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Blomqvist stated that, as a consumer, it’s very important to be critical towards your own 
 needs. She meant that a consumer should be able to figure out if the purchase is really 
 needed or if it’s just an impulse that makes the consumer buy something. This is important 
 not  only  when  talking  about  influencer  marketing  but  for  all  sources  of  information 
 online. Social media is Blomqvist’s biggest source for information about sustainable 
 fash-ion, and without Instagram she would never have started to post 10 x 10 challenges, which 
 are challenges where she creates different outfit-combinations from her already existing 
 wardrobe,  and  inspires  her  followers  to  do  the  same  instead  of  buying  new  clothing. 


Blomqvist also  explained, that  consumers need  to  find sources  of inspiration on social 
 media, that doesn’t have negative effect on the consumer own shopping behavior. A 
 con-sumer can choose to avoid social media channels that affect a concon-sumer negatively, she 
 stated. 


H&M Group’s greatest mission is to use their influence to bring systematic change to the 
 fashion industry. This means that they are for instance improving the livelihood of the 
 people working in their supplier’s factories and encouraging their customers to recycle 
 their clothes through H&M Group’s garment recycling scheme. One respondent in focus 
 group A pointed out that she shops 90% of her clothes in the same web shop, H&M, and 
 therefore knows exactly where to go when she needs something new. She thinks that it’s 
 very easy for her and at the same time she knows that the company cares about the 
 envi-ronment and that it makes her feel good about her purchases. 



4.3  Responsibility and sustainable influencer marketing of 
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lifestyle. If a company isn’t actively working with sustainable choices and towards 
 sus-tainable  fashion,  she  doesn’t  do  collaborations  with  that  company.  It’s  valuable  for 
 Blomqvist to do a paid collaboration with a brand that somehow works with sustainable 
 choices regarding producing, transporting, marketing and the sales of products. She added 
 that it’s hard for companies to be 100% sustainable due to so many dimensions of the 
 sustainability definition.  


The influencers must have trust from a niche community and loyal followers. Influencer 
 marketing  is  also  about  having  knowledge  and  experience  about  the  products  that  are 
 marketed (Forbes 2018). Didem Özgun writes a blog for ELLE Finland about that she as 
 an influencer is up front about sustainable thinking and transparency in the fashion 
 busi-ness. Even if she is in the business and making money out of influencer marketing she 
 thinks that everyone should be more responsible regarding fashion and making it more 
 sustainable. She enhances that people should choose wisely amongst brands and be eager 
 to get more information  about the brands, products and materials used. She is well 
 in-formed about good clothing materials and she also informs her followers about good 
 ma-terials and quality brands (ELLE by Didem).  


The respondents in focus group A pointed out that social media influencers get a lot of 
 products for free, which Aavarinne agreed is true, and the respondents believe it must be 
 time-consuming for the influencers to pick out products that they don’t like because they 
 are  so  busy  promoting  products  that  they  do  like.  Aavarinne  explained  that  she  gets 
 clothes sent home for free very often and she either returns them straight away or after 
 her job is done, or sell them forward which she believes is more sustainable than other 
 alternatives. Aavarinne doesn’t buy much clothing or cosmetics herself, and that is how 
 she compensates for the amounts of products she gets sent for free. Aavarinne also tells 
 some brands to not send her monthly parcels with free clothing and she doesn’t attend 
 PR-events that are held abroad and lasts only for one day. 


The respondents believe that if an influencer doesn’t get paid for marketing a “bad” 
prod-uct that she has gotten for free, it’s understandable why the negative feedback of prodprod-ucts 
is sometimes left out. But the respondents would appreciate if the influencers had time to 
tell about both positive and negative experiences about clothing products and brands as 
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well as give out information about sustainable materials used etc. The respondents believe 
 that it’s very valuable if an influencer gives bad feedback about some products if she or 
 he really is disappointed. If an influencer gets paid to do a collaboration with a brand and 
 she has both positive and negative opinions about the products after she has tested them, 
 she  should  emphasize  all  opinions  in  the  same way  and  not  only  enhance  the  positive 
 feedback. This shows the followers that the influencer is real and can be trusted according 
 to her own values and opinions, and this might lead to success in influencer marketing. 


The respondents believe that this way of working would also benefit the brands, in their 
 development of the products, and it would be transparent both to the consumers and the 
 brand.  


Aavarinne emphasized, that it’s important for her to stand behind the brand values when 
 she is doing influencer marketing, but it’s not the most important factor when it comes to 
 closing deals with companies. She added that she always says no thanks to a brand that 
 she doesn’t believe in and she advertises products only if she gets paid for it. Blomqvist 
 thinks that honesty is the most important thing in influencer marketing. She would never 
 promote a product  for  a  certain  brand if she did  not  genuinely like it. When she starts 
 collaborations  with  companies  she  goes  through  everything  thoroughly  with  the  
 com-pany. Telling someone how great a product is, is not authenticity because authenticity is 
 genuine. Not all brands care about its social impact and influencers are often interested in 
 only the money, but those brands and influencers who genuinely care about 
 environmen-tal impact and social change will sustain, grow and prosper (IVVI 2019). The respondents 
 in both focus group A and B all agreed that influencers, who aren’t trustworthy, won’t 
 sustain.  More  brands  focus  on  sustainability  and  more  influencers  shift  their  views  on 
 partnerships to be sure that their personal opinions and goals aligns with more than just a 
 paid collaboration, but also with the brands’ goals (IVVI 2019). 


Focus group A and B discussed that many influencers seem to wear certain clothes just 
 for a commercial picture, and not in real life. These influencers then talk very nicely about 
 the  products  in  the  picture.  This  doesn’t  seem  real,  and  the  respondents  in  both  focus 
 group A and B don’t like influencers who are faking and lying about their real opinions. 


All respondents in focus group A agreed that if the influencer marketing is done in a nice 
manner,  the  reaction  to  it  might  be  the  total  opposite,  even  if  a  lot  of  influencers  are 
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marketing and wearing the same piece of clothing. It depends on the influencer, and also 
 on the occasion, if an influencer feels unreal or in contrary very truthful and trustworthy. 


Sometimes influencers with certain values and certain personalities start to market 
 prod-ucts that don’t fit with their real values. Followers notice this according to focus group A. 


The opposite is when a follower sees the same piece of clothing on the same influencer, 
 in many different occasions and photos. This makes the influencer seem more real and 
 trustworthy. All respondents in focus group A and B agree that best source for trustworthy 
 clothing marketing by influencers is if the influencer have paid for a product herself, and 
 like it so much that she chooses to market it on their social media channels. This isn’t 
 working  from  a  business  point  of  view  but  as  earlier  mentioned  in  this  thesis,  if  paid 
 collaborations are done in a good manner, they truly are successful and they don’t ruin 
 the credibility of the influencer. 


Responsibility was also discussed in both focus group interviews. The moderator asked 
 the respondents about who they think are responsible for the marketing of fashion online, 
 how  the  consumers  are  affected  and  how  they’re  interpreting  the  communication.  The 
 question  was  also  about  who  is  responsible  for  the  sustainable  development  regarding 
 clothing online. Aavarinne pointed out that she knows that she has got a big role when it 
 comes to communicating and advertising on her channels. Her followers believe in her 
 opinions about products and therefore she thinks that it’s very important that she carefully 
 considers  what  she  promotes.  Blomqvist  stated,  that  she  doesn’t  see  herself  as  a  role 
 model, but she knows that many people gets inspired by her posts and what she promotes, 
 and therefore she is very humble. She also pointed out that it’s important to learn from 
 one another and she gets influenced herself by many other sustainable fashion influencers. 


That is why she gains good and interesting knowledge that she then sums up and chooses 
 to  share  with  her  own  followers.  One  conclusion  in  focus  group  A  was  that  in  what  a 
 consumer interprets influencer marketing depends very much on which type of consumer 
 who is interpreting the influencer marketing. Some people might be very easily affected 
 by marketing and that responsibility lies on the consumer, but the respondents added that 
 it’s very important  for influencers to  promote  products  clearly  and in  a  good manner. 


Another  point  said  was  that  the  main  responsibility  lies  on  the  influencers  and  brands 
behind  the products,  because they are the ones earning  big money from  the influencer 
marketing  on  social  media.  The  responsibility  lies  on  how  influencers  present  the 
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products, not on how a consumer might interpret the advertisement, because there are so 
 many different people who are affected differently by different things.  


Aavarinne thinks that everyone is responsible for consumption of products and for their 
 own purchasing decisions. She believes that her job is about inspiring people, and letting 
 her followers know what different brands are offering at the moment. She also explained 
 that she does good research about all clothing brands and especially those she promotes. 


She wants to know how and where the clothes are made so she can give her real opinions 
 about the product and the brand to her followers. Mäkilä (Kauppalehti 2019) described 
 that the influencer marketing in Finland has quality and rather few mistakes happen and 
 if  they  do  happen,  they  are  mostly  unintentional.  The  most  part  of  Finnish  influencer 
 marketing is respectful and classy towards the consumers but Mäkilä claimed that there 
 is  room  for  small  adjustments  in  how  influencers  mark  their  advertisements  correctly 
 (Kauppalehti 2019). All respondents in focus group A agree that Finnish influencers are 
 good at influencer marketing and that they do paid collaborations with brands in a good 
 manner. One common opinion was that it’s important to stand behind the own values and 
 opinions if you are an influencer, because you are your own brand and that brand can get 
 a bad reputation if you don’t stand behind everything you do. Credibility is very important 
 for an influencer and therefore influencers should be very interested in the transparency 
 of paid collaborations because badly performed collaborations can lead to bad reputation 
 for a company and companies are taking this very seriously (Kauppalehti 2019). 


Blomqvist enhances that she wants to share great tips and ideas about sustainable fashion. 


“Thrifting hauls” is when she shows second hand outfits and that is something that she 
 shares to inspire her followers to buy second hand clothes and to be able to share insights 
 and problems that she notices on her way own journey towards a more sustainable closet. 


She also likes to share ideas about how to take good care about clothes so that they last 
longer.  Deb  Landau  (Forbes  2019),  writes  about  how  growing  awareness  of  climate 
change has changed the way people buy and wear clothes. Consumers value clothes, that 
are recycled, and they demand sustainability from the clothing brands. As a consumer the 
easiest way to support sustainable fashion is to maximize the lifecycle of clothes.  


52 


Doing marketing content for underage persons demands sensitivity and mostly underage 
 persons  are  followers  to  the  main  part  of  influencers  on  social  media.  Erkkilä  
 (Kaup-palehti 2019) mentions that she is worried about if the influencers really understand what 
 kind of responsibility they actually possess over they followers. In focus group B 
 inter-view, the respondents discussed that influencers with more followers have more trust than 
 those with fewer followers, and they can see it directly by comparing the different paid 
 collaborations between these influencers. Focus group B respondents discussed about that 
 those with fewer followers often do paid collaborations with brands that represent very 
 cheap clothes of not that good quality, and it’s a pity to be disappointed when you really 
 believed the influencer marketing. Followers should not be underestimated, because the 
 influencers live on how the followers perceive them. For many followers it is important 
 that the influencers think about sustainability and transparency in their marketing. One 
 respondent in focus group B pointed out that it can’t be good for the environment that 
 influencers gets packages with free clothes from all over the world, on a weekly basis. It 
 would be better that influencers thought about this more seriously, because they are not 
 using all the products they get, and many products are sent to them in vain. When 
 digital-ization is automatically involved in so many processes nowadays, it’s interesting to think 
 about  why the brands aren’t letting the influencer’s choose the products  being sent  to 
 them in advance and online, instead of sending them free clothes that they don’t now if 
 the influencers will like. 


The respondents in focus group B discussed that it is very valuable for the followers if 
the  influencers,  who  have  got  huge  power,  uses  it  correctly  by  for  instance  telling  the 
followers about brands that are ethical, sustainable and good and why they the influencers 
working with certain brands. One respondent in focus group A pointed out that she never 
buys anything from Zalando, even though influencers are promoting that brand quite a 
lot, because she has heard so many negative things about what that company does with 
the clothes that are returned. She heard that they are throwing away most part of the 
re-turned clothes instead of selling them to other consumers. The other respondents agree 
on that this is chocking, because they thought that returns are re-packed and sold to 
an-other customer instead. This is interesting, regardless of it is true or not, because 
numer-ous influencers promote Zalando’s products, but at the same time many of them announce 


53 


that they have green values and that they must be able stand behind the brand’s values if 
 they do paid collaborations with the brand. 


The respondents in both focus group A and B agreed, though, that everyone; consumers, 
 brands and influencers share the responsibility when it comes to sustainability overall. If 
 consumers were better informed and briefed about how the clothing business and online 
 shopping of clothes is affecting the manufacturers, the nature or the climate in different 
 ways, there would be less people buying products from companies that are not following 
 nor working towards a more sustainable future. One opinion amongst the respondents in 
 focus group B was, that until then, these companies won’t have enough pressure on them 
 to do things better, because they still get money from their business. An idea was, in focus 
 group  A  interview,  to  get  companies  and  influencers  to  inform  consumers  about  what 
 happens to the clothes after they are returned, or how the clothes are packed and how the 
 total  value chain  looks like.  If companies  would  be more open about  their  production, 
 logistics and value chains, and influencers based on that could be more informative about 
 the  brands  and  products  towards  the  followers,  the  consumers  would  be  very  
 well-in-formed through influencer marketing and could easily make decisions based on their own 
 values. But for this to become a reality, a trend must be born, according to focus group 
 A, so that the norm is to include these factors in the marketing instead of  hiding 
 infor-mation from the consumers. A need for it must be created, and the consumers are 
 respon-sible for creating a need and demanding it, the respondents in focus group A discussed 
 eagerly. According to Özgun, for ELLE by Didem, it’s very important that both 
 influenc-ers and followinfluenc-ers know that they all have responsibility, and should all think about these 
 issues,  and  she  as  an  influencer  is  informative  about  sustainable  brands  and  materials. 


Respondents in focus group B explained that it feels so hard to make a change or demand 
as a consumer or a group of consumers, because the big companies and influencers have 
so much power over people overall. When there is supply, people will buy and not think 
about anything else when everything is so easy. Respondents in focus group B discussed 
about  that it would be very  good that a certain  amount of the delivery  and return cost 
would be donated to sustainability work and the environment, to balance the wear of 
na-ture out a bit. 
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The respondents think that it’s very interesting that influencers, who are just doing their 
job, at the same time, have so much responsibility towards their followers, because the 
consumers are demanding it and the influencers are right between the company and the 
consumers. The final conclusion, in focus group A, was that influencers truly bear a great 
power if they use it correctly. Blomqvist said, that it’s very important for influencers to 
tell  their  followers  about  brands  that  work  with  sustainable  development,  but  she  also 
likes to enhance that it’s not only the fashion companies’ fault what the fashion industry 
looks like today, and that the consumers have got the real power to demand change. 
With-out any demand no clothes, which aren’t sustainably produced, are sold. 
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