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                                                                                        5. Discussion and conclusions

                                                                5.5 Future research

                                
                    The most significant shortcomings of the study were the number of interviewees and 
 their sampling. Seven consumers were selected for interviews and were selected for 
 the study based on their previous knowledge and experience of influencer marketing, 
 in which case the topic was already familiar to everyone. The interviewees could have 
 been selected according to a broad sample, in which case consumers who have not 
 bought or do not follow the influencers actively would also have been included. Further 
 research could thus be carried out for a wider group of people using a different data 
 collection method. The study could also be carried out quantitatively, giving different 
 data from the study. 


The study was carried out without industry boundaries, in which case the purchased 
commodities and influencers were from several different industries. Further research 
could be carried out on a sector-by-industry basis, in which case, for example, clothing, 
makeup and online coaching could be distinguished and the influencers would only 
impact that particular sector. Influencers could be selected based on which segment 


they produce content for. Influencer marketing could be possible to also look at from a 
 gender  point  of  view  because  the  differences  were  observed  between  the  study  of 
 gender attitudes concerning earned and paid influencer marketing. 


Further research could also be done around the concept of word-of-mouth, in which 
 case the study would examine influencer marketing as well as the word-of-mouth effect 
 of influencers. The study showed that the impact of influencers' recommendations had 
 an impact on consumers, in which case the research of the influencers' 
 recommenda-tions would be a valid reason to study. 


Influencer marketing could also be studied from the perspective of engagement, which 
factors in influencer marketing generate engagement and how it could be developed 
to increase consumer engagement in, for example, commercial content. From a 
com-pany perspective, the levels of engagement between consumers and influencers could 
be examined based on specific specified campaigns and content, as well as the 
prof-itability of publications. 
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APPENDICES


Appendix 1. Interview questions 


Age: 


Gender: 


The impact of influencer marketing 


-  What social media channels do you use and how often? 


-  In which social media channels do you follow influencers? 


-  What kind of influencers do you follow? 


-  What kind of content do you follow on social media? 


-  What kind of content makes you engage to an influencer? 


-  Does it matter if the content is the influencer's own personal or paid advertising? 


-  Have you purchased a product or service recommended by an influencer? 


-  On  what  basis  did  you  purchase  the  commodity  recommended  by  the  
 influ-encer? 


-  Do you trust the influencer's recommendation? 


-  Does the relationship with the influencer feel like a friendship? 


-  Is the relationship comparable to a relationship with a friend, for example, if a 
 product is recommended? 


-  Are certain commodities more susceptible to a purchase decision as a result of 
 an influencer's recommendation? 


Formation of the purchasing process 


-  When did you decide to purchase the commodity? 


o  Was the need in advance, or did it arise from a recommendation? 


-  Did you look at the information on different commodity options? 


o  Where did you look for information? 


-  On what basis do you evaluate the different alternatives in the purchasing 
 situ-ation? 


o  Did price, quality, features, domesticity, for example, affect? 


-  On what basis do you choose a commodity? 


o  Was the product purchased online or in-store? 


-  Has the image of the commodity been correct? 


o  Postpurchase evaluations? 


Clarifying questions 


-  What  kind  of  products  or  services  do  you  purchase  based  on  
 recommenda-tions? 


-  Does the purchasing process start with the commodity recommended by the 
 influencer or can the influencer's recommendations be found at later stages? 


-  Does the commodity recommended by the influencer have a transparent 
 pur-chasing process, or are some of the stages missing? 


-  Do some influencers negatively affect the purchase decision? 
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