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                                                                                        5. Discussion and conclusions

                                                                5.1 Discussion

                                
                    The purpose of this research was to study the impact of influencer marketing in the 
 context of a consumer purchasing decision. The research was based on theories of 
 influencer marketing and purchasing behavior. The study was conducted as a 
 qualita-tive study using semi-structured interviews. In order to gather research material, seven 
 consumers were interviewed. The main research question was, "How does influencer 
 marketing impact a consumer's purchasing decision?" Its purpose was to find out how 
 influencer marketing is involved in consumer purchasing decisions if the consumer 
 ac-tively follows influencers through different social media channels. Influencer marketing 
 was  seen  to  have  an  impact  on  consumers'  purchasing  decisions,  but  the  mode  of 
 influence varied among the interviewees. A more detailed answer to the main research 
 question can be deduced from the sub-research questions. 


The first sub-research question was, "How does influencer marketing impact the 
 con-sumer?" The purpose of the question was to look at the consumer's attitude and 
 en-gagement to influencer marketing. The interviews revealed that each interviewee 
 ac-tively followed influencers on different social media channels, and they encountered 
 both earned and paid influencer marketing daily. Each of them had also purchased a 
 product or service where influencer marketing had been involved in decision-making. 


Johansen and Guldvik (2017) studied how influencer marketing impacts purchasing 
intentions, but they did not find a direct link between influencer marketing and 
con-sumer purchasing intentions. However, the results of this study show something else. 


The study of Johansen and Guldvik (2017) is inconsistent with the findings of this 
 re-search, as it did not find a link between influencer marketing and purchasing decisions. 


According to this study influencer marketing was seen to have a contributing effect on 
 the formation of the purchasing decision on the progress of the purchasing process 
 and the final decision-making.  


According to this research, consumers value earned marketing more than paid 
 influ-encer marketing, as it is considered more authentic and reliable. The same finding also 
 occurred in the study performed by Mattke et al. (2019), where earned content is often 
 seen as more credible and reliable than paid content. Thus, paid content can also have 
 a  positive  effect  on  consumers  and  create  a  need,  which  was  also  reflected  in  the 
 results of this study. Consumers search for information in order to support their 
 pur-chasing decision, in which case influencer marketing can play a crucial role as part of 
 decision-making. In the content of the influencer, especially the earned influencer 
 mar-keting is seen to have a supportive effect on the purchasing decision, as consumers 
 trust the recommendations and experiences of other people. The results of this study 
 are also supported by Abidin's (2016) study, which demonstrated that when an 
 influ-encer interacts and distributes content from his or her personal life to his or her 
 follow-ers, the content is perceived as reliable. 


Many consumers experience the impact of commercial content negatively. The study 
also saw similarities with Boerman's (2020) study, which found that sponsored content 
can make consumers more critical of influencers' content. As demonstrated in the 
in-terviews, excessive commercial marketing can affect the consumer's attitude towards 
the influencer, in which case the influencer's content may even lose its relevance. 
Re-peated advertisements by an influencer can also raise suspicion among consumers if 
the  influencer  is  constantly  marketing  several  different  products  and  brands.  In  this 
case, the consumer may feel that the influencer makes recommendations about the 
product or service only for commercial reasons, but in reality he or she has no 
experi-ence  with  the  product  in  question  and  would  not  necessarily  recommend  it  without 
collaboration with the brand. In particular, there was a difference between males and 
females in terms of commercial content, where paid influencer marketing had a more 
negative effect on males than females. 


Colliander and Dahlén (2011) describe in their study, how the action of an influencer 
 can create an imaginary relationship to him or her from the follower's point of view, 
 whereby the influencer is seen more as a friend than as a public figure. In social media 
 channels, influencers and other users appear without structuring, which is why 
 con-sumers do not always see the difference between an influencer and a friend. According 
 to this research, relationships with micro-influencers can be equated with friendships 
 based on interaction and targeted content, in which case the relationship between the 
 micro-influencer and the follower can be described as a parasocial relationship. The 
 results of this study support the results of the study of Colliander and Dahlén (2011) 
 among micro-influencers, but the relationship with macro- and mega-influencers was 
 not directly seen in this research. Consumers do not feel like being in a friendship with 
 more prominent influencers because the audience of the influencers are more 
 exten-sive, and they speak in a certain way that identifies them as interacting and producing 
 content for a large number of followers.  


The content produced by the influencer and the personality of the influencer are crucial 
 factors when talking about the engagement of the influencer. The visual side of the 
 influencer's content, videos and images, is also essential for engagement. Especially 
 when following influencers who produce lifestyle, interior and fashion content, 
 consum-ers  pay  attention  to  the  visuality  of  the  influencer's  content.  Being  in  the  same  age 
 group as the influencers, following their experiences and everyday life appeals to 
 con-sumers,  as  then  they  can  identify  with  the  influencers  and  their  content.  This  study 
 sees similarities between the study performed by Moore et al. (2018), where 
 consum-ers trust influencconsum-ers who provide them with accurate information based on their skills 
 and knowledge. 


In  addition  to  the  visual  aspects  of  the  content,  consumers  want  to  hear  influencer 
 opinions regarding the message of the content. The interviews highlighted expert and 
 professional  influencers  who  tell  the  substance  and  arouse  opinions  in  consumers. 


Influencers  can  also  influence  consumer  attitudes  with  their  opinions,  attitudes  and 
experiences. As Freberg et al. (2011) point out, influencers are independent third-party 
endorsers who influence their audience's attitudes.  


The second sub-research question was, "At what point in the purchasing decision does 
 influencer marketing have an impact on the consumer?" The purpose of the question 
 was to look at the consumer's purchasing decision through the various stages of the 
 purchasing decision process, where influencer marketing is involved in the process. 


The  respondents'  purchasing  decisions  were  based  on  five-stage  purchasing  
 pro-cesses, and the stages could be identified for each interviewee. The processes started 
 with the recognition of a need. However, the recognition of the need did not occur at 
 all when the commodity ran out or broke. For some of the interviewees the need arose 
 due to an external stimulus, in which case the need did not exist before the stimulus 
 affected.  


The consumer's purchasing decision starts with identifying a need that may manifest 
 as an internal or external stimulus. As Shudha and Sheena (2017) noted in their study, 
 the impact of an influencer can arouse a desire or need within the consumer to 
 pur-chase a commodity. The results of this study support the results of Shudha and Sheena 
 (2017), as for several interviewees, purchasing decisions originated from the 
 recom-mendations of influencers and there was no need for commodities in advance (Figure 
 3). Discount codes or other benefits associated with paid influencer marketing can also 
 be a trigger for a consumer's purchase decision. 


However, influencer marketing does not always create a need for consumers to make 
 a purchase, but its effect can also manifest itself in the later stages of the purchasing 
 process. In this case, the need for the commodity already exists before influencer 
 mar-keting manifests and influencer marmar-keting can come to the consumer's attention in the 
 second stage of the purchasing process, information search or later stages, such as 
 evaluating alternatives or making a purchasing decision. Interviews can be seen in the 
 impact of influencer marketing most often in the information search stage, where when 
 interviewees searched for information about those commodities, they found an 
 influ-encer recommendation or advertisement on the topic (Figure 3). According to Dellaert 
 and Häubl (2012), recommendations influence how consumers make their decisions 
 in product search. 


According  to  a  study  by  Černikovaitė  (2019),  consumers  look  for  recommendations 
from others, especially influencers, to make sure of their purchasing decisions. This 


study sees similarities with Černikovaitė (2019), as the recommendations of 
 influenc-ers can play a decisive role in the evaluation of alternatives as well as in the final 
 de-cision-making.  Consumers  want  to  hear  the  personal  experiences  of  others  about 
 products and services, especially when purchasing newer and more expensive 
 com-modities. However, influencer marketing is seen as having an impact on the purchase 
 decision-making if the consumer searches for information based on the content of the 
 influencers. In this case, the recommendations and experiences of the influencers are 
 perceived reliable. Hai-xia et al. (2015) describe a situation in which, when an 
 influ-encer approves a product, consumer confidence in the brand increases.  


Figure 3. Impact of influencer marketing 


As can be seen from Figure 3, the impact of influencer marketing can manifest itself in 
 the  consumer's  purchasing  process  and  its  various  stages  depending  on  the  
 con-sumer. The study found the impact of influencer marketing at every stage of the 
 pur-chasing decision process. Among the interviewees, the impact of influencer marketing 
 varied between different stages. The most significant impact was observed in the first 
 three stages of the purchasing process – influencer marketing created the need for 
 purchase, information was obtained from influencers, or alternatives were evaluated 
 based on their recommendations and knowledge. Influencer marketing also impacted 


The impact of influencer marketing on the consumer’s 
 purchasing decision


The impact is seen at different stages of the 
purchasing process depending on the consumer


the final purchasing decision of some of the interviewees as well as the postpurchase 
 evaluation, but not as strongly as in the first three stages.  


As Shudha and Sheena (2017) observed in their study, the consumer purchasing 
 de-cision process has changed with social media. The same observation was seen from 
 the results of this study. Consumers follow influencers on social media, and they have 
 more information at their disposal to search for information and make a final purchase 
 decision. Everyone's purchasing decisions were strongly connected to social media. 


However, the study did not restrict gender. It was also implemented to address Finnish 
 consumer behavior, so it differs slightly from previous studies. The industry was also 
 not delimited, in which case the interviewees had bought commodities from several 
 different industries. The purchased commodities consisted mainly of clothing, 
 cosmet-ics and online coaching but also included electroncosmet-ics and food. The study shows that 
 influencer marketing affects several different industries and not just a specific industry. 


Differences between genders were observed especially in paid and earned influencer 
marketing, where males perceived it more negatively. Otherwise, there were no 
differ-ences in the behavior of males and females, so that the inclusion of both genders in 
the study was found to be a justified choice for the study.  
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