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                    This study has three objectives, which are (i) to investigate how the use of influencer 
marketing strategy on Instagram is viewed by users in Indonesia, (ii) to investigate the 
attitudes  and  behavior  of  Instagram  users  toward  influencer  content  in  Indonesia,  and 
lastly, (iii) to investigate whether transparency and authenticity in an influencer content 
on Instagram play an important role in creating credibility and trustworthiness for the 
influencer, and influencing the audience’s purchase intentions toward the product(s) 
be-ing advertised in the Indonesian context. 
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 1.3  Research Questions 


In order to successfully achieve the aims of this study, the following questions need to 
 be answered: 


1.  How  does  the  use  of  influencer  marketing  strategy  on  Instagram  is  viewed  by 
 users in Indonesia? 


2.  How do Instagram users in Indonesia react toward an influencer content? 


3.  In  the  Indonesian  context,  do  transparency  and  authenticity  play  an  important 
 role  in  generating  credibility  and  trustworthiness  for  the  influencer,  and  
 influ-encing  the  audience’s  purchase  intentions  toward  the  product(s)  being  
 adver-tised? 


1.4  Limitations 


There are limitations to this study that may decrease the generalizability of the findings. 


Firstly,  this  study  explores  the  attitudes  and  behaviors  of  Indonesian  Instagram  users 
 toward the issues of authenticity and transparency in influencer content on Instagram. 


Therefore, the findings are gathered only through samples that are of Indonesian 
 nation-ality, which means the findings may not work well if generalized to different cultural 
 contexts other than the Indonesian context. Additionally, secondary data reviewed and 
 used by the researcher in this study may be more inclined toward the western context as 
 there is a lack of materials that are focused on the Indonesian context. 


1.5  Definitions 


App: an application downloaded by a user to a mobile device (Oxford Dictionaries). 


Facebook: the largest online social networking platform in the world (Britannica 
 Aca-demic 2018). 


Follower: a person who subscribes to another user’s social media account in order to 
receive updates (HubSpot Blog). 
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Influencer: a person or group that has the ability to influence the behavior or opinions 
 of others (Cambridge Dictionary). 


Influencer marketing: the action of promoting and selling products or services through 
 people (influencers) who have the capacity to have an effect on the character of a brand 
 (HuffPost 2017). 


Instagram:    an  online  photo-sharing  mobile  application  and  social  network  platform 
 that allows users to edit and upload photos and short videos. (SearchCIO). 


Instagram  Stories:  a  feature  that  lets  users  share  personal  moments  of  their  day  in 
 forms of photos and videos that are combined together in a slideshow format (Business 
 Blog 2016). 


Product endorsement: A written or public statement made by an influencer, a 
 celebri-ty, a business or a professional praising the qualities of a product and recommending the 
 use of the product to the public (Business Dictionary). 


Purchase  intention:  the  likelihood  that  a  consumer  intends  to  purchase  a  product  or 
 service (Dodd & Supa 2011). 


Social media: websites and applications that enable users to create and share content or 
 to participate in social networking (Oxford Dictionaries). 


Transparency: the disclosure of agreements, dealings, practices, and transactions that 
 are open to everyone for verification (Business Dictionary). 


Twitter: a social networking platform that allows users to publish short messages 
 con-taining 140 characters or less known as tweets (Business Dictionary). 


Word of mouth: the act of consumers providing information to other consumers 
(Sol-omon et al 2008). 
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Word of mouth marketing: utilizing people to talk about a brand’s product to 
 consum-ers (Solomon et al 2008). 


2  THEORETICAL FRAMEWORK 


In this chapter, the researcher explores and reviews different theories and concepts that 
 are relevant to the topic of influencer marketing, authenticity and transparency in order 
 to reveal what has already been discovered from the literature, as well as to provide the 
 theoretical argumentation for the researcher’s topic. Later on, the researcher will use the 
 information learned from this chapter to interpret the results of the data derived from the 
 empirical research. 


2.1  Social Media Today: An Overview 


With the significant growth of the Internet and social media, consumers are exposed to a 
new communication model. The Internet was traditionally used by consumers to merely 
read and watch content, as well as to buy products and services; however, now 
consum-ers  are  increasingly  utilizing  social  media  platforms  to  create,  modify,  share,  and  
dis-cuss  content  on  the  Internet,  which  also  has  direct  impacts  on  a  business'  reputation, 
sales,  and  possibly  its  survival  too  (Kietzmann et  al  2011).  Indeed,  social  media  has 
shifted the way consumers and businesses communicate with each other. Through social 
media platforms, brands are able to converse and connect with consumers on a 
person-to-person  level,  unlike  the  traditional  fashion  of  one-way  communication  where  
busi-nesses use “push” marketing tactics to promote their brands (Schaefer 2012). 
Consum-ers are no longer the only ones on the receiving end of the marketing message; they can 
initiate the conversation about a brand online and make an impact through that 
conver-sation—negative  or  positive—whether  the  brand  itself  is  present  on  any  social  media 
profiles or not (Schaefer 2012). This is a phenomenon that elucidates the importance of 
word-of-mouth marketing that is evolving in conformity with the progression of the 
In-ternet and social media.  
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The  beginning  of  word-of-mouth  marketing  goes  back  to  the  moment  products  and 
 marketplaces transpire; however, Dholakiya (2017) describes that in the past decade, the 
 emergence of social media has brought new meaning to the concept of word-of-mouth, 
 and thus, rewritten the rules. With social media, consumers are able to review and 
 rec-ommend products to their followers or list of friends online in a matter of seconds. 


According to Prihandika & Rosameliana (2016), other than for communication and 
 self-expression purposes, social media is also “a large market for business activities such as, 
 selling,  buying,  and  promoting  products.”  In  Indonesia,  the  demand  for  new  various 
 goods and services, and the users’ purchasing power are increasing because of the rise 
 of online shops and endorsements present on social media such as Instagram. Instagram 
 is  the  top  three  social  media  driving  e-commerce  in  Indonesia  besides  Facebook  and 
 Twitter. As 53% of Instagram users in Indonesia use Instagram to explore online shops 
 accounts, business transactions over Instagram are very high. (eMarketer, cited in 
 Pri-handika  &  Rosameliana  2016).  Brands’  favorite  methods  to  promote  themselves,  as 
 well  as  their  products,  are  by  using  hashtags  on  their  posts,  and  through  endorsement 
 deals with influencers. The Directorate General of Taxes in Indonesia pays an enormous 
 attention  on  endorsement  since  there  is  lack  of  appropriate  legal  framework  on  
 en-dorsement. The idea of endorsement as a mean of paid advertisement still has less 
 moni-tor and control from the government, especially in matters related to taxation as many 
 endorsers  or  influencers  do  not  report  their  income  resulting  from  endorsement  deals 
 between the influencer and the brand. On Instagram, anyone can easily become an 
 in-fluencer  and  provide  endorsement  services  by  utilizing  his  or  her  followers  and  get  a 
 high  payment.  Brands  can  be  charged  a  fee  starting  from  from  Rp  50.000,00  to  Rp 
 25.000.000,00 for each post shared by the influencer. 85% celebrities who have more 
 than 10.000 followers endorse goods and services by posting sponsored contents twice 
 every day. From these information, it can be concluded that the trend of influencer 
 mar-keting on Instagram is on the rise in Indonesia. (Prihandika & Rosameliana 2016). 


2.1.1  Instagram 


Instagram, the first mobile native social network that was created (Miles 2014) and now 
owned by Facebook, Inc. (Lazzaro 2017), has successfully grown into more than just a 
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photo-sharing application. Today, the platform is seen as a powerful marketing tool both 
 for businesses and private individuals (Green 2017). It has over 800 million active users 
 each month (Business Blog 2017) with a performance that is 58 times better than 
 Face-book and 120 times better than Twitter, which makes it a dominant social media tool to 
 promote  businesses,  and  to  increase  customer  engagement  and  conversion  (Green 
 2017). Due to its increasing user base and the fact that over 80% of its users follow a 
 business on the platform (Business Blog 2017), many brands have a presence on 
 Insta-gram:  over  70%  have  Instagram  accounts  and  over  90%  of  the  top  100  brands  in  the 
 world are active on the platform (Green 2017). 


In  November  of  2017,  the  number  of  business  profiles  on  Instagram  has  grown  to  25 
 million, which increased from 15 million in July 2017 (Business Blog 2017). Instagram 
 is an effective platform for businesses and creators as they are able to reach their 
 com-munities to connect and build relationships with through captivating, relevant content. 


In the last two years, Instagram has come up with new features that focus bringing more 
 transparency  around  branded  content  such  as  the  Instagram  Business  Tools  and  the 
 Branded Content Tools. 


2.1.1.1  Instagram Business Tools 


Instagram Business Tools are features in the Instagram mobile app that help businesses 
 grow and understand their followers better. The tools allow businesses—big or small—


being  able  to  be  recognized  as  business  profiles,  which  means  followers  or  audiences 
 can see valuable information such as the address or contact information of a business in 
 the profile. The tools also provide insights about followers and posts. The insights 
 me-ticulously show a business which of its posts perform the best (through metrics such as 
 likes, comments, reach, taps forward, taps backward, replies and exits), the best times 
 and days of the week to post a content, and the demographic breakdown of followers. 


Lastly, the Instagram Business Tools give businesses the option to promote their posts, 
while integrating the posts with a Learn More button in order for the businesses to 
ex-tend the number of customers within the target audience. (Business Blog 2017). 
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 2.1.1.2  Branded Content Tools 


In  2017,  Instagram  released  its  Branded  Content  Tools  with  the  intention  of  bringing 
 transparency and consistency around Branded Content to the Instagram community. The 
 tools are comprised of a tag that helps creators disclose to the audience when a post is 
 the result of a partnership between them and a business. When the tag is used in a post, 
 the audience will see “Paid partnership with [business partner]” in the post's header 
 (In-stagram for Business). The tools also incorporate the same content policy as Facebook’s 
 policy that was announced on March 30th, 2017. The seventh policy in the list relates to 
 transparency, which states that influencers must “comply with all applicable laws and 
 regulations, including by ensuring that [the influencer] provide all necessary disclosures 
 to people using Facebook or Instagram, such as any disclosures needed to indicate the 
 commercial nature of content posted by [the influencer]” (Facebook). 


2.2  Influencer Marketing 


Influencer marketing is a marketing practice which advocates the idea that key 
 individ-uals are effective sources to drive a brand’s message and influence the consumers’ or 
 the  audience’s  purchase  intentions  (Braatz  2017;  Woods  2016).  Influencers,  as  
 ex-plained by Hall (2016), “speak to a niche audience that cares about their expert 
 guid-ance on a specific subject.” These audience identify the opinions of the influencers on 
 topics relevant to a certain industry as informative and true, which “makes authentic 
 in-fluencer placements or collaborations so effective at eliciting peer-to-peer action.” (Hall 
 2016). 


Braatz (2017) describes that in influencer marketing, brands can either send their 
prod-ucts to an online influencer for free in the hopes that he or she will like the product and 
recommend  it  to  his  or  her  followers  on  his  or  her  social  media  accounts,  or  pay  the 
online influencer to promote their product instead. The product recommendation from 
the influencer will then “lead to the search for, purchase and use of products by [his or 
her] connected network” (Flynn, Goldsmith, & Eastman, cited in Braatz 2017).  
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The widespread practice of using influencer marketing by brands has certainly escalated 
 in the past few years. Though, the act of using people to talk about one’s product or 
 ser-vice—also referred to as word of mouth marketing—is not new at all, social media has 
 redefined  the  concept.  Celebrities,  leaders,  and  other  famous  people  used  to  be  “the 
 main influencers in their respective fields and brand would partner with these 
 individu-als  to  promote  their  service  offering.”  Now,  social  media  is  able  to  give  anyone  with 
 internet access the opportunity to share their voice and content. People who are 
 fortu-nate enough to do it well that they are able to accumulate followers and engagement—


sometimes  more  than  brands  do  themselves—are  considered  social  media  influencers. 


(HuffPost 2017). 


2.2.1  Authenticity in Influencer Marketing 


In a world full of commercial messages, authentic products and experiences are seen as 
 unique and exciting in the audiences’ point of view. For brands, authenticity is a recipe 
 for success as it “forms a unique brand identity” (Beverland, cited in Gundlach & 
 Ne-ville 2011), and “provides a strong, favorable association” (Keller, cited in Gundlach & 


Neville 2011). When the authenticity of the product or experience is significant with the 
 audiences’ brand values and personality, the audiences can profoundly become 
 connect-ed with it (Kates; Quester et al, citconnect-ed in Gundlach & Neville 2011). 


As brands seek to create engaging content with influencers, authenticity remains as the 
 key  factor  behind  a  successful  marketing  campaign.  Authenticity  is  the  main  attribute 
 that  distinguishes  influencer  marketing  from  other  traditional  marketing  methods,  and 
 thus, is greatly valued. This applies to both brands that need to ensure choosing 
 influenc-ers that align with their brand, and influencinfluenc-ers that need to ensure their credibility when 
 endorsing a product. Consequently, the outcome of being authentic is the conception of 
 trust and loyalty. (Medium 2017). 


An authentic person is described as someone who “exhibits behavior which is primarily 
led by his or her personal identity,” where his or her perception of “self” is associated to 
different self-defining attributes (Erikson, cited in Schallehn et al 2014). In the context 
of  an  individual  living  in  a  social  world,  however,  as  external  forces  and  social  
pres-sures  may  affect  an  individual’s  personal  identity,  authenticity  can  be  understood  as 
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“the degree to which a person is true to his or her own identity in the face of corrupting 
 external pressures” (Schallehn et al 2014). 


Hall (2016) explains that many brands are collaborating with an influencer that does not 
 fit in with their image or miss their intended target due to the fact that they choose an 
 influencer  by  merely  looking  at  the  influencer’s  number  of  followers  or  site  visits, 
 which can be an oversight. Concentrating more on the audience of the influencer—how 
 they interact with that influencer and how they relate to the brand’s content—is beyond 
 important.  For  this  reason,  when  choosing  an  influencer  whose  expertise  truly  aligns 
 with the brand’s image, the probability of the audience trusting both the influencer and 
 the brand is higher. The audience will see the influencer’s opinions as fact and that he or 
 she originally trusts the brand, which is why he or she promotes the brand as “a courtesy 
 to  their  like-minded  followers.”  This  is  equally  important  for  the  influencer  as  well. 


Working with brands that coordinate with their self-image and expertise means the 
 in-fluencer is building credibility within the relevant industry and creating a sense of trust 
 with his or her audience. All of these allow influencer marketing “to be utilized as an 
 effective  communication  tool.”  To  juxtapose,  when  brands  and  influencers  choose  to 
 collaborate with someone or a brand that does not align with their image instead, and 
 the audience are aware of it, negative impacts that will affect both the brand and the 
 in-fluencer may arise. The impact may be worse than the audience only ignoring the 
 mes-sage; the audience may get a negative lasting impression and perceive both parties as 
 desperate for publicity. Firstly, audience may lose trust toward the brand as the 
 promo-tion does not seem sincere and thus the brand is perceived as deceptive since “paid 
 pub-licity  guarantees  a  positive  review  instead  of  an  honest  one.”  Secondly,  the  audience 
 may  cease  to  trust  and  respect  the  influencer  as  they  perceived  the  influencer  to  be  a 


“sell out.” Audiences are becoming much more attentive toward inauthentic content as 
the social media is becoming flooded with paid endorsements. To sum up, it is far more 
valuable to develop partnerships with influencers that yield genuine relationships with 
the audience than with influencers that seem attractive only because of their abundant 
number of followers. (Hall 2016). 
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2.2.1.1  Maintaining Authenticity in Influencer Marketing 


In  order  to  increase  the  effectiveness  of  a  brand’s  marketing  campaign  through  
 influ-encers, authenticity should be maintained by continuously sharing relevant, genuine and 
 honest content. Figure 1 shows some guidelines that can help brands uphold 
 authentici-ty.  


Figure 1 Adapted from Hall (2016) 


Firstly, a brand must avoid choosing influencers based on the number of followers that 
 they have. Instead, it is essential for the brand to seek influencers that align with the its 
 image and core values, and those that would actually use the its product or service. This 
 goes to the influencers as well. Secondly, it is significant for the brand to acquaint itself 
 with potential influencers—follow and engage with them, and analyze their tones and 
 the way they share their messages to their audience. Lastly, the brand need to assure that 
 content  posted  by  the  influencers  are  honest  and  organic.  To  achieve  that,  restrictive 
 guidelines or scripts placed on the content should be minimized. The influencers are the 
 ones  who  know  best  on  how  to  create  content  that  will  resonate  with  their  audience. 


(Hall 2016). 


2.2.1.2  One-sided Versus Two-sided Arguments 


Messages that go hand in hand with an advertisement of a product predominantly point 
 out  supportive  arguments  that  bring  out  the  positive  characteristics  of  the  product  or 
 reasons  to  buy  it  to  the  audience.  However,  messages  that  present  both  positive  and 
 negative information—two-sided messages or refutational arguments—have been 
 sug-gested by researchers that they can cultivate effective results. Using the two-sided 
 ap-proach can reduce bias, which as a result, increases source credibility. In addition, 


skep-1. Find influencers whose interest and expertise align with the brand image.


2. Follow and engage with potential influencers before reaching out for a 
 collaboration.


3. Minimize the number of restrictive guidelines placed on content.
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tic audience of the message “may be more receptive to a balanced argument instead of a 


‘whitewash.’” (Solomon 2009).  


2.2.2  Transparency in Influencer Marketing 


In influencer marketing, it is crucial for influencers to be transparent about the brands 
they are working with, as well as whether the content they post or share to their 
audi-ences  are  sponsored  content.  When  a  piece  of  sponsored  content  is  not  disclosed,  the 
audience would not be able to see who is behind a piece of content, thus, they cannot 
make inferences about whether or not the content was sponsored (Bercovici 2012). 
In-fluencers  are  trusted  initially  due  to  their  authenticity  and  their  capability  of  sharing 
genuine opinions. Once influencers fail to appropriately disclose paid relationships they 
are opening themselves to the risk of losing trust from the followers that they have built 
(Rowntree 2017). Solomon et al (2008) elucidates that word of mouth marketing 
strate-gies such as stealth marketing, shilling, and falsification are unethical. Stealth marketing 
means that brands aim to deceive the audience regarding the involvement of influencers 
or marketers in a communication; shilling means that brands are paying influencers to 
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they are working with, as well as whether the content they post or share to their 
audi-ences  are  sponsored  content.  When  a  piece  of  sponsored  content  is  not  disclosed,  the 
audience would not be able to see who is behind a piece of content, thus, they cannot 
make inferences about whether or not the content was sponsored (Bercovici 2012). 
In-fluencers  are  trusted  initially  due  to  their  authenticity  and  their  capability  of  sharing 
genuine opinions. Once influencers fail to appropriately disclose paid relationships they 
are opening themselves to the risk of losing trust from the followers that they have built 
(Rowntree 2017). Solomon et al (2008) elucidates that word of mouth marketing 
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