities while reducing 
costs (Kiss & Bichler, 2008; Liu, Jiang, Lin, Ding, Duan, & Xu, 2015). Given the importance of 
influencer identification and the impact personality and credibility has on consumer behavior 
decisions, it is important that businesses collaborate with the right type of influencer (De Veirman 
et al., 2017). More specifically, it is about finding an influencer that can help the business arrive 
at the desired outcome, i.e. an influencer who can significantly affect the purchasing decisions of 
their follower-basis (Liu et al., 2015). An optimal influencer would be one with a follower-basis 
that has a high-level of trust and which also coincides with the businesses’ target market (Liu et 
al., 2015). This leads to marketing information being propagated faster and recommendations 
having more traction (Liu et al., 2015). 
  
As mentioned earlier, a large majority of previous research equals an influencer with an opinion 
leader (Gnambs & Batinic, 2012; Araujo et al., 2017; Li et al., 2011; Corey, 1971; Venkatraman, 
1989; De Veirman et al., 2017; Dubois & Gaffney, 2014). Further, while some previous research 
hints at the existence of multiple types of influencers (Sudha & Sheena, 2017; Evans, Phua, Lim, 
& Jun 2017; Goldenberg et al., 2009; Weimann, 1991), little to no research has made an attempt 
at significantly distinguishing the different types and their effectiveness. Instead, researchers has 
only mentioned their existence. In this study, the concept of an influencer is viewed as an archetype 
of influence, with opinion leaders and micro-celebrities viewed as inherited and specialized sub-
groups. Thus, opinion leaders and micro-celebrities are two sides of the same coin. For researchers, 
this insight would help explain the impact of influence on consumer behavior and purchasing 
decisions through influential personalities while simultaneously filling a gap in the marketing 
research.  
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As the two types of influencers have their own way of influencing their following, businesses may 
be required to approach influencers with care. By not only being aware of the differences but also 
embracing them, business should be able to maximize the outcome of their influencer marketing. 

1.3 Research Problem and Purpose 
The purpose of this study is, therefore, to find out how businesses in the fashion and apparel 
industry can optimize working with the two types of influencers, micro-celebrities and opinion 
leaders. 
  
1.4 Research Questions 
To help clarify the purpose of the thesis, the research problem and purpose is concise into three 
research questions (RQ’s). Initially, it is important to research the effectiveness of the different 
influencers on Instagram and then research how businesses in the fashion and apparel industry can 
utilize such information to their advantage. 
  
RQ 1: How does the effectiveness and spread of content on Instagram differ between an opinion 
leader influencer and micro-celebrity influencer? 
  
Once the effectiveness and spread of the two types of influencers have been established, it is 
necessary to investigate how working with both types of influencers can be optimized from a 
business perspective. This process includes understanding how businesses work with influencers 
based on their effectiveness given in the previous research question and to which extent that 
understanding needs to be adapted according to the specific and unique characteristics of both 
types of influencers. 
  
RQ 2: How can businesses in the fashion and apparel industry maximize the effectiveness and 
spread of content when working with an opinion leader on Instagram? 
  
RQ 3: How can businesses in the fashion and apparel industry maximize the effectiveness and 
spread of content when working with a micro-celebrity on Instagram? 
  
Now that the research purpose and the research questions have been described, the research 
approach will be outlined in the following section. 
  
1.5 Research Approach 
To help fulfill the objective of the thesis outlined in the section above, three research questions 
have been formulated. The research questions aim to guide the thesis, providing a structure on how 
to answer the research purpose. As it takes both theoretical research and empirical data to answer 
the research questions, they must be dealt with in a certain order. This order is outlined in Figure 
2 below. 
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Figure 2: Research Approach 

 
To answer the first RQ, a content analysis will be used to explore the practical concept of 
influencers based on data scraping on Instagram. In the literature review, a list of characteristics 
and personality traits will be created which can be used to categorize the two types of influencers. 
When scraping the data, it will then be possible to use the list of characteristics to distinguish the 
different influencers. Hence, the conclusions from the content analysis will provide a basis for 
further research, as RQ 2 and 3 rely on the results from RQ 1. 
  
The second and third RQ will require empirical data from organizations working with influencer 
marketing. The data will preferably be collected from experienced marketers which are involved 
in creating relationships with influencers that can be utilized for marketing purposes. The data 
from experts combined with data from RQ 1 would allow for an analysis against the literature 
review which will help form a conclusion on how business within the fashion and apparel industry 
can optimize working with the different types of influencers. To add more context to the process 
of how the thesis is to be conducted, Figure 3 provides a description of how the research purpose 
is going to be fulfilled. 
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Figure 3: Thesis Outline 

 
The thesis outline in Figure 3 highlights the plan of action for this study. It can be considered a 
guideline as to how the research will be conducted and thereby how the research questions and 
purpose will be answered and fulfilled. The outline matches the layout of the study, to make it 
easier to understand and to follow for you, the reader. 
 
 
1.6 Methodology of Literature Review 
Scientific articles have been looked for in the following areas; “Influencer marketing”, “Opinion 
Leader”, “Micro-celebrity”, “Relationships”, “Effectiveness”, “Social Media”, “Online Social 
Network”, “Word-of-Mouth”, “Influencers”, “Influence”, “Personality”, “Expertise”, “Data 
Scraping”, “Centrality”, “Image”. To strengthen the reliability of the study, the Association of 
Business Schools’ Academic Journal Guide 2015 was used to find the journals with the strongest 
range, quality and subject matter. The Academic Journal Guide ranks journals from one to four 
stars (*) according to the above metrics. Four stars (*) represent the journals with the most original 
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and best-executed research, while a one-star represents modest journals, often lacking a citation 
impact factor. Below in Table 1 is the tabulated article-to-journal rating ratio used in this study. 
  
Table 1: Journal Overview 

Journal Rating Number of Articles Ratio 

4* 9 15% 

4 4 6% 

3 22 36% 

2 10 17% 

1 3 5% 

No Rating (N/A) 13 21% 

Total number of Journal 
References 

61  100% 

  
Important to note is that the high number of no rating-journals should not represent a lower 
validity. Instead, lower star journals should be considered within the context of the study. Given 
the recent nature of influencer marketing, it would only make sense it would be a topic generally 
avoided by top journals. Ultimately, the lack of research on influencer marketing has not been a 
hindrance on the study as previous research in other areas are still applicable. 
 
1.7 Delimitations 

Due to the popularity and effectiveness of Instagram as a social media network (Evans et al., 2017), 
this study will focus solely on this platform. Further, the fashion and apparel industry has a large 
presence on Instagram with prominent influential networks, making it suitable to study. This study 
is therefore limited to the fashion and apparel industry and the social media platform Instagram. 
The industry was partly chosen because of the high concentration of influencers active within the 
fashion and apparel which allowed a large sample of influencers to be collected. This means that 
there is an increased chance of gathering an enough data for a meaningful analysis and 
subsequently relevant insight and implications. Further, this study focuses on only one industry 
due to the limited time frame. Even though only one industry is analysed, the goal is for the results 
to ultimately be representative for all the industries using influencer marketing, and for this, the 
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fashion and apparel industry was deemed the most appropriate and effective.  Future research may 
be needed to investigate if this is truly the case. 
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2. Literature Review 
Previous research often equals an opinion leader with an influencer. This thesis will, however, 
treat an opinion leader as a subcategory of the concept of an influencer and propose that it is 
simply one side of the coin with micro-celebrity being the other one. The literature will thus be 
reviewed for characteristics and traits that make it possible to distinguish the two types of 
influencers. In addition, methods of optimizing collaboration with the two will be addressed. 
Figure 4 below provides an overview of how the literature will be approached. 
 

  

 
Figure 4: Literature Review Overview 

 
2.1 Influencer Marketing 
While a relatively new concept, influencer marketing has nevertheless been given several 
definitions in just the last few years. Sigala (2017) defines influencer marketing as “… the practice 
of identifying individuals who have influence over a target audience” (p.94). Sudha and Sheena 
(2017) are more specific and defines influencer marketing as “... a process of identifying and 
activating individuals who have an influence over a specific target audience or medium, in order 
to be part of a brand's campaign towards increased reach, sales, or engagement “(p.16). De 
Veirman et al. (2017) focuses on endorsement and image in their definition “... brands aim to 
stimulate influencers to endorse their products and this way build up their image among 
influencers’ often huge base of followers, a practice that is called influencer marketing.” (p.801) 
The definition by De Veirman et al. (2017) is the definition utilized in this study. 
  
Given the previous definitions, influencer marketing can then be considered to be built on the 
foundation of eWOM (Sudha & Sheena, 2017). Influencer marketing is about how an individual 
can influence other consumers through the diffusion of information, attitudes, and endorsement 
(Sigala, 2017). Further, it is about identifying those individuals with the largest possible influence 
(De Veirman et al., 2017). Finally, it is about how to most effectively utilize the influential 
individuals to endorse a firm’s product or brand (De Veirman et al., 2017; Sudha & Sheena, 2017; 
Sigala, 2017). 
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A majority of the research on influencer marketing is within the context of the internet and social 
networking sites. This may be due to traditional WOM being exogenous (Godes & Mayzlin, 2004). 
WOM is more often than not a result of past behavior, rather than an effect of proactive 
measurements (Godes & Mayzlin, 2004). On a social networking site such as Instagram, marketers 
can work directly with influencers to form a working relationship between the influencer and its 
followers (Sudha & Sheena, 2017; De Veirman et al., 2017). Forming a strong relationship with 
the right influencer is important for two reasons. First, it is important that the influencer and 
subsequently the influencer’s following (“target audience” or the consumer network) fit the brand 
or the company (De Veirman et al., 2017). If the goal is a strong diffusion of influence leading to 
objectively measurable sales, then the communication from the influencer needs to be relevant for 
the audience (De Veirman et al., 2017). Second, influencers reflect the brand based on their own 
inherent characteristics (De Veirman et al., 2017). This is true also when considering the credibility 
of the communicated message, something Erdogan, Baker, and Tagg (2001) discussed in their 
Source Credibility Model. The following part of the literature review will be divided into defining 
the characteristics of an influencer and then how to optimize the collaboration with one. 
 

2.2 Identifying Influencers Based on Their Characteristics 
The following part of the literature review will be devoted towards the two different types of 
influencers. The first one is the opinion leader who relies on their expertise. The second one is the 
micro-celebrity who relies on their personality. Using earlier research such as the source 
credibility model and the big five personality dimensions, a list of characteristics will be 
constructed which can be used to separate the two. 
  
2.2.1 The Source Credibility Model and Opinion Leadership 
In a study by Hovland and Weiss in 1951, it was researched whether the credibility of a source 
could influence the impact of a message (Hovland & Weiss, 1951). The findings concluded that 
the credibility of a source did have an impact on the message, but that impact decreased as time 
passed. Based on research from Hovland and Weiss (1951) as well as from Hovland, Janis, and 
Kelley (1953), the Source Credibility Model was developed (Erdogan et al., 2001). The model 
claim that the quality and credibility of a message depends on the perceived level of expertise and 
trustworthiness of an endorser (Chan & Misra, 1990). This is something that becomes truly 
important for an opinion leader as they the rely on their expertise, innovative spirit, and technical 
know-how (Chan & Misra, 1990). 
  
The trustworthiness depends on the level of honesty, believability, and integrity of the endorser in 
the eyes of the receiver (Erdogan, 1999). Trustworthiness is such an important factor that even 
though an endorser may have other beneficial qualities, consumers see an endorser with lacking 
trustworthiness as a questionable source of information (Erdogan, 1999). To foster trust, it was 
later discovered that likeability was the most important attribute for endorsers to possess (Erdogan, 
1999). While it is important that an endorser is trustworthy, findings from Ohanian (1991, cited in 
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Erdogan 1999) indicated that it does not affect the intention to purchase. What is important with 
the factor expertise, on the other hand, is that it only matters how the endorser is perceived to be a 
valid source of information (Erdogan et al., 2001). Although it is beneficial if he/she possess 
experience, knowledge, and skills, it is only the perceived level of those that matter. If the endorser 
is perceived to be an expert in an area, he/she will be more persuasive and that will, in turn, increase 
consumers’ intention to buy (Erdogan et al., 2001). If an endorser inherits these traits 
(trustworthiness and expertise), they will most likely be a credible source of information (Erdogan 
et al., 2001). This means that they can through the process of internalization influence other’s 
beliefs, attitudes and/or behavior through the spreading of information (Erdogan et al., 2001). With 
the use of the source credibility model, it becomes understandable how the key factors for an 
opinion leader work together to influence others (Erdogan et al., 2001; Chan & Misra, 1990).  
 
The theory of opinion leadership depicts how certain people possess knowledge in a given field or 
for a specific product or service and are through that able to give specific and direct advice and 
directions for the purchase, search and usage of a product (Flynn, Goldsmith, & Eastman, 1996). 
Opinion leadership originated from the two-step flow of communication model by Katz (1957). It 
explained that opinion leaders are people who are more credible than mass media and regular 
advertising due to the personal connection they have with their peers (Katz, 1957). Over the years, 
technological advances have broadened opinion leaders reach, and with it, opportunities have 
come. One benefit is explained by Chan and Mirsa (1990) as “Clearly, inclusion of public 
individuation in identifying opinion leaders holds great potential for advertisers.” (p. 59). This 
proves the advantage of using opinion leaders in marketing strategies as they have the power to 
influence others through their risk awareness and know-how (Chan & Misra, 1990). In addition, 
opinion leaders are described as credible, innovative, creative and more familiar and 
knowledgeable about products than the average user (Kratzer & Lettl, 2009; Katz, 1957).  
  
According to Merton (1968), two types of opinion leaders can be distinguished: monomorphic and 
polymorphic opinion leaders. He defines the two different opinion leaders as: 
  

 “The monomorphic influentials are the 'experts' in a limited field, and their influence 
does not diffuse into other spheres of decision. Others, and this includes a good number 
of the top influentials, are polymorphic, exerting interpersonal influence in a variety of 
(some times seemingly unrelated) spheres”. (p. 468) 
  

In social media, polymorphic opinion leaders are considered the most common one with their 
influence on multiple issues (Turcotte, York, Irving, Scholl, & Pingree, 2015). This is apparent in 
the fashion and apparel industry due to it being a broad industry, touching consumers’ aesthetic 
choices in more than just clothes (Sproles, 1981). This allows polymorphic opinion leaders in the 
fashion and apparel industry to influence beyond their closest network and spread to a variety of 
spheres (Merton, 1968). In addition, Katz and Lazarsfeld (1955) argue that the most important 
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influencer in fashion is not an anonymous person showing off extravagant fashion, but instead 
suggest that fashion influence spreads in social networks between like-minded peers. Kapitan and 
Silvera (2015) discusses an influencer similar to opinion leader but instead focus on the process of 
influence through internalization. They mean that the influence is enforced by a credible influencer 
which relies on traits such as honesty, high authenticity, genuineness, high credibility, expertise, 
and trustworthiness (Kapitan & Silvera, 2015). In addition, Kapitan and Silvera (2015) mean that 
it is beneficial for an opinion leader in terms of the level of influence when the consumer is in a 
situation with low stress where they have time for a high involvement. Sharing many traits with 
an opinion leader, their research is helpful for highlighting different keys of influence (Kapitan & 
Silvera, 2015). 
  
As explained by research from Goldenberg et al. (2009) and Weimann (1991) but also from 
Kapitan and Silvera (2015), influencers such as opinion leaders are only one side of the coin as 
many influencers rely on their personality and popularity rather than their expertise to influence 
others. To understand how an influencer creates an audience through their popularity, a theory of 
personality traits will be used. 
  
2.2.2 The Big Five Personality Dimensions and Micro-Celebrity 
The Big Five personality dimensions is a theory which has been developed as a tool to explain the 
personality through five dimensions and it is, therefore, interesting to use in the context of what 
Goldenberg et al. (2009) called a follower hub, an influencer relying on their popular and 
persuasive personality to influence others. The theory was developed by various researchers over 
many years as it proved a tough challenge to reduce the rich concept of personality down to nothing 
more than five traits (Goldberg, 1993). Goldberg (1993) explained the reason for doing so was to 
provide a framework which could map and organize individual characteristics. Factor one 
(Extraversion or Surgency) contain traits such as assertiveness, talkativeness, and activity level; 
Factor two (Agreeableness or Pleasantness) contain traits such as warmth, trust, and kindness; 
Factor three (Conscientiousness or Dependability) contain traits such as reliability, organization, 
and thoroughness; Factor four (Emotional Stability or Neuroticism) contain traits such as 
moodiness, nervousness, and temperamentality; and Factor five (Intellect or Openness to 
Experience) contain traits such as imagination, creativity, and curiosity (Goldberg, 1993). 
  
McCrae and John (1992) argued for the use of the model in the field of psychology, but also in 
other settings where personality evaluation is used. One setting where personality evaluation is 
used excessively is in social media (Quercia, Lambiotte, Stillwell, Kosinski, & Crowcroft, 2012). 
In this setting, a popular personality often yields a lot of attention and an ability to influence others 
through behavior and opinions (Quercia et al., 2012). In a study by Quercia et al. (2012) this exact 
phenomenon was researched and they found out that people who score high in extraversion often 
had a high social status on Facebook. This was also in line with Anderson, John, Keltner, and 
Kring’s (2001) research in which they explained that high extraversion yielded a high social status 
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for both sexes. Going back to social media, this meant that extraverted people portrayed popularity 
and had the power to influence others (Quercia et al., 2012). It is apparent that being extroverted 
is synonymous with being popular in the context of social media and it is therefore important to 
understand what the trait consists of (Quercia et al., 2012; Anderson et al., 2001). Different 
researchers have explained the meaning of the traits and have concluded that it means being 
assertive, active, gregarious, expressive and sociable (Roccas, Sagiv, Schwartz, & Knafo, 2002; 
Barrick & Mount, 1991; Goldberg, 1993) which in many ways coincides what is known as a micro-
celebrity (Khamis et al., 2016). 
The term micro-celebrity was first coined in a book from Senft in 2001 when she researched 
camgirls and their use of online tools to discover a new type of performance. In the literature, it 
was explained how blogs, videos, and social network sites were used to augment popularity over 
the web. The process includes keeping up a fan base by creating a consumable persona containing 
attributes such as authenticity, access, and intimacy (Senft, 2001). The popularity a micro-celebrity 
enjoys, therefore, require a more real relationship than the one between for example a celebrity 
and his or her fans (Senft, 2001). One early example of micro-celebrities are the participants of 
reality tv-shows (Khamis et al., 2016). These people are not “true” celebrities in the sense that they 
have a widespread recognition across a wide audience, instead, they gain fame in smaller networks, 
usually with followers of the specific shows (Khamis et al., 2016). In retrospect, a celebrity already 
has a strong public identity and resources to promote themselves on a large scale (Khamis et al., 
2016). The marketing possibilities that present is thus an additional benefit for celebrities whereas, 
for a micro-celebrity, the transient fame and a fanbase wide enough to create interest among 
advertisers is the ultimate goal (Khamis et al., 2016). 
  
In recent years, the increased access to technology has simplified content creation and distribution 
which has made the concept of micro-celebrity increasingly popular, using social media networks 
as a way of cultivating and retaining an audience (Marwick & Boyd, 2011). In addition, Khamis 
et al. (2016) discuss a particular kind of online micro-celebrity named social media influencer. A 
person which “works to generate a form of “celebrity” capital by cultivating as much attention as 
possible and crafting an authentic “personal brand” via social networks, which can subsequently 
be used by companies and advertisers for consumer outreach” (Hearn & Schoenhoff, 2015, p. 194). 
Within the context of Instagram, Evans et al. (2017) mentioned how the platform has given rise to 
“Instafamous”, a micro-celebrity who is self-made and known solely for his or her posts on the 
platform.  
  
A micro-celebrity much resembles what Goldenberg et al. (2009) referred to as a follower hub, a 
person relying on their personality to influence others. In addition, the importance of 
trustworthiness was highlighted as an important factor for an influencer of this kind since that 
allows them to create an authentic persona and be a reliable source of information (Goldenberg et 
al., 2009). In the light of the big five personality dimensions, it is clear that a micro-celebrity relies 
much on the creation of an extroverted personality to gain fame and interest (Goldberg, 1993; 
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Goldenberg et al., 2009). In addition, just like Kapitan and Silvera (2015) argued for the existence 
of an endorser influencing through the process of internalization they also argue for the existence 
of an endorser influencing through the process of identification. Identification would then be the 
other side of the coin in which an influencer creates a desire through attractive cues, e.g. by using 
a shampoo (Kapitan & Silvera, 2015). The influencer’s followers will then feel the need to use the 
same one to achieve similar results (Kapitan & Silvera, 2015). Kapitan and Silvera (2015) mean 
that such influence is enforced by an influencer who has a high attractiveness, high similarity, high 
likeability as well as positive emotional content. In addition, such influence is beneficial in a high-
stress environment when there is low involvement from the consumer (Kapitan & Silvera, 2015). 
  
This is in difference to opinion leaders, who instead rely on their intrinsic knowledge and know-
how to create a following (Corey, 1971). The arguably biggest challenge in influencer marketing 
is therefore for brands to effectively identify which type of influencer to cooperate with (De 
Veirman et al., 2017; Araujo et al., 2017). 
 
2.2.3 Identifying Influencers 
While the importance of identifying influencers on social media has been highlighted, the research 
is ultimately limited to the specific details on what traits constitute an influencer (Araujo et al., 
2017). De Veirman et al. (2017) mention how identifying influencers is a matter of reachability 
through the number of followers, while Araujo et al. (2017) looked at the diffusion of influence 
through the impactfulness of the communicated message (“power of retweet”), and Carter (2016) 
viewed identifying influencers as finding individuals who have made an effort to increase their 
self-branding. In addition, Lahuerta-Otero & Cordero-Gutiérrez, (2016) concluded that influencers 
can be found by looking at how they write and behave when they communicate with their followers 
as that generally is a common factor. They mean that they often clearly express their opinions and 
feelings, positive or negative, through their social media. De Veirman et al. (2017) viewed opinion 
leaders as the de facto influencer, while Araujo et al. (2017) considered celebrities and public 
figures as the influencers with the highest reach. Khamis et al. (2016) further refer to influencers 
as micro-celebrities, mentioning the importance of a wide network, but other than that do not 
mention specific influencer characteristics. 
  
With the use of earlier theories and concepts, it is possible to determine the two different types of 
influencers in terms of characteristics. Table 2 below provides an overview of how the two types 
of influencers have been separated in the thesis. 
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Table 2: Characteristics of Influencers 

Characteristics 

OPINION LEADER MICRO-CELEBRITY 
Innovative Sociable 

Knowledgeable within an area Assertive 

Early adopter Persuasive 
Persuasive Active 
Creative Gregarious 

Personal involvement Expressive 
Trustworthy Trustworthy 

Source:  Flynn, et al. (1996); Kratzer and Lettl (2009); Katz (1957); Chan and Misra (1990); Roccas et al. (2002); 
Barrick and Mount (1991); Quercia et al. (2012); Anderson et al. (2001); Goldberg (1993); Goldenberg et al. (2009); 
Kapitan and Silvera (2015) 
  
The inherent difference between an opinion leader and micro-celebrity is then not only their 
characteristics but also the way through which their fame is created (De Veirman et al., 2017; 
Kapitan & Silvera, 2015). A micro-celebrity actively seeks out fame, promoting their own personal 
brand to create a following (Kapitan & Silvera, 2015). An opinion leader creates fame as a 
consequence of their actions rather than due to a need to be famous (De Veirman et al., 2017).  
This is further reflected in the type of content they choose to share. A micro-celebrity has large 
amounts of content focused on themselves, their lifestyle, and their interests (Khamis et al. (2016). 
The majority of the content from an opinion leader is focused not on themselves, but on their 
specific interest and knowledge (De Veirman et al., 2017). Their personality is detached from the 
content, whereas for a micro-celebrity, their personality is the content. 
  
As the characteristics in Table 2 provide means to identifying different influencers, the remainder 
of the literature review will address methods and techniques that can be used to optimize a 
collaboration with the different kinds of influencers from a business perspective. 
 

2.3 Optimizing the Collaboration with an Influencer 
As the previous part of the literature review covered the concept of influencer marketing and the 
different types of influencers, the remainder of it will cover key drivers for creating engaging 
content and how businesses can use that to their advantage. First, drivers for engagement is 
covered which deals with how the right content can lead to an increased engagement. Second, how 
such content can be created is brought up. 
  
2.3.1 Drivers for Engagement 
The type and the quality of the content an influencer publishes affects the level of engagement. In 
a study by de Vries, Gensler, and Leeflang (2012), possible drivers for brand post popularity was 
looked at to research what content it was that drove the number of likes and comments in social 
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media. It was noted that depending on the goal of the post e.g. number of likes or number of 
comments, different strategies proved to have different outcomes (de Vries et al., 2012). Vivid 
content that contained a video or a contest, for example, was seen to have a positive effect on the 
number of likes whereas highly interactive content such as a question was negatively correlated to 
the number of likes (de Vries et al., 2012). Something de Vries et al. (2012) described as “A 
question demands an answer, which cannot be given by liking the brand post.” (p. 89) In retrospect, 
to increase the number of comments, questions were favorable as those encourage the followers to 
answer the question by commenting on the post (de Vries et al., 2012). The reaction from the 
followers to the content being posted was also an important aspect as comments could influence 
other followers taking part of the same content (de Vries et al., 2012). It was noted that positive 
comments would increase the attractiveness of the post which in turn would lead to a greater spread 
(de Vries et al., 2012).  
  
In 2016 Instagram changed from displaying content in chronological order to perceived 
importance (Instagram Press, 2016). This meant that Instagram changed to instead rely on an 
algorithm based on user’s individual preferences to display the content it sees most fit for each 
user (Instagram Press, 2016). Instagram’s algorithm also boosts posts that generate a lot of 
comments and likes to the top of user’s feed (Newberry, 2017). Especially important is early 
engagement as that indicates to the algorithm that the content is worth putting on top of multiple 
feeds which in turn creates even more engagement, leading to a snowball effect (Newberry, 2017). 
Long (2017) also touches the subject and the importance of developing a style which fosters and 
builds engagement. He means that it is vital to creating content that is unique and of high quality 
as that will make people want to engage with it. Through the partnering with influencers, it is 
possible for companies to expose their posts to people who are not following them, allowing an 
increase in engagement (Long, 2017).  
 
In addition, the partnering with an influencer presents the possibility of choosing what kind of 
influencer a company wants to collaborate with and in extension, what kind of consumers they 
want to target should the influencer choose to disclose such information about its followers (Long, 
2017). The upside with having the alternative to choose an influencer is that companies can decide 
what kind of people they want their content to be spread to (Wolny & Mueller, 2013). In a study 
by Kozinets, de Valck, Wojnicki, and Wilner (2010), they viewed networks as an opportunity to 
create value through co-production. This means creating engaging content that has a positive 
impact on the effectiveness and spread. The followers of an influencer are then not only passive 
viewers, but active participants in the process of creating value for brands. The strength of a 
message and its meaning therefore determines the spread within a network, as highlighted in the 
Network Co-Production Model (Kozinets et al., 2010).  
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2.3.2 Network Co-Production Model and Engaging Your Network 
A study by Kozinets et al.  (2010) explained how WOM developed from simply a transaction 
between two persons into a process which is based on relationships. In addition, the role of 
consumer networks has become crucial upon this realization as the members of these networks 
become co-producers of the value and meaning through their use of WOM and eWOM (Kozinets 
et al., 2010), something which is portrayed in Figure 5 below. 
 

 
Figure 5: The Network Co-Production Model 
Source: Adapted from Kozinets et al. (2010) 

  
Kozinets et al. (2010) means that there are two distinguished characteristics of the model; first, it 
is marketers new methods of intentionally and directly target and influence an influencer; the 
second characteristic is the fact that information is not flowing in one direction through the 
consumer network but rather is exchanged by the members of it. This process turns a follower into 
a co-producer of the value and the meanings of the marketing message communicated by the 
influencer through their sharing of it in their respective consumer networks (Kozinets et al., 2010).  
  
Cova and Cova (2002) refer to a similar type of network called tribes and mean that it consists of 
people sharing similar experiences and emotions who bond together in loosely related 
communities. Examples include skydivers, people involved in role-playing or simply a group of 
people who share the same passion for a cult-object (Cova & Cova, 2002). The central part of the 
concept of tribes is that it focuses on the elements that bond different people together (Cova & 
Cova, 2002). In that sense, people who share the same passion for a person e.g. an influencer can 
be said to belong to a tribe. This becomes clear when thinking about people who show up to a 
meet-and-greet. The people that the group constitutes of are sharing the same experiences and 
emotions when gathering because of their common interest of a certain person (Cova & Cova, 
2002). This also transfers to the influencer’s social media and especially their individual content 
which becomes a virtual place like-minded people can gather and discuss their common interest, 
i.e. the influencer. In the light of the co-production model, it is easy to understand how the people 
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in the tribe i.e. the consumer network contributes to the value creation (Kozinets et al., 2010; Cova 
& Cova, 2002). By tuning in and engaging in the influencer’s content, they exchange information 
with one another. Thus, the better the influencer is at publishing content that engages their network, 
the more effective their content is going to be (Kozinets et al., 2010). Another important step in 
engaging your network through promotions is to consider how the influencer affects the brand’s 
image and subsequently how the brand affects the influencer’s image (Silvera & Austad, 2004). 
This means brands preferably should work with influencers who share similarities in image and 
characteristics as those often will transfer onto the product(s) being promoted by the influencer 
(De Veirman et al., 2017). A process which was described by McCracken through the Meaning 
Transfer Model (McCracken, 1989). 
 
2.3.3 McCracken’s Meaning Transfer Model 
To understand how meaning transfers through the use of influencer marketing, one must 
understand how meaning is first created. McCracken (1989) put the theory of meaning transfer 
within the context of celebrity endorsement in a model called ‘meaning movement and the 
endorsement process’. The model can be found in Figure 6. As the figure depicts, the culture that 
comes from people, objects, and context can be inherited by a person, a celebrity in the case of this 
model (McCracken, 1989). The celebrity will then be filled with detailed and powerful meanings, 
ready for advertisers to use for promoting their products, would it match (McCracken, 1989). 

 

 
Figure 6: Meaning Movement and the Endorsement Process 

Source: McCracken (1989) 
  
McCracken (1989) states that the model has three stages, with each stage signifying a movement 
in the meaning transfer process. Stage one is where the advertisement gets the initial meaning of 
the celebrity and its associated culture. Stage two is to find a celebrity which possesses a 
personality and lifestyle applicable to the marketing plan intended. The commercial has to be 
designed to utilize the exact meaning(s) the celebrity should transfer onto the product. The 
consumer must however actively take on the meaning and act it out. Once that is done, stage three 
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in the process has taken place and the meaning has transferred from the celebrity to the consumer 
through the purchase of a product (McCracken, 1989). 
  
However, upon choosing a celebrity for the endorsement, it is important to choose the right one 
since the fit between the two is what represents the effectiveness (Silvera & Austad, 2004). If a fit 
is well-made, consumers will, for example, believe that the celebrity genuinely appreciates the 
product (Silvera & Austad, 2004). This fosters likeability, trustworthiness, believability, and 
persuasiveness (Silvera & Austad, 2004). Hence, a well-executed fit between a brand and a 
celebrity can result in a positive effect on the financial outcomes for a company (Silvera & Austad, 
2004). If the fit is bad, however, the celebrity will not be able to transfer meaning or be a credible 
source of information (Silvera & Austad, 2004). 
  
While the meaning movement and the endorsement process-model (McCracken, 1989) was 
originally used to describe celebrity endorsement without the context of social media, some recent 
research has looked at the model given the rise of social media platforms. Abeza, O’Reilly, Séguin, 
and Nzindukiyimana (2017) adapted McCracken’s original model by adding online platforms as 
well as different types of endorsers. Given then the original model, and this modified model, the 
thesis has further modified the model by replacing celebrity with an influencer (Abeza et al., 2017). 
This is due to an influencer-endorser sharing the same characteristic of a celebrity-endorser when 
it comes to transferring meaning (Abeza et al., 2017). The modified Meaning movement and the 
endorsement process for influencers can be found in Figure 7. 
 

 
Figure 7: Meaning Movement and the Endorsement Process for Influencers 

Source: Adapted from McCracken (1989) 
  
The model follows the same process and shares the same steps as the model by McCracken, it, 
however, specifies that meaning and endorsement can be derived from more than just celebrities 
(McCracken, 1989; Abeza et al., 2017). Further, this model highlights the fit between influencer 
and product/brand and how the meaning transfer within the fit (Abeza et al., 2017). The process 
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of fit is evidently an important aspect. As described in Chapter 2.2, both an opinion leader and a 
micro-celebrity relies on their trustworthiness to influence their following. This ties back to Silvera 
and Austad (2004) who said that a well-made fit foster, amongst others, trustworthiness. It can 
thus be concluded that it is through fit that trustworthiness is created.  
 
2.3.4 Measuring the Results of Influencer Marketing 
Prior to collaborating with an influencer, the fit and relationship is important to consider creating 
the right conditions for a successful outcome. After collaborating with an influencer, it is instead 
important to focus on measurable data to evaluate the results and outcome (Hoffman & Fodor, 
2010). Measuring the results of a social media campaign is mostly done through return-on-
investment (ROI) calculations. In an article by Hoffman and Fodor (2010), they mentioned how 
marketers view social media ROI as a cost-calculation in for example the cost of launching a blog. 
But Hoffman and Fodor (2010) view social media ROI as something different than traditional ROI. 
In other words, it is not about short-term spending, it is about viewing social media efforts as a 
long-term investment in building your brand and creating awareness (Hoffman & Fodor, 2010). 
Social media allows influencers to co-create value through their influencers (Kozinets et al., 2010), 
something that must be considered when evaluating the results of your marketing efforts on digital 
channels (Hoffman & Fodor, 2010). This could, for example, be how an influencer engages their 
followers in terms of likes, comments, reach, and more. These are, according to Peters, Chen, 
Kaplan, Ognibeni, and Pauwels (2013) important variables to use when measuring results on social 
media. To measure the results of your influencer marketing campaigns, Barker (2017) 
recommends analyzing the reach, impressions, engagement, and conversions of the influencers’ 
marketing message. This mirrors what Peters et al. (2013) said was important to measure, 
specifically the reach and engagement. These two factors are what the study will be looking at in 
terms of measurement of results. 
  
There are different methods of measuring the results of social media marketing and much research 
has been done on different ways to measure social media effectiveness and its inherent influence 
and spread. Researchers have looked at Twitter (Debreceny, Rahman, & Wang, 2017; Riquelme 
& González-Cantergiani, 2016), Facebook (Fire & Puzis, 2016; Kandhway & Kuri, 2017), as well 
as other online social networks (Kandhway & Kuri, 2017 at Slashdot; Fire & Puzis, 2016 at 
LinkedIn), with multiple outcomes as to which way to measure as well as which variables to look 
at. Measuring social media networks to find the most influential user effectively is a challenge 
(Riquelme & González-Cantergiani, 2016). The problem lies with researchers having many 
different types of measurements while looking at different types of variables (Riquelme & 
González-Cantergiani, 2016). 
  
An article by Riquelme and González-Cantergiani (2016) collected all of the most recent 
measurements of influence on Twitter. They specifically looked at centrality, the concept of 
finding the most important (or influential) node, i.e. an influencer, in a network. A network may 
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be, as it is in the case of this thesis, a social network (Debreceny et al., 2017). Historically, two of 
the most traditional measurement of centrality are degree and closeness (Freeman, 1979). Degree 
centrality in a network measures the number of connections a node is linked with (Freeman, 1979). 
In social media terms, this may be considered the number of followers or “friends”. Closeness 
centrality in a network measures the distance information needs to travel between nodes, with a 
more central node having shorter paths to other nodes (Freeman, 1979). In the context of this thesis, 
a node can be considered a user on Instagram, and the connection between nodes are followers and 
following of other users i.e indegree and outdegree. While degree and closeness two are the most 
common measurements, other centrality measures are also used (Riquelme & González-
Cantergiani, 2016). 
  
Eigenvector centrality is similar to degree centrality, but instead of focusing strictly on the number 
of connections i.e. more connections means a more important node, the eigenvector centrality 
centralizes the degree factor by incorporating direct and indirect neighboring nodes (Bonacich, 
1987). In other words, it looks at the number of connected important nodes, rather than strictly 
number of connected numbers (Bonacich, 1987). In the context of this study, eigenvector is viewed 
as the engagement of an influencer. PageRank centrality is a variety of the eigenvector first used 
by Google to measure the importance and relevance of website pages (Riquelme & González-
Cantergiani, 2016). A variation of PageRank that has been used on Twitter is the Hirsch Index or 
H-index (Hirsch, 2010). The H-index was proposed to measure the productivity of researcher in 
the scientific community given their published articles and citations (Hirsch, 2010). The algorithm 
has also been applied to social media, for example, the H-index was used to measure influence 
based on retweets, likes, and replies on Twitter (Riquelme & González-Cantergiani, 2016). In the 
context of this study, H-index is viewed as number of likes, comments, and followers of an 
influencer.  
  
Given the way previous research has been conducted in relation to measuring influence on social 
media, this research will use a combination of the above centrality measures to look at Instagram 
as a social network with nodes. With the opinion leader and micro-celebrity characteristics as well 
as the centrality variables on Instagram, it is now possible to not only distinguish the two types of 
influencer but also measure their engagement and spread. 
 
 

2.4 Theoretical Framework 
The framework depicts two types of influencers, the micro-celebrity, and the opinion leader. The 
two influencer types are differentiated based on a set of characteristics gathered from previous 
research. Micro-celebrities have a focus on their personality, while opinion leaders have a focus 
on expertise. What the two types have in common is a need to be trustworthy. The degree of trust 
builds effectiveness in terms of spread and engagement. Finally, an influencer’s characteristics and 
effectiveness combine to create a unique influencer identity which can be utilized by businesses 
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wanting to promote themselves or a product. Figure 8 below details the described theoretical 
framework used in this study. 
  

  

 
Figure 8: Theoretical Framework 
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3. Methodology 
This chapter will detail the methodology used in the thesis, as well as why each specific method 
was chosen and its relevance. The thesis is a mixed method study, using both quantitative; data 
mining, and qualitative; semi-structured interviews. Below, in Figure 9, is the method summary 
for this study.  
  

 
Figure 9: Method Summary 

Note: IL = Influencer; OL=Opinion Leader; MC= Micro-Celebrity 
 
3.1 Method Summary 
This thesis followed an exploratory research design, with two different data collection methods to 
answer the three research questions; data mining for research question one and semi-structured 
interviews for research questions two and three. The study is, therefore, both quantitative and 
qualitative. The analysis for data mining was content analysis, and the analysis of the interviews 
was thematic.  
  
The first step in influencer marketing is to identify which influencer to build a relationship with. 
Given a database of potential influencers on a platform, it is a marketer’s task to first identify and 
sort the influencers according to a set of characteristics. The characteristics determine whether the 
influencer is an opinion leader or a micro-celebrity. This is the quantitative part of the study. The 
qualitative part starts with the second task which is to measure the effectiveness and spread. To 
measure effectiveness and spread, one can look at an influencer as the central node in a network 
of other nodes. The goal is to measure how important the node is and how much the messages sent 
out is spread across the network. To quantify the importance of a node, centrality parameters such 
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as the number of followers, number of likes and number of comments are used (Riquelme & 
González-Cantergiani, 2016). The third task is selecting the influencer to work with. According to 
McCracken’s (1989) meaning transfer model, one must match the meanings, values, and beliefs 
of the endorser to the brand or product. Similarly, Kozinets’ et al. (2010) Network Co-Product 
Model states that the meaning of the message conveyed to the influencer’s followers has to match 
the meaning of the influencer’s identity. This means the promotions must be in line with the 
influencer’s previous content. Previous content sets expectations for future content, meaning if a 
promotion goes against these expectations, the content might appear less genuine and trustworthy. 
  

3.2 Research Design 
The research design is the general way a study intends to answer the research questions associated 
with the problem discussion and purpose. It will contain the sources from which data will be 
collected, how the data will be collected, how it will be analyzed as well as delimitations and 
constraints (Saunders, Lewis, & Thornhill, 2016). 
  
According to Saunders et al. (2016), the research purpose of a study is the process through which 
the research seeks to understand something. There are four distinct types of research. Exploratory 
studies, descriptive studies, explanatory studies and evaluative studies. Research can be designed 
following one of these purposes, or through a mixture (Saunders et al., 2016). Exploratory studies 
are open-ended studies, seeking to answers questions such as ‘What’ or ‘How’ (Saunders et al., 
2016). They are particularly useful when researchers seek to clarify or understand a particular 
problem, theory, or issue. Descriptive studies seek to accurately profile a particular event, person, 
or situation, answering not only ‘Who’, and ‘When’ but also ‘Where’ and ‘What’ (Saunders et al., 
2016). Descriptive studies are often paired with exploratory studies, where an accurate description 
either follows or precedes open-ended research. Such studies are called descripto-explanatory 
studies (Bryman & Bell, 2017). Explanatory studies seek to understand and establish causal 
relationships between data, answering ‘Why’ or ‘How’ questions (Saunders et al., 2016). Finally, 
evaluative studies seek to evaluate the effectiveness and efficiency of how something works, 
analyzing data and answering to what extent ‘How’, ‘Why’ or ‘What’-type questions (Saunders et 
al., 2016). The four types of research are summarized in Table 3. 
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Table 3: Four Types of Research Design 

Type of Research Used for Seeks to answer 

Exploratory 
Open-ended questions; 

discovery and exploration. 
‘What’ or ‘How’ 

Descriptive 
Detailed and accurate profiles 

of data 
‘Who’, ‘What’, ‘Where’, 

‘When’ or ‘How’ 

Explanatory Relationships between variables ‘Why’ or ‘How’ 

Evaluative Evaluation of data. 
‘To what extent’: ‘What’, 

‘How’, or ‘Why’ 

Source: Saunders et al. (2016). 
  
This study was conducted according to an exploratory research design. This was the most 
appropriate way to perform the study, given the research questions and problem area. Further, 
according to the literature review, the theory of influencer marketing has not been heavily 
researched within the context of social media. Therefore, an exploratory study was an aid in 
understanding and clarifying the combined theories of influencer marketing, opinion leadership 
and (micro-) celebrity endorsement. Furthermore, the exploratory research methodology being 
interviews and data mining fitted well with the intended research process of this thesis. 
  
The general approach to research design is to follow either a qualitative or a quantitative research 
methodology (Bryman & Bell, 2017). Qualitative research and quantitative research both differ 
and complement each other in several ways (Kreuger & Neuman, 2006). Kreuger and Neuman 
(2006) mean that all research is about systematically collecting and analyzing data, to understand 
and explain. However, the nature of the data differs between the two. Quantitative data is about 
aggregated results and statistics (Bryman & Bell, 2017). Qualitative data is, on the other hand, 
focused on few data points but with larger depth (Kreuger & Neuman, 2006). Further, qualitative 
methods give research better tools for understanding, while quantitative methods give researchers 
better tools for standardized measures and responses (Patton, 1987). The difference is summarized 
in Table 4. 
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Table 4: Quantitative Style vs Qualitative Style 

QUANTITATIVE STYLE QUALITATIVE STYLE 

Measure objective facts Construct social reality, cultural meaning 

Focus on variables Focus on interactive processes, events 

Reliability is key Authenticity is key 

Value free Values are present and explicit 

Independent of context Situationally constrained 

Many cases, subjects Few cases, subjects 

Statistical analysis Thematic analysis 

Researcher is detached Researcher is involved 

Source: Kreuger and Neuman (2006); with sources from Creswell (1994), Denzin and Lincoln (1994), Guba and 
Lincoln (1994), Mostyn (1985), and Tashakkori and Teddlie (1998). 
  
This study used both qualitative and quantitative data. To measure influencers’ effectiveness and 
spread, quantitative data was used due to the implicit quality of such data. The data was centered 
on measurable variables, such as the number of followers, likes, and comments which required 
statistical (content) analysis. Because influencer marketing can be considered a social construct, 
the results were thematic and inherited a cultural and intrinsic value, rather than being strictly 
variable and fact dependent. This implies qualitative data that required in-depth analysis. To 
summarize, quantitative data was used to answer RQ 1, while qualitative data was used to answer 
RQ 2 & 3. 
 

3.3 Deductive Research Approach 
A deductive approach to research is one where there exists a clear theoretical foundation for data 
collection and the objective is to provide explicit answers to a formulated hypothesis/problem 
(Blaikie, 2000). An inductive approach is one where the theoretical background is built as data is 
collected and analyzed (Blaikie, 2000). Given the theoretical framework and research questions in 
this study, a deductive approach was deemed the most appropriate due to the existence of both a 
solid foundation within the theory of influencer marketing, while also having several aspects that 
lacked research. The deductive research strategy followed the logic of six steps highlighted by 
Blaikie (2000): 
  

1. Being with a tentative idea (or hypothesis) to form a theory. 
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2. Using existing literature and previously accepted hypothesis to decode a conclusion (or a 
number of conclusions). 

3. Examine the logic and premise of the hypothesis. Compare this to the previous literature, 
and see if the hypothesis offers an advancement in understanding. If it does, continue with: 

4. Test the hypothesis by collecting data and analyze it. 
5. If the results of the collected data are not consistent with the hypothesis, the theory is false 

and must be rejected or modified and restarted. 
6. If the results of the collected data are consistent with the hypothesis, then the theory is 

corroborated. 
  
The deductive research strategy was used in this study and was in line with the thesis outline found 
in Chapter 1, Figure 3. 
 
 

3.5 Research Methodology 
To answer research questions and objectives, collecting data is required according to the 
exploratory research design. Saunders et al. (2016) distinguish two types of data, secondary data, 
and primary data. Secondary data is data that has been previously collected and compiled. 
Information of this kind may be repurposed and used for new types of analysis (Saunders et al., 
2016). Examples of secondary data may be government statistics and census data on a nation’s 
people and economics (Saunders et al., 2016). Such data is naturally difficult to collect for an 
individual, but may still be necessary for aiding with the analysis of primary data (Saunders et al., 
2016). Primary data is data collected for a specific purpose (Saunders et al., 2016). In the case of 
this study, secondary data was used to answer RQ 1 and took the form of publicly available 
information from a number of Instagram accounts. Primary data was collected to provide answers 
to RQ 2 and 3. Examples of primary data include surveys, questionnaires, interviews, focus group, 
and observations (Kreuger & Neuman, 2006; Patton, 1987). Most research uses both secondary 
and primary data, as was the case in this study (Saunders et al., 2016).  
 
3.5.1 Sampling 
Saunders et al. (2016) describe sampling as the need to collect data to analyze. They further 
described many types of sampling methods. This thesis mainly used two types of sampling. For 
the interviews, judgmental non-probability sampling was used to ensure the businesses were 
involved in influencer marketing. Judgmental non-probability sampling is a method of 
handpicking individuals based on the researcher’s requirements and judgment to ensure a more 
representative sample (Saunders et al., 2016). For the data mining, random probability sampling 
was used. Random probability sampling means that the sample was selected through a random 
process, where each case has the same probability of being chosen (Saunders et al., 2016). The 
influencer that were chosen through a random probability sampling had to be active on the social 
media platform Instagram as that was the chosen one for this study. 
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Description of Instagram  
This thesis used the social media platform Instagram as a basis, as described in Chapter 1. 
Instagram, a photo- and video-sharing mobile-based social media platform, is considered one of 
the most used social networks in the world (Evans et al., 2017), with over 800 million users 
worldwide in September 2017 (Statistica, 2018). The service uses a feed or “timeline” to show 
personalized content based on posts shared by other users (Instagram Press, 2016). The user can 
also find content through an explore option where users find a mixture of popular content and 
content an algorithm thinks the user would be interested in (Instagram Help, 2018). Instagram 
further has a separate “Story” functionality, allowing users to upload pictures and videos to a 
separate feed with a 24-hour accessibility limit (Instagram Help, 2018). 
 
The anatomy of a post 
A post on Instagram consists of either a picture or a video of maximum 60 seconds (Instagram 
Help, 2018). Users can add filters to personalize a post, as well as tag the posts with hashtags 
(Instagram Help, 2018). They can follow other users, which makes their posts show up on the 
timeline (Instagram Help, 2018). Users can also follow hashtags, to see the top posts in that hashtag 
in their feed (Ye, Hashim, Baghirov, & Murphy, 2018). Interaction with posts is limited to liking 
and commenting on a post (Ye et al., 2018). While reposting content is possible, such a 
functionality is not supported natively by Instagram but instead requires the use of third-party 
applications (Instagram Help, 2018). 
  
Users 
Instagram is open to the public; however, an account is needed to post images and videos (Ye et 
al., 2018). Accounts can be either private or public (Ye et al., 2018). A private account means users 
must follow, and be accepted, to be able to view the posts of the account (Instagram Help, 2018). 
A user can switch between a public account and private account at any time (Instagram Help, 
2018). 
 
 
3.5.2 Data Analysis 
Two different types of analysis were required to answer the research questions in this thesis due 
to quantitative data and qualitative data needing different processes of analysis (Saunders et al., 
2016). Therefore, content analysis was used to answer RQ 1 and thematic analysis was used to 
answer RQ 2 and 3. The data usage in this thesis is summarized in Table 5. 
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Table 5: Data Usage in the Thesis 

 SECONDARY 
(quantitative) 

PRIMARY 
(qualitative) 

Data collection Data mining Semi-structured Interviews 

Sampling Random from databases Convenience 

Analysis Content analysis Thematic 

Answers RQ1 RQ2+RQ3 

 
 
To make the usage of the different methodologies clearer, the rest of the chapter is divided into the 
quantitative and qualitative methodology. 
  
3.6 Quantitative Methodology 
In the following chapter, all relevant methodology for the data collection of the quantitative side 
of the study is detailed.  
 
3.6.1 Quantitative Data Collection 
Data mining is defined as “a set of tools and techniques used to describe and make inferences about 
data” (Danneman, 2014, p. 8). Data on social media can be considered social data. Social data is 
data generated by people within the context of interaction and production with the purpose of other 
people’s consumption (Danneman, 2014). 
  
As the data mining was quantitative, it entailed a focus on statistics and/or mathematics, rather 
than focus on a few instances and a closer study as is the case with qualitative mining (Danneman, 
2014). The reason for choosing a quantitative approach over a qualitative approach was that with 
quantitative data you can apply accurate measurements on large sets of data, “big data” 
(Danneman, 2014). This reduces reliability problems while also ensuring the findings are true to 
facts and applicable (Danneman, 2014). 
  
The data mining was done manually due to limitations of knowledge and funding in automatic 
data scraping. The limited time frame for the thesis hindered the ability for the researchers to learn 
the intricacies and process of automated data scraping and thus, manual data mining was necessary. 
The manual data mining process consisted of one researcher finding the data, with the other 
researcher inputting the data into an excel sheet. The data was formatted to allow for content 
analysis detailed below.   
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3.6.2 Quantitative Data Sampling 
To select appropriate influencers, a number of parameters were developed. These parameters 
ensured the selection process was consistent and that the influencers fitted the purpose of the study. 
To create the parameters, the researchers used a combination of theory and personal experience. 
Personal experience was needed due to the lack of research on the selection of influencers, as 
written in the literature overview. To reduce personal bias, transparent influencer databases with 
filters on a number of followers, type of content and location were used as a starting point. To 
ensure a correct data sampling of 200 influencers were made, the metrics which follow were used. 
 
Parameter 1: 
The influencer needed to be an individual whose following was created or was sustained through 
the actions of their social media activities. This excluded company accounts, politicians, and 
celebrities. Further, in accordance with the delimilations written in Chapter 1, only influencers 
whose primary language was Swedish, English, or a mix of the two was considered for this study. 
 
Parameter 2: 
Given this thesis’ focus on the fashion and apparel industry, an influencer needed to have some of 
their content related to fashion and apparel or the influencer had previously collaborated with a 
firm in the fashion and apparel industry to be valid for the study. 
  
Parameter 3: 
The influencer needed to have made 10 posts within the last 60 days, with at least 4 of those being 
within the last two weeks to ensure recent and constant activity. 
  
Parameter 4: 
The influencer needed a certain number of followers to be considered influential. De Veirman et 
al. (2017) looked at the number of Instagram followers as the primary driver behind influencer 
identification, while Bakshy, Hofman, Mason, and Watts (2011) looked at Twitter followers to 
determine influence. In De Veriman’s et al. (2017) study, they looked at two different types of 
hypothetical influencers, one with 2100 followers and one with 21 200 followers. Further, many 
sites and services track influencers according to the number of followers, with some services 
requiring a minimum of 10 000 followers to be defined as an influencer (De Veirman et al., 2017). 
Bakshy et al. (2017) did not determine a specific follower number but instead concluded a larger 
number of followers lead to a greater perceived influence. The number of followers can be 
considered the indegree centrality in a network, also working to measure the influence (Dubois & 
Gaffney, 2014). 
  
Ultimately, it appears the exact number of followers being investigated is up to the discretion of 
the researchers and hence, this thesis used the follower count given by De Veirman et al. (2017). 



33 
 

Therefore, a minimum of 10 000 followers was deemed necessary while a maximum number of 
followers was not possible to determine as it depends on the nature of the influencer’s content. 
 
Using these four parameters it was possible to ensure the 200 influencers gathered were suitable 
to study. These 200 influencers were the sampling frame. Using a random number generator, 51 
influencers were extracted from the sampling frame to ensure a representative population and 
minimize bias. In 3.6.3 and 3.6.4 the metrics which were used to categorize them into either an 
opinion leader or a micro-celebrity are detailed. 
 
3.6.3 Opinion Leader Parameter 
Given the features of an opinion leader i.e. a combination of knowledge and expertise with the 
power to influence (Feick & Price, 1987), one can assume their content in social media circle 
around their field of expertise rather than around themselves. Hence, the first parameter to 
differentiate an opinion leader was to look at the nature of their content and to determine whether 
the focus of it was in their area of expertise or not. An example can be seen in Figure 10 below. 
 

  
Figure 10: Opinion Leader-Post 

Source: Teachingmensfashion (2018) 
  

With half of the face cropped away, one can tell that the focus of the post above is on the clothing 
item and educating the followers on wardrobe essentials rather than the person in charge of the 
account highlighting the commitment to knowledge spreading rather than self-branding. To further 
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help distinguish an opinion leader through their content, the characteristics of an opinion leader 
derived in the literature review was used. This is reflected in Table 6 below. 
 
Table 6: Characteristics of an Opinion Leader 

Characteristics 

OPINION LEADER 

Innovative 

Knowledgeable within an area 

Early adopter 

Credible 

Creative 

Personal involvement 

Trustworthy 
Source: Flynn et al. (1996); Kratzer and Lettl (2009); Katz (1957); Chan and Misra (1990); Goldenberg et al. 
(2009); Kapitan and Silvera (2015) 
  
As the content an opinion leader share will have a focus on the spreading of knowledge in an 
innovative way, it will often have a personal touch. The personal touch can foster credibility and 
trustworthiness as the opinion leader expresses their values and beliefs in a transparent and genuine 
way. Oftentimes, these types of influencers also adopt new trends early with their own creative 
twist which can, for example, be an opinion leader inventing a new way to style a suit following 
signs of an upcoming trend. 
  
3.6.4 Micro-Celebrity Parameter 
According to the micro-celebrity definitions, the content micro-celebrities share is of a social 
nature. This is especially true given micro-celebrities focus on self-branding. Page (2012) writes 
how the self-branding of a micro-celebrity is about visibility and increasing social gain. An 
example of a micro-celebrity post can be seen in Figure 11. 
  
  



35 
 

 
Figure 11: Micro-celebrity Post  
Source: Bianco Ingrosso (2018) 

  
The post shows a picture of the influencer in the middle of a party setting. The spotlight shines on 
the influencer, highlighting the parallels between corporate branding “the brand is in focus” and 
self-branding “the person is in focus”. The post further reflects the micro-celebrity characteristics 
seen in Table 7. 
 
Table 7: Characteristics of a Micro-Celebrity 

Characteristics 

MICRO-CELEBRITY 

Sociable 

Assertive 

Persuasive 

Active 

Gregarious 

Expressive 

Trustworthy 
Source: Roccas et al. (2002); Barrick and Mount, (1991); Quercia et al. (2012); Anderson et al. (2001); Goldberg, 
(1993); Kapitan and Silvera (2015) 

  
The post is sociable and gregarious as it shows the influencer in a public setting, interacting with 
others. It is expressive and active as it shows a fun and entertaining party setting, with the 
influencer in focus in the middle of the picture. Not only does this help to make the influencer 
seem relatable, it also builds the self-brand. Persuasive, assertive and trustworthy are more 
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personality-driven and abstract characteristics that infuse the identity of the post rather than the 
content of the post. As such, it is difficult to present in a visual example. These characteristics will 
instead be more relevant when dealing with the measurement of spread and effectiveness. 
  
3.6.5 Influencer Sampling 
For the data mining, four different influencer databases were used to randomly collect a list of 200 
influencers with a few basic criteria. This was the target population. The databases had filters to 
match the thesis parameters. Each influencer was also inspected according to the previously 
discussed parameters to make sure they were suitable for the study. In addition, the researchers 
made sure the list of 200 influencers had an even distribution between the genders. The overall 
population represented international influencers on Instagram with content in the fashion and 
apparel industry. 
  
From the list of 200 influencers, a random number generator picked out 51 influencers that were 
the subjects of analysis. This is described by Saunders et al. (2016) as a simple random sample. 
This ensured that the sample was random and minimized the bias. Once the sample had been 
collected, the researchers used the list of characteristics developed in the literature review to 
determine whether the influencers were a micro-celebrity or an opinion leader. An example of this 
process is shown in Figure 12 below. 

 

 
Figure 12: Example Influencer Process 

 
Based on the content of a post, the influencers were given the value of 0 if the content did not 
match the characteristic and 1 if it did. Through combining the scores of posts 4-10, which is 
shown in the bottom row in Figure 12, the influencers could be categorized into either an opinion 
leader or a micro-celebrity. As can be seen in Figure 12 the influencer’s content is one of a micro-
celebrity since his posts are scoring higher in the micro-celebrity characteristics. This process was 
repeated for the 51 influencers that were the subject of analysis. To ensure the characteristics were 
viewed in the same manner each time the researchers conducted a database coding in which the 
characteristics were described with examples. Once the influencers had been categorized into the 
different types, their effectiveness was measured. 
 
3.6.6 Measuring Effectiveness 
Effectiveness can be seen as a sort of engagement. Engagement on Instagram can be considered 
what percentage of the audience of an Instagram account cares about the content it is publishing. 
This can take two forms, either by liking or commenting on a post (Instagram Help, 2018). For 
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videos, it is also possible to measure the views. While sharing is possible on Instagram, such 
metrics is not possible to track. To measure engagement, the formula in Figure 13 was used: 

 

 
Figure 13: Engagement Rate Formula  

Source: Thomas (2017) 
 

Including a post which was, for example, one hour old would not give a representative view of the 
influencers’ engagement rates which was why the first three posts were excluded to ensure the 
selected posts had been given enough time to be exposed. As a disclaimer, it is worth noting that 
the more followers an account has, the less engagement they tend to achieve. From a marketing 
perspective, this implies that an influencer with more followers is not necessarily better than one 
with less. See Figure 14 below for a comparison. 
  

 

 
Figure 14: Like Rate, Comment Rate, and Followership 

Source: Adapted from Chen (2016) 
  
In Figure 14 one can tell that as the followership grows the engagement rate drops, meaning that 
the more followers an influencer has the less they interact with the content. This is not to be 
confused with actual numbers as an influencer with 10 million followers will for sure receive more 
likes and comments in terms of numbers than an influencer with 20 000 followers. Figure 14 
simply deals with engagement in terms of percentage and not in numbers. To put the engagement 
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rates in perspective, it is said that engagement below 1 percent is considered low, 1-5 percent is 
considered average, 6-10 percent is considered above average, 11-20 percent is considered great 
and anything above 20 percent is considered excellent (Morales, 2017). 
  
Using the above formula, the engagement rate for each influencer was calculated. To see whether 
the type of influencer affected the engagement rate i.e. the effectiveness of each influencer, the 
results were analyzed using a Mann-Whitney U test. A Mann-Whitney U test is used to “test for 
differences between two independent groups on a continuous measure” (Pallant, 2007, p. 220). 
The two different groups, in this case, were the two types of influencers whereas the continuous 
measure was the engagement rate. As the sample size was rather small, a Mann-Whitney U test 
which compared medians in terms of ranks rather than means (which is the comparable variable 
in a t-test for independent samples) was deemed more suitable (Pallant, 2007). With some 
influencers being considered outliers because of their engagement rate, the use of ranks was 
considered to give a more representable view as it disregarded the individual scores to instead 
favor the rank of the influencer. The test could then be used to evaluate whether the ranks of the 
two groups differed significantly which gave the researchers grounds for comparing whether the 
different type of influencer affected their engagement rate or not.  
  
3.6.7 Measuring Spread 
To measure the spread of content on Instagram, this study looked at hashtags and number of 
followers. Hashtags on Instagram can be used to “tag” posts, effectively categorizing them. Users 
can then find posts within those hashtags, as well as follow hashtags to get the most popular posts 
tagged in their feeds (Instagram Developer, 2018). 
  
Dubois and Gaffney (2014) looked at Twitter hashtags and how they could be viewed as a network 
in which the most influential user could be identified. They viewed users as nodes, followers as 
edges, and tweets as statuses. Further, they used indegree centrality and eigenvector centrality to 
measure the influence of a node. Table 8 summarizes the metrics used in the study. 
 
Table 8: Metric Descriptions 

Metric Description 

Indegree The importance of a node (user) strictly in terms of 
their number of followers. 

H-index Number of likes, comments, and followers of a 
node. 

Eigenvector A measurement of the importance of a node given 
the number of influential posts i.e. engagement. 

Source: Dubois and Gaffney (2014); Riquelme and González-Cantergiani (2016) 

  
To apply the metrics in this thesis, the data mined from Instagram was applied according to the 
metric descriptions. Each influencer was given an indegree score, an h-index score, and an 
eigenvector score. To determine the spread, the total number of hashtags in posts 4-10 were 
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collected for each influencer. The number of hashtags was then used to determine how hashtags 
impacted number of likes, comments, and followers. 
 
3.6.8 Quantitative Data Analysis 
For a quantitative analysis to be possible, the posts first had to be qualitatively analysed using 
content analysis. Content analysis was first used in 1941, explained as “a systematic reading of 
body of texts, images, and symbolic matter, not necessary from an author’s or user’s perspective” 
(Krippendorff, 2004. p. 3). This definition has been refined over the years into “Content analysis 
is a research technique for making replicable and valid inferences from texts (or other meaningful 
matter) to the contexts of their use” (Krippendorff, 2004. p. 18). This means taking secondary data 
and analyzing it according to the authors’ construct. In this thesis, Instagram was used as the 
secondary source, with data such as the number of likes and type of posts as the variable. The 
process of content analysis then entails answering a research question via context-sensitive 
variables (Krippendorff, 2004). In this study, the content analyzed was inherited from data mining 
public accounts of selected influencers on Instagram. The recommendation of analysis was to first 
tabulate the data. This involved making volumes of data comprehensible by putting the data into 
selected categories (Saunders et al., 2016). 
 
3.6.9 Quantitative Method Problems 
The problems researchers might face when doing quantitative data collection are according to 
Saunders et al. (2016) mostly caused by the questions: “did we measure things correctly?” and 
“did we measure the right things?” These questions are related to the validity of the study. The 
most relevant for this study was: internal validity, external validity, construct validity and content 
validity (Pallant, 2007; Saunders et al., 2016). The sample size in this study can be said to have 
been a content validity problem, as it dealt with how the sample adequately represented the 
universe or domain of content. The small sample could also have led to a misrepresentation of the 
population (Pallant, 2007), for example, if the influencer databases only collected homogenous 
influencers from a single nation instead of a wider range of influencers on a worldwide basis. This 
further relates to internal and external validity. A small sample size may have led to a smaller 
external validity i.e. generalizability, and a smaller internal validity, as it may be difficult to 
distinguish between which confounding variables the study should eliminate (Saunders et al., 
2016). Construct validity refers to measuring the right thing (Pallant, 2007). In the context of this 
study, this meant whether or not the measured variables i.e. engagement and spread, were the right 
variables to measure effectiveness.   
 
To ensure a high validity in the quantitative method, the researchers addressed a number of points. 
First, a careful review of the previous literature to find supporting studies that looked at similar 
measurements were used as a basis for all data collection. Second, four influencer databases were 
used to reduce content validity problems. Third, to establish a high external validity, the study used 
the biggest sample size the limited time frame would allow. 
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The reliability aspects of the quantitative method, i.e how replicable and consistent the data 
collection and results is, refers to consistency (Bryman & Bell, 2017). Saunders et al. (2016) 
mention that for quantitative data, reliability usually follows validity. If the quantitative is valid, 
then it can usually be considered reliable as well (Saunders et al., 2016).  
 
 
3.7 Qualitative Methodology 
In the following chapter, all relevant methodology for the data collection of the qualitative side of 
the study is detailed.  
 
3.7.1 Qualitative Data Collection  
A research interview is simply put a conversation between two or more people. There exist three 
archetypes of interviews: structured interviews, semi-structured interviews, and unstructured 
interviews (Saunders et al., 2016). Structured interviews use a predetermined, or ‘standardized’ 
set of questions that are identical between each interview. Questions are asked exactly as written 
and in the same tone, and there is no room to ask questions outside the premade script. Semi-
structured interviews are open-ended interviews, where researchers have a set of themes and loose 
questions, rather than a full script (Saunders et al., 2016). These interviews will vary depending 
on the respondent, and there is room for the researcher(s) to ask follow-up questions and change 
the flow of the conversations as he or she sees fit. Unstructured interviews, also known as an in-
depth interview, are informal and explore a general theme. Respondents can talk freely instead of 
solely being restricted to a prepared interview guide (Saunders et al., 2016). 
  
According to Saunders et al. (2016) and Carr and Worth (2001), the most appropriate type of 
interview when doing exploratory research is either semi-structured or unstructured. This is due to 
the nature of the research. The focal point of exploratory research is qualitative and thematic data 
(Bryman & Bell, 2017). As such, structured interviews are not relevant, due to such interviews 
often having a quantitative focus. In this thesis, semi-structured interviews were deemed the most 
useful. This was because semi-structured interviews gave the freedom of contextual flexibility 
while still having some structure in premade questions connected to the theoretical framework 
(Bryman & Bell, 2017). This was necessary to ensure the interviewees were given questions 
relevant to the study, while still giving them the freedom to walk beyond the research if necessary. 
As Yin (2011) mentioned, a qualitative interview (what he calls semi-structured interviews) is 
about building relationships between the researcher(s) and interviewee, which is why such 
interviews are appropriate when dealing with social sciences and especially when dealing with a 
theoretical relationship. The semi-structured interviews were done with a dual moderator setup, 
with one researcher taking the role of the moderator and the other researcher taking the role of the 
assistant. 
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According to Saunders et al. (2016), a dual moderator role is most fitting when there are two 
researchers. Further, the advantage of a dual moderator role is even more enhanced when doing 
semi-structured interviews, as one researcher focus on note-taking and assuring the relevant 
subjects is being the focus of the interview, with the other researcher focusing on listening and 
follow-up questions (Saunders et al., 2016). 
  
3.7.2 Qualitative Sampling 
Judgmental sampling, described as selecting appropriate cases that will best answer the research 
questions (Saunders et al., 2016), was a necessary process due to difficulty in finding participating 
firms. However, a few selection criteria were still put in place. First, only businesses with expertise 
in influencer marketing were considered. Then, email inquiries were sent out asking for the most 
appropriate person to contact in the business. This was to ensure the interview would take place 
with the person most qualified and knowledgeable within influencer marketing. Second, the 
business would have to actively work with influencer marketing to be considered to ensure up-to-
date knowledge within the field. Upon getting in contact and interviewing three respondents 
knowledgeable within influencer marketing, those respondents were then asked about additionally 
suitable respondents to interview. According to Halvorsen (1992), this is called the snowball effect 
and it is when a respondent within a company recommends other suitable respondents to the 
selection. In total, three respondents from different industries participated in the study and they 
were all knowledgeable and experienced in working with marketing and social media. The 
respondents were therefore considered experts in the field of influencer marketing. It was 
important to get a mix of respondents as they all had a different view of the factors making 
influencer marketing successful. Even though the respondents were few in numbers, the fact that 
they were experts combined with previous research using a similar number of interview subjects, 
such as Fournier (1994), made such a number a representative sample for this thesis. 
  
The data collection focused on understanding how the interviewed respondents perceived and 
understood the concept of influencer marketing. The target was to get descriptive and developing 
answers which were why the researchers chose to use semi-structured interviews (Saunders et al., 
2016). According to Saunders et al. (2016), it is important to be using an interview guide in these 
cases which is a list of specific themes the interview intends to cover to answer the purpose of the 
study. By utilizing an interview guide in such a manner, it opens up for the possibility of the 
respondent to formulate his or her answers with great liberty. The interviews were approximately 
30-60 minutes long where the interview guide was used as a basis. To make sure the information 
gathered from the interviews was used in a correct manner and analyzed accordingly, the 
respondents were asked whether they were okay with being recorded. After the respondents had 
been asked all the questions they had the possibility of adding anything they desired regarding the 
topic or ask the researchers any questions. According to Saunders et al. (2016), these are required 
steps to conduct a trustworthy interview. 
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3.7.3 Interview Approach 
Due to geographical distances and time limitations, all interviews were conducted over the phone. 
According to Carr and Worth (2001), telephone interviews are as reliable as personal interviews. 
The primary advantage of a lack of physical presence which is the case of telephone interviews is 
that the respondent will not be affected by the interviewer’s ethnicity, class or background. These 
are factors that can influence the respondent, deliberately or undeliberately, to accommodate their 
answers in a way they believe the interviewer prefer. The interview guide was also not distributed 
prior to the interview as that could run the risk of the respondents asking colleagues of an opinion, 
thereby affecting their answers. This choice was favored because the goal was to form an 
understanding based on the individual’s opinion and knowledge. However, according to Saunders 
et al. (2016), this has no major significance as the emphasis should be on the respondent’s 
perception and interpretation of the questions. Upon finishing the interviews, they were transcribed 
to ensure the possibility of a more in-depth analysis of the respondent’s answers. The respondents 
participating in the interviews worked for different companies but had the common denominator 
of being knowledgeable within influencer marketing. The companies included a marketing agency 
as well as companies within the fashion and apparel industry. In Table 9 below the three 
respondents who were interviewed are presented using pseudonyms as one of them wished to stay 
anonymous. 
  
Table 9: The Respondent's Names, Work Titles and Employer 

Name Position Company 

Jasmin Head of Communication and PR A 

George Interim Marketing Manager B 

Nicole Influencer Marketing Specialist C 

  
3.7.4 Qualitative Data Analysis 
Yin (2011) describes analyzing qualitative data as following five phases: (1) Compile Database 
(2) Disassemble Data (3) Reassemble Data (4) Interpret Data (5) Conclude. Compiling database 
was the first phase in which the researchers ordered their data. This may be in a database or other 
data formatting software. The next phase was disassembling, in which the researchers took their 
mass of data and broke it down into smaller chunks. This may involve coding or labeling. The 
third phase was reassembling, where the goal was to organize the smaller chunks into themes or 
through graphical lists or arrays. The fourth phase was interpreting the data by creating a new 
narrative. This was the key analytical portion and was also where themes and topic would be 
designed. The final step was concluding. This is simply where the interpretations and analysis were 
used to draw final conclusions connected to the research questions. As the main purpose of this 
thesis was to understand how companies can optimize their work with influencers, the scientific 
method driving the analysis was mostly qualitative, ergo following the above process. 
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Furthermore, this method of analyzing can be considered similar to thematic analysis, only with 
more elaborate steps. When analyzing qualitative data, thematic analysis is considered the most 
common and useful source of analysis (Guest, MacQueen, & Namey, 2012). The strength of 
thematic analysis is that it goes beyond statistical coding in that it analyses both explicit and 
implicit relationships and themes within the data and not just, for example, the number of times a 
phrase has been said or other such similar analyzing methods (Guest et al., 2012). 
  
Guest et al. (2012) describe a theme as “a unit of meaning that is observed (noticed) in the data by 
a reader of the text” (p.50). What this entailed in the context of this thesis was the specific meaning 
derived from the interviews, such as how the two types of influencers were mentioned by the 
different interviewees. This approach is known as an inductive thematic analysis (Guest et al., 
2012), as the themes and codes are built from the answers rather than of the other way around. 
 
3.7.5 Ethical Considerations 
In research, there are ethical considerations to take into account (Saunders et al., 2016). According 
to Saunders et al. (2016), especially important are those that make sure the research is not causing 
any harm or intruding on privacy. Bryman and Bell (2017) listed four principles to consider in 
social research which reflects the potential ethical shortcomings in a representative way. 
 

● Whether it occurs any damage to the respondents and their confidentiality. 
● Whether there are any shortcomings in consent from the respondent’s side. 
● Whether the research intrudes on the respondent’s privacy. 
● Whether it occurs any form of fraud, false pretense or withholding of important 

information. 
 
In this thesis, these four principles were at risk of being infringed on when conducting the 
interviews and then making use of the collected data. Prior to the interviews, the respondents were 
informed of the purpose of the study, their right to withdraw at any time, to avoid answering any 
questions and to be anonymous. The information which was shared with the respondents prior to 
the interviews is displayed in the Appendix. One of the respondents had the wish to stay 
anonymous and thus, all the respondents were named using pseudonyms to preserve their 
anonymity. 
 
3.7.6 Qualitative Method Problems 
Reliability refers to the ability for research to be replicable and consistent. If you cannot replicate 
research with the same results, then the research is not reliable and should be approached with 
caution (Saunders et al., 2016). The problem of reliability is especially prevalent when doing 
thematic analysis, as much of the interpretation is implicit and from the minds of the researchers 
(Guest et al., 2012). To combat this, the researchers of this study ensured consistency in the coding 
methodology and analytical process by verbally agreeing to rules and writing down specific 
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guidelines to follow. Further, the researchers analysed and coded the data separately and then 
together. This was done to strengthen the reliability through multiple coder analysis (Berends & 
Johnston, 2009). Having two or more coders adds multiple perspectives, and the opportunity to 
enhance and refine the coding-process, according to Berends and Johnston (2009). 
 
Saunders et al. (2016) also mention that validity is a problem to consider when doing semi-
structured interviews. However, semi-structured interviews are especially effective at achieving 
high levels of validity (Saunders et al., 2016). This is tied both to the construction of the interview 
questions and the subsequent analysis. In this study, the interview guide is constructed using 
previous theory, as well as with clarifying script and follow-questions. 
 
There are further problems that come with interviews held over the phone. The authors were unable 
to read body language signals such as twitching and other signs of human emotion. Such signals 
could be useful in understanding whether a question or an answer was of sensitive nature which 
could imply that there were more than met the eye. Denscombe (2014) described something called 
the interview effect. He defined it as interviewees being impacted by their own preferences and 
prejudices that may color the answers to questions in relation to the interviewers. The color, sex, 
age, and ethnic origins of the interviewer may deliberately or subconsciously impact the 
interviewees, impacting the amount of information they may be willing to divulge. This is true 
even for non-personal interviews, where the interviewees may instead base the willingness to 
divulge information on perceptions rather than observations (Denscombe, 2014). To reduce this 
possible problem, researchers should consider the differences between the interviewers and 
interviewees in terms of age, social status, professional, and education experience (Denscombe, 
2014). However, it was difficult for the researchers to adapt according to the differences, so instead 
the researchers decided to be as neutral as possible. Further, simply being aware of the problem is, 
according to Denscombe (2014), often enough. 
  
In addition, one should not forget potential issues with translation. The interview guide and 
subsequently the interviews were all held in Swedish and later translated into English for the 
analysis. The authors did their best to maintain the initial meaning, but there was nevertheless a 
chance some of the meaning was lost when translating and transcribing. Mixing two languages in 
one study may also reduce the reliability. For a non-Swedish speaking person, it may be difficult 
to replicate parts of the study due to the language barrier. Another aspect which could have led to 
issues is the number of interviews. A smaller number of interviews could have led to insights being 
missed or the results being biased as the few respondents could be favored towards one direction. 
The authors, however, interviewed experts which were knowledgeable within the field of 
influencer marketing and could, therefore, rely on their answers as being trustworthy and 
insightful.  
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3.8 Mixed Method Research and Its Implications 

Mixed method studies can boost and augment both the validity and reliability of studies (Zohrabi, 
2013). However, mixed method studies can be truly demanding as some authors consider the two 
approaches to have “fundamentally incompatible epistemological positions” (Bryman, 1992. p. 
153), meaning that the research approaches are based on different bases of knowledge. 
Onwuegbuzie and Johnson (2006) mentioned that mixed method research combines 
complementary strengths and non-overlapping weaknesses. Specifically, they discussed the issue 
of validity as a problem of integration (Onwuegbuzie & Johnson, 2006). Onwuegbuzie and 
Johnson (2006) further brought up nine types typology of mixed method legitimation types. The 
most relevant for this research are shown in Table 10. 
 
Table 10: Mixed Method Legitimation Types and Their Implications 

Sample integration 

This deals with how the samples from the 
qualitative and quantitative are mixed and 

compared to be representative of one population 
(Onwuegbuzie & Johnson, 2006). In this study, 

this was not an issue as the two samples 
represented two different populations. 

Weakness Minimization 

This means how the weaknesses of one research 
methodology are reduced via the strengths of the 

other. This is something mixed method research is 
an optimal position to focus on (Onwuegbuzie & 

Johnson, 2006). In the case of this study, the 
results of research questions 2 & 3, i.e the 

qualitative data, helped with the understanding 
and analysis of the first research question, i.e the 
quantitative data. Without a mixed method study, 
the results of either data collection would not have 

been as significant. 

Conversation legitimation 

This refers to how the collected data is converted 
into interpretable data for analysis (Onwuegbuzie 
& Johnson, 2006). In this study, the quantitative 
and qualitative data complemented each other 
through an analytical interpretation. In other 

words, the data collectively gave the researchers a 
better understanding of each individual data point, 

as well as how to analyse them. 

Source: Onwuegbuzie and Johnson (2006) 
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Another aspect to consider in a mixed method study according to Bryman (1992) is cost as it often 
requires more resources. The cost has been a limiting factor for this thesis, but a known one, and 
as such, has not impacted the results. A factor which however could have affected the thesis when 
compared to a pure qualitative or quantitative research is time. Given that the researchers had to 
devote resources into both quantitative and qualitative aspects, both could have taken a toll in 
quality as less time could be devoted towards them. 
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4. Results 
The following chapter will be structured around the research questions as those were treated 
individually in the empirical data collection. For the first research question, the collected 
Instagram data was tested to see if there were any connections between effectiveness and spread 
and the different types of influencers. For the second and third research question, the collected 
data from the three interviews is presented. 
 
4.1 Measuring the Effectiveness and Spread of the Different Types of 
Influencers 
The data mining gave way to empirical data consisting of 51 influencers and their profile 
information. The data was summarized in an excel sheet which was imported into SPSS where 
tests and analyses were run. As the purpose of research question one was an exploratory look at a 
difference between the two types of influencers, a two-tailed independent t-test was initially run. 
This test assumes a hypothesis in which the direction of the effect is not specified in advance. In 
other words, the test does not assume that one specific type of influencer is different from the 
other, but instead looks at the two influencers independently. This means the null hypothesis is 
that there is no difference between engagement and spread for opinion leaders and micro-
celebrities. The alternative hypothesis is that there is a difference between engagement and spread 
for opinion leaders and micro-celebrities. The calculation for engagement used the formula from 
Chapter 3, highlighted in Figure 13. 
 

H0: There is no difference in engagement and spread between micro-celebrities and 
opinion leaders. 
 
H1: There is a difference in engagement and spread between micro-celebrities and 
opinion leaders. 

 
The first test was run to check for normality, seen in Figure 15, with Kolmogorov-Smirnov using 
Lilliefors Significance correction. To achieve a normal distribution in the sample, the significance 
level must be above 0, 05 (Pallant, 2007). 
 

 
Figure 15: Normality with Outliers 
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In the complete sample, a normal distribution was not achieved, as the significance level was 
0,000. By looking at the descriptive statistics in Figure 16, the mean shows that there was a 
difference in engagement rate between the two types of influencers. 
  

  
Figure 16: Group Statistics with Outliers 

 
Since a normal distribution was not achieved, a t-test could not be run. Therefore, a Mann-Whitney 
U test was performed as it does not take specific values into account e.g. mean, but rather their 
rank in relation to each other e.g. median (Pallant, 2007). 

  

 
Figure 17: Mann-Whitney U Test with Outliers 

 
Despite the Mann-Whitney U test being performed due to a small sample size and the risk of 
outliers affecting the result due to a none normal distribution, the test showed a deviance from a 
statistically significant result. The asymptotic 2-tailed significance was 0,401, a result which was 
not statistically significant. As the Kolmogorov-Smirnov test showed that the complete sample did 
not have a normal distribution, it was believed that the outliers drastically increased the mean 
engagement of either one or both types of influencers, driving the result away from a normal 
distribution. To see how the outliers were positioned in relation to the norm, a boxplot test was 
performed, shown in Figure 18. 
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Figure 18: Boxplot with Outliers 

 
The boxplot in Figure 18 highlights four outliers which deviate from the norm. Outliers are not 
inherently bad and can be removed if there exists a reason for it (Moore, McCabe, & Craig, 2014). 
In the case of these outliers, they did not represent faulty or incorrectly inputted data. They did, 
however, impact the statistical analysis as they affected the p-value in a way which made the data 
close to being statistically significant when that was not the case. According to Moore et al. (2014), 
it thus warrants a removal. The most egregious outliers were then removed and the same tests were 
run again.  
 

 
Figure 19: Normality without Outliers 

 
Looking at the test of normality without the outliers, the sample is now significant and normality 
is achieved in the distribution, as shown in Figure 19. 
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Figure 20: Two-Tailed Independent T-Test Without Outliers 

 
The two-tailed independent t-test without outliers in Figure 20 confirmed the outliers’ effect on 
the significance levels. Without the outliers, the two-tailed significance levels decreased from 
0,401 to 0,304. Even though it decreased, it was not significant. Meaning that the null hypothesis 
could not be rejected when equal variance was not assumed. 
  
  

  
Figure 21: Group Statistics without Outliers 

 
Upon removing the outliers shown in Figure 18, the mean engagement rates of the two influencers 
decreased to 2, 95% and respectively 2, 52%, indicating a small difference between the two. This 
is shown in Figure 21. To make sure there still was not any statistical significance and considering 
the sample is even smaller, a Mann-Whitney U test was once again conducted, shown in Figure 
22. 
  

  

 

 
Figure 22: Mann-Whitney U Test without Outliers 
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The test in Figure 22 showed a further deviance from a statistically significant result than the last 
Mann-Whitney U test with an asymptotic 2-tailed significance of 0,722 compared to the previous 
value of 0,401. Considering both the two-tailed independent t-test and the Mann-Whitney U test 
showed the data was not statistically significant with the outliers removed, the null hypothesis 
could not be rejected. Thus, the different types of influencers have no statistical significance on 
the engagement rate meaning that all things equal, one type of influencer cannot be said to be more 
effective than the other in terms of engagement rate. 
  
The researchers assume the results of engagement and spread will be the same. This is not only 
because they share similar variables, but they also share the same source of data. If one influencer’s 
data point toward a specific result for their engagement, one can then assume the same influencer’s 
data will point toward the same result for the spread. Thus, only a simple analysis of the spread 
will be conducted to confirm this. 
  

4.2 Measuring Spread 
To measure spread, the researchers conducted Mann-Whitney U tests due to the small sample size. 
One test, shown in Figure 23, was run on the h-index and type of influencer and the other test, 
shown in Figure 24, was run on number of hashtags and type of influencer. 
 

 

 
Figure 23: Mann-Whitney U Test H-Index 

 
The Mann-Whitney U test on the h-index in Figure 23 revealed what was expected - it cannot be 
said with any statistical significance that one type of influencer generally has a higher h-index than 
the other, in other words, one type of influencer does not generally have more followers, comments 
or likes than the other one. 
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Figure 24: Mann-Whitney U Test Hashtags 

  
The Mann-Whitney U test on the number of hashtags in Figure 24 mirror the previous results. The 
results were not significant and it can, therefore, be said the number of hashtags does not differ 
between opinion leaders and micro-celebrities and the null hypothesis could once again not be 
rejected. 
 
 

4.3 How to Work with Influencers and Maximize the Collaboration 
The second part of the results will present the data collected for research question 2 and 3.  The 
data consists of interview material from three interviews. The second and third research question 
deals with how business can maximize their work with the two types of influencers. To properly 
describe how each respondent works with influencers, the result will be explained as a process 
from start to finish. 
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Table 11: Company Profile 

Respondent Company Description 

Jasmin A 

A is a company who is an intermediary between companies and 
YouTube profiles. They started in 2013 and have worked with 

influencer marketing since the start. Prior to the interview, Jasmin 
was informed that the study focused entirely on Instagram to ensure 

relevance. 

George B 

B is one of the biggest online clothing chains for men in 
Scandinavia. They started in 2014 and has worked with influencer 
marketing since the start. They started with influencer marketing 

because of their roots in affiliate marketing. 

Nicole C 
C is one of the biggest online clothing chains in Northern Europe. 

The parent company of B. They started with influencer marketing in 
2013. 

Source: The Respondents 
  
To ensure the researchers and respondents were on the same page, the respondents were first given 
the opportunity to discuss how they define an influencer. The answers are summarized in Table 
12. 
 
Table 12: The Respondents’ Influencer Definition 

Respondent Influencer definition 

Jasmin 

Viewed an influencer as a person with a following on social media or an 
open platform with a following function where the followers have a form of 
trust in the one they follow. She meant that this is a form of trust where the 

followers trust the judgment of the influencer. 

George 
Viewed an influencer as a person who can influence other people through a 

digital channel or platform. He said an influencer can be anyone from a 
politician, to a musician, to movie stars, to a smaller blogger. 

Nicole 
Viewed an influencer as a person (from a fashion perspective) as a 

trendsetter. A person who has a strong position to affect or influence a 
group of people. 

Source: The Respondents 
  
4.3.1 Different Types of Influencers 
Contradictory to the thesis’ separation of influencers in terms of personality and knowledge, the 
respondents had a different way of distinguishing them. George believed all influencers to have a 
basis in knowledge, “I think every influencer has some sort of knowledge, for example about their 
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followers… some influencers know much about doing business”. Even though he said there are 
profiles who focus on their knowledge, George viewed a knowledge in business skills as more 
important for influencers than a knowledge in fashion. He added that each influencer is like its 
own billboard, and from his perspective as a business dealing with influencers, he values 
influencers who know how to create content that sells above anything else. George pointed out 
that they divide influencers into categories. They have multiple categories, including best-selling 
profiles, brand ambassadors, VIP and PR profiles, and more. 
  
Jasmin claimed that they saw all influencers as unique personalities or unique channel owners and 
therefore do not make any personal distinction between them. In other words, neither knowledge 
nor personality was a relevant measure according to her. Instead, she said they focus on the type 
of content of an influencer, namely genre, and that their separation of influencers is in terms of 
their channel content rather than their personal qualities. Nicole said that they divide influencers 
into two groups: Branding Profiles and Affiliate Profiles. The Branding Profiles would include 
influencers who the company felt they could co-brand with directly as they share values and 
beliefs. Affiliate Profiles would instead include influencers that were of the larger mass that they 
work indirectly with through affiliate and tracking links. Within these two groups, they then had 
subcategories which could, for example, be top performers or ambassadors. George described that 
they use a category system similar to what Nicole explained to be subcategories. Within their 
affiliate network, they have categories which were explained above as best-selling profiles, brand 
ambassadors or VIP for example and these categories were subsequently their basis for 
distinguishing their different types of influencers. 
  
4.3.2 Database/Networks 
What all the respondents had in common was that they utilized a database where they had 
influencers to choose from. These were called networks, affiliate networks or branding networks. 
Jasmin claimed that they were meticulous when deciding which influencers to include in their 
network, but she also stated, “we do not do active recruitment of influencers such as calling or 
mailing, but instead it is often based on recommendations from other influencers who want to join 
our network”, whereas Nicole claimed their affiliate network was open for any influencer who 
wished to apply. In addition, they had their branding network which was exclusive for influencers 
they felt comfortable associating the brand with and saw fit for a long-term relationship. George 
explained that they had an exclusive affiliate network. 
  
A further distinction between the respondents and the companies they worked for was the 
separation and use of the networks. Whereas Jasmin worked for a company who was a middleman 
between companies and influencers, Nicole and George worked for companies who had cut out 
the middleman and instead used their own network of influencers. Essentially, all three used the 
same idea but in different ways. A’s and B’s network was exclusive and dealt with carefully. C’s 
networks were twofold where the first level was open to anyone (affiliate network) and the second 
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level (branding network) was similar to A’s and B’s network, i.e. only available for exclusive 
influencers. The reason it was exclusive, however, differed. In the case of A, it was because every 
influencer had a partner manager who was knowledgeable about the influencer. This ensured the 
partner manager could pair up influencers with suitable companies and campaigns, but also limited 
the possible number of influencers. In the case of C and B, it was because the influencers in their 
branding and affiliate networks were the ones suitable to invest in a long-term relationship with 
and to associate with C’s and B’s brand image due to shared values and beliefs. Figure 25 below 
provides an overview of the different companies’ networks. 

 

 
Figure 25: Network Overview 

 
The premises for all the respondent’s choice of influencer was thus that they were already included 
in the network. A could, however, go outside their network if a company requested a specific 
influencer they did not already have in their network. Within these networks, C and B, however, 
separated the influencers differently than A. 
 
4.3.3 Selecting Influencers for Campaigns 
Just like the databases differ, so does the approach to a campaign or a promotion. Nicole explained 
that all the influencers they collaborate with are starting out on their affiliate network. Once in the 
affiliate network, they are sent clothes and sometimes promo codes to be able to produce content. 
Based on their performance they are then categorized accordingly and this categorization is the 
basis for how the influencers are used in campaigns or promotions. The categories include for 
example ambassadors, top performers or average performers. When conducting a campaign, 
influencers would then be chosen from these different categories based on the goal of the 
campaign. George’s explanation of how they chose influencers for a campaign was similar. Just 
like Nicole, he explained that they track their influencers in terms of performance and then 
categorize them respectively. Then, depending on the type of campaign they chose influencers 
from the categories. Jasmin’s explanation of their process of pairing influencers with campaigns 
was fairly straightforward. It is up to each partner manager to match influencers with businesses 
who contact them to do an influencer marketing campaign. This becomes an efficient process as 
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each partner manager are very knowledgeable about their influencers and know what kind of 
campaigns that fit them, according to Jasmin. 
  
4.3.4 Image 
When it comes to how image affects the brand and the influencer after a campaign or promotion, 
all respondents took this into account. However, they had opposing views on how to work with 
the different aspects of image. Going back to C’s Branding Profiles, Nicole explained that 
influencers included in this network are the ones who “breathes C”, which makes the importance 
of image clear. She mentioned that the image is constructed by the values of C. Upon aligning 
influencers who are suitable for C’s image, such values are discussed internally to make sure the 
influencer is a proper fit. Hence, the image is a subjective matter and influencers are given a 
contract which spans over one year as those values might not correlate in the future. However, 
Nicole also claimed that the image of C is not to be underestimated as it can help up-and-coming 
influencers, or rising stars as she called them. 
  
Although George also discussed the importance of collaborating with influencers who have 
healthy values and stands up for important matters, he also mentioned the importance of image in 
terms of looks. They did not want to collaborate with influencers who for example were too slender 
as that could encourage eating disorders. Another example he explained to be important was a mix 
of people in order to have a diversity. Interestingly, the importance of a fit in the image was 
according to George also an important factor to reach a higher trustworthiness in campaigns. 
  
Jasmin again went back to their partner managers to explain how they deal with image correlation. 
As they have a limited number of influencers in their network, their partner managers are instead 
able to be highly knowledgeable about them. This makes it possible for the partner managers to 
know which influencer fits which business. 
 
Even though the respondents had their own way of explaining the importance of image, they all 
had the same opinion on its effect on both the brand and the influencer and that it was something 
that had to be taken into consideration. 
 
4.3.5 Successful Factors for an Influencer 
All respondents had different answers to what constitutes a successful influencer. Common 
between the respondents, however, was their opinion on the importance of personal aspects. 
Personality, according to the respondents, was what could differentiate an influencer from the 
broad mass and if utilized correctly, could be a key success factor. 
 
Early in the interview, Nicole mentioned how she believed a successful influencer relies much on 
their personality. She claimed that it is not always the one with the best style, the one who dresses 
the best or the one who is following all trends who is most successful. To stand out on social media 
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today, she believed personality is what can truly separate you from others. A personality is unique 
and it can make content feel genuine and trustworthy. George thought there were two sides of the 
coin to the success. First, it is how the influencer acts towards its followers. Secondly, it is how 
the influencer acts towards the companies he or she collaborates with. In order for the influencer 
to be successful, George believed it is important that the influencer is selective with collaborations 
and can promote products in a trustworthy way. The customers of today are not easy to fool which 
is why an influencer needs to know what kind of products and promotions works for their followers 
and how those products are to be presented in order to be successful. He stated, “consumers today 
are super picky and know what influencer marketing is and some don’t like it… so that is 
something to consider, that it doesn’t look bought”. Jasmin resided to the old saying “hard work” 
and meant that those influencers who are successful are the ones who have worked hard to make 
their content pleasing for their followers and to attract the right kind of followers. In addition, she 
believed people’s background and prerequisites plays a major role. 
  
4.3.6 Successful Promotions 
When asked about successful promotions, the respondents each gave their own unique answer. 
The answers are summarized in Table 13 below. 
 
Table 13: Successful Influencer Marketing Campaigns 

Respondent Type of Campaign Number of 
Influencers Success Factors 

Jasmin 
Beauty campaign 

spanning Scandinavia 20 
Match between influencer and brand 

Project management 
Influencer freedom 

George Ibiza launch party 200 Number of influencers 
Social media “takeover” 

Nicole Influencer Relationship 1 
Match between influencer and brand 

Continuous relationship 

  
Jasmin mentioned a successful promotion with influencers in which they had a campaign together 
with a beauty brand. 20 beauty influencers, each with its own unique niche to prevent overlapping, 
worked together in the campaign spanning Scandinavia. The influencers coordinated by sharing 
several posts on YouTube, Twitter, Instagram and Facebook related to the campaign. At the end 
of the campaign, a marketing firm measured brand preferences within the targeted segment and 
found that both brand awareness and “willingness to buy” had increased by 25 percent. Jasmin 
attributed the successful campaign to both a good match between brand and influencer as well as 
a well-executed project management. Further, she mentioned the importance of influencer freedom 
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i.e. the influencer gets to talk about the brand in their own way to their followers, instead of using 
a premade script. That was, as Jasmin said it, “the key to success.” 
  
George brought up a campaign in which they flew 200 influencers to Ibiza for a 24-hour party to 
celebrate the launch of a new summer clothing collection. This promotion not only gave them a 
lot of media attention and prices, but it was also profoundly successful. According to George, the 
campaign caused sales to drastically peak. George further meant that the success could be boiled 
down to the large number of influencers used and the successful tactic of social media “take over”, 
where in conjunction with the release, all the influencers worked together by sharing content on 
social media related to the party and the new clothes. 
  
Nicole discussed a successful promotion with a single influencer in which her company built a 
long-term relationship with the influencer. The influencer was used to model for the product 
catalog, sell through affiliate links, share posts on social media, and act as a front-figure in the 
newsletter. In return, the influencer could grow her own personal brand, and as Nicole said it, they 
were able to “grow and build something together”. Nicole further mentioned that she believed the 
success of this relationship was due to two factors. One, the influencer and brand matched really 
well, and two, the brand and influencer shared a long-term relationship with a focus on continuity. 
Nicole came back to the relationship between their brand and the influencer numerous times: “At 
C, we are very fond of our relationships with our influencers.” 
 
When asked to describe a successful promotion, both Nicole and Jasmin mentioned the importance 
of match between influencer and brand, where personality played a valuable role. These examples 
were in line with their opinions on success factors for an influencer as they both focused on 
personality. This was not the case for George, whose tactic differed drastically. He instead 
mentioned working with a large number of influencers to create a hype, where the personality was 
not as important. It was rather the number of influencers used and that each influencer was popular 
and famous that made the campaign successful.  
  
4.3.7 Unsuccessful Promotions 
The respondents were overall reluctant to mention promotions that were not successful, compared 
to their enthusiasm to mention successful promotions. Jasmin mentioned that when she had heard 
of campaigns that did not reach their full potential, the faulty link could often be directed to miss 
communication between the influencer and the brand. Jasmin meant that when doing influencer 
marketing, an important step is getting to know the influencer and their style of expressions prior 
to the campaign. In the cases where that was not done properly, she had noticed campaigns to fail. 
Nicole once again talked about the importance of knowing your brand and its identity. In a previous 
campaign, they had a problem where the brand identity and the influencer identity did not match. 
Even though the influencer on all accounts was great - with a high number of followers, strong 
engagement, expertise in fashion, and big social media channels, the relationship did not work. 
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The cost was too high and the results fell flat. Instead, Nicole said they should have gone with 
three or four smaller influencers, instead of one big. It would potentially have been the same cost, 
but with a much bigger reach and effect. 
  
George explained that of the influencers they have worked with, it was obvious to tell when 
influencers were not fully invested in the relationship. This could, for example, be influencers who 
did not feel genuine and who went to competing brands just a day after a collaboration, George 
specified. George further talked about how the influencer marketing business struggles with the 
concept of exclusivity, and how it is difficult for influencers to walk the line between needing to 
earn a living and keeping their exclusivity. As he said it: “it’s their livelihood, they make money 
on this, so it’s a balancing process between jumping at every opportunity and saying no to work”. 
Nicole continued this notion and mentioned how every brand wants to work with every influencer. 
Nicole believed the problem stemming from influencers often working with up to 10 different 
actors at once, and the difficulty this brings both to the influencer and to the brands. Not only does 
this affect the believability and trust of the influencer, it can also make it difficult for brands to get 
visibility. On the other hand, true exclusivity is not necessarily the goal brands what to achieve 
either, as true exclusivity is not believable. Nicole mentioned an example of this, where it is not 
believable if a big influencer would only wear one brand, because in reality, no one does this. She 
told the authors during the interview: “If you look at yourself, you are probably not wearing clothes 
from just one place.” The authors looked at each other and agreed in silence. 
 
4.3.8 Followers  
The respondents were probed on the followers of influencers. Jasmin talked about how they rarely 
looked at followers, and that they treat them as one homogenous group within specific 
demographics. She clarified that they work primarily with Nordic influencers, and even though 
some of their influencers have a worldwide audience, it is only the relevant followers i.e. within 
the right demographic, that are of interest to them when it comes to influencer marketing 
campaigns within the Nordic countries. George, on the other hand, mentioned how they 
“absolutely look at followers”. According to George, they looked if the followers were genuine or 
if they were bought, as well as their nationality. He said that international followers can potentially 
be useful if they ever want to do multinational campaigns in other countries. Nicole also said they 
look at followers, particularly to ensure a high presence in the Nordic countries. 
  
When it came to the number of followers, Jasmin said that it depends. She clarified that ultimately 
it is not number of followers that matters, but engagement. So, while a channel may have a high 
number of followers, it is irrelevant if their engagement is low, according to her. George continued, 
mentioning how you should not stare blankly at the number of followers. There are many 
Instagram accounts that have a high number of followers but low engagement. Such accounts are 
not of interest, George mentioned. Not only that, but the conversion rate is an important factor, 
especially if you are interested in selling. George shared an example where the engagement rate 
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was high, but the conversion rate was low. In other words, the followers were active in liking the 
content but were ultimately not interested in taking further steps to purchase the products 
advertised by the influencer. Nicole had a similar opinion and said, while followers have an 
importance, that importance has lessened over time. Engagement is instead the more dependable 
variable. Nicole also discussed the difference between markets. She talked about how in Sweden 
there exists a positive correlation between the number of followers and sales. In Norway, on the 
other hand, this correlation is not as strong. Nicole explained, “In Norway, an Instagram account 
with 30 thousand followers can sell more than an Instagram account with 200 thousand followers”. 
  
4.3.9 Tactics to Increase Engagement and Creating Content 
The content an influencer publishes for a campaign is according to all respondents a task which is 
mostly managed by the influencer. Jasmin explained that the influencers they work with create 
content which is approved by the company hiring the influencer. George explained that unless it 
is a large campaign they do not approve the content before publishing, but even in larger campaigns 
they only make a quick check prior to it being published. Nicole said that it differs. With some 
influencers, they have a deal in which they post once a week on their social media channels and in 
those cases, she sends the influencer a loose briefing of what the promotion should include. This 
gives the influencer room to decide much of their content. In other cases, she explained that on 
their affiliate network website they post new collections and news and influencers in the affiliate 
network can draw inspiration from that feed to create their content. To summarize, Nicole 
explained that it is important to give the influencers room to create their own content because, 
from experience, the end result is better if it is less controlled from her end. 
  
As the content is mostly decided by the influencer, George explained that the tactics to increase 
engagement often starts with having the right influencer for the right campaign. He shared an 
example where they had a campaign for student dresses in which they used an influencer who 
herself was graduating. This ensured a high trustworthiness and genuineness of the campaign 
which could be beneficial in increasing engagement. In addition, George specified how they 
worked with incentives to encourage influencers who are not especially engaged in their 
promotions. An example would be to increase the compensation or commission given to an 
influencer. Nicole discussed similar tactics as George with an example of Black Week. This is a 
week where they would peek in sales and to further nourish that, they would increase the 
commission given to their top performing influencers. Furthermore, Nicole explained that they 
worked much with sales courses and educating their strongest influencers (in terms of sales), 
awarding them with bonuses or treating them with vacations. Tactics like these would often make 
the influencers realize the benefits of increasing their sales and from that; a higher engagement 
from their followers could come as an effect. 
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4.3.10 Measure Results 
To measure results Nicole explained that they mainly looked at two factors. The engagement rate 
during the campaign and how much sales they have driven. This was also often the basis for 
whether to continue the collaboration or not. By using affiliate links, they are able to track how 
much the influencer’s followers have bought clothes using that link, i.e. the number of sales the 
influencer has contributed to. But other than this, she meant that it is one critical aspect that many 
companies disregard, and that is continuity. Many expect a great increase in sales shortly after an 
Instagram marketing campaign, but Nicole meant that you have to work with the influencer over 
a longer period of time before you can enjoy increased sales. Something she compared to with a 
product lifecycle, meaning that it takes time to reach an optimal outcome but also that a 
collaboration has an end. Eventually, they are going to reach a point where the collaboration is not 
beneficial for either of the parties, meaning that the life cycle has reached its end. As with other 
aspects of working with influencers, George discussed similar methods as Nicole. He explained 
that they use conversation as a tool to measure results. With conversation, he meant the use of 
tracking and affiliate links to see how well an influencer is at turning a visitor into a customer. 
Jasmin also explained how they use tracking links to see the number of sales, but they have also 
looked at the number of sales in physical stores and number of tickets sold for shows. 
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5. Analysis 
This analysis follows the structure of the previous chapter. For the first research question, the 
implications and reasons for the two types of influencers having no difference between 
effectiveness and spread are analyzed. For the second and third research question, the interview 
data were analyzed with help from the literature review. 
 
5.1 Quantitative Analysis 

The hypothesis for this thesis was: 
 

H0: There is no difference in engagement and spread between micro-celebrities 
       and opinion leaders. 
 
H1: There is a difference in engagement and spread between micro-celebrities and 
       opinion leaders. 

 
From the statistical analysis, it was concluded that the null hypothesis could not be rejected. This 
meant instead rejecting the alternative hypothesis. However, findings can that still be made in the 
light of this result. 
 
de Vries et al. (2012) looked at what drives brand post popularity, e.g. number of likes and 
comments on social media. They concluded that interaction with the posts i.e. engagement is 
important. They did not conclude why it is important. This was instead answered by Newberry 
(2017) and Long (2017), who both stated that Instagram’s algorithm favors engagement. It was 
explained that Instagram’s algorithm boosts content with a great engagement to the top of users’ 
feed which allows a higher rate of exposure. In turn, this would create even more engagement, 
leading to a snowball effect. Therefore, engagement on Instagram is vital to an influencer’s 
success. Riquelme and González-Cantergiani (2016) mentioned how finding the most influential 
users on social media networks is a challenge. By connecting the importance of engagement and 
finding influential users, this study used statistical analysis to investigate whether engagement and 
spread differ among the two types of influencers defined previously. 
  
The results showed that it cannot be said with any statistical significance that there exists a 
difference in engagement among opinion leaders and micro-celebrities. While opinion leaders and 
micro-celebrities share similar content differently, ultimately the way the audience interacts with 
the influencers can be said to be more or less the same. The followers of an influencer do not view 
them as an opinion leader and micro-celebrity, but instead merely as a person of interest. However, 
while the engagement may be the same, the way the followers are influenced are not. As mentioned 
by Kapitan and Silvera (2015), influencers affect their followers in different ways. In the process 
of identification, much like the way micro-celebrities influences, there exists a desire from the 
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consumer to become like the influencer. The micro-celebrity then has the power of utilizing that 
desire by promoting products which the consumers will be eager to buy. This is different to the 
process of internalization which is similar to the way opinion leaders influence consumers. The 
focus here is on the message itself rather than on the person behind it. The opinion leader’s task is 
to strengthen the message with arguments that persuade the consumer. This highlights the 
importance of having the right fit between an influencer, a product, and a brand. It can be 
concluded that although important and beneficial, it is apparent that the type of influencer for a 
campaign should not be chosen with engagement as a deciding factor. 
  
As with engagement, the spread did not differ between opinion leaders and micro-celebrities. This 
further reflects that the type of influencer does not impact the nature of the posting. The driving 
variable in measuring spread was hashtags. The data showed the number of hashtags does not have 
any impact. This may be due to hashtags being a factor that can be decided by the influencer 
themselves. While hashtags can be used to promote yourself or a brand, the chance of becoming a 
top post within a hashtag is determined by an automated algorithm on Instagram. Further, the time 
of the post can have a huge impact on whether the post will trend in any given hashtag. A post 
stays in trending for a maximum of 24 hours in popular hashtags (Instagram Help, 2018). As such, 
this is difficult to control and even harder to measure on a large scale, even if one has access to 
each influencer’s account. The number of followers of hashtag further impacts this. The more 
followers, the more potential visibility a post has within a hashtag. Likewise, the more followers 
of a hashtags, the more competition every post will have for the top spots. Therefore, hashtags are 
a measure that may or may not be effective, due to a number of variables that may be challenging 
to control. The advantages of hashtags do not come as an increased aggregated spread, but instead 
as a novelty, a way to create and share content with a small group of people, often a group who 
already follows the influencer. This would create a small network in which the influencer is in the 
center. In other words, the data suggest using hashtags to increase spread holistically may be 
difficult, but on a smaller scale, hashtags may have some use. 
  
The reason the result showed no difference between the influencers in terms of effectiveness and 
spread might stem from several factors. The categorization might have been too general, only 
proving effective in distinguishing influencers in the broad mass, meaning that further categorizing 
might have shown a greater variation between different influencers. The categories outlined may 
not be applicable meaning that the measured variables are not where the difference can be found. 
While spread and engagement do not differ, there may be other factors that do. These potentially 
overlooked factors could then prove important when selecting an influencer for a promotion. 
Further, errors from the researchers was a possibility. This could take the form of errors in the 
sampling. 
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5.1.1 Errors 
It is important to mention the potential errors of the data collection. Due to the small sample size, 
there was a risk of a type II error. The null hypothesis was that there is no difference in engagement 
and spread among opinion leaders and micro-celebrities. The study did not weigh the null 
hypothesis towards either tail. To support or reject the null hypothesis, the analysis would have to 
give a statistically significant result in either direction. As previously mentioned, the null 
hypothesis could not be rejected, meaning there was no difference in terms of effectiveness and 
spread between the two. A type II error means the failure to reject a false null hypothesis (Saunders 
et al., 2016). This implies that there can exist a difference in engagement between the two types of 
influencers but due to the small sample size, it was not detected. For an effect to be noticeable with 
a small sample size, it would potentially have to be larger than in reality for it to be detectable 
(Saunders et al., 2016). Moreover, the groups were not similar in size which could have led to 
problems when analyzing the data. The Mann-Whitney U test was conducted to counteract this but 
the outliers present in the sample caused normality issues and the sample thus had to be reduced 
which increased the risk of type II error. In addition to the risk of a type II error, potential bias in 
influencer selection was a risk that had to be reviewed. While the researchers did their best to avoid 
bias by gathering a random selection of influencers from multiple influencer databases, bias was 
nevertheless a possibility. It was possible the databases were either too similar or too different 
from each other and that they were not truly representative of the entire influencer population. 
 
It is also important to consider the depth and scope of the calculations for engagement. McCracken 
(1989) highlighted how the fit between endorser and brand can impact the effect of a campaign. 
This was further underlined by Silvera and Austad (2004) who said that the fit between an endorser 
and a brand is what determines the effectiveness. However, such factors are difficult to consider 
when doing mathematical calculations as they are abstract and depends on individual influencer 
and brand context-sensitive variables. As such, the calculation used in this thesis can be considered 
flat and one-dimensional.  
 
Ultimately, even though the content analysis might suffer from a type II error and a flat 
engagement calculation without consideration to fit was used, there is still insight to have 
methodologically. The method of how the influencers were distinguished from each other proved 
effective. With a larger sample size, a review of database homogeneity and a clearer methodology 
for the content analysis, valuable insights could be made. The implications of a small sample size 
and bias in influencer selection are discussed in greater detail in “Recommendations for Future 
Research” in Chapter 6. 
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5.2 Qualitative Analysis 
From the quantitative analysis, it became apparent that the type of influencer does not have a 
statistically significant effect on the effectiveness and spread. In other words, when concerned 
simply about engagement rate and how far content is spread one type of influencer is not better 
than the other. In the qualitative analysis, the theory of influencer marketing will be compared to 
the words of influencer marketing experts, to uncover where the differences and similarities lie. 
This will be used to answer research questions 2 & 3 and together with the answers to research 
question 1, it will aim to fulfill the overall purpose of the study. 
 
5.2.1 Influencer Definition 
The definition of an influencer used in this study was: an influencer is a person who has established 
a high level of credibility within a field or a popular and easily consumed image of themselves on 
social media and is able to influence, persuade or shape other people’s attitudes through their large 
following (Freberg et al., 2011; Marwick & Boyd, 2011). From the interviews, several definitions 
were given. Nicole believed an influencer to be a person who has a strong position to affect or 
influence a group of people. This connects to what Freberg et al. (2011) said about an influencer, 
meaning that they are people who can persuade or shape other people’s attitudes. Jasmin believed 
it to be a person with a following on social media where the followers have a form of trust in the 
one they follow. Jasmin’s definition compares well to the one of Marwick and Boyd (2011) which 
explained that an influencer is a person who has established a high level of credibility. George 
referred to an influencer as simply being a person able to influence other people through a digital 
channel or platform. Freberg et al. (2011) also mention that an influencer is an individual who 
exists on social media through which they are able to influence others. By combining and 
comparing the definitions given by the experienced respondents to the one given by previous 
research, one can tell that they are similar, proving an overlap in practice and theory. 
  
5.2.2 Different Types of Influencers 
While earlier theory advocates a distinction of influencers because they differ in performance, 
reach and type of influence (Sudha & Sheena, 2017; Evans et al., 2017; Goldenberg et al., 2009; 
Weimann, 1991), this thesis has firstly proved that the engagement and spread do not differ 
between the two types highlighted. In addition, even though the researchers explained the 
differentiation of influencers used in the study, i.e. opinion leaders vs micro-celebrities, none of 
the respondents utilized such a separation. Comparing the theoretical differentiation used in this 
study with the practical, it can be concluded that the theoretical one is general. While for example, 
Nicole said that they made a general distinction of their influencers in terms of their different 
networks, i.e. affiliate vs branding network, those distinctions were merely a first step to 
categorizing the influencers. Meanwhile, for Jasmin and George, such general distinctions were 
not used at all.  Because of their use of exclusive influencer networks, they could make specific 
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distinctions right from the start. This was also true for Nicole when she spoke about the 
categorizing system used in each respective network.  
 
The difference is thus that in practice, the differentiation is much more specific than in theory. 
Even though opinion leaders and micro-celebrities may be categorized by additional, more specific 
characteristics such as those highlighted in this study, the combination of the characteristics to 
define them does not seem to be used by practitioners. Instead, it is the individual and specific 
characteristics that make up the opinion leader or micro-celebrity that can be useful in 
distinguishing influencers. Nicole and George spoke about the importance of aligning an 
influencer’s values and beliefs with their respective companies’ ones. Since such values and beliefs 
are hard to derive from knowing whether an influencer is a micro-celebrity or an opinion leader, 
it might instead be more effective to look directly at an influencer’s specific characteristics.  
  
5.2.3 Network/Database 
The networks described by the respondents can be summarized as networks consisting of “their” 
influencers, which were ready to be deployed and used in campaigns and promotions. Further, the 
respondents described two different types of networks, exclusive and non-exclusive networks. 
Jasmin and George had exclusive networks, where each influencer was carefully selected and 
picked to ensure the best possible fit. Nicole had a different approach, with one open network and 
one exclusive network. One issue highlighted by Riquelme and González-Cantergiani (2016) was 
the difficulty in measuring influence in networks. As they said, researchers tend to have a wide 
range of definitions while looking at many different variables to measure influence. This problem 
is almost entirely alleviated by the respondents. Instead of trying to find influential people on social 
media, they create their own networks with their own internal ways to measure influence, that they 
then deploy on the various social networking sites.  Jasmin mentioned that they find influencers 
through recommendations from established influencers already in their networks. Nicole had an 
open affiliate network, removing the need for them to find new influencers, as they instead filtered 
through sign-ups. George mentioned little about identifying new influencers, but one might assume 
it is similar to Nicole’s approach given the similar network tactics. Further, the networks have 
internal measurements to rank the influencers based on whatever variables are relevant, such as 
engagement or previous effectiveness in campaigns. The influential nodes can, therefore, be said 
to be ranked according to betweenness; the strength, and importance of a node (Debreceny et al., 
2017). What constitutes importance still highlights one problem; what the meaning of influence is 
on social media. Ultimately, this was not a problem according to the respondents, however, who 
viewed the value of influence as of lesser importance than more concrete variables such as the fit 
of influencer and brand, conversion rate, and drive of sales. 
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5.2.4 Image & Tactics to Increase Engagement 
According to the respondents, image is an important tool in influencer marketing. The importance 
of image was also something highlighted by McCracken (1989) when he developed the Meaning 
Transfer Model and its use in celebrity endorsement. In the model, the meaning and image of a 
celebrity is transferred to a product for marketing purposes. To ensure the right context from the 
celebrity is transferred to the product, an advertiser is used. Although the model is relevant in 
today’s influencer marketing, one detail has been noticed to differ and that is the way marketing 
content is created and connected to a person. In the interviews, it was at multiple times highlighted 
how important it is to establish a strong and healthy relationship with influencers as that will pay 
off in the long run. This can, for instance, allow the influencer to shape their own ads with very 
little input as it exists a trust between the company and the influencer. George means that this trust 
includes B being able to trust the influencer to develop a promotion that they can stand behind as 
a brand.  
  
It can thus be concluded that both the role of the celebrity and the advertiser have been overtaken 
by the influencer which connects both values, beliefs, lifestyle choices and meaning to a product 
and decides how that is to be displayed. This ensures a more genuine and better product-person 
fit, which according to both Nicole and George is extremely important in influencer marketing. 

  
If one breaks the meaning transfer model down, it is apparent that the previous process of an 
advertiser deciding which celebrity should be associated with what products in which way has now 
changed drastically. As described by the respondents, it is always the influencer who develops the 
campaign or ad. Since the influencer has created their own following and over time meticulously 
developed methods of speaking to them, it only makes sense to put them in charge of creating the 
promotions. This is, as George puts it, crucial to create trustworthy content. He means that 
consumers nowadays would see right through the content if it was dictated by the brand and not 
the influencer. This is in the line with what Silvera and Austad (2004) said about the meaning 
transfer model and how a well-made fit between a product and a celebrity fosters likeability, 
trustworthiness, believability, and persuasiveness. It further connects to the network co-production 
model which means that the strength of the message and its meaning determines the spread of an 
influencer’s content. (Kozinets et al., 2010). This highlights one of the main reasons influencer 
marketing has become such an important strategy in today’s marketing. By allowing the influencer 
to create their own promotions with very little guidance, the fit between the influencer and the 
product will not only be better than what any advertiser could have done, but it will also be done 
in a considerable less amount of time. It will also allow the shared content to have a stronger 
meaning directed to the followers, allowing for co-production and an increased spread.  
 
In addition to a better product fit and less time spent on creating promotional content, influencer 
marketing can have other benefits connected to the image. As the strategy puts the influencer and 
the business much closer to each other than it would do with a celebrity endorsement, it opens the 
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possibility for businesses of remaining more control and reducing their risk. This is because 
celebrity endorsements often involve risks such as public controversy and image change or 
overexposure (Erdogan, 1999). An example can be demonstrated by a celebrity endorsement gone 
wrong featuring Kate Moss (Forbes, 2007): 
 
“In 2005, supermodel Kate Moss was photographed snorting cocaine. The photos appeared in a 
British tabloid. Chanel and Burberry backed out of their contracts with Moss soon after seeing the 
photos. One clothier, H&M, said they would honor their contract after Moss admitted to having a 
drug problem, but rescinded on their promised actions and dropped her as well.” 

 
As seen in the example, endorsements with well-known celebrities have the potential of giving 
brands a bad reputation, a loss of an often long-term relationship but especially a substantial loss 
of revenue. In retrospect, an influencer’s actions can be more controlled by the brand due to the 
often well-established relationship. Furthermore, they are not as well-known, meaning that if they 
are the result of a scandal, that will not be as harmful to the brand.  
  
Besides the importance of utilizing image to your advantage, another tactic George believed to be 
important to increase the effectiveness of influencer marketing was to make sure the influencers 
were engaged in the promotions. This could be done through incentives such as higher 
commissions, vacations or bonuses. de Vries et al. (2012) discusses the importance of comments 
and likes to increase engagement and how that can be achieved through vivid or interactive content, 
but as the content is decided by the influencer in promotions, such cues are irrelevant from a 
business perspective. Instead, in terms of achieving higher engagement for promotions, businesses 
can provide incentives to the influencer who in turn gets more involved in boosting the promoted 
content. 
  
5.2.5 Successful Factors for an Influencer 
To measure successful influencers, Riquelme and González-Cantergiani (2016) used centrality in 
network theory. They viewed a successful influencer as an important node in a network. Degree, 
closeness, eigenvector, PageRank, and h-index were some of the measurements used to explain 
influence and importance of social media (Riquelme & González-Cantergiani, 2016). When asked 
about successful influencers, the respondents had answers that were considerably different from 
what researchers would define as a successful influencer. What research believed to cause success 
in influencer is summarized in Table 14. 
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Table 14: Causes of Favorable Outcomes 

Factors for favorable outcomes Source 

Positive impact on consumer decisions Sudha and Sheena (2017) 

Power of the communicated message Araujo et al. (2017) 

Number of followers De Veirman et al. (2017) 

“Self-branding” Khamis et al. (2017) 

Engagement; likes, comments, shares 
de Vries et al. (2012); Riquelme and González-

Cantergiani (2016); Peters et al. (2013) 

 
Based on the interviews, it was clear that for a successful influencer marketing campaign to take 
place it was of utmost importance that a company was using the right type of influencer for their 
campaigns. An example mentioned by Jasmin was that they would never partner a meat company 
with an influencer who is vegan or vegetarian. Although that would be an obvious mismatch, it 
proves the importance of fit between company and influencer. Nicole further mentioned that 
personality builds credibility and trust, while George brought up how successful influencers must 
master the business side of things as well. This is in stark difference to what researchers claim 
defines a successful influencer. Never did the respondents mention things like the number of 
followers, high engagement or other objective measurements within the context of successful 
influencers. What mattered according to the respondents were how the influencers perform in real 
campaigns and subjective measurement, not network data or numbers. This highlights that 
successful influencers are born and raised in how they portrait their image and how they, as a social 
media personality, behave on social media to construct trust and credibility to their followers as 
well as to the brands they work with. 
  
5.2.6 Successful & Unsuccessful Promotions 
The respondents had different opinions and experiences when it came to what constitutes a 
successful promotion with influencers. What differed the most was the number of influencers used. 
Jasmin used an example of 20 influencers, George 200 influencers, and Nicole one influencer. 
Interestingly, Nicole also mentioned an unsuccessful promotion where they worked with a single, 
large, influencer. In hindsight, she explained they should have worked with a higher number of 
smaller influencers instead, as the cost of sale was too large with that single influencer. This 
highlights that number of influencers do impact a campaign. It is, however, difficult to say whether 
brands should solely work with a smaller or larger number of influencers as it depends on the 
purpose of the campaign. In contrast to theory, researchers often put influencers at the center of a 
network, but rarely mentioned the size of the network or the implications of different sizes. For 
example, Carter (2016) mentioned celebrities and influencers are a part of larger networks 
consisting of followers and brands, and that brands can work with up to 50 influencers at a time. 
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Araujo et al. (2017) concluded that the greater number of influencers who retweet brand content, 
the more retweets the brand would get. This may hint that working with more influencers increase 
the desired effect. However, in research from Lahuerta-Otero and Cordero-Gutiérrez (2016), it was 
concluded that a marketing campaign that goes through a small number of influencers can 
successfully reach an exceptional result thanks to the diffusion rate of those few influencers. 
 
After interviewing the respondents, they seemed to hint that they would prefer working with a 
larger number of influencers rather than one or a few. From the interviews, it is possible to derive 
advantages and disadvantages with using a single influencer compared to using multiple 
influencers, something that was lacking in the theory. Working with a single influencer can prove 
advantageous as a business can focus on building and maintaining a strong long-term relationship 
with a large influencer, ensuring a powerful win-win situation. This is something Nicole described 
having worked well for them, “She is one of those influencers who I could say is a person we 
really can work with through all possible channels …. I would say that is a profile where you have 
really felt that all parts of the organisation have been able to work with her … “. Nicole assigned 
the success with that influencer to a long-term relationship with a focus on continuity where both 
the influencer and the brand have been able to build each other up. 
 
Working with multiple influencers, however, may make it difficult to maintain strong relationships 
with all the influencer simultaneously. An upside, though, is that you would instead get access to 
a wider group of followers and audiences. This is the tactic used by George in his example of a 
successful promotion. His goal was not to build strong relations with 200 influencers but to “take 
over” social media using all of the influencers’ digital channels. It can be concluded that involving 
many influencers for a promotion can give businesses an almost instant, though temporary, 
increase in sales which were explained by George as “The effect of this was totally crazy in terms 
of sales. You could see that the sales peaked I don’t know how many x number of hundred percent 
…”. 
 
Interestingly, although all three respondents put much focus on the importance of maintaining a 
healthy and long-term relationship with influencers, there are examples of successful influencer 
marketing initiatives which have not required a previous long-term relationship between the 
influencer and the brand. Even more so, according to both theory and practice, it does not seem to 
be possible to say that it is better to work with one specific number of influencers over another in 
a campaign. Once again, this implies that not only the type of influencer but also the number of 
influencers must be selected based on the unique purpose of the campaign.  
 
5.2.7 Followers 
De Veirman et al. (2017) and Araujo et al. (2017) looked at how an impactful number of followers 
are on Instagram and Twitter respectively. They determined that followers can be an important 
measurement, but what the effect was of the followers was difficult to say. From the interviews, 
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the same result was mirrored. All the respondents viewed the number of followers as a measure to 
take into account, but also clarified that it is not something to stare blankly at. An influencer with 
a high follower amount and low engagement is not an interesting influencer to work with. Nicole 
mentioned how the importance of the number of followers have decreased over time, and that 
engagement is a more dependable variable. This is in accordance with what was mentioned 
previously; engagement dictates effectiveness more than followers and spread. Further, when it 
came to type of followers, neither respondents looked at it beyond to ensure a presence in the target 
demographic and to ensure that the followers were real individuals. 
  
It was previously mentioned that it is difficult for businesses to directly increase engagement and 
that it is rather done indirectly by giving the influencers incentives. Another method businesses 
can utilize is to look at the type of followers to better direct their message. Directing the message 
to a specific and narrow target audience is according to Sudha and Sheena (2017) one of the major 
advantages of influencer marketing. Contrary to engagement, this is something businesses have 
direct control over. If an influencer has an international follower-base, George mentioned how the 
nationality of the followers can be used to expand into new markets. Marketers can then build 
relationships with influencers whose followers originate from the new market, as a marketing 
mode of entry. Ultimately, what mattered according to the respondents was not the number of 
followers, but what demographic the followers belonged to. 
  
5.2.8 Measure Results 
The results can be said to be driven by two factors: what was achieved, i.e. sales figures, and how 
the influencer performed, i.e. engagement in the campaign and tracking links. As highlighted by 
the respondents, the most important factor to consider was the length of the relationship with an 
influencer. As mentioned by Cova and Cova (2002) and Kozinets et al. (2010) relationship 
building on digital networks are important to consider. This is true for measuring results as well, 
as it is unrealistic to expect a considerable ROI after just one campaign with an influencer, as 
mentioned by Nicole. To measure the results, one might consider tangible aspects such as sales 
and conversion rates, but should not forget the intangible aspects such as relationship and brand 
building. Hoffman and Fodor (2010) viewed the intangible aspects as especially important when 
measuring the ROI of social media campaigns, which this study also has concluded. 
 
5.2.9 Conclusions 
Evidently, many differences between what theory and practice said have been noticed. Further, 
while theory and practice focus mostly on the same areas, there is a difference in how they valued 
them. Theory tends to focus more on the tangible and measurable aspects such as number of likes, 
followers, comments, as well as how to connect influencer marketing to other theories, such as the 
consumer decisions process. Subsequently, practitioners tend to focus more on intangible aspects 
such as fit and relationships. The differences are summarized in Table 15.  
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Table 15: Differences between Theory and Practice 

Theory said Practitioners said 

Select influencers according to characteristics and 
ability to influence Select influencers according to the purpose 

Number of followers matter Number of followers has less importance 

Did not mention fit as a success factor Mentioned fit as a success factor 

Less focus on the relationship Mentioned relationship as a success factor 

Difficult to measure influence Not necessary to measure influence 

 
While there may be no difference between the two types of influencers in effectiveness and spread, 
companies must still choose which influencer to cooperate with, with care. What matters most is 
not the number of followers, likes, comments, hashtags or any numerical value. What matters most 
is the identity of the influencer, and how the identity matches with the brand and/or business trying 
to build a relationship with the influencer. George mentioned that consumers today are a lot smarter 
than they used to be and therefore the fit between the brand and business with an influencer is 
crucial. If the fit is poor, the consumers will sense that the promotion is not genuine and will 
therefore not trust it. Nicole also mentioned the importance of trustworthiness but in addition, 
mentioned exclusivity. She meant that some influencers accept every chance they get to do a 
collaboration and this impacts the believability of the content and begs the question whether an 
influencer’s account is a means of sharing their life or a commercial platform. Nicole went back 
to the researchers’ categorization of influencers and mentioned that an influencer who has created 
their following through their personality can be a victim of cyberbullying if they have too much 
commercial content on their social media channels. The followers have an expectation of the 
content from the influencer and if that expectation is broken by too many promotions, the followers 
may perceive the influencer as exploiting a personal relationship. 
  
It has become clear from the interviews that categorization is used amongst practitioners, but not 
in terms of characteristics but instead in terms of purpose. This makes sense considering there was 
no difference in effectiveness and spread between opinion leaders and micro-celebrities. The 
classifications outlined in the thesis are simply not useful when categorizing influencers in practice 
as it was too general. Decisions among influencers were done on a more detailed level. Even 
though the categorization did not prove useful in dividing influencer in terms of effectiveness and 
spread, differing between influencers might be useful when dividing them in other ways. This can, 
for example, be in terms of fit. Imagine you are a business trying to promote a new line of clothing. 
The target group is fashionable young females, ages 20-28, living in a large and modern city. To 
find an influencer to work with, businesses should not look at whether the influencer has a focus 
on personality or expertise. The business should instead decide by purpose and look at an 
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influencer whose identity and follower base fits with the brand and the message the company is 
trying to convey.  
  
This highlights why practitioners do not categorize influencers according to opinion leaders or 
micro-celebrities. It would be an unnecessary step, as the effectiveness of an influencer boils down 
to the fit between the identity of the influencer and the brand - the fit determines the effectiveness. 
However, as mentioned previously, practitioners still use some sort of categorizing. But this 
categorization is built upon differentiating influencers based on their usefulness in campaigns, and 
not based on their personality or expertise. With the realization that the fit is what matters most, 
the initial process outlined in the methodology must be adapted accordingly. 
 
  



74 
 

6. Discussion 
In this chapter, the conclusions of the study are presented and the research questions are answered 
to fulfill the research purpose. In addition, implications for both theory and practice as well as 
recommendations for future research are covered. This study showed the difference between what 
the theory says and what practitioners do in influencer marketing. What we as researchers 
discovered, was a subject where the scientific research was behind the actual marketing processes 
as explained by experts in the field. 
 

6.1 Conclusions from Research Question 1 

Research Question 1: How does the effectiveness and spread of content on Instagram differ 
between an opinion leader influencer and micro-celebrity influencer? 
  
Simply put, there was no difference between effectiveness and spread of content between an 
opinion leader and a micro-celebrity. This came as a surprise to us, as we expected there to be a 
difference between the two types of influencers. Given what Goldenberg et al. (2009) said about 
the difference between how innovative and follower hubs influence, and the fact that opinion 
leaders were often considered the de facto influencer further colored our perceptions. We believe 
the reason for there existing no difference is because an influencer’s effectiveness is determined 
by personal factors, and not by a theoretical grouping. This is further supported by the fact that 
practitioners did not make a separation of influencers in terms of opinion leaders and micro-
celebrities. In that sense, the results from research questions 1 is in line with the results from 
research question 2 and 3.  
 

6.2 Conclusions from Research Question 2 & 3 

Research Question 2: How can businesses in the fashion and apparel industry maximize the 
effectiveness and spread of content when working with an opinion leader on Instagram? 
  
Research Question 3: How can businesses in the fashion and apparel industry maximize the 
effectiveness and spread of content when working with a micro-celebrity on Instagram? 
  
Answering research question 2 and 3 was not as simple as answering research question 1. Along 
the path of answering research question 2 and 3, we noticed the inconsistency between theory and 
practice and early on began to suspect the impossibility of answering research question 2 and 3. It 
is now, in hindsight, a requirement to alter the research questions accordingly. What this led to 
was a discussion on re-writing research questions 2 and 3 to better fit how practitioners work with 
influencer marketing. We do not see a distinction between opinion leader and micro-celebrity as 
necessary. If anything, such a distinction would only hold the research back, as it is clear from the 
results that practitioners do not differ between influencers in such a manner, nor does it differ in 
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engagement or spread between the two types. We recommend research questions 2 and 3 to be 
changed into the following question: 
  
(Changed) Research Question 2: How can businesses in the fashion and apparel industry 
maximize the outcome when working with influencers on Instagram? 
  
Given the altered research questions, the purpose too must be changed. The purpose will, therefore, 
be to find out how business in the fashion and apparel industry can maximize the outcome in terms 
of relationship building and fit when working with influencers. The rest of this discussion will be 
devoted to answering the revised research question and fulfill the purpose. 
  
To maximize the outcome when working with influencers on Instagram, we have discovered four 
factors that need attention. Important to note, as stated in Chapter 1, is that we believe these factors 
to be applicable in all industries utilizing influencer marketing, and not just in the fashion and 
apparel industry.  
 
The first factor is relationship building. This was something very briefly mentioned in the literature 
review and came as a surprise to us. The point is that brand should preferably not view an 
influencer as a one-time opportunity. A strong, long-term relationship will help a brand not only 
make themselves associated with the influencer, but also with the influencer’s following as a result. 
This could be especially potent as a mode of entry into new markets.  In addition to the relationship 
building, we need to mention the importance of selecting influencer which is the second factor. As 
suggested by previous research, businesses should select influencers based on their characteristics. 
What we found out, however, is that businesses should instead select influencer based on purpose 
and specific need to reach the optimal outcome. The third factor to consider is the fit. We have 
talked much about the fit previously, and the importance of this factor cannot be understated. The 
fit between an influencer and a brand is a key factor for a successful campaign. This concerns both 
the fit of identity, but also the fit of follower demographics. This is something mentioned by 
McCracken (1989), although he viewed the fit from a celebrity and not an influencer. From the 
interviews, the fit was something mentioned numerous time as important to get right. The fourth 
and final factor to consider is results. It is important to measure the outcome of a collaboration in 
order to be able to make informed decisions on whether to continue building the relationship or if 
to end it. 
 
The revised proposed process, which includes the four factors for working with influencers, is 
detailed in Figure 26. 
  

  



76 
 

 
Figure 26: The Revised Process of Working with Influencers 

Note: IL: influencer; 1,2,3: different purposes 
 

One last thing we want to mention is the paradox of exclusivity. This is something that was 
uncovered in the interviews but not mentioned at all by research. Simply put, the exclusivity 
paradox means that influencers want to work with as many brands as possible while brands want 
to work with all the most popular influencers. But by doing so, both the influencer and the brand 
risk destroying their credibility. Influencers also risk turning their social media page into a 
commercial platform with too many brand collaborations, potentially ruining the personal 
influencer-follower relationship which is what makes influencer marketing so effective and 
unique. Further research is needed to investigate the implications of the exclusivity paradox.  
  

6.3 Implications for Practitioners 
The largest implication is for practitioners to focus on relationship building and fit. Influencer 
marketing can be an exceedingly strong marketing activity if done correctly. A successful 
influencer marketing campaign does not come free, and marketers should treat campaigns with 
care. One major problem highlighted by theory was the identification of influencers. To combat 
this issue, marketers should construct their own internal databases, as was done by the respondents. 
This allows for a literal army of influencers, ready to be deployed for campaigns. In addition, using 
an influencer for the first time involves a risk because of the uncertainty of their performance. A 
network which accepts almost all influencers, like the one Nicole mentioned, can however deal 
with this issue as it is easy for businesses to occasionally send those less-known influencers clothes 
and promo codes and allow them to mature through small collaborations. After a while, businesses 
can track the influencer’s performance through tracking or affiliate links and see whether they are 
fit for bigger collaborations. Further, this study shows that it is unnecessary for businesses to 
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categorize influencers according to opinion leader and micro-celebrity characteristics. We still 
believe businesses should consider the personality traits of influencers, but not for categorizing. 
Instead, personality traits can help distinguish and better match influencers according to its 
personality, instead of metrics such as engagement and number of followers.  
 

6.4 Implications for Theory 
The biggest implications for theory is to not look at influencers as something generic which is 
measurable through data but instead see them as what they are; humans. Similar to how the labour 
market previously focused on the most effective and hard-working individuals, it is today more 
important to consider personality aspects and how those match with the company of employment. 
This seems to be true for influencer marketing as well; that the best outcomes are those where the 
influencer and the business are a great fit and have a well-established relationship. Further, the 
study showed that the way of categorizing influencers proposed in this study is for all intents and 
purposes, unnecessary. It seemed as though much previous research is stuck in the ways of old, 
viewing an influencer as an opinion leader. This study proved that not only is such a definition 
wrong, it is misleading and counterproductive. While there may be some use in categorizing 
influencers when trying to identify them, this study also showed that even when taking such a 
factor into account, it is still unnecessary. The way to identify influencers is not to find individual 
influencers based on a set of characteristics, it is to create an appealing network where influencers 
themselves can sign up.  
 

6.5 Recommendations for future research 
Although our study showed that there was no difference in engagement and spread between 
opinion leaders and micro-celebrities, there were some errors in our data collection. Future 
research may want to replicate the data analysis but on a larger scale. The limitations of the study 
included a small sample size of influencers for the quantitative analysis, a type II error, a 
homogenous issue with the databases as well as a flat calculation. However, even if research would 
look at all the influencers in the world, the results would most likely reflect our results. Therefore, 
we doubt such research is necessary, even though it would have to be performed to ultimately 
confirm this. Instead, we would suggest using a calculation based on impact rather than on 
popularity, which could allow for a greater depth. 
  
Something research should consider in the future is the fit. Research that tries to measure fit and 
develops a process for how business should approach the fit of an influencer could potentially be 
valuable to both researchers and practitioners. The problem may be the measurability of such a 
variable. It is an intangible aspect, so it is possible research may need to start with investigating 
how to measure fit outside the context of influencer marketing, and then continue with applying it 
to the fit of influencer and brand. While it may be possible to quantitatively measure the result of 
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a campaign, and through that measure the fit, ultimately, the fit is subjective. It depends on what 
the goal was, what one is satisfied with and how much the campaign cost. 
 
Other than fit, future research may also investigate the exclusivity paradox. Here it would be 
interesting to see the perspective of all three stakeholders and various degrees of exclusivity. In 
other words, how would consumers, influencers, and businesses react and change when more or 
less exclusivity is applied. The goal would be to uncover how practitioners should work with a 
certain number of influencers, and if true exclusivity is something to aim for.  
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Appendix A - Interview Guide English 

 
script 
Welcome and thank for you participating in this interview. We appreciate that you were able to 
take your time to do this. My name is Johan Rutberg and together with me is Elias Pärlhem. We 
are both master students at Luleå Tekniska Universitet conducting the master’s thesis as our final 
project for our degree in international business. For this interview, I will be the moderator asking 
the questions and Elias will be the assistant taking notes. This purpose of the study is to develop 
an understanding on how business can improve their work with influencers. Before we get started 
there is some information we need to convey. 
  
This interview will take a maximum of 60 minutes. Would it be okay to use your name and the 
company you work for in the thesis, or would you prefer to be anonymous? The information in the 
interview will be handled confidentially and will only be used within the context of this thesis. We 
would also like to ask for your permission to tape this interview. This is so to ensure the 
information is portrayed accurately. If at any time during the interview you would like to pause 
the taping, please let us know.  
  
Your participation in this interview is completely voluntary. If at any time you would like to pause, 
take a break, or go back to a question, please let us know. You may at any time withdraw your 
participation from this interview without consequence. Do you have any questions or concerns 
before we start? 
  
Then we will begin the interview. 
  
   



 
 

Block 1 - Introduction and general questions 
  
Please tell us about yourself and what role you have at COMPANY X! 
  

1. How do you define an influencer? 
 

2. How long have you been working with influencer marketing? 
 

a. What drove your company to start using this marketing strategy? 
  

script 
Research hints that there exist multiple types of influencers. We have narrowed it down to the ones 
relying on their personality and the ones relying on their knowledge. The difference between the 
two can be summarized as the first one which focus on their knowledge and expertise while the 
second one focus on building their self-brand and personality. An example of the first one would 
be an Instagram account like “teachingmensfashion” whose influence stems from their knowledge 
in the field i.e. fashion and style. Whereas the second one would instead be a person whose 
influence comes from their personality and relatability with their following, for example Bianca 
Ingrosso on Instagram.  
 
 

3. Tell us about the different influencers you use.  Are there any differences between them? 
(PROMPT if needed: knowledge, skill, personality type) 

a. If YES 
i. How do you distinguishing between the different influencers? 
ii. SUB-PROMPTS (Personality traits/knowledge expertise) 
iii. Do you have a specific method or guideline so you know what kind of 

influencer you should collaborate with in each situation? 
b. If NO 

i. How so? 
ii. Can you think of a situation where this categorization would have been 

useful? 
iii. SUB-PROMPTS (Personality traits/knowledge expertise) 

4. What factors do you think make an effective influencer? Please tell us about them and why 
you think those factors are important. 

 
SUB PROMPTS: How do you believe the personality of an influencer affect the impact of your 
marketing campaigns? 

a. What personality traits do you think are important for an influencer relying on their 
personality? 



 
 

 
SUB PROMPTS: How do you believe the knowledge (of the fashion and apparel industry) of an 
influencer affect the impact of your marketing campaigns? 

b. What characteristics do you think are important for an influencer who relies on their 
knowledge and expertise to come off as credible and reliable?  

 
Block 2 - Working with influencers 
script 
The following block consists of questions related to how you work with influencers. 

  
 

5. Tell me about your process when dealing with influencers.  IF NOT MENTIONED, 
PROMPT 

a. Selection (image, metrics etc) 
b. Metrics 
c. The ROI (result) 
d. Impact influencer on the brand 

 
(PROMPT) Can you tell us about the image of an influencer - do you consider how the image of 
an influencer is perceived compared to your company? 
 

6. Thinking of specific interactions 
a. Can you tell us about one of your most successful collaborations? What do you 

think drove that success? 
b. Have you ever had a less successful interaction or outcome with an influencer that 

you can tell us about? What do you think was the reason for the failed 
collaboration? 

 
7. Can you tell us how you work with Instagram’s audience? 

a. PROMPT: Type of followers. International aspects 
 
 
Block 3 - Getting the most out of influencer marketing 
 

8. How do you evaluate the effect of collaboration with an influencer? 
 

9. Can you tell us about how the number of followers affect your choice of influencer. 
a. PROMPT: Bigger influencers (over 50 000) vs. smaller influencers (under 50 000). 

Specific numbers. 
 



 
 

10. What tactics do you employ to increase engagement and spread of a collaboration? 
(PROMPT IF NOT UNDERSTOOD: A vivid picture or video versus a question). 

a. Who decides on the tactics used for the marketing campaign– you or the influencer; 
please tell us about the process 

 
Final questions 
 

11. Do you have anything else you would like to add regarding your work with influencer 
marketing? 

  
Do you know anyone else that would be suitable to interview that we could get in touch with? 
  
Thank you so much for you participation that was it for us. Can we contact you later if we have 
any further questions? 
  



 
 

Appendix B - Interview Guide Swedish 
manus 
Välkommen hit och tack för att du ställer upp på den här intervjun. Vi uppskattar att du har 
möjlighet att ta dig tid till att göra detta. Mitt namn är X och tillsammans med mig är Y. Vi är båda 
masterstudenter på Luleå Tekniska Universitet och vi genomför vår masteruppsats som vårt sista 
projekt innan vi får vår examen inom internationell affärsverksamhet. I den här intervjun kommer 
jag att vara moderatorn som ställer frågor medan Y kommer att föra anteckningar. Syftet med 
studien är att utveckla en förståelse för hur företag kan förbättra sitt arbete med influencers. Innan 
vi startar är det en del information vi måste gå igenom. 
  
Intervjun kommer ta ungefär 60 minuter. Är det okej om vi använder ditt namn och namnet på 
företaget du arbetar på i vår studie eller skulle du föredra att vara anonym? Information som 
framkommer under den här intervjun kommer att hanteras konfidentiellt och endast användas inom 
den här uppsatsen. Vi vill även be om din tillåtelse att spela in den här intervjun. Detta är för att 
säkerhetsställa att information som framkommer under intervjun blir framställd korrekt. Om du 
någon gång under intervjun vill pausa inspelningen är det bara att du säger till. 
  
Ditt deltagande i intervjun är fullständigt frivillig. Om du någon gång under intervjun vill ta en 
paus, ta en kafferast eller gå tillbaka till en tidigare fråga är det bara att säga till. Du kan när som 
helst dra dig ur intervjun om du så önskar utan konsekvens. Har du några frågor eller funderingar 
innan vi drar igång? 
 
Då kör vi igång! 
  



 
 

Block 1 - Introduktion och allmänna frågor 
 
Berätta om dig själv och vilken roll du har på företag X! 
 

1. Hur definierar du en influencer? 
 

2. Hur länge har ni arbetat med influencer marketing på företag x? 
a. Vad fick ert företag att börja använda den här marknadsföringsstrategin? 

manus 
Forskning antyder på att det kan finnas olika typer av influencers. Vi har begränsat det till två olika 
typer. De som förlitar sig på sin personlighet och de som förlitar sig på sin kunskap. Skillnaden 
mellan dem två kan förklaras som så att den första fokuserar på sin kunskap och expertis medan 
den andra fokuserar på att bygga ett eget varumärke och sin personlighet. Ett exempel på den första 
är instagramkonton som teachingmensfashion vars inflytande kommer från hans kunskap inom 
mode- och klädbranschen. Den andra typen kan vara en person vars inflytande kommer från deras 
personlighet och igenkänning med deras följare. Bianca Ingrosso är ett bra exempel på en sådan 
person. 
 

3. Vilka faktorer tror du utgör en framgångsrik influencer? Kan du berätta om dem och varför 
du tror dem faktorerna är viktiga. 

 
4. Berätta om de olika influencerna ni använder. Är det någon skillnad på dem? (PROMPT: 

kunskap, färdigheter, personlighetstyp) 
a. Om ja 

i. Hur särskiljer du mellan olika typer av influencers? 
ii. Har ni en specifik metod eller riktlinjer ni kan följa så ni vet vilken typ av 

influencer ni ska använda i vilka fall? 
iii. SUBPROMT: (personlighetsdrag/kunskap/expertis) 

b. Om nej 
i. Hur kommer det sig? 

ii. Kommer du på någon situation där en sådan kategorisering hade varit 
användbar? 

iii. SUBPROMT: (personlighetsdrag/kunskap/expertis) 
 
 
Block 2 - att arbeta med influencers 
manus 
Detta block består av frågor relaterade till hur ni arbetar med influencers. 
 

5. Kan du berätta mer om er process när ni arbetar med influencers.  



 
 

PROMPT: 
a. Urval (framtoning, värden etc) 
b. Mätvärden 
c. ROI - resultat 
d. Influencers påverkan på varumärket 

 
(PROMPT) Kan du berätta om influencers image - tar ni i hänsyn till hur den uppfattas i 
förhållande till ert företag? 
 

6. Tänker på specifika interaktioner 
a. Kan du berätta mer om någon av ert mest framgångsrika samarbete med en 

influencer? Vad tror du var anledningen till den framgången? 
b. Har ni någonsin haft ett mindre bra samarbete eller resultat med en influencer du 

kan dela med dig av? Vad tror du var anledningen till det misslyckade samarbetet? 
 

7. Kan du berätta om hur ni arbetar med Instagrams följare? 
a. PROMPT: Typ av följare. Internationella aspekter.  

 
Block 3 - att få ut det mesta av influencer marketing 
 

8. Hur mäter ni resultatet efter ett samarbete med en influencer? 
 

9. Kan du berätta hur antalet följare påverkar erat val av influencer.  
a. PROMPT: Större influencer (över 50 000) vs. mindre influencers (under 50 000). 

Specifika antal. 
 

10. Vilka taktiker använder ni för att öka engagement och spridningen av kampanjen (DRIV 
OM DET BEHÖVS: en levande bild eller video vs. en fråga) 

a. Vem bestämmer över vilken taktik som kommer att användas för att driva igenom 
en kampanj - är det ni eller eller influencern själv? Var god att förklara den här 
processen. 

 
 
Sista frågorna 
 

11. Har du något annat du vill lägga till angående ditt arbete med influencer marketing? 
 
Känner du någon annan som hade varit passande att intervju som vi kan komma i kontakt med? 
 



 
 

Tack så mycket för ditt deltagande, det här var allt för oss. Kan vi kontakta dig senare om vi har 
fler frågor?  
 
 
 


