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                                                                                        1. Introduction

                                                                1.7 Structure of the thesis

                                
                    The research consists of five different chapters. The first chapter of the research starts 
 with an introduction, which reviews the research objectives and research questions, as 
 well as a brief theoretical framework, research material and methods. In addition, the 
 delimitations of the research are made, and the key concepts of the thesis are 
 intro-duced. The second chapter deals with the theoretical framework of the research, which 
 is built on the theories of influencer marketing and consumer purchasing behavior. The 
 third chapter deals with the used research methods and materials. The fourth chapter 
 reviews the results of the research, and the fifth chapter brings together the entire 
 re-search. The fifth chapter starts the discussion by referring to the research results. After 
 that, the conclusions of the research are drawn. At the end of the chapter, the 
 mana-gerial implications, reliability, and future research possibilities of the research results 
 are reviewed. 



2. Theoretical framework 


This chapter reviews the literature on influencer marketing as well as consumer 
pur-chasing behavior, which serves as a theoretical framework of research. The chapter 
starts with influencer marketing, after which the consumer's purchasing behavior and 
the formation of a purchasing decision are discussed. 


2.1 Influencer marketing 


Influencer marketing is a relatively new form of marketing. It identifies individuals who 
 have an impact on a potential target group and directs marketing efforts around these 
 influencers. (Ranga & Sharma 2014) Byrne, Kearney, and MacEvilly (2017) describe 
 influencer marketing as a digital respondent to word-of-mouth marketing that aims to 
 convey a message through an influencer to a broader audience. According to Pophal 
 (2016),  influencer  marketing  can  be  defined  as  word-of-mouth  marketing  that  only 
 takes place in a digital environment.  


"Influencer marketing can be defined as a process of identifying and activating 
 individ-uals who have an influence over a specific target audience or medium, in order to be 
 part of a brand's campaign towards increased reach, sales, or engagement" (Shudha 


& Sheena 2017). 


Influencer marketing is described as a marketing measure in which a brand interacts 
 with an influencer to impact and communicate to its target audience through the 
 influ-encer. In marketing, influencers are the focus instead of the company's brand. (Ranga 


& Sharma 2014; Vodák et al. 2019) Influencer marketing can be thought of as content 
 that the influencer distributes in his or her channels, as well as hiring the influencer as 
 a brand representative or advertising face. The involvement of an influencer as part of 
 the company's product development is also considered as part of influencer marketing. 


(Halonen & Hakkarainen 2019) 


Influencer marketing can be seen as both earned and paid content. Brands use paid 
content to reach consumers and create a positive brand attitude around them. In this 
case, the brand pays the influencer to market its products and services through the 
influencer  to  its  target  audience.  (Edelman  &  Salsberg  2010;  Mattke  et  al.  2019) 
Earned content refers to a situation where an influencer shares a brand message or 
recommends brand products on his or her channels to followers, without any 
collabo-ration with the brand. Earned influence marketing content is often seen as more 
cred-ible and trustworthy than paid content. (Mattke et al. 2019) 


2.1.1 Influencers 


Influencers are independent third party recommenders that affect the attitudes of the 
 audience through social media channels (Freberg et al. 2011). Influencers are defined 
 as social media opinion leaders who communicate with their audiences through 
 vari-ous channels. They are content creators who share their daily personal lives, 
 experi-ences, and opinions with their followers. Influencers have built a considerable social 
 network of followers around them. (Breves, Liebers, Abt & Kunze 2019; De Veirman et 
 al. 2017). 


Although influencers have appeared since the beginning of humanity, it is only in the 
 age of social media that the established term "influencer" has begun to be used. With 
 the growth and popularity of social media, new channels have become available to 
 influencers,  which  have  made  it  possible  to  share  opinions  and  experiences  with  a 
 broader audience, while increasing their numbers on different channels. (Byrne et al. 


2017; Černikovaitė 2019; Halonen & Hakkarainen 2019) Influencers play an 
 increas-ingly important role in today's social networks and information technology as they 
 sig-nificantly change the way of marketing and communication (Vodák et al. 2019). 


2.1.2 Types of influencers 


Influencers can be divided into different types based on the number of their followers 
 and the degree of engagement, whereby they are referred to as mega-, macro-, and 
 micro-influencers. Mega-influencers reach many audiences, but engagement on the 
 part of the audience is less. The situation is the opposite among macro- and 
 micro-influencers, as they reach fewer audiences than mega-micro-influencers, but engage even 
 more. (Campbell & Farrell 2020; Vodák et al. 2019) 


Public figures with more than a million followers are classified as mega-influencers. 


While the influencers are social media stars, most of them are famous outside of it as 
well. Typical influencers in this category are especially actors, musicians, and athletes 
who work with big brands. (Davis 2019) Relationships with followers are not as close 
as in other types of influencers, which is why influencers do not directly influence 


con-sumer behavior. The use of mega-influencers in marketing provides more 
 comprehen-sive visibility to the public, but influencers often lack expertise in the commodity being 
 marketed. Mega-influencers appear especially in brand advertisements, as well as in 
 front-end marketing. (Backaler 2018; Ismail 2018; Steele 2017) 


The macro-influencer is identified by the number of followers, which ranges from ten 
 thousand to one million. Macro-influencers can be thought of as bloggers, journalists, 
 and other executives who share their daily lives with others online. (Kemp et al. 2019; 


Vodák et al. 2019) It is typical for macro-influencers to focus on a particular segment, 
 such as lifestyle, fitness, fashion, or business, in which case their opinions have more 
 power because of their professional and expert status. (Davis 2019; Schroeder 2011) 
 Macro-influencers reach a broad audience, especially in a particular segment where 
 the audience often seeks to identify with them (Campbell et al. 2020). 


Micro-influencers are active individuals on social media with follower numbers ranging 
 between a thousand and ten thousand (Kemp et al. 2019). They are very engaged and 
 close to the audience, which can be seen as a social interaction on both sides (Halonen 


& Hakkarainen 2019). Micro-influencers focus on a specific topic, brand, or product 
 group where they appear as experts in the field or topic. Micro-influencers are easily 
 identifiable as they share their interests and experiences, which increases trust 
 be-tween them and their followers. (Appel et al. 2020; Backaler 2018; Davis 2019) 


2.1.3 The effectiveness of influencer  


Influencers interest brands because they have the power and credibility to influence 
 their target audience based on their own experience, expertise or knowledge (Boerman 
 2020; Vodák et al. 2019). An influencer has been able to earn trust among his or her 
 audience  based  on  his  or  her  expertise  or  caring  personality,  as  the  influencer  can 
 produce content in a way that engages the audience (Halonen & Hakkarainen 2019). 


Moore et al. (2018) show that consumers trust influencers who provide them with 
ac-curate information based on their skills and knowledge. People who are not big 
celeb-rities  can  be  considered  the  most  effective  influencers.  Influencers  can  appeal  to  a 
specific target group, making their opinions credible as they provide consistent, useful, 
and honest information to their followers. (Moore et al. 2018) 


When an influencer interacts and distributes content from his or her personal life to his 
 or her followers, the content produced by the influencer is perceived as reliable, 
 inti-mate, and easily identifiable (Abidin 2016). For the follower, the content of an influencer 
 can create an imaginary relationship to him or her that can be described as a parasocial 
 relationship.  In  this  case,  the  influencer  is  seen  more  like  a  friend  than  as  a  public 
 figure, making the follower more exposed to the influencer's opinions and behavior. 


(Colliander  &  Dahlén  2011)  When  consumers  follow  multiple  users  across  different 
 social media channels, the line between friends and influencers can blur as both 
 con-tents appear mixed up there. The parasocial relationship is often closer for influencers 
 reaching a smaller number of audiences than for mega-influencers. The closer the 
 re-lationship is perceived, the more the influencer's message affects the followers, as it 
 is perceived as a genuine and personal recommendation to them. (Kurkela-Vilén 2019) 


Influencers  typically  incorporate  advertisements  into  their  everyday  content,  making 
advertisements  more  trusted  than  brand  advertisements.  Many  consumers  highly 
value influencers, so when an influencer approves a product, consumer belief in the 
brand increases. (Abidin 2016; Hai-xia, Guang & Gang 2015; Sardar & Dutta 2020) 
According  to  a  study  by  Boerman  (2020),  sponsored  content  can  make  consumers 
more critical towards influencer content. Content in influencer marketing remains in the 
consciousness of consumers, which can later influence consumers' purchasing 
deci-sions even unconsciously. (Boerman 2020) 
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