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                                                                                        4.1 R ESEARCH  Q UESTION  1

                                                                4.1.2 Analysis and Discussion

                                
                    The  literature  claims  that  social  media  is  able  to  give  anyone  with  internet  access  the 
 opportunity to share their voice and content and to let these people accumulate 
 follow-ers and engagement (HuffPost 2017). It is believed that starting 2016, influencer 
 mar-keting became very big in Indonesia and today the strategy is used widely across 
 Indo-nesia,  “Brands  and  advertisers  are  now  utilizing  these  influencers  to  become  a  small 
 ambassador for them” (Rachmawan). The responses from the interviewees support the 
 literature; however, the simplicity of being able to be considered oneself as an 
 influenc-er causes problems regarding credibility: 


“Right now, you get a lot of followers, then you become an influencer. So, this 
is actually quite a dilemma for us right now since it’s easy to get followers, it’s 
also easy for those people who are pretty, who have a lot of money to travel, to 
blog, to do photo shoots, and make pretty content. But actually, they are not 
pro-fessional.” (Rachmawan) 
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Views on influencers were discussed. The results show that number of followers is an 
 indication whether an individual is considered an influencer or not: 


“We  consider  a  person  who  has  above  10,000  followers  as  an  influencer.” 


(Rachmawan) 


“If  you  have  more  than  30,000  followers,  you  could  say  that  you  are  a 
 celebgram.” (I:1) 


Furthermore, interviewees believe that being an influencer is a job or even a career. To 
 them, promoting products or services is the job description of an influencer. I:2 thinks 
 that influencers can choose and promote whatever product they want without having to 
 consider if the product match their self-image because they are essentially a marketer. 


Moreover, I:4 believes being an influencer is considered a career because a person can 
 make a lot of money from doing endorsement deals. I:4 also thinks that influencers in 
 Indonesia nowadays only care about the money made off of paid promotions on their 
 social  media  accounts,  and  not  about  creating  and  sharing  content  that  are  relevant  to 
 their followers. 


I:1 explains that in Indonesia, without having to see a proper disclosure on a sponsored 
 content, it is still easy to detect whether the content is sponsored or not. In addition, I:3 
 shares that everything posted by an influencer, the interviewee considers it as a 
 spon-sored content. These behaviors can be defended using Hall’s (2016) reasoning, which 
 states that with the social media becoming flooded with paid endorsements, audiences 
 are becoming much more attentive toward inauthentic content.  


It  is  interesting  to  discover  how  the  interviewees’  views  toward  influencer  have  a 
 somewhat negative connotation, as it is a contrast from what is found in the literature. 


The literature (Hall 2016) suggests that an influencer’s audience identify the opinions of 
that particular influencer to be informative and true. And as a result, it is easy for the 
influencer to effectively elicit peer-to-peer action with the audience as the intentions are 
deemed to be authentic them. I:5 agrees that influencers who “has so many knowledge, 
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has so many relations, and experiences” are the ones who he can trust as sources of 
 in-formation. 


Despite all these, using the strategy of influencer marketing is without a doubt on the 
 rise in Indonesia. All the interviewees agree that seeing an influencer’s sponsored post 
 about a product on Instagram has a better impact and generates more trust compared to 
 seeing the brand advertising its own product on the brand’s own social media account. 


The reason behind this is due to the fact that most of the interviewees learn about new 
 products through influencers: 


“I would be more influenced by the influencer because I follow celebgrams and 
 when they promote a product I automatically would see their posts more 
 com-pared to the brand’s posts.” (I:1) 


“In  Indonesia,  not  a  lot  of  people  follow  accounts  of  brands  or  online  shops.” 


(I:1) 


“[…] sometimes people are not familiar with the brand, and through the 
 influ-encer, the people get to know or learn about the brand.” (I:2) 


“Followers of the influencer may not know or follow the brand so it's natural for 
 them to trust the influencer more.” (I:3) 


The  above  comments  support  the  argument  of  Prihandika  &  Rosameliana  (2016)  that 
 endorsement deals are one of brands’ favorite method to promote themselves. I:5 and 
 AS also feel that taking the words from someone who has already tried the product 
 him-self or herhim-self is better than taking the brands’ words as brands would always exaggerate 
 that their products are the best and only show the good things about their products. To 
 add on, Rachmawan states that “60 % of consumers would prefer buying stuff because 
 they see the influencers they look up to also using the same products.” 


Additionally, the researcher also discovers factors that encourage users to follow an 
in-fluencer on Instagram: 
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“If the influencer is pretty or handsome—has attractive physical appearance—or 
 he or she has a lot of followers, and the influencer is being followed by most of 
 my friends. Also, if the influencer’s feed is interesting.” (I:1) 


“First,  the  attractive  physical  features  that  the  influencers  have.  Second,  their 
 honest  reviews  about  products.  Third,  their  lifestyles;  their  image  of  who  they 
 are.” (I:2) 


“[…] the way the influencer does product reviews—if the reviews are detailed 
 and  clear  enough,  and  the  way  the  influencer  presents  himself  or  herself—


basically, how good the content is.” (I:3) 


“[…] because I like him or her. Secondly, the influencer has good contents. And 
 I  like  influencers  that  show  their  daily  activities.  […]  And  maybe  influencers 
 who can motivate me.” (I:4) 


 “First, the credibility of spreading or sharing information. And the second thing, 
 maybe the physical appearance of him or her. Thirdly, the followers.” (I:5) 


Attractive physical features such as one’s beauty or good looks are being mentioned a 
 lot.  This  support  Rachmawan’s  statement  that  anyone  who  is  pretty  or  handsome  can 
 gain many followers. Although, other factors such as the quality of the content, the 
 in-fluencers’ honesty when promoting or reviewing a product, the lifestyle of the 
 influenc-ers, and the number of followers also play a huge part in influencing the users. 


From  the  above  findings,  the  researcher  is  able  to  answer  research  question  1:  “How 
does the use of influencer marketing strategy on Instagram is viewed by users in 
Indo-nesia?” Firstly, Indonesian users do feel that the use of influencer marketing strategy is 
on trend at the moment. Many brands and online shops on Instagram are utilizing this 
strategy as it generates positive impacts for them. Indonesian users on Instagram rarely 
follow  a  brand’s  or  an  online  shop’s  account;  instead,  they  follow  an  influencer  that 
they can relate to and from the influencer, they discover new information about products 
as  well  as  brands.  The  researcher  also  learns  that  if  asked  whether  it  is  better  to  trust 
marketing messages from an influencer or from the brand itself, users in Indonesia tend 
to trust the ones coming from an influencer for two reasons. Firstly, they view that any 
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marketing message said by the brand itself is biased; that they would only show the 
pos-itive characteristics of their products. In contrast, influencers may be more honest than 
the brand, thus, less biased. Secondly, influencers are believed to have tried the products 
before promoting them, therefore, their words may be more credible. However, despite 
the  fact  that  users  choose  to  trust  the  messages  of  influencers  more  compared  to  the 
brand’s,  from  the  results,  the  researcher  also  discovers  that  Indonesian  users  cannot 
completely trust influencers; that users have a limit to how much they can trust an 
influ-encer. This is due to the fact that the users consider that being an influencer in Indonesia 
is a career with a main task of merely promoting products, which makes it hard for the 
users to completely trust the influencer’s words or endorsements as there is a business 
relationship between the influencer and the brand, and compensations for the influencer 
exist. In other words, as users have a fixed perception that an influencer’s job is to 
pro-mote or advertise products rather than to genuinely “influence” his or her audience, they 
perceive anything posted by an influencer to be sponsored by a business and 
compensa-tions for the influencer are involved. As the idea of influencing an audience equals to 
advertising to an audience, users believe that the influencers are only sharing content to 
earn money, that is their “salary.” Moreover, interviewees detect if a person is an 
influ-encer based on the number of followers, which starts from 10,000 followers. 
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