

  
    
            
        
      
      
        
          
        

        
          
            
          
        
        
          
            
              
                
              
            

            
              
                
                  Äskettäin haettu
                

              

                
                  
                      
                      
                        
                      
                  

                
              
                Ei tuloksia
              

            

          

          
            
              

                
              
            

            
              
                Tags
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ei tuloksia
              

            

          

          
            
              
                
              
            

            
              
                Asiakirja
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ei tuloksia
              

            

          

        

      

    

    
      
        
          
        
      
              

                        
  
  

                
            
            
        
        Suomi
                        
          
            
            
              
                Koti
                
                  
                
              
              
                Koulut
                
                  
                
              
              
                Aiheet
                
                  
                
              
            

          

        


        
          Kirjautunut
        
        
        
        
        
          

  





  
    
      
      	
            
              
              
            
            Poista
          
	
            
              
              
            
          
	
            
              
                
              
              
            
          
	
          

        
	Ei tuloksia


      
        
          
        
      
    

  







  
        
        
    
                
            
                
                    
    	
                                    
              Koti
            
            








	
                          
                
              
                        
              Muu
            
            


                    Q UALITATIVE SAMPLING
                

                                    
                        In document
                        
    Execution of influencer marketing campaigns on social media
                        (sivua 31-0)

                    

                            
            
                                                                                        3 METHODOLOGY

                                                                3.6 Q UALITATIVE SAMPLING

                                
                    Sampling is an important part of data collection and analyse (Saunders et al. 2016). There 
 are many types of sampling methods. This study mainly used judgmental non-probability 
 sampling  in  order  to  make  sure  the  companies  were  involved  in  influencer  marketing. 


Sanders  et.  al  (2016)  describe  judgmental  non-probability  as  a  method  of  choosing  the 
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individuals on the bases of the researcher’s requirements to ensure a more representative 
 sample (Saunders et al. 2016). 


In this thesis, the interviews will be conducted with 3 marketing managers from different 
 companies and practitioners in the influencer marketing field in order to collect information 
 about this area of marketing and get specific insights on actual issues concerning influencer 
 marketing. Two interviewees were contacted with the help of personal network, one more 
 participant was contacted via phone. Interviewees expressed the desire to stay anonymous 
 and keep companies’ names anonymous as well. As explained to the author of the thesis, 
 anonymity makes it impossible to associate further described information in the following 
 chapters with companies. This excludes the opportunity of further external research about 
 companies’  marketing  practices  by  third  parties.  In  other  words,  it  helps  to  avoid  any 
 negative consequences. Anonymity also encouraged more open and full answers. 


The first interviewed marketing manager belongs to the Russian cosmetic company A. The 
 company was founded in 2014, currently it is operating all over the country via online store 
 and  shops.  Influencer  marketing  practices  are  used  by  marketing  department  on  the 
 permanent basis, most often to promote new products. The second manager who agreed to 
 provide  insights  works  as  the  head  of  the  marketing  department  of  the  group  of  private 
 medical  centre  for  children.  Company  B  is  operating  since  early  1990-s  on  the  Russian 
 marketing and provides diverse set of medical services for children. One more marketing 
 manager belongs to the Company C which is producing mobile accessories. Company is 
 more than 20 years old, employs more than 100 people and is operating in several countries.  


Position  Company 


Head of digital marketing department   Cosmetics company A 


Marketing Manager   Medical care company B 


Marketing Manager  Mobile accessories producer company C 
Table 1.Work positions and companies of people participated in the interviews 
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 3.7  Data collection and analysis  


Semi-structured interviews were conducted during the beginning and middle of March 2020. 


As already mentioned in the introduction part, interviews were conducted with the help of 
 digital  technologies  without  face-to-face  meetings  because  of  coronavirus  epidemy  and 
 quarantine measures taken because of it. Each session lasted around one hour. Interviews 
 were  held  in  Russian  since  it  was  common  spoken  language  for  the  thesis  author  and 
 interviewees.  Common  language  helped  to  avoid  possible  language  barriers  and  made 
 conversations productive and open-minded. Interview participants were informed in advance 
 about the topic of the study however, interview questions were not distributed before the 
 interviews in order to avoid the risk of interviewees asking other opinion that could influence 
 their answers. To make sure there is no misunderstanding and errors the researcher took own 
 notes  during  interviews.  Also,  the  respondents  were  allowed  to  add  anything  they  desire 
 regarding  the  discussed  topic  after  they  have  been  asked  all  the  questions.  This  step 
 contributed to the trustworthiness of the interview (Saunders et al. 2016).  


The  collected  data  was  summarized  and  analysed  manually  without  technical  tools.  The 
 researcher compared the information gathered from the literature with the answers gained 
 from the interview and looked at the differences and common facts that they have.  


3.8  Validity and reliability 


There are different aspects that need to be taken into account to make qualitative research 
 and the interviews trustworthy (Saunders et al. 2016). Reliability and validity are important 
 criteria in establishing and assessing the quality of research and its contribution to the field 
 of  knowledge  (Bryman  &  Bell  2015).  Qualitative  researcher  should  be  concerned  about 
 validity and reliability while designing a study and analysing results (Patton 2001).  


In simple terms, reliability refers to the degree to which a research method gives the same 
 results each time that it is used (Golafshani 2003). It is suggested not to change the purpose 
 of the research and take notes during the research design in order to support the method. 


Besides, since the research topic is lacking previous research in the literature, the approach 
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chosen in this study is supported by literature review and different theories allowing other 
 researchers to understand the point of view described in the thesis. 


Validity  refers  to  the  credibility  and  trustworthiness  of  interpretations.  Some  researchers 
 argued that validity is not applicable to qualitative research, but they also realized demand 
 for some kind of qualifying measure for research (Golafshani 2003). Additionally, there is 
 the  possibility  of  losing  the  information  while  conducting  interviews  (Kuzmanić  2009). 


Performing face-to-face interviews ensures high validity, however it was not possible during 
the unforeseen quarantine situation because of coronavirus epidemy. Therefore, online video 
callings were used during interviews sessions. Remote participation is not only beneficial 
for the environment since it does not include travelling but can increase social inclusivity 
(Fraser et al. 2016). 
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 4  FINDINGS 


This  chapter  presents  the  empirical  findings  from  the  data  collected  via  semi-structured 
 interviews. 


4.1  Selecting influencers and deciding their monetary value 


The  first  addressed  topic  was  selection  of  influencers.  The  first  stage  is  to  decide  which 
 influencer  should  present  a  brand.  Interview  participants  shared  that  it  is,  of  course,  a 
 challenging process since “there is no universal way of doing this, it depends on the company 
 and its financial capabilities, budgets”. However, managers described that there are two main 
 ways  for  finding  relevant  influencers:  getting  collaboration  proposals  directly  from 
 influencers  and  contacting  influencers  with  a  collaboration  proposal.  Search  for  proper 
 influencers is done in-house through various ways, for example through certain hashtags. 


There are situations when it is unclear if less-known influencers are worth to collaborate 
 with  or  not.  Manager  A  mentioned  that  in  these  cases  businesses  send  promo  codes  or 
 product sample to influencers, so later brands can track the performance and evaluate it. 


Companies estimate if influencers can be useful for promotional objectives and the decision 
 is based on several factors. Alignment with the brand is one of the most important factors 
 when choosing influencers. It is also important to identify the audience the company would 
 like to reach.  


Manager B: “If you think of our services – medical care for children – it would be strange 
 to  make  a  collaboration  with  an  influencer  who  is  not  connected  to  these  services.  For 
 example,  with  a  single  young  male  adult  who  is  observing  videogames  whose  audience 
 mainly represents the same demographics. The majority of his audience will not be interested 
 to hear about our services because they don’t need them at this point of life.”.  


Another interviewee from company A also added that “influencer should really believe in 
the  company  and  be  using  its  products  him  or  herself”.  This  adds  to  the  campaign 
authenticity and genuineness. It also partly helps to avoid possible negative reactions in the 
future”. Number of followers and potential reach is, to some extent, important since high 
number  of  the  audience  provides  recognizability.  However,  in  niche  markets  an  industry 
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expert can gain a lot of recognition from the audience and be more relevant. Besides, big 
 number of followers does not guarantee the credibility of influencers because followers can 
 be fake and not authentic. Another interesting thing mentioned by manager A was the idea 
 that  influencer  with  millions  of  followers  will  quite  unlikely  have  followers  who  are  all 
 interested in the same things, thus the engagement rate for each post will be lower than a 
 post of an influencer with smaller audience. That is why marketing manager from company 
 C  stated  that  “it  is  important  to  check  if  the  influencer  has  genuine  followers.  Authentic 
 audience  is  one  of  the  prerequisites  for  a  campaign  to  work  and  generate  results,  sales. 


Luckily for us, there are various online audit tools available that can provide information 
 about the genuineness of the account”.  


Competence  of  the  influencer  was  named  as  one  of  the  key  factors  for  successful 
 collaboration as well. Competence was described as the ability to create genuine content, 
 interact and engage with the audience and follow latest trends. Influencer needs to know the 
 audience and what kind of products or services and promotions work best for the followers. 


As marketing manager C explains: “nowadays consumers are very picky and hard to fool 
 that is why it is important to pick the influencer who can promote products in a trustworthy 
 way”. Manager A also noticed that relationship between influencer and audience is important 
 as it is between them, not the people and the company. It is also important how influencer 
 acts towards the companies he or she collaborates with. Managers believe that influencers 
 should  be  selective  when  it  comes  to  the  collaborations  in  order  to  maintain  exclusivity. 


Manager A talked about how influencers often collaborate with several companies at once, 
 sometimes  these  companies  are  competitors.  Such  situations  affect  trustworthiness  and 
 believability of influencers, their followers start to ignore promotional posts. It also makes 
 challenging for the brands to get visibility out of the crowd of different promotions.  


Influencer’s personality – a way influencer differentiates from others - was also mentioned 
as a key success factor. A personality is unique, and it contributes to the creation of genuine 
content.  Overall  background  is  also  valid  by  the  managers  however  respondents  have 
different views on the image of influencers. Manager from medical care company B and 
manager from company A explained that for them healthy values are important since their 
brands promote self-care and healthy lifestyle. While manager C shared that his company 
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does not pay much attention to such aspects as personal habits and lifestyle, however they 
 do not ignore the reputation of influencers. Such difference can be explained by the different 
 specialization of the companies.  


Moreover, marketers pay attention to the previous experience of collaborations as well as 
 the overall quality of the content influencer produces. One more factor about influencers that 
 marketing managers take into account is the legality of activities. Meaning businesses check 
 that influencers has officially registered their (e.g. entrepreneurship) work and pay taxes. 


Companies do not want any possible troubles with tax services or any other legal entities. 


  


Manager A: “We make sure influencers we collaborate with have registered themselves as 
 entrepreneurs and pay taxes. We do not to perform any unofficial or even illegal activities 
 that  can  negatively  influence  our  image.  Besides,  officiality  helps  to  regulate  working 
 process by legal documentation and contracts. They ensure responsible attitude of both sides, 
 help to avoid and eliminate various risks.”  


Influencer’s monetary value depends on the influencer him or herself (his size of audience, 
content  quality,  professionalism,  status  of  the  influencer  in  the  influencer  environment, 
frequency of work with prestige brands) as well as from the campaign size and form. Often 
it is a product review, sponsored content, affiliate and discount codes, paid media in other 
words.  These  facts  are  considered  when  shaping  the  pricing.  Marketing  manager  C  also 
described a formula that the company uses for most of the collaborations and which provides 
accountability  for  influencer  spending. Simply  speaking,  company  takes  into  account  the 
overall genuineness of the followers, the target group accuracy, advertising value per post 
and the cost of influencer’s work depending on the type of content he or she is going to 
produce. Though macro-influencers with big number of followers often have own pricing 
ready to present to the companies. While micro-followers are usually ready to negotiate the 
terms and financial compensation. Anyhow, usually influencers are paid by upfront fees and 
invoices. Ensuring the reward was recognized as important part of the collaboration because 
there should be win-win situation for successful promotion. Otherwise, companies risk to 
face  negative  brand  sentiment  due  to  lack  of  motivation  from  the  influencer  side.  Fair 
compensations for the work also contribute to the trustworthy relationship building. Besides, 
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financial resources can help influencer to expand own audience and reach more people with 
 the brand’s message.  


4.2  Working with influencers in the efficient way  


The interviewed managers agreed it is hard to achieve success if there is no person managing 
 the campaign. Being a contact person involves a wide range of responsibilities, including 
 research on influencers, negotiation of outcomes, care of practicalities, supervision of the 
 products or services a brand would like to promote. Marketing manager responsible for the 
 influencer marketing should also be adaptive and apply different strategies according to the 
 goals and objectives of the campaign. Since the nature of influencer marketing advertising 
 is a bit different from traditional because “it is impossible to ask for an advertisement and 
 wait for it to be ready, you never completely sure what content you get”. Thus, the role of 
 manager is to design a promotional campaign, inspire influencers to produce great content 
 and remember that collaborations include personal experience of the product or service of 
 influencers.  Besides,  responsible  person  ensures  two-way  communication  to  provide 
 influencers opportunity to be heard and share opinions about the work. It is important since 
 influencers  can  provide  valuable  insights.  Therefore,  companies  should  hear  influencers 
 opinions about the work done, take into consideration what could have been done differently 
 and what other tactics could be used in future campaigns. 


Manager C: “The important role of the manager is making sure in advance that the company 
 gets everything possible out of the collaboration”. 


In general, managers agreed that planning positively influences organizational performance 
and  that  responsible  management  and  research  on  influencer  help  to  avoid  many  risks, 
including  mismatching  between  brand  and  influencer.  Common  mistake  that  companies 
experienced  at  the  early  stages  of  influencer  marketing  campaign  practices  was  the  
non-business  focus  of  the  influencers  chosen  for  the  collaboration.  That  is  why  influencer 
marketing  managers  should  carefully  evaluate  influencers,  their  abilities,  knowledge  and 
audience.  
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Manager  B:  “While  company  is  determined  to  perform  best  in  order  to  generate  profits, 
 influencers  are  not  necessarily  have  business  minds  that  you  usually  expect  from  your 
 employees.  That  is  why  it  is  important  to  pay  attention  to  the  previous  experience  of 
 collaborations,  agree  on  details  about  the  campaign,  set  deadlines,  sometimes  even  do 
 briefings”.  


Managers suggest that clear guidelines for both parties – a company and influencer – are 
 essential to ensure efficient results. Deadlines, priorities and deliverables, clear goals and 
 KPI’s are among essential things that should be described. In the case of paid promotions, it 
 is natural to describe certain aspects to be covered and messages to be spread in the content.  


Setting  goals  up  front  can  further  help  to  measure  success  and  make  adjustments.  Like 
 manager A said: “Far not every influencer you work with get you the desired results. It is 
 important you know what is working and what is not, so you are able to make changes in the 
 campaign or apply better practices in the future”.  


However, managers should listen to the influencers and not take full control of the content 
 influencer produces. Providing opportunity for creation of genuine content according to the 
 influencer’s  personality  is  essential  factor  for  success.  If  there  is  no  artistic  freedom, 
 campaigns can be too pushy and lack unique insights. This can negatively affect the brand’s 
 message and brand sentiment. 


Manager C: “One of the common mistakes companies make is restricting influencers and 
 designing  own  campaigns  for  own  social  media  channels  but  translated  through  the 
 influencer’s. There is no authenticity and genuineness in such collaborations and audience 
 feel it. People see the promotion as only a compulsion to buy and they don’t like it.”. 


Though companies find it relevant to check the content before publishing. It is easy to make 
a  quick  check  of  the  created  content  before  it  being  published  during  short  and  small 
campaigns.  Manager  B  said  if  the  campaign  has  larger  scale  and  include  several  posts, 
company representative sends the influencer a briefing of how the promotion should look 
like and what it should include. This ensures some control but at the same time provides 
influencers room for creativity.  
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As for the relationship, the person in charge of the influencer marketing activities should get 
 along with influencers, not only analyze their personality and channels. Positive interaction 
 experience motivates for better work and interesting content. Trustworthy relationship and 
 sense of belonging encourages discussion, planning and creation of efficient campaign. It 
 also encourages influencers for further collaborations and desire to spread the word of a good 
 partner. Long-term relationship with a focus on continuity provides testament to the quality 
 of  the  product/service  and  the  influencer's  love  for  the  brand.  Long-term  partnership 
 increases eWOM referrals. Besides, ongoing support of the brand looks authentic. In order 
 to build long-term relationship influencer should be relevant. In other words, there should 
 be fit between influencer and brand. Regular interaction also encourages communication. 


Manager A shared that they comment posts of their influencers on SM and invite them to 
 their events. Managers B and C noticed that their companies organise face-to-face meetings 
 and provide influencers with special offers or services for unique prices.  


4.3  Measuring the success of the influencer marketing campaign 


The final theme discussed with the interviews concerning influencer marketing execution 
 was how professionals measure the success of the influencer marketing campaigns. Single 
 posts  or  peace  of  content  are  measured  a  while  after  the  publication  while  longer  more 
 complex  campaigns  require  constant  monitoring.  Interviewed  managers  provided  an 
 overview that financial costs raised by collaborations like product related costs are taken into 
 consideration  but  indirectly  meaning  that  costs  are  usually  covered  in  the  goals  and 
 objectives. In other words, brands estimate the desired outcome that should cover costs and 
 generate profits at the early stages of collaborations. Marketing managers highlighted several 
 measurement  criteria  of  influencer  marketing  campaigns.  All  of  them  used  terms 


“impressions” and “engagement” and they are seen as the most popular measurement tools. 


Managers  described  impressions  as  the  number  of  people  who  viewed  the  ad  of  the 
 campaign.  Basically,  it  is  the  visibility  of  content  and  the  number  of  reached  audience. 


Managers  find  it  important  since  influencer’s  reach  is  important  in  the  growing  brand 
recognition and awareness:  
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Manager  A:  “It  is  natural  for  the  company  to  expand  and  enter  new  locations,  get  new 
 customers. Therefore, we need to make people aware of our products, describe their benefits 
 and unique sides.” 


Engagement was defined as the number of comments, likes and shares as well as the active 
 interaction of the influencer with the followers (e.g. answering the questions or replying to 
 comments). In some campaigns, a specific hashtag is applied as the measurement criteria. 


Also, sometimes companies receive a mention or a tag on in SM channels as a result of the 
influencer’s promotion. At the same time, companies realize that engagement activity can 


Also, sometimes companies receive a mention or a tag on in SM channels as a result of the 
influencer’s promotion. At the same time, companies realize that engagement activity can 
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