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                    The second research question: “How do Instagram users in Indonesia react toward an 
 influencer content?” was developed to explore how the Indonesian consumers or users 
 view sponsored contents and to see whether there are negative effects from being 
 ex-posed to promotions coming from the influencers that they follow.  


After  the  transcriptions  from  the  interview  were  analyzed,  the  researcher  found  two 
themes. The themes are presented below in Table 5, alongside supporting comments by 
the interviewees.  
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 day. Some have two or three […].” (Rachmawan) 


•  “[…] now the audience are starting to know that what these 
 in-fluencers are doing is actually sponsored ads.” (Rachmawan) 


•  “I think even the audience doesn’t care at all if a post is 
 spon-sored or not.” (Rachmawan) 


•  “In Indonesia,  you  can  see  the  feed  of  celebrities 
 or celebgrams  and  their  posts  are  mostly  sponsored  
 con-tents.” (I:1) 


•  “It’s really bad in Indonesia, sometimes an influencer updates 
 every minute on his or her Instagram Stories, but it’s all paid 
 advertisements.” (I:1) 


•  “[…] every day, every hour, there are always sponsored posts 
 that I see on Instagram.” (I:3) 


•  “If the content of the influencer is full of sponsored posts, then 
 it's just about the money.” (I:4) 


•   “There are always persuasive sentences in a sponsored post.” 


(I:4) 


Loss of interest  •  “[…] I usually would unfollow him or her, especially when the 
 feed is filled with sponsored contents.” (I:1) 


•  “[…]  I  unfollowed  so  many  because  they  posted  so  many 
 sponsored  contents  and  promoted  things  that  I  didn’t  like.” 


(I:2) 


•  “[…] every content she shared was sponsored.” (I:4) 


•  “[…]  he  started  posting  and  promoting  unrelated  products 
[…]” (I:5) 
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Table 5 Result 2 


4.2.2  Analysis and Discussion 


The  themes  that  emerged  for  this  section  reveal  how  the  interviewees  are  bombarded 
 with sponsored contents everyday on Instagram and how they negatively affect the 
 be-haviors  of  these  interviewees.  Rachmawan  explains  that  influencers  in  Indonesia  are 
 accepting many endorsement deals at once, which could potentially make both the 
 in-fluencer  and  the  brands  working  with  that  inin-fluencer  look  bad  and  unprofessional. 


Brands want to make sure that their target market sees the influencer as an advocate of 
 their  product  and  someone  who  is  authentic.  If  the  audience  recognize  one  influencer 
 promotes  multiple  products,  the  audience  might  feel  that  the  recommendations  might 
 not be true or credible. It’s challenging for an influencer to gain the trust from his or her 
 audience  if  too  many  products  are  promoted.  Promoting  too  many  products—similar 
 ones or different ones—can raise skeptic questions by the audience and as I:4 said, if an 
 influencer’s  account  contains  too  many  sponsored  contents,  then  that  influencer  only 
 cares about money. An example from I:3: 


I also don’t like it when an influencer is promoting brands that sell similar items. 


There are times when an influencer promotes multiple similar items in a day. For 
 the audience who are potential customers, it could be very confusing. When the 
 influencer acts that way, I wouldn’t know which brand sells the best product 
 be-cause  the  influencer  is  saying  positive  things  to  all  the  brands  and  products. 


There should be a strategy used by influencers to make their sponsored content 
 more interesting and believable. 


I:3 also says that there are always sponsored contents on her Instagram. In addition, I:1 
 shares how Indonesian influencers’ and celebrities’ Instagram accounts are mostly filled 
 with sponsored contents. Rachmawan concerns that audience now are starting to realize 


“that what these influencers are doing is actually sponsored ads.” Though he also claims 
that “the audience doesn’t care at all if a post is sponsored or not.” Hall (2016) proves 
Rachmawan’s concern as the author mentions that audiences are becoming much more 
attentive toward inauthentic content. 
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The topic about the impact of too much exposure to sponsored contents was discussed. 


The interviewees shared that this problem has made them unfollowed some influencers’ 


accounts on Instagram at some point: 


“[…I usually would unfollow him or her, especially when the feed is filled with 
 sponsored contents.” (I:1) 


“[…]  I  unfollowed  so  many  because  they  posted  so  many  sponsored  contents 
 and promoted things that I didn’t like.” (I:2) 


“[…] every content she shared was sponsored.” (I:4) 


“[…] he started posting and promoting unrelated products.” (I:5) 


Having to see promotional posts at all times is no different than seeing traditional 
 mar-keting messages in our daily lives; it defeats the purpose of influencer marmar-keting that is 
 supposed to be authentic and different than any other traditional marketing methods. 


From the above findings, the researcher is able to answer research question: “How do 
Instagram users in Indonesia react toward an influencer content?” As the trend of 
in-fluencer marketing arise, the number of inin-fluencers that emerge and accept endorsement 
deals  ascend  as  well.  Indonesian  users  who  are  actively  present  on  Instagram  are  
ex-posed  to  numerous  sponsored  contents  both  from  the  influencers  that  they  follow  and 
from other influencers that they may stumbled upon on the app each day. The researcher 
discovers that too much exposure to sponsored contents cause negative impacts. 
Indone-sian users tend to question the motives behind an influencer’s post when he or she 
col-laborate  with  a  brand  that  does  not  align  with  his  or  her  image  or  expertise.  
Further-more, when the account of an influencer is filled with sponsored contents or paid 
adver-tisements, users wills most likely unfollow him or her. 
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 4.3  Research Question 3 


4.3.1  Result 


The third research question: “In the Indonesian context, do transparency and 
 authentici-ty play an important role in generating credibiliauthentici-ty and trustworthiness for the 
 influenc-er, and influencing the consumer’s purchase intentions toward the product(s) being 
 ad-vertised?” was developed to explore whether the elements of authenticity and 
 transpar-ency in influencer marketing are important matters in the eyes of the Instagram users in 
 Indonesia or not. 


After  the  transcriptions  from  the  interview  were  analyzed,  the  researcher  found  six 
 themes. The themes are presented below in Table 6, alongside supporting comments by 
 the interviewees. 


Themes  Supporting comments 


Credibility/ 


Trust 


•  “[…] use influencers that have more than 2% of their 
 engage-ment rate.” (Rachmawan) 


•  “The influencer is an expert in his or her field. He or she is able 
 to convince or persuade the audience to purchase the product he 
 or she is promoting.” (I:1) 


•  “Knowing that the post is sponsored, I would not 100% believe 
 the  things  the  influencer  says  about  the  product.  But,  I  would 
 trust the influencer more because he or she is being honest that 
 his or her content is being sponsored.” (I:1) 


•  “The creativity in the content they post, how they market 
 them-selves and how persuasive they are, are important.” (I:2) 


•  “Some influencers get a lot of hatred from the audience, and if 
 they keep doing what they are doing despite all the hatred they 
 get, that means they are being professional.” (I:2) 


•  “The number of followers, and the influencer does great 
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 uct reviews.” (I:3) 


•  “The  way  the  influencer  shares  the  product  is  through  good, 
 creative content.” (I:4) 


•  “[…] as long as I know the influencer is a true expert on a 
 spe-cific field, I would trust the post even though I know that it is a 
 sponsored post; even though I know he or she is being paid to 
 post the content.” (I:5) 


•  “We find out who the brand is targeting and we would sort out 
 which influencer would be suitable for them.” (Rachmawan) 


•  “Brands  or  advertisers  are  looking  at  influencers  who  are 
 aligned with their own products.” (Rachmawan) 


•  “[…]  I  wouldn’t  really  believe  if  an  influencer  is  promoting 
 products that don’t related to his or her expertise.” (I:1) 


•  “[…] I would still get influenced even if the influencer starts to 
 promote other things that may not be related because from the 
 first place my image is he or she is an influencer.” (I:2) 


•  “[…] if an influencer is promoting something that is unrelated 
 to what he or she usually posts or is unrelated to his or her 
 ex-pertise, it’s quite distracting.” (I:3) 


•  “If the influencer starts to promote unrelated products that don’t 
 relate to them, then the message that I am getting from it is that 
 the influencer only cares about money.” (I:3) 


•  “It's  important  for  the  influencer  to  do  that  to  gain  followers, 
 likes, and to get sponsorships.” (I:4) 


•  “[…] I expect that influencers would promote a product that is 
 related to his or her image or background.” (I:5) 


Two-sided 
 arguments 


•  “Yes. For the ones who are creative, they would definitely try to 
see  the  product  benefits  that  they  could  actually  tweak  so  the 
content could be more subtle to the audience.” (Rachmawan) 
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•  “For me, it’s really important for an influencer to be honest 
 es-pecially  when  there  are  some  bad  features  about  the  product, 
 but the reality in Indonesia is that it’s not possible for an 
 influ-encer to be 100% honest.” (I:1) 


•  “Yes, because not all products are perfect.” (I:2) 


•  “She always mentions the good things and the bad things about 
 the product.” (I:4) 


•  “An effective recommendation or review is when the influencer 
is not only talking about the positive things, but also about the 
negative things if there are any.” (I:5) 
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 Disclosure 


placement 


•  “Using hashtags is mandatory and mentioning the brand is also 
 mandatory.  And  sometimes  the  brands  want  the  influencer  to 
 tag them.” (Rachmawan) 


•  “[…] with the new “Paid partnership with” tag, […] people or 
 the audience who see the post with the tag would know that it’s 
 a sponsored content. (Rachmawan) 


•  “[…]  there  is  no  law  at  all  (regarding  disclosure  of  sponsored 
 content).” (Rachmawan) 


•  “[…] when the person is actually sponsored, that person would 
 tag or mention the brand or the store in the post.” (I:1) 


•  “Instagram came out with the Partnership tag […].” (I:2) 


•  “[…]  the  content  would  seem  less  attractive  when  associated 
 with the [disclosure languages].” (I:2) 


•  “Usually the influencer tags the brand’s Instagram handle on his 
 or her post.” (I:3) 


•   “[…] influencers that I have seen never disclose, except if the 
 brand they are working with is a big brand with high brand 
 im-age.” (I:4) 


•  “Whether the influencer uses the #sponsored […], it's not really 
 important for me as long as the product and the influencer relate 
 with me.” (I:4) 


•  “[…]  my  opinions  would  still  be  the  same  as  if  the  influencer 
 does not properly disclose.” (I:5) 


•  “[…] the overall content of the post seems constructed.” (I:5) 


•  “[…] influencers often hide [disclosure languages] because the 
 brands that are sponsoring the products don’t want the audience 
 to know that the influencers are being sponsored by them.” (I:5) 


•  “Using  the  sponsorship  tag  or  disclosing  makes  the  followers 
think that the influencers are only posting because they are 
get-ting paid and that would decrease trustworthiness of the 
influ-encers.” (I:5) 
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Ethics  •  “It is an ethical issue in some countries, but here, no.” 
 (Rach-mawan) 


•  “There is no need to tell people that they are getting paid to post 
 a content. It’s marketing.” (I:2) 


•  “[…]  knowing  the  condition  of  influencers  in  Indonesia,  how 
 promoting products or services is their job or career, I don’t 
 re-ally  feel  deceived  anymore  now  and  it’s  not  that  important  to 
 me too.” (I:3) 


•  “If I'm actually interested in the product and that product turns 
 out to be a good product I don’t really feel deceived.” 


•  “[Not  being  transparent]  is  unethical.  But  for  me  it  is  actually 
 ethical because that’s the job of marketers.” (I:5) 


Content 
 guidelines/ 


scripts 


•  “[…]  we  would  get  further  briefing  from  the  advertiser  or  the 
 brand regarding what the influencers are going to post, what are 
 the do’s and the don’ts, as well as the mandatory hashtags, and 
 the message that they have to deliver.” (Rachmawan) 


•  “[…] clients want the message to be exactly as what’s written 
 or what’s approved by the clients.” (Rachmawan) 


•  “[…] the more expensive the package is, the more the brand is 
 able to have freedom in controlling what the influencer would 
 do and say in the content.” (I:3) 


Table 6 Result 3 


4.3.2  Analysis and Discussion 


The interviewees share the reasons of what makes an influencer credible and 
 trustwor-thy from their point of views. Expertise of the influencer and how persuasive the 
 influ-encer is, are significant. The creativity of the content, honesty, the number of followers 
 also play a part: 


“[…] as long as I know the influencer is a true expert on a specific field, I would 
trust the post even though I know that it is a sponsored post; even though I know 
he or she is being paid to post the content.” (I:5) 
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“[…] I would trust the influencer more because he or she is being honest that his 
 or her content is being sponsored.” (I:1) 


“The creativity in the content they post, how they market themselves and how 
 persuasive they are, are important.” (I:2) 


“The number of followers, and the influencer does great product reviews.” (I:3) 


The literature states that the probability of the audience trusting both the brand and the 
 influencer is higher when brands are selecting influencers whose expertise aligns with 
 theirs (Hall 2016). The results from the interview are roughly consistent. The 
 interview-ees  agree  that  it  is  very  important  for  brands  to  look  for  influencers  whose  expertise 
 align with their brand image and vice versa. These interviewees feel that it is distracting 
 when an influencer promotes a product that don’t relate to his or her expertise, and as a 
 result they cannot believe the influencer. For example: 


“For me, I follow a certain influencer in the first place because I am interested in 
 the  influencer’s  expertise.  An  example  would  be  me  following  a  beauty  
 influ-encer because I would want to know more about beauty-related things from that 
 influencer. If the influencer starts to promote unrelated products that don’t relate 
 to  them,  then  the  message  that  I  am  getting  from  it  is  that  the  influencer  only 
 cares about money.” (I:3) 


The  statement  above  proves  how  undesirable  impacts  such  as  the  audience  having  a 
 negative  lasting  impression  and  the  audience  perceiving  the  influencer  desperate  for 
 publicity may arise when influencers fail to collaborate with brands that share the same 
 image (Hall 2016). In this case, the interviewee sees the influencer only promoting the 
 product for the sake of receiving money and thus, sees that influencer as a “sellout.” 


All interviewees agree that honesty in reviewing products is important to them although 
 they are aware of the fact that when an influencer is having a commercial relationship 
 with the brand, there is always a chance for the influencer to be biased. They concur that 
 being informed about all the characteristics or features of the product—good and bad—


is more effective and trustworthy. As I:2 explains: 
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“I recently saw an influencer who did a sponsored post with a skincare brand. 


The  influencer  ended  up  having  bad  skin  reactions  from  the  product.  Her  face 
 was breaking out. Despite the fact that she was sponsored, she still did an honest 
 review about her experience. And that’s where we, as her followers, believe and 
 trust her. I think it’s important for influencers to do that. With her review, people 
 are able to know what to expect from the product now or to expect that the 
 prod-uct may not be as good as the brand has advertised it to be.” 


The  statement  above  supports  the  theory  that  two-sided  message  brings  out  effective 
 results,  reduces  bias,  and  therefore,  increases  source  credibility  and  trustworthiness 
 compared to supportive arguments that only focus on bringing out positive 
 characteris-tics of the product (Solomon 2009).  


From the interview results, it is found that in Indonesia, when influencers disclose that 
 their content is sponsored, they do it through using hashtags, mentioning the brand in 
 the caption, as well as tagging them in the post. The new Instagram “Paid partnership 
 with [business partner]” feature that lets people or the audience who see the post with 
 the tag know that the post it’s a sponsored content has started to be utilized by brands 
 and influencers in Indonesia. Although, the interviewees claim that influencers tend to 
 hide the fact that they are being sponsored and that it is rare for them to see influencers 
 disclose: 


“Using the sponsorship tag or disclosing makes the followers think that the 
 in-fluencers are only posting because they are getting paid and that would decrease 
 trustworthiness of the influencers.” (I:5) 


Influencers and brands in Indonesia have the power to not disclose any commercial 
rela-tionships that are taking place. Unlike in the U.S., U.K., and Australia, there is no law in 
Indonesia  demanding  brands  and  influencers  to  be  transparent  or  to  fully  or  properly 
disclose  to  the  public.  Rachmawan  tells  an  example  from  a  marketing  campaign  he 
worked on: 
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“We  worked  with  more  than  twenty  influencers  and  we  told  them  not  to  use  the 


‘paid partnership with’ tag to be subtle. Because there is no law. I think even the 
 audience doesn’t care at all if a post is sponsored or not.” 


I:4 comments that it is true that having the influencer disclose about him or her being 
 sponsored  is  not  important  as  long  as  the  influencer  is  posting  or  promoting  products 
 that are relevant to both the influencer and the interviewee as consumer. I:5 also states 
 that a disclosure would not have an effect on the interviewee: “[…] my opinions would 
 still be the same as if the influencer does not properly disclose.” These support 
 Rach-mawan ‘s statement that the audience does not care whether a post is sponsored or not. 


In  the  literature  review,  the  researcher  learns  that  word  of  mouth  strategies  such  as 
 stealth marketing, shilling, and falsification are unethical (Solomon et al 2008); 
 howev-er, the interviewees state that the issue of ethics in influencer marketing, like the issue 
 of disclosure, is not something of importance. The main reason is that these 
 interview-ees see being an influencer as a career that fits the category of a marketer; that 
 promot-ing products on social media is his or her job. They realize that at some point they feel 
 that lack of transparency is indeed unethical, but overtime they become used to seeing 
 non-transparent  sponsored  posts  online  to  the  point  where  they  are  used  to  it  and  
 be-come apathetic toward the issue: 


“There is no need to tell people that they are getting paid to post a content. It’s 
 marketing.” (I:2) 


“[…] knowing the condition of influencers in Indonesia, how promoting 
 prod-ucts or services is their job or career, I don’t really feel deceived anymore now 
 and it’s not that important to me too.” (I:3) 


 “[Not being transparent] is unethical. But for me it is actually ethical because 
 that’s the job of marketers.” (I:5) 


The literature encourages that authenticity should be maintained by continuously 
shar-ing relevant, genuine and honest content in order to preserve the effectiveness of 
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encer marketing. Hall (2016) states that one of the ways to maintain authenticity is for 
 brands to avoid or minimize placing restrictive guidelines or scripts on the content 
 cre-ated by the influencers since the influencers are the ones who know their audience and 
 how to resonate with them. (Hall 2016). On the contrary, Rachmawan explains that in 
 Indonesia, sometimes brands want the influencers they are working with to deliver the 
 marketing message exactly as what has been written by the brands themselves or they 
 would have to approve the message beforehand, and to post content according to what 
 the brands have in mind: 


“When [the influencers] accept the endorsement, we would get further briefing 
from the advertiser or the brand regarding what the influencers are going to post, 


“When [the influencers] accept the endorsement, we would get further briefing 
from the advertiser or the brand regarding what the influencers are going to post, 



                

                                                    
                        In document
                        
    Authenticity and Transparency in Influencer Instagram Content in Indonesia
                        (sivua 32-0)

                    

                            
            
            
                
                    

                    Lataa nyt "Authenticity and Trans..."
                    

            

        
        
                        
                
                    Outline

                    
                        	
                                        
    A IMS OF THE  S TUDY
                                    
	
                                        
    D ATA  C OLLECTION
                                    
	
                                        
    Analysis and Discussion
                                    
	
                                        
    R ESEARCH  Q UESTION  2
                                            (You are here)
                                    



                    

                

            


            
            
            
                
                    
                        
  LIITTYVÄT TIEDOSTOT

  
      


                    

                

            

                    

    


    
  
  
  
    
      
        Yhtiö

        	
             Tietoa meistä 
          
	
            Sitemap

          


      

      
        Ota Yhteyttä  &  Apua

        	
             Ota yhteyttä
          
	
             Feedback
          


      

      
        Oikeustieteellinen

        	
             Käyttöehdot
          
	
             Tietosuojakäytäntö
          


      

      
        Social

        	
            
              
                
              
              Linkedin
            

          
	
            
              
                
              
              Facebook
            

          
	
            
              
                
              
              Twitter
            

          
	
            
              
                
              
              Pinterest
            

          


      

      
        Hanki ilmaiset sovelluksemme

        	
              
                
              
            


      

    

    
      
        
          Koulut
          
            
          
          Aiheet
                  

        
          
                        Kieli:
            
              Suomi
              
                
              
            
          

          Copyright 9pdf.co © 2024

        

      

    

  




    



        
        
        
          


    
  




     
     

    
        
            
                

            

            
                                 
            

        

    




    
        
            
                
                    
                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                    

                    
                        

                        

                        

                        
                            
                                
                                
                                    
                                

                            

                        
                    

                    
                        
                            
                                
  

                                
                        

                        
                            
                                
  

                                
                        

                    

                

                                    
                        
                    

                            

        

    


