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                                                                                        4. Results

                                                                4.2 The impact of influencer marketing

                                
                    After discussing influencers and influencer marketing, the interviews shifted to the 
 per-ceived impact of influencer marketing. Interviewees were asked if they had purchased 
 products or services recommended by the influencers and on what basis. They were 
 also asked if they trusted the influencer's recommendation and how they perceived 
 their relationship with the influencer, whether it feels like a friendship, and whether it is 
 comparable to a situation where a friend would recommend a product or service to 
 them. In addition, they were asked whether certain commodities are more vulnerable 
 to a purchase decision as a result of an influencer's recommendation. 


Influencer marketing had impacted each interviewee as part of their purchasing 
 deci-sions. Interviewees had purchased a product or service that had been directly or 
 indi-rectly affected by influencer marketing. The impact had even been so strong that it had 
 given  rise  to  a  need  for  a  commodity  in  some  of  the  interviewees.  The  influencers' 
 personal experiences and recommendations weighed on the interviewees' purchasing 
 decisions. In particular, the positive personal recommendations of influencers on 
 cer-tain commodities, without commercialism, came up in the responses of the 
 interview-ees. According to Hai-xia et al. (2015), when influencers approve a product, consumers 
 value that brand more highly because of the influencer's recommendation. The 
 inter-viewees emphasized the importance of the expertise of the influencers in connection 
 with the purchase decision because based on their professionalism, the influencers 
 were perceived as reliable. In addition, two interviewees pointed out a situation where 
 several  influencers  had  recommended  the  same  product,  which  increased  the  
 im-portance of that product due to the number of recommendations. 


"The influencer thinks the product is good and she is good at her job, so the product 
must also be good." 


According to Abidin (2016), when an influencer interacts and distributes content from 
 his  or  her  personal  life  to  his  or  her  followers,  the  content  is  perceived  as  reliable, 
 intimate, and easily identifiable. A similar situation could be observed among the 
 inter-viewees, as the influencers who shared the recommendations based on their own 
 ex-periences and professionalism were trusted. The other person's personal experience 
 was  perceived  as  more  valuable  than  advertising.  One  of  the  interviewees  said  he 
 trusted  only  the  influencers  which  he  follows.  Almost  every  interviewee  said  they 
 trusted the influencers as well as the content they produced. According to a couple of 
 interviewees, it is difficult to trust the recommendations of influencers if they include 
 commercial marketing. In addition, the interviews highlighted a situation where the 
 in-fluencer constantly recommends different products from different providers, which was 
 perceived as suspicious about the authenticity of the recommendation. The influencer 
 appeared to one of the interviewees as a role model, in which case the 
 recommenda-tion from that influencer seemed credible as well as reliable in the interviewee's 
 opin-ion. 


"A personal recommendation says that the influencer has bought and used the product 
 themselves, and there is no paid product in the background." 


Most of the interviewees could not equate a relationship with an influencer as a 
 friend-ship. According to one interviewee, the relationship felt like a friendship with smaller 
 influencers, as their content was not aimed at everyone. Several interviewees said the 
 influencers spoke in a way they realized that the influencers were talking to everyone, 
 not just them. According to the six interviewees, the influencer's recommendation was 
 comparable to the friend's recommendation, so the difference between the friend and 
 the influencer was not significant. However, one interviewee emphasized that the 
 in-fluencers he follows are celebrities in the world, in which case the recommendations 
 do not feel the same as the recommendations of friends, as he does not feel that they 
 are aimed at him.  


"In commercial collaboration, it does not feel like a friendship, but otherwise yeah, 
 be-cause the influencer recommends from his or her own experience." 


"The recommendation feels the same, the talking feels like the influencer is talking to 
everyone." 


The interviewees described a variety of commodities that were more susceptible to 
 purchasing decisions as a result of influencer recommendations. The most common 
 commodities  were  clothing,  makeup,  food,  and  beverages.  Commodities  mainly  
 re-quired higher participation decisions than low ones, as they could be classified as 
 non-physiological needs. Indeed, a few interviewees highlighted more expensive 
 commod-ities, so they wanted to hear the opinions and experiences of others about those 
 com-modities in advance. Sports and health-related comcom-modities, as well as online 
 coach-ing, emerged in the interviews. In addition, a couple of interviewees highlighted new 
 services,  allowing  them  to  hear  influencer  experiences  about  those  services  before 
 actually purchasing and deploying those. One interviewee also emphasized holiday 
 trips, new restaurants and a hair salon, which increases the importance of the 
 influ-encer's experience and opinion.  


4.3 Purchase decision process 


Interviewees  were  asked  to  consider  the  situation  in  which  they  have  purchased  a 
 commodity under the influence of influencer marketing. They were told that the 
 inter-view goes through the purchasing process based on the one commodity they have 
 bought. Interviewees were asked questions referring to Kotler and Keller's (2016) 
 five-step model of the consumer purchasing decision process. They were asked when they 
 decided to purchase the commodity and whether there was a need for that commodity, 
 or did it arise from an influencer's recommendation. Interviewees were then asked if 
 they were looking for information about the commodity and if so, where. Next, the 
 fac-tors leading to the evaluation and decision-making of the alternatives were discussed. 


Finally, interviewees were asked whether their perceptions of commodities were 
 cor-rect and how they would evaluate those and those uses in retrospect. 


The  purchasing  processes  of  the  interviewees  started  with  the  identification  of  the 
 problem, which could be perceived as needs. Most of the interviewees had a need for 
 the commodity before the purchase process started. However, in a few of the 
 inter-viewees,  influencer  marketing  created  a  need  that  began  their  purchasing  process.  


The influencer marketing that generated the needs of the interviewees were both paid 
and earned content. In the case of paid marketing, there were discount codes or other 


benefits  in  the  content  that  created  a  motivation  for  the  interviewees  to  explore  the 
 commodities further. In the cases of earned marketing, the persuasive content of the 
 influencers as well as the expertise created the purchase needs of the interviewees. 


One of the interviewees described a situation where she felt she looked better when 
 she used the same products that the influencer had used because those had worked 
 for the influencer.  


"Sometimes  an  influencer  has  recommended  that  she  become  beautiful  when  she 
 uses a product, so I wanted to give it a try." 


The  most  common  information  searching  channel  was  Google,  from  which  almost 
 every interviewee said they were looking for information about the commodity. After 
 that, several interviewees read and watched other people's reviews of products, which 
 were mainly magazine reviews, discussion boards, blog posts, and videos. Product 
 and service reviews were also read on the websites of various service providers. A 
 couple of interviewees said they were only looking for information within a particular 
 company's website, making information searching more limited. Coincidentally, a few 
 interviewees found an influencer's recommendation while searching for information. In 
 addition, influencers' experiences of commodities were also consciously sought. 
 Ac-cording to Dellaert and Häubl (2012), product recommendations impact consumer 
 de-cisions  in  product  search,  making  recommended  commodities  more  attractive  than 
 those that the consumer has not heard of before. During the information search, the 
 earned and paid content of the influencers was highlighted, where especially earned 
 content was searched for on several social media channels. 


In the evaluation of alternatives, the most common influencing factors of the 
interview-ees were the prices and qualities of the commodities. However, several interviewinterview-ees 
also emphasized the appearance of the commodity. In addition to internal and external 
factors, alternatives were also assessed based on the recommendations. The 
evalua-tion of a couple of interviewees was influenced by the repeated recommendaevalua-tions and 
advertisements they had seen from influencers. In the case of a few options, the 
com-modities that received recommendations were given more weight than those that were 
not  aware  in  advance.  Several  of  the  interviewees'  evaluations  of  alternatives  were 


also influenced by their own previous experience or knowledge of the commodity. 
 In-terviewees who were making a more significant purchase emphasized feature 
 evalua-tion. One interviewee said that he made a group of five different options, from which 
 the choice was weighed. Interviewees said they mainly compared commodities online, 
 except for one interviewee who compared product options in the store. 


"The price and the fact that more users use it, so based on that." 


"The content, images, coaching features and my own sports background influenced 
 the choice." 


"Repeated recommendations, reviews and makeup store comparison functions." 


One of the interviewees bought online coaching, the final choice of which was strongly 
 influenced by her own previous experiences as well as by the influencer in question, 
 who acted as a coach and a leader in online coaching. The quality of the commodity 
 strongly influenced the final choice of a few interviewees. One of the interviewees also 
 said that the appearance had influenced the purchase decision. A couple of 
 interview-ees mentioned that the price-quality ratio of the product was the final factor in 
 decision-making. The influencer directly influenced the choice of a commodity for the two 
 inter-viewees, as they wanted to try products they had seen the influencer use and 
 recom-mend. One of them also said that she had seen several others use the products in 
 question. A few of the interviewees said that they had used the discount code they 
 received from the influencer in connection with the purchase and benefited from that. 


Almost all interviewees had purchased commodities online, except for one interviewee 
 who had purchased it from a store. 


As for the image of the commodity, everyone had only positive things to say after 
pur-chases. Interviewees said the products and services met their expectations. One of 
the interviewees shared his prejudices about the product, but after the purchase, he 
has been happy with the purchase he made. Several interviewees also said they would 
recommend the commodities to others. One interviewee emphasized the postpurchase 
evaluation of makeup, where differences in product characteristics are often not 
no-ticeable between those, the only distinguishing factor for products, in her view, is its 
appearance. The recommendations of the influencers could be relied on in the future 
as well, as they had contributed to purchasing decisions. 
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