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Tämä  kandidaatintutkielma  on  kvalitatiivinen  tutkimus  lemmikkivaikuttajamarkkinoinnista 
 sosiaalisen  median  markkinointiympäristössä.  Tutkimuksen  tavoitteena  on  selvittää  kuinka 
 vaikuttajat toimivat Instagramissa ja kuinka lemmikinomistajat kokevat lemmikkivaikuttajat. 


Tavoitteita  kohden  lähdettiin  tutkimalla  vaikuttajamarkkinoinnin  teoriaa  ja  luomalla  siitä 
 pohja  lemmikkivaikuttajamarkkinoinnille.  Aineisto  on  kerätty  hyödyntäen  kvalitatiivisten 
 tutkimusmenetelmien  puolistrukturoitua  haastattelua.  Toissijainen  data  on  kerätty 
 suomalaiselta lemmikkitarvikeyritykseltä ja Instagramin profiilikohtaisista kävijätiedoista.  


Tutkimus  osoitti,  että  Instagramissa  on  tarve  lemmikkieläinten  Instagram-tileille.  Heidät 
koetaan  lemmikinomistajien  näkökulmasta  miellyttävinä  ja  vastapainona  hektiselle 
sosiaaliselle medialle. Lemmikkivaikuttajiin luotetaan tällä hetkellä vielä vähän, mikä johtuu 
siitä,  että  heihin  ei  ole  ehditty  rakentaa  pidempiaikaista  suhdetta  verrattuna 
henkilövaikuttajiin.  Yrityksen  näkökulmasta  tuodaan  esille  pienten  tilien  parempi 
sitouttaminen  ja  vaikuttaminen,  joka  mahdollistaa  myös  pienten  tilien  pääsyn 
vaikuttajamarkkinoinnin kentälle, mutta haasteena  on vaikuttajamarkkinoinnin laadun suuri 
vaihtelevuus.  Merkittävimpiä  rajoituksia  tässä  tutkimuksessa  on  se,  että  haastattelutiedot 
kerätään  kolmelta  naiselta,  kahdelta  15–24  -vuotiaalta  ja  yhdeltä  35–44-vuotiaalta.  Tämä 
rajoittaa tulosten yleistettävyyttä, koska otanta on melko kapea. Jos sama tutkimus tehtäisiin 
erilaisella otannalla, tulokset olisivat mitä todennäköisimmin erilaiset ainakin jossain määrin.  



(3)ABSTRACT 


Author:  Emmi Hartama 


Title:  Possibilities  of  influencer  marketing  through  pet  Instagram 
 accounts: A fast-lane ta o pet owner’s pocket? 
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This  bacherlor’s  thesis is  a  qualitative  research  of  the  pet  influencer  marketing  in  the 
 environment  of  social  media  marketing  field.  The  goal  of  the  research  is  to  find  out  how 
 influencers work on Instagram and how pet owners perceive pet influencers. The goals were 
 reached  by  researching  the  theory  of  influencer  marketing  and  creating  a  basis  for  pet 
 influencer marketing. The material has been collected using a semi-structured from qualitative 
 research methods. Secondary data has been collected from a Finnish pet supply company and 
 from Instagram’s own user data.  


 The most important finding of the study is that there is a need for pet accounts on Instagram. 


They are perceived pleasant by the pet owners and they act as counterweight for hectic social 
 media. Pet influencers are trusted limitedly at the moment, which is due to the fact that users 
 have not had enough time to build a relationship with them compared to human influencers. 


From the company perspective it is said that smaller accounts engage and influence better 
which  also  allows  small  accounts  access  to  influencer  market.  The  challenge  is  the  great 
variability in the quality of influencer marketing. The most significant limitation in this study is 
that the interview data is collected from three women, two from the age group of 15-24 years 
old  and  one  from  the  age  group  of  35-44  years  old.  This  makes  the  generalizability  of  the 
research limited, since the sampling is relatively narrow. The same research conducted with 
the different sampling, would the outcomes be most likely different, at least to some extent.  



(4)
Table of Contents 


1. Introduction ... 1 


1.1 Research questions and objectives ... 4 


1.2 Key concepts and delimitations ... 6 


1.3 Research methods ... 8 


1.4 Overview of the study ... 8 


2. Influencer marketing on Instagram ... 9 


2.1 Influencer Marketing ... 10 


2.2 Influencer types ... 11 


2.3 Niche marketing focused on pet accounts ... 13 


2.4 Influencers’ engagement with followers ... 14 


3. Methodology ... 16 


3.1 Semi-structured interviews ... 16 


3.2 Secondary data ... 17 


4. Findings... 18 


4.1 Pet owner interviews ... 18 


4.2 Company perspective from Bobbi ... 26 


4.3 Instagram insights findings... 27 


5. Discussion and conclusions ... 27 


5.1 The importance of pet influencers on social media... 29 


5.2 Reliability of the research ... 30 


5.3 Managerial and theoretical implications ... 30 


5.4 Future research and limitations ... 31 


References ... 33 


APPENDICES  


Appendix 1. Interview questions  



(5)Appendix 2. Instagram Insights  
 2a. Comment 
 2b. Impressions  
 2c. Reach  


LIST OF FIGURES AND TABLES  


Figure 1: Percentages of Instagram use among Finnish Population  


Figure 2: Documents about influencer marketing in Instagram released between 2017-2020 
 Figure 3: Number of daily Instagram users from 2016 to 2019 (Facebook, 2019) 


Figure 4: Influencer types 


Figure 5: Targeting strategies (Adapted and modified from Kotler et al. 2018) 
 Figure 6: Instagram engagement rate (HypeAuditor, 2020) 


Table 1: Interviewees  



(6)
1. Introduction 


According to Red Crow Marketing (2015) it is estimated that most Americans are exposed to 
 around  4,000  to  10,000  advertisements  per  day.  Although  the  estimation  concerned 
 Americans, it is indicative of how much advertising flood the average person is exposed to, 
 especially  if  they  have  access  to  the  Internet  and  social  media.  Considering today’s  high 
 competitiveness and ad flood, the marketing field  must continuously develop new  ways to 
 market goods and services for the targeted market (Red Crow Marketing, 2015).  


It  must  be  challenging  for  any  kind  of  companies,  from  small  &  medium-sized  enterprises 
 (SMEs) and to large corporations, to compete for visibility in social media marketing filled by 
 multinational  companies  and  aforementioned  thousands  of  advertisements  consumers  see 
 per day. Noticing this issue, arose the urge for exploring possibilities for more niche approach 
 of  social  media  marketing.    This  research  will  work  in  a  field  of  social  media,  especially 
 Instagram  and  influencer  marketing  and  aims  to  focus  on  one  niche  theme  which  is  pet 
 Instagram accounts and marketing through them. Pets’ Instagram accounts were chosen since 
 they play a great example of clear theme but general enough as a topic. Also, this is something 
 that has been researched very little in Finnish marketing field yet. Luokkanen (2018) explored 
 the topic of making pets more human on social media and DNA Oyj (2020) conducted a survey 
 of 1036 respondents that introduces the place of pets in Finnish social media.  


It is assumed by the researcher that pet Instagram accounts are followed mainly by other pet 
Instagram  accounts  maintained  by  their  owners.  This  presumption  has  become  from  the 
researchers’ own Instagram use and through this notion woke the question that how general 
it  is.  Since  this  kind  of  exploratory  research  have  not  been  conducted  about  Finnish  pet 
influencers on Instagram before, neither the consumers attitudes of Finnish pet influencers 
and therefore this will be an interesting topic to explore more because of the existing research 
gap. Pets are in today’s world part of the family and pet owners are spending more money on 
them than ever before (Mustigroup, 2020, 8). When pet owners are spending more on pet 
goods  rises  the  idea  of  the  marketing  possibilities  around  it.  To  understand  what  kind  of 
marketing  is  the  most  effective  for  pet  owners,  it  is  essential  to  approach  pet  owners  and 



(7)explore  solutions  through  them.  This  study  will  focus  on  commercial  possibilities  of  pets’ 


Instagram  accounts  by  interviewing  pet  owners  and  together  with  existing  research 
 conducting a solid guideline to help social media marketers and pet influencers in the field.  


According to Statistic Finland (2020), over 80 percent of Finnish people aged between 16 to 
 34 have used some social media platform daily or almost daily. From the Finnish popularity at 
 least 50 percent of people aged between 16 to 44 use social media. When narrowing the age 
 group to youth (16-24 years old) this same percent rises to 80. This research validates the need 
 of companies to be on social media since it is so widely used among possible consumers.   


Figure 1: Percentages of Instagram use among Finnish population (Tilastokeskus, 2020) 


Statista  (2020)  has  gathered  data  with  InfluencerDB  (2020)  from  most-followed  pets  on 
 Instagram worldwide. Data collected in June 2020 shows that there is a relevant audience for 
 pet Instagram accounts. The most-followed pet on Instagram back then was Pomeranian dog 


“jiffpom” with 10.4 million followers. There were listed ten pet Instagram accounts in total 
 and  even  the  last  one  in  the  list  had  2.1  million  followers.  Half  of  the  list  were  dogs,  four 
 accounts  were  about  cats  and  one  account  included  a  fox  with  several  other  animals. 


(InfluencerDB. 2020) There can also be found some Finnish pet accounts with a great number 
 of followers. For example, two Pomeranians Lucky and Frans who have 36,900 followers and 
 a Corgi called Topi who has 141,000 followers (Instagram, 2021).  


From Figure 2 can be seen the number of published documents about influencer marketing 
on  Instagram.  Overall,  there  were  25  results  with  the  search “Influencer  marketing”  AND 
Instagram* from 2017 to 2020. For this chart, the current year 2021 were excluded since the 
whole years gives a more realistic view. Before 2017 there were no publications about the 
topic in the field of “Business, Management and Accounting”. The chart was created on March 
19th, 2021. There can be seen that the number of published documents is rising and the topic 



(8)of this research is relevant since it goes to this same category but  a little more niche when 
 discussing of pets as influencers.  


Figure 2: Documents about influencer marketing in Instagram released between 2017-2020 
 (Adapted and modified from Scopus 2021) 


The topic of this study will focus on Finnish pet Instagram accounts, and the aim is to collect 
information about consumers attitudes and opinions of the topic. Considering the topic, there 
is suitable information available about social media and influencer marketing that will support 
the  research  and  create  a  relevant  database  for  exploring  pet  influencer  marketing.  The 
research gap appears when exploring the nature of existing research and noticing the growing 
markets (Mustigroup, 2020, 8) but still limited research done in Finland. There can be found 
several  international  sources  of  pet  influencers  and  the  knowledge  will  be  taken  from  the 
existing theory and applied to this topic. Existing research that supports the topics, such as 
influencer  marketing,  social  media,  and  marketing  basics,  can  be  found  extensively  in  our 
scientific library’s catalogue of works (LUT Primo) and open source information services such 
as Google Scholar. Existing research helps to conduct thoughts and support conclusions. Also, 
when gathering interview questions suitable for this research, existing research helps to notice 
gaps that this research aims to fill. 



(9) This  topic  has  been  studied  from  the  fields  of  communication  and  information  sciences 
 (Maddox, 2020) but it is also important to examine this from the  perspective of influencer 
 marketing  to  gain  more  of  a  commercial  perspective.  Wondwesen  et  al.  (2020)  have 
 conducted quantitative research of followers’ engagement with Instagram influencers from a 
 retail point of view. The findings of the study mentioned above will work as a theoretical frame 
 of an influencer engagement.  


DNA  Oyj  (2020)  conducted  a  survey  about  Finnish  digital  lifestyles  with  total  of  1036 
 respondents. This survey also addressed the digitalization of pets which had suitable answers 
 total  of  1024.  The  survey results  were  as  following:  one  quarter  of  the  respondents  follow 
 animal related social media accounts and almost a fifth posts content of their pets into their 
 own social media accounts. Three percent of the respondents have a social media account for 
 their pet. Women are more interested in following animal related social media accounts and 
 publish content about their pet. The age group from 16 to 34 years are the most active when 
 measuring the social media traffic considering animal related content.  


The aforementioned survey by DNA along with the existing research findings, such as making 
 pets  more  human  on  social  media  (Luokkanen, 2018)  supports  this  research’s  aims  and 
 presumptions. To conclude, the main goal is to find out if pet-driven influencer marketing can 
 act as an option for the problem above. Answers are searched by doing a research of the new 
 growing phenomenon of marketing through pet influencers (Smith, 2017) and this responds 
 to  the  growing  popularity  of  pet  Instagram  accounts  and  pets  appearance  on  social  media 
 (DNA, 2020)  and their commercialization. There is a possibility of pets on Instagram could be 
 an efficient continuum of marketing via human influencers, which has become increasingly 
 popular over the last few years. (Campbell et al., 2020, 477)   



1.1 Research questions and objectives   


It can be assumed that due to the evolving field of this research, the  findings are indicative 
and reflective, in principal. It is also expected that the findings can be used further to develop 
something new into the existing influencer marketing theory. It is assumed that results benefit 



(10)most pet brands and marketing companies that operate in the field of influencer marketing 
 since assumably this can be applied to virtually any kind of marketing besides pet influencers.  


With  the  previously  defined  topic,  the  research  problem  became  the  lack  of  existing 
 information about Finnish pet Instagram accounts’ state and their possibilities. To solve the 
 research problem, the following research questions were formed: 


“How do pet influencers work on Instagram?”  


 ”How do pet owners perceive pet influencer marketing?” 


The research questions try to find answers for a broader understanding of the current status 
 of pet influencers and how they are seen in influencer marketing area. The information that 
 is gained is hoped to be relevant adding for influencer marketing. In Maddox’s (2020) research, 
 one of the participants said that world is full of negativity and if one corner is pure, it is pets 
 accounts that bring pure joy. That is something to seek also from Finnish pet owners, if they 
 feel it same way, and can there be any other benefits from pet Instagram accounts? The first 
 research  questions  are  aimed  to  gain  more  knowledge  of  how  this  is  seen  from  both  the 
 practical  and  theoretical  perspective  and  the  second  questions  is  to receive  more  in-depth 
 understanding of attitudes and opinions towards pet influencers.  


Since  the  topic  is  relatively  new,  the  main  objective  of  the  paper  is  to  be  more  of  an 
exploratory research and offer a new base for further analysis. Secondly, this research seeks 
to increase the understanding of the topic and to unlock new possibilities and bring awareness 
of pet influencers. The objective of the research is to strengthen the status and hopefully open 
a  conversation  of  pet  influencer  marketing  in  academic  field  in  the  area  of  pet  influencer 
marketing.  
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1.2 Key concepts and delimitations 


It is essential for the research to define its key concepts and delimitations that will clarify the 
 framework of the research. This study’s key concepts consist of influencer marketing, niche 
 marketing, pet influencers and Instagram. What comes to delimitations of this research is that 
 this will focus only to be an introduction and work as a first scratch to this topic. The research 
 is limited to explore Finnish accounts that are themed around pets. There have been taken 
 into account different types of accounts and this study aims to understand this topic from the 
 view of personal pet accounts and a company account. The research also explores the current 
 state of influencer marketing on social media and adapts that information to pet influencer 
 marketing. By using qualitative research methods there will be interviews from pet owners to 
 get the understanding of attitudes and opinions of the topic and if it is to be taken into account 
 to study more in the future and perhaps to conduct a more  detailed, possibly quantitative, 
 research of it later. 


Influencer marketing is a form of digital marketing where Instagram users get a large enough 
 follower  base  based  on  a  common  interest  and  engage  with  them.  Pet  influencers  are  a 
 continuum  of  influencers  where  the  engaging  accounts  are  focused  on  pets  instead  of 
 humans. Influencer marketing is a noteworthy and strong area of marketing due to the idea 
 of it to be able to form around any topic there is an audience for. (Campbell et al. 2020)  


Defining the concept of pet influencer can be seen from different perspectives. Smith’s (2017) 
 study found out that some people say that pet influencer is just a pet who has large follower 
 base on Instagram. However, when aiming to high engagement and perhaps monetizing the 
 product which is influence in this case, pet influencers need to be more than just a cute pet 
 picture. It is important to recognize the edge that sets one apart from the others. Monetizing 
 influence can be done in three ways, by creating interesting content, holding appearances to 
 draw  customers  and  media  attention  or  endorsing  goods  and  doing  sponsored  content. 


(Smith, 2017) According to Kertész et al. (2019) the pet influencer is the owner of the pet and 
not the pet, since the pet itself is not directly doing anything. They have also described that 
pet  influencers  represent  positivity,  friendship,  humor,  creativity  and  love  through  their 
accounts. (Kertéz et al. 2019, 54)  



(12)Figure 3: Number of daily Instagram users from 2016 to 2019 (Facebook, 2019) 


Instagram  is  a  social  media  platform  where  users  can  share  videos  and  pictures  to  others. 


Instagram has grown enormously during the past five years. In October 2016 there were 100 
 million users (Figure 3) but by 2019 it has grown to 500 million. In 2020, it doubled its users 
 and  there  were  over  a  billion  registered  users  on  Instagram. Instagram’s  algorithms  guide 
 users to track the same types of accounts they already follow (Warren, 2021). Instagram offers 
 a possibility for anyone to change their personal account to professional account, so they are 
 able to view insights of how well their posts reach most users and what kind of posts are the 
 most engaging ones for their follower group. (Instagram, 2021)  


Perspective of the research comes from marketing field and this aims to answers commercial 
aspect  of  the  pet  influencers.  Topics  like  ethics  or  psychology  of  pet  influencers  will  be 
delimitated  from  this  research.  Although  they  are  interesting  and  hopefully  there  will  be 
further  studies  from  those  perspectives  around  this  field.  Ethics  and  psychology  are  an 
important part of this area since questions like how the pet influencers are treated and is there 
a  risk  that  their  wellbeing  have  not  been  taken  into  account.  Psychological  aspect  is  also 
important when thinking animals and pets in marketing field since our perceptions are not 



(13)always conscious and unconscious behavior directs us at least to some extent but that would 
 be itself a wide enough topic for bachelor’s thesis and therefore excluded from this study.  



1.3 Research methods  


The study will use qualitative research methods. Qualitative research seeks to understand the 
 phenomenon under the study (Gibbs, 2007, 3), and they usually do not contain hypotheses. 


This study is going to use a semi-structured interview of pet owners who hold an Instagram 
 account for their dogs. Semi-structured interviews consists of a list of questions but there are 
 no specific predefined order to ask them and it can fluctuate with the course of the discussion 
 (Gibson  et  al.  2009,  4)  Along  with  the  interviews,  there  will  be  used  Insight  information 
 provided  by  Instagram.  Insights  are  collected  from a  researcher’s  personal  account  as  a 
 secondary data to support the presumptions and conclusions. Finnish pet brand, Bobbi, also 
 shared company’s thoughts about pet influencers and possible obstacles through email.  


In this case, the most appropriate research method is the semi-structured interview because 
 the research seeks to draw the overall picture and receive information about attitudes and 
 opinions from pet owners. The aim is to obtain extensive and comprehensive material from 
 the interviews, as rich research material is essential for the implementation of the case 
 study. The study examines Finnish pet Instagram accounts and pet influencer marketing. For 
 this research there are going to be interviewed people who hold Instagram accounts for 
 dogs.  



1.4 Overview of the study 


The structure of the study follows the general guidelines of the academic paper and consist of 
 six  chapters  in  total.  In  chapter  1,  we  have  introduced  ourselves  to  the  topic  of  the  study. 


There was a quick overview of the paper’s relevance and purpose to understand what will be 
expected later. Chapter 2 discusses of existing work of the topic and addresses a gap in the 
literature. The Chapter 3 describes the methodology that was used to collect relevant data for 
the study. After the first three chapters that creates a theoretical base and empirical data of 
the topic, we will continue to chapter 4, which shows the study’s findings. In chapter 5, there 
will be a discussion of how well the findings met the research questions and expectations. To 



(14)conclude  the  study,  chapter  6  will  also  draw  the  previously  presented  topics  together  and 
 gives the final reflection of the outcomes.  



2. Influencer marketing on Instagram  


This part includes a perspective on the topic and an academic definition of critical concepts 
 which are influencer marketing on Instagram, niche marketing, and influencer’s engagement 
 with followers. It is crucial to consider all of them when talking about pet Instagram accounts’ 


effectiveness as a marketing tool. Influencer marketing is growing continuously (Campbell et 
 al., 2020, 477) and since Instagram already has more than a billion registered users (Instagram, 
 2021) it is more than natural for influencers to work there.  


Instagram is a free of charge social media service with over billion users (Instagram, 2021). 


Instagram was established in 2010 by Kevin Systrom & Mike Kriegern but was sold to Facebook 
 in  2012  (Shead,  2019),  Instagram  allows  users  to  share  pictures  and  videos  in  a  variety  of 
 formats. Users need to have a registered account in order to post anything. The content can 
 be shared into an account’s feed either one picture at a time or several per post, the latter 
 being called a carousel. Other content sharing features on Instagram are a story feature, which 
 is  usually  used  to  share  very  current  events,  i.e.  what  is  happening  at  the  moment. 


Alternatively, the Instagram story section serves as an excellent platform for interaction with 
your existing audience that are called followers on Instagram. In general, users can interact 
with  each  other  by  liking  or  commenting  posts  but  the  story  allows  people  to react  to  the 
content  at  a  shallow  threshold  through  built-in  interaction  buttons.  The  latest  innovations 
include the Reels feature where can be shared short, 15 to 60 second, videos and IG TV, where 
users can share longer videos from one minute up to 10 minutes. (Instagram, 2021) Users are 
able to use hashtags in their posts so people searching with that specific topic can find posts 
easily. Hashtags are separated from other text with the symbol #. With the hashtag posts are 
related  to  specific  theme  or  campaign.  Hashtags  can  be  words,  phrases,  sentences  or 
abbreviations (Zappavigna, 2015, 18).  
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2.1 Influencer Marketing 


Influencer  marketing  is  a  modern  form  of  marketing  that  seeks  to  influence  consumers 
 through a famous personal brand, i.e. an influencer. Influencers can affect through Instagram 
 or  another  social  media  channel.  Companies  reach  their  target  group  better  and  more 
 effectively  through  influencers  since  consumers  are  more  willing  to  receive  a  commercial 
 message coming through a liked person. (Lahti, 2020) Influencers are grouped into different 
 sections based on the number of followers they have. There can be celebrity-, mega-, macro-
 , micro- and nanoinfluencers (Campbell et al., 2020, 471). Finnish Competition and Consumer 
 Authority (2019a) have conducted in accordance with the Consumer Protect Act guidelines for 
 Finnish influencer marketers both companies and influencers to follow. When companies and 
 influencers make cooperation in order to promote the sales and increase their brand identity 
 this is seen as influencer marketing. The product that the influencer offers is usually in some 
 kind  of  media  form,  such  as  a  video,  audio  or  photography  published  by  the  influencer 
 theirself.  It  is  important  to  remember  that  compensation  does  not  necessarily  have  to  be 
 money, but it is still considered marketing.  


Influencer marketing can be referred  ti as a modern era respondent to the word-of-mouth 
 (WOM) marketing. WOM marketing happens in everyday life and situations where consumers 
 discuss  with  each  other  and  share  their  experiences  of  products  and  services.  Customer 
 experience  has  an  important  role  with  WOM  marketing  since  positive  WOM  marketing 
 happens when company has exceed customers' expectations (Hayes, 2021). Previously, it has 
 been considered that more the WOM the better, but those studies have not taken information 
 overload into account that may exist in electronic WOM (eWOM). (Park, D.-H. et al. 2008, 396) 
 eWOM is considered to be present especially in online review forums with online sellers but 
 there is also place for eWOM in influencer marketing. When influencers are recommending 
 products or services to their followers, they are creating eWOM.  


What comes to good relationship with the company and the influencer, the key is successful 
incluencer marketing campaign that satisfies both parties and the consumer is aware of the 
commerciality. Finnish Competition and Consumer Authority (2019b) gives guidance and helps 
both companies and influencers in order to achieve campaign that is in accordance with the 



(16)influencer  marketing  guidelines.  It  is  stated  that  the  company  is  always  responsible  for  its 
 marketing, even if it is made by a third party, such as an influencer. According to Consumer 
 Protection act it does not matter if the influencer works as professional or non-professional, 
 the  company  is  responsible  for  stating  the  commercial  nature  of  the  collaboration.  Both 
 companies and influencers should be careful when agreeing about cooperation since even if 
 they  would  not  realize  it,  even  the  smallest  cooperation  is  counted  as  marketing  that  is 
 obligated  to  mention  to  avoid  accusations  of  surreptitious  advertising.  Compensation  does 
 not have to be money and it can still be a question of marketing if the company sends the 
 influencer,  for  example,  clothes  or  offers  their  services  in  exchange  for  visibility.  (Finnish 
 Competition and Consumer Authority, 2019b) 



2.2 Influencer types 


Influencers can be divided into five different types based on their follower count and how they 
 have reached their influencer state. This chapter describes how the influencer types differ and 
 the  Figure  4  express  how  different  kind  of  influencer  types  are  built  on  each  other  from 
 nanoinfluencers to megainfluencers. Celebrity influencers have not necessarily gone through 
 the same progress and growth due to the fact that they have most often become popular from 
 somewhere else than social media.  


Celebrity influencers are type of influencers that have become famous outside of social media, 
 e.g.  famous  singers  or  actors  and  they  were  famous  prior  to  the  social  media.  Most  often, 
 these celebrity influencers have more than one million followers. Celebrities usually work with 
 brands, but the engagement is still relatively small, considered to the volume of consumers 
 their reach. (Campbell et al., 2020, 471)   


Megainfluencers are also in a follower range of one million and above but the most significant 
difference  that  they  have  to  celebrity  influencers  is  that  they  have  become  famous  due  to 
social media and created a celebrity status along with the growth of social media. For example, 
Zoë Sugg is a great example of this since prior to social media she had no celebrity status, but 
now she has 9.2 million followers. Megainfluencers usually work with more close relationship 
with brands compared to celebrities. (Campbell et al., 2020, 471)   



(17)When influencers have followers from 100,000 thousand to one million, they are considered 
 macroinfluencers. Compared to two previous influencer types, this influencer group tend to 
 achieve strong engagement rates and create better value for money for brands that they work 
 together with. These influencers usually have a clear theme and the followers are most often 
 with the similar interests and see a future goal to be more like that influencer. (Campbell et 
 al., 2020, 472) 


Microinfluencers are the ones that have reached such a volume of followers that they are able 
 to have a career as an influencer if they desire so. The number of followers they have is around 
 of 10,000 to  100,000 and this is a  relatively wide range of professionality.  The dealbreaker 
 compared to previous influencers is that  followers find microinfluencers  more genuine and 
 reliable than those with higher follower count. Microinfluencers usually have more time to 
 spend  with  their  followers,  even  if  it  is  through  social  media.  Marketing  managers  are 
 increasingly working with  microinfluencers since consumers that are the followers consider 
 this influencer type more trustworthy. (Campbell et al., 2020, 472)   


Nanoinfluencers have less than 10,000 followers. They become a successful and competitive 
option to other influencer types when they have a specific theme and coherent follower base 
of people who enjoy engaging with the influencer. Nanoinfluencers are more open and flexible 
for unpaid collaborations since they then also receive valuable networking and build up their 
credibility. (Campbell et al., 2020, 472)   



(18)Figure 4: Influencer types  



2.3 Niche marketing focused on pet accounts 


Niche marketing means concentrated marketing where instead of aiming to scrape together 
 a small share of a large market, a company aims to receive a larger share of a smaller segment. 


(Kotler  et  al.  2018,  223)  In  this  research  the  niche  that  the  study  focuses  on  is  pet related 
 influencer marketing through pet accounts.  


This  means  interactions  on  Instagram  or  other  social  media  channel  through  pet  accounts. 


Although at first glance the Instagram posts are made by the pet itself and the text can even 
 be written in the pet’s “own words”, there is always a human in the background, usually the 
 pet’s owner. In contrast, the target is another pet owner or the pets’ followers in general. In 
 the case of pet influencer marketing made in collaboration, there is always an owner behind 
 the  pet’s  Instagram  account  and  a  company  as  a  client  for  the  pet  owner.    This  type  of 
 marketing offers a new kind of trend for niche marketing and follows the general guidelines 
 of  influencer  marketing  and  concentrated  marketing.  Campbell  et  al.  (2020)  stated  in  their 
 research that there can be influencers basically in any field there is an audience and influencer 
 marketing between pets generalizes the concept of pet influencers interacting in social media.  


Celebrity influencers


Megainfluencers


> 1M 


Macroinfluencers
 100 000 - 1M 
 Microinfluencers
 10 000 - 100 000 


Nanoinfluencers


< 10 000 



(19)Figure 5: Targeting strategies (Adapted and modified from Kotler et al. 2018)  



2.4 Influencers’ engagement with followers  


Influencers’  engagement  with  followers  is  important  for  both,  influencers  and  their  clients 
 which are the brands in this case. Engagement between the influencer and followers happens 
 when influencer publishes a post that gives the consumer an incentive to purchase a product 
 or  get  to  know  the  company,  product,  or  service  shared  by  the  influencer. Increase  of 
 followers  does  not  necessarily  benefit  the  engagement  of  followers  and  that  the 
 aforementioned elements are negatively associated.  According to Wondwesen et al. (2021) 
 number of posts is not as important but the creativity and originality. Quality over quantity. 


Also, study found out that it can be a benefit for the influencer if there is smaller follower base 
 due to specific theme of the influencers account what leads to more engaged behavior. This 
 is  valuable  information  especially  for  the  brands  since  they  still  weight  on  follower  count. 


(Wondwesen et al. 2021)  
 Undifferentiated 


(mass) marketing


Differentiated 
 (segmented) 
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Micromarketing 
(local or 
individual 
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(20)Figure 6: Instagram engagement rate (HypeAuditor, 2020) 


Figure 6 shows that the engagement rate of nanoinfluencers is almost eight percent whereas 
 the mega-influencers engagement rate is only 3.12 percent. This shows that the most followed 
 accounts are not the best option for companies when searching for effective engagement. Of 
 course, it needs to be taken into account that megainfluencers 3.12 percent is in number still 
 many  times  more  than  nanoinfluencers  7.87  percent  but  nanoinfluencers  specific  theme 
 around the account speaks in favor of choosing them especially if the company is in the same 
 field (Wondwesen et al. 2021) & (Campbell et al., 2020, 472)   


Criticism  of  commercial  content  usually  comes  from  the  followers.  Previous  studies  have 
 shown  that  at  some  cases  when  using  hashtag  #sponsored  it  may  indirectly  decrease  the 
 perceived credibility on influencers. Also, the number of followers of an influencer does affect 
 people’s  opinion  of  how  popular  or  valuable the  influencer  is,  there  are  no  differences  of 
 engagement intentions between smaller or larger influencers. When Instagram users seem to 
 be  aware  of  commercial  nature  of  influencers  it  helps  engaging  with  them  and  be  more 
 inclined with the post and from the begin it makes users pay more attention to the brand. 


(Boerman, S.C., 2020, 206) 



(21)
3. Methodology  


This section introduces the qualitative methods used. The role of a qualitative research is to 
 be more of an understanding and exploring whereas the quantitative research focuses more 
 on the seamless truth. Qualitative research method is suitable for the nature of this research 
 where the amount  of people interviewed is small  and the aims are to gather opinions and 
 attitudes  (Gibbs,  2007,  3)  rather  than  conduct  a  large  database  of  truth  or  false  types  of 
 questions. The topic of this study has been studied only a little in academic field and therefore, 
 the  interviews  gives  a  great  understanding  of  the  current  state  of  the  topic  in  practice  by 
 collecting consumer attitudes and opinions. 



3.1 Semi-structured interviews  


This study used interviews  to collect opinions and attitudes from a suitable consumer base 
 which are, in this case, pet owners who have created a social media account for their pets. 


People that were interviewed used social media and especially Instagram. The interview types 
 can  be  divided  into  three  different  types  according  to  their  characteristics:  Structured 
 interviews,  that  are  stricter  when  it  comes  to  questions  order  and  the  wording  of  the 
 questions. Semi-structured interviews require also careful preparation but the order in which 
 questions are asked is more flexible. Unstructured interviews require no predefined questions 
 and the interview is more of an open conversation about the specific topic. (Gibson et al. 2009, 
 4) After getting familiar with the interview structures, semi-structured interviews were chosen 
 to be the most appropriate for this research since it allows flexibility to some extent which is 
 important in this kind of interview where the goal is to reach opinions and answers that come 
 from a stream of consciousness and therefore very genuine and trustworthy.  


Semi-structured interviews should consist of clear and unambiguous questions. For piloting 
the  questions,  they  were  presented  to  the research’s  supervisor  and  a  few  others  to  read 
through  and  give  the  feedback  for  clarifying  them  before  the  interview.  The  objectives  of 
interview questions are to be to the point since it is crucial to be concise with the questions 
and not to waste time for any irrelevant topics. Opening and closing questions are aimed to 
draw an overall picture of the opinions of the interviewee. (Gibson et al. 2009, 5) 



(22)The interview consisted of eleven main questions and four sub questions about attitudes and 
 opinions  of  pet  Instagram  accounts  commercialization.  Questions  were  separated  in  two 
 different sections. First section was about more general metrics of interviewee’s Instagram 
 use that consists total of seven questions. The second section aimed to find out more about 
 attitudes and  opinions towards  pet influencers.  The latter section had  four main questions 
 and each question had one follow-up question. Interviews were carried out from April 12 to 
 April 15, 2021. All the interviewees were women who live in Finland. Two of the interviewees 
 were from the age group of 16 to 24 years old and one was from the age group of 35 to 44 
 years old. 


The  aims  were  to  interview  three  Finnish  pet  Instagram  account  users.  Participants  were 
 interviewed  by  a  phone  call  and  the  interviews  were  recorded  with  the  permission  of  the 
 interviewees and respecting data protection. Participants were approached and asked for the 
 interview personally via Instagram. The interviewees were chosen from the pet owners that 
 the researcher knew who maintained an Instagram account for their pets and had relevant 
 knowledge considering the topic. (Gibson et al. 2009, 11)  


To get more comprehensive information from both the consumer’s and the company’s point 
 of view and gain valuable insights from the company perspective there have been also taken 
 into  account  email  conversation  with  the  Finnish  pet  brand  Bobbi.  Email  conversation  was 
 held early March 2021. The company is a Finnish business that has operated in the field since 
 the year 2019. Ethical and ecological values powerfully drive this company.  



3.2 Secondary data  


As  a  secondary  data  this  research  will  introduce  information  that  Instagram  automatically 
collects  from  accounts.  Aim  of  the  secondary  data  is  to  support  the  idea  of pets’  state  on 
Instagram  and  show  how  they  engage  well  with  the  followers  even  if  the  account  is  not 
focused  only  on  pets.  Secondary  data  is  collected  from Instagram’s  own  application  that 
provides insight information. The data was choosing to be collected from the past six months 
and  is  reviewed  from  the  three  metrics  that  supports  the  research  best.  The  metrics  are 
comments,  impressions  and  reach.  The  screen  captures  are  taken  from  researches  own 



(23)Instagram accounts and this is the information that originally gave an idea to study this topic 
 more. The Instagram account is typical personal account with not too limited a topic and posts 
 are consisted of various themes. This Instagram account had 627 followers and 110 post at 
 the  time  the  data  was  collected.  The  screen  captures  of  collected  data  can  be  found  on 
 appendices and all samples shows the top nine posts from each metrics  



4. Findings 


In  this  chapter  the  research  introduces  findings  of  the  methodology  used.  The  section  is 
 divided into three subsections for clarity. First is the largest one which are the findings from 
 pet  owner  interviews  where  interviewee’s  answers  are  overlapped  with  each  other  and 
 presented  in  the  same  order  as  the  questions  were  asked.  In  the  end  the  most  relevant 
 agreements,  disagreements  and  patterns  are  summarized.  Also,  some  individual  responses 
 that were particularly noteworthy are highlighted. The second subtitle presents the company 
 perspective about influencer marketing and influencers behavior whereas the third chapter 
 discusses of findings collected from researchers own Instagram insights option.  



4.1 Pet owner interviews   


Table 1. Interviewees  


Interviewee  Gender  Age  Year, when the pet 


Instagram were created 


A  Female  24  2019 


B  Female  44  2018 


C  Female  21  2021 


The  oldest  pet  Instagram  account  was  established  in  2018  and  the  newest  one  only  few 
months ago on January 2021. Interviewees were asked to answer only from Instagram’s point 
of  view.    All  the  interviewees  also  have  a  personal  account  that  they  compare  to  the  pet 
account they admin. All the pets are dogs. Two of the accounts were established at the same 
time the dogs moved to their new homes as puppies and one of the accounts were established 
when  the  dog  was  already  a  young  adult.  Interviewees  are  presented  anonymously  in  this 
research  and  therefore  they  will  be  referred  as  interviewee  A,  B  and  C.  Interviewee A  and 
interviewee B had established the Instagram account for their dogs just before the adoption. 



(24)Interviewee C established the Instagram account when the dog was somewhere around four 
 years old. All the accounts had the same idea when deciding to create it: it would be more 
 convenient to focus all the pet pictures in one place which is the dog’s own Instagram at this 
 case.  


The first questions were about when and why they had created a separate account for their 
 pets. A thought that she will get excited and therefore it would be a better idea to have an 
 account  just  for  the  puppy.  Also,  it  might  irritate  some  people  and  she  feel  that  it  is  more 
 relaxed  to  post  dog  content  to  the  separate  account  as  much  she  likes.  B  told  that  the 
 background idea of the account was that her own account was becoming full of dog content 
 and  therefore  creating  a  separated  account  for  the  pet  would  be  natural.  C  felt  that  the 
 account  only  dedicated  for  the  dog  would  be  clearer.  C  uses  her  own  account  also  for 
 promoting  her  business  and  therefore  idea  of  potential  customers  swimming  from  the  pet 
 account to her own is worth trying. 


Interviewees were asked to evaluate the differences of their Instagram behavior between the 
 personal  account  and  the  dog  account.  A  answered  that  in  the  dog’s  account  she  tends  to 
 follow more pet accounts. She thinks that also interaction differs what comes to the accounts. 


The dog accounts prefer to share more ”challenges” on Instagram where, for example, they 
share a picture of specific theme and tag different pet accounts to also share their picture of 
the theme. Interaction is also more active with pet accounts which means e.g. commenting 
and tagging each other’s for the aforementioned kind of challenges.  She uses less Instagram 
story  option  on  her dog’s  account compared  to  the  personal  account.  C  feels  that  dogs 
Instagram is more careless, and she doesn’t have to be that precise with the content in there 
compared to her personal account where the aim is to build a brand also. She also feels that 
there  is  a  little  more  professional  aspect  in  her  personal  account.  Sharing  content  in  her 
personal account also takes more time and the dog’s Instagram is more with an idea of “like 
sharing the content to the close ones”. Also saving the memories is important aspect of having 
that dog account. 



(25)They also had to evaluate how often they use the dog’s account compared to the personal 
 one and what kind of accounts they follow and how have they found the followees. A uses the 
 dog account little less than the personal account. She visits the dog account every other day 
 to interact with the followers even though she wouldn’t publish anything. She likes to make 
 sure that she interacts with the followers. She does not prefer watching Instagram Stories on 
 the dog’s account and if so, she is selective with the stories. Instead, she prefers feed. She 
 tends to follow accounts with same breed, friend’s dog accounts and business or community 
 accounts who share dog accounts in their posts. She has found accounts to follow from the 
 dog’s followers, through breed’s Facebook group and community accounts. It is rarer that she 
 would have found a new account to follow from hashtags. Some sponsored posts have also 
 introduced me to the accounts that I have started to follow.  


B evaluates that she visits the dog account daily, but the content is published mainly when 
 there  are  some  activities  e.g.  a  trip  where  to  post  from.  Also,  Interviewee  B  feels  that 
 interaction between followers is important not only by posting content but commenting with 
 followers.  She  finds  it  a  little  controversial  that  on  her  own  account  she  reaches  more 
 impressions  through  the  Instagram  story  option,  but  it  is  quite  the  opposite  on  the  dog 
 account  where  feed  posts  reach  more  impressions.  She  also  tends  to  follow  mainly 
 representants of the same breed as her dog. She feels that it makes sense that the dog follows 
 other dogs, and everybody can follow the dog. In the beginning she found new accounts to 
 follow  by  searching  content  that  interests  her  through  hashtags  and  when  found  accounts 
 with lots of followers she looked up their followers to find more interesting accounts. Also, 
 through challenges they have found new accounts to follow and gain new followers. 


C uses the dog’s account daily for interaction and sharing content to Instagram Story but for 
 feed she posts maybe once a week. Still, use of her personal account is much more frequent. 


Most  of  the  followers  are  dog  accounts  and  especially  the  same  breed. The  dog’s  account 
follows more dogs than personal accounts and if it follows personal accounts, they tend to be 
family or friends. She also feels that it makes sense that on the personal account she follows 
people  and  with  the  dog  account  she  follows  only  dogs  and  dog  related  accounts.    The 
accounts that they follow have been found through accounts that have begun to follow them, 



(26)also by searching with hashtags of the breed or by local stores such as a pet store “Musti & 


Mirri”. 


If thinking the ratio of Finnish and international followers, A evaluates that it is perhaps half 
 and half, maybe there are international followers a little more. She feels that in the beginning 
 there was very few Instagram accounts with the same breed as the dog and they were found 
 better from international accounts. One of the key factors that make accounts worth following 
 is quality and visuality of the posts and it makes the accounts interesting if there is the same 
 breed as the owner’s dog in exotic environment. She feels that foreign accounts offer usually 
 higher  quality  content.  Finnish  accounts  are  usually  followed  when  she  has  some  kind  of 
 emotional bond with them such as they are acquaintances, or they have interacted in social 
 media. There tend to be more interaction with Finnish accounts in general. 


B answers that the dog has lots of followers from abroad and the pet owner aims consciously 
 to publish content that feeds the international followers e.g. from Finnish nature that she has 
 noticed to be exotic for them. She assumes that they are in half and half ratio with the Finnish 
 followers.  Previously  she  had  a  Finnish  username  in  the  dog  account  but  later  on  it  was 
 changed to be more suitable for international audience. What comes to interaction between 
 the account and its followers B is rather surprised of the little amount of comments. If they 
 post  e.g.  picture  from  Finnish  winter,  it  receives  comments  from  international  audience.  C 
 follows mainly Finnish accounts and if they follow international accounts, they are basically 
 the same breed’s accounts. 


There  have  been  also  some  cases  where  they  have  unfollowed  some  accounts.  Once,  A 
unfollowed  an  account  since  it  posted  too  much  and  reused  same  pictures  over  and  over 
again. She has also unfollowed accounts if they are not interesting enough. She needs some 
kind of story line in posts and that they tell a story behind the pictures through that makes 
them interesting. B chooses the accounts that they will begin to follow pretty carefully, so she 
doesn’t  recall  any  situation  that  they  would  have  unfollowed  anyone  for  any  particular 
reasons. On the other hand, they have removed some accounts from their followers due to 
the poor or shady quality of the account. C says that they have unfollowed accounts if they 
feel complicate to approach or the content is not interesting, quality or unique enough. 



(27)In  the  second  section  the  questions  aimed  to  find  out  opinions  and  attitudes  of  how  they 
 perceive pet influencers and pet influencer marketing. The questions were:  


 1. Where have you come across commercial content related to pets and in what kind of sharing 
 form?  With  the  follow-up  questions “What kind of thoughts or  feelings  did  the  commercial 
 content awake?” 


Interviewee  A  cannot  recall  if  she  has  seen  any  sponsored  pet  content  in  her  personal 
 Instagram. Mainly the commercial content about pet related products or services have been 
 noticed  via  the  dog  account.  If  she  compares  the  commercial  content  between  Instagram 
 stories and feed, she pays more attention on sponsored posts in feed. Advertisements straight 
 from the company tend to feel simple which means that there can be the commercial nature 
 noted easily and if the product is useful or interesting to her. The paid content can be a little 
 controversial since some collaborations can be very nice if they have good prices but if the 
 attending process is too challenging it is not worth to take part. In general, collaborations do 
 not bother her and she feels that they can even be useful.   


Interviewee  B  says  that  what  comes  to  recognizing  the  pet  related  advertisements  or  paid 
 collaborations B also tends to pay more attention to it when using the dog’s account. Also, in 
 this case, feed posts have gained more attention than sponsored content between stories. B 
 has received commercial content cautiously and have not found it irritating and she also feels 
 that it is natural part of the Instagram environment.  Interviewee C has noticed commercial 
 content  in  both  personal  and  dog  account.  Commercial  content  that  comes  straight  from 
 companies does not wake any feelings since it is assumed. If the commercial content comes 
 from pet accounts and the topic is not interesting it irritates. Especially if the pictures are filled 
 with too much products and are too colorful, almost comic like and downright shouts for the 
 commerciality.  


C feels that it is easier to create a relationship to a human and maybe therefore it is more 
pleasant to watch them advertise compared to pets. She also thinks that if she has a questions 



(28)of the product or service advertised would it be weird to ask about it “from a dog” or if she is 
 watching that advert from the dog account would it be weird to ask the questions “as a dog”. 


So, the dog in between for both directions might confuse.  


2. How does it matter if you receive commercial content for pets from the pet’s own Instagram 
 account rather than the pet owner’s personal account where the pet appears? With the follow-
 up  question  “Have  you  noticed  a  change  in  attitude  whether  you  receive  pet-related 
 commercial content in your pet account or in your own account?” 


A feel that she pays more attention on paid collaborations and advertisements through dogs 
 account about pet related content compared to her personal account. The interviewee feels 
 that somehow her mind has categorized the idea of when using dog’s account, the focus is on 
 dogs  and  dog  related  products  which  makes  recognizing  paid  collaborations  and 
 advertisements easier. It is important that the pet shows if advertising pet products or services 
 through  pet  owners  own  account,  otherwise  it  doesn’t  make  big  difference.  B  prefers  and 
 tends to receive commercial content through the dog account. B states that whatever is the 
 subject, what is important is that “users advertise” and therefore would also more preferably 
 receive  pet  related  content  from  pet  influencers.  C  would  like  to  receive  pet  related 
 commercial content through her pet account because then all the dog related things would 
 be in one place. Excluding dog related topics to the dog’s own account is a way to control the 
 theme on her personal account. C have not noticed significant change in attitude between the 
 personal account and the dog’s account.  


3. What  expectations  do  you  have  for  the  commercial  content  you  encounter  in  your  pet 
 account? With the follow-up question “How do you view commercial content in a pet account 
 that is not related to a pet? Does it feel strange that the ad would be received in a pet account 
 and if yes, why?” 


A says that what comes to expectations, she believes that content is not related to pets is very 
easily  skipped  when  using  the  dog  account  unless  the  product  or  service  advertised  is 
something she is actually looking for at the moment. B says that she expects to receive dog 



(29)related content from the pet influencers. Not only discount codes but also insights and the 
 idea  of  knowing  that  also  those  kinds  of  products  or  services  exists.  She  has  also  received 
 content that is not about pet products but if the advertisements are made with good taste it 
 doesn’t bother her. B states that it would be good if it somehow the advertisements relate to 
 dogs. But necessarily the product doesn’t have to be for dogs but if it is advertised from the 
 dog’s point of view, it can still be effective. For example, if a car advertisement is made from 
 the dog’s perspective, it would be interesting.  


C’s expectations of the pet influencers are not very significant yet or at least C is not giving 
 very much of attention to them. What is important is that the pictures are clear and good 
 quality. First thought what comes when thinking of receiving not pet related content in her 
 dog’s account is that it would not matter, but she raises the question of unconscious behavior. 


If  the  product  or  service  advertised  is  something  she  needs, it  wouldn’t  be  that  important 
 where she receives this advertisement but maybe, when using pets account, the pet owner is 
 positioned for receiving pet content and therefore would not pay attention that much.  


4. How have you experienced the benefits of pet influencers? Do you have your own examples 
 of how you  have  benefited  from pet  influencers?  Do  you  recognize  any  difference here  (for 
 example,  in  the  success  of  commercial  content  or  the  benefit  you  get?)  Compared  to  your 
 personal Instagram account? 


A  feels  that  pet  influencers  are  useful  since  through  them  she  gets  information  about  the 
breed, support for everyday life, discount codes and tips for good products or services. She 
feels  that  she  has  received  more  useful  commercial  content  through  the  dog  account 
compared to her personal account. B feels that for her pet influencers mainly plays a role of a 
good  spirit  channels  who  she  likes  to  follow  since  they  are  interesting  and  fun.  She  takes 
Finnish radio host and influencer Janni Hussi’s dog “Harri” as an example of one of the first 
pet influencers they have found. B feels that they like to investigate more commercial content 
when facing that in the dog’s account compared to her personal account. She wonders if it 
relates to the perception that there is less commercial content shown in the dog account and 
therefore one individual post gains more attention. In the end of the interview B shows the 



(30)idea of informational Instagram accounts that focuses on one breed where the breeder would 
 share  the  everyday  life  and  features  of  that  very  breed.  It  would  offer  different  kind  of 
 information how that breed actually could fit to the family that has been considering adopting 
 it.  


C  has  not  yet  received  any  benefit  from  pet  influencers,  but  she  feels  that  there  is  an 
 opportunity  for  them.  The  content  should  be  somehow  familiar  in  order  for  it  to  work 
 properly. In the end of the interview she concludes that for her, the pet account are stress-
 free zone that brings joy and works as an opposite for her personal account since there she 
 feels that she has a need to stay up to date of social issues and news and faces also rather 
 tough content. Dog accounts are a place to rest where “I can just watch how this puppy roll in 
 a pond of mud.” Relating to the previous answers she feels that more successful commercial 
 content still comes from her personal account, but it may be due to that fact that she has been 
 there longer and built a trust around influencers. The benefit of the dog account is strict target, 
 but it can also be a downside, because if the consumer does not have a need for that area, 
 she does not. C adds that they could advertise services that have something to do together 
 with the owner, such as hotel trip or car advertisements. Advertising from the view of the dog. 


That kind of advertising would wake curiosity and excitement compared to only advertising 
 just dog toys or other products which might be annoying.  


Interviewees had quite identical perceptions of how they feel about pet influencer marketing 
and  pet  influencers.  For  example,  they  all  mentioned  that  they  tend  to  follow  more  dog 
accounts with their dog accounts. Also, A and B agreed with the idea that they do not like to 
use Stories option us much on the dog’s account compared to the personal account. All the 
interviewees saw the opportunity of pet influencers but there occurred some criticism also. C 
stated that she does not trust pet influencers as much as she trusts human influencers and it 
might be confusing to ask any questions if something occurs. On the other hand, B said that 
she  feels  that  “users  advertise”  and  through  this  idea  saw  pet  influencers  as  a  very  good 
concept.  
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4.2 Company perspective from Bobbi  


From practical experience Bobbi have noticed some pain points with pet influencers that are, 
 for example quality of the content and  variety. Even though there have been discussion  of 
 common terms and points, in the end the content  can be entirely different than  what was 
 agreed.  The  question  is  how  to  make  a  contract  that  is  clear  and  binding  enough  without 
 driving away potential influencers. Especially with “Pawssador” collaborations, where Bobbi 
 cooperates with pet influencers, the collaboration’s contents width and amount varies a lot 
 among accounts. Even if there has been some kind of impression of the account before, the 
 outcome of collaborations can be entirely different when collaborations begin.  


If thinking from the influencer’s perspective Bobbi sees that it must be difficult to price their 
 work  and  contact  the  companies  professionally  enough.  Companies,  also  Bobbi,  receive 
 several collaboration requests and there can be seen a trend that understanding the strategic 
 side of the collaboration is lacking and therefore rises the worry that maybe they have only 
 wanted products and social media attention for free.  


As  a  company,  they  are  interested  of  the  influencer’s data  and  they  want  to  receive  more 
 information  about  the reach  and  engagement  of  the  influencer’s  account. The  background 
 idea of the collaborations in the end is to promote sales. Many influencers do not understand 
 that in ecommerce one order might need one hundred visits. If one Instagram post gets 50 
 views and 10 of those visits the website, it is quite obvious that they do not convert into sales. 


At sometimes the intention of the collaboration is to gain with media content such videos or 
 pictures,  but  influencers  should  bear  in  mind  that  companies  do  not  want  neither  or  can 
 donate  free  products  continuously  without  receiving  any  benefit.  The  profitability  of  the 
 business  suffers  quickly  due  to  the  aforementioned  issue.  In  addition,  huge  number  of 
 followers does not tell everything – many times the situation is that the person who would 
 like to collaborate owns an Instagram account whose active followers are mainly international. 


These types of accounts are not suitable for Bobbi because the marketing for international 
audience is useless since the brand operates in Finland.  
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4.3 Instagram insights findings  


As can be seen from the Appendix 2. “Instagram Insights” screen captures, pet pictures appear 
 in all of them. In all screen captures there are at least three posts that include dogs which is 
 at least 30 percent of the samples. Generalizability of this is relatively weak since this is only 
 one sample of Instagram Insights but it gives a great introductory that pet posts are one clear 
 theme  that  engage  followers  and  reach  more  people  than  just  the  current  followers. 


Impressions shows the number of times that the content is shown and from the Appendix 2b. 


can be seen that in all the posts that consisted pets, impressions were higher than the number 
 of followers.  



5. Discussion and conclusions  


This bachelor’s thesis conducted an exploratory research of pet influencer marketing using 
 the qualitative research methods. The findings showed that there is a need for pet accounts 
 but the pet influencers in Finland are still searching for their place and trust in the eyes of pet 
 owners. Interviewees saw them as useful but also as a relatively new group. The results of the 
 research  are  positioned  similar  compared  to  the  previous  researcher’s  findings.  Maddox 
 (2020) found out that pet Instagram brings joy and highly similar answers were found from 
 this research’s interviews. 


All the interviewees agreed that they like to follow dogs and it brings them joy and even a 
place for rest sometimes. It was highlighted that personal social media can be quite hectic and 
discuss serious and current topics of society, politics and bring out news that are always not 
very pleasant and may bring stress or anxiousness to the users. The pet accounts work kind of 
as an antidote for that and direct the mind to positive thoughts even if the user would not 
have that as an intention. What was interesting to notice were that the interviewees were 
yielding to receive advertising that is not directly related to dogs if using the dog account. At 
some points, for example,  when communicating with other pet accounts, it  may be a little 
unclear  whether  the  owner  should  communicate  as  herself  or  as  a  dog,  who  is  the  main 
character of the account. This problem occurred mainly in the matter of interaction with other 
pet accounts but when discussing of advertisements, they would like to perceive, it was very 
clear that they thought about the questions as themselves and not from the view of the pet.  



(33)The  aims  presented  in  the  introduction  were  to  focus  on  one  niche  theme  which  is  pet 
 Instagram accounts and marketing through them and to collect information about consumers 
 attitudes  and  opinions  of  the  topic.  Aims  met  with  the  findings  since  there  were  relevant 
 information received. The main goal was to gain more knowledge of the current state of pet 
 influencers and how the main target group, which  are the pet owners, perceive them.  The 
 interviewees  saw  pet  influencers  mainly  positive  and  in  a  way  that  they  bring  joy  to  the 
 followers.  Some  hesitance  occurred  among  interviewees  when  discussing  about  the 
 trustworthy of pet influencers and when comparing that with human influencers. Interviewee 
 C believed that it was because pet influencers were such a new thing and, in some situations, 
 users have had years of time to build trust with human influencers.  Opinions and attitudes 
 about pet influencer marketing were  mostly positive which is to courage investigation into 
 this area more and even with more detailed research methods.  


Critique was also placed, and this is a valuable point. If the consumer has a questions of the 
 product or service advertised would it be weird to ask about it “from a dog” or if the consumer 
 is watching that advert from the dog account would it be weird to ask the questions “as a 
 dog”. This shows that somehow the line between the human and pet accounts blurs because 
 questions like this arise. There is a possibility that when using the pet account, the pet owner 
 consciously or unconsciously thinks more with the mind of pet even though there is the same 
 person behind the pet account as there is in the personal account. It is also the same when 
 communicating with the pet account, there will always be a human behind it, too.   


Influencer marketing between pet influencers and pet accounts could be concepted as “pet 
 to pet” marketing. Concept of pet to pet marketing comes from the idea of marketing between 
 pet influencers and regular pet Instagram accounts. This would be a new form of influencer 
 marketing to a specific niche but with a large target group.  This would require more research 
 to call it a term but that would be a good new fit into the existing influencer marketing theory. 


Pet to Pet marketing could also be generalized to any marketing that, at first glance, happens 
between  something  else  than  humans,  but  in  reality,  there  are  always  humans  behind  the 
interaction.  



(34)These  results  are  important  for  the  existing  influencer  marketing  field  since  this  kind  of 
 targeted marketing and categorizing from the consumers perspective is new.  



5.1 The importance of pet influencers on social media  


This section concludes the research of pet influencer marketing. There are no new information 
 or arguments introduced but main findings and recommendations summarized. The research 
 questions were:  


“How do pet influencers work on Instagram?”  


 ”How do pet owners perceive pet influencer marketing?” 


The findings of the study met quite well with research questions. Though, both of the research 
 questions are quite broad and how  one perceives them can differ a  lot from others. When 
 answering to the first research question, pet influencers work on Instagram is still searching 
 its place and there is lot of variety of the professionality and quality of the collaborations done 
 with the pet influencers. What comes to the second research question, pet owners perceive 
 pet  influencer  marketing  mainly  positively  and  see  opportunities  in  that  field,  but  at  the 
 moment there is still some lack of trust towards the pet influencers. Luckily, the lack of trust 
 is not due to bad content but the understandable fact that this genre is relatively new, and 
 consumers have not had enough time to gain trust yet.  


In order to gain general knowledge about pet influencer marketing, this research succeed well. 


When  asked  about  how  does  pet  influencers  work  on  Instagram,  the  findings  were gained 
 from individual pet owners and companies which gives it more versatile review. To understand 
 this topic better, it was examined primarily through the pet company. Pet owners answered 
 the  interview  questions  with  genuine  opinions  which  makes  this  research  valuable.  There 
 were  similarities  and  therefore  it  is  assumed  that  they  would  be  able  to  be  generalized  to 
 some extent, at least among women pet owners. Interviewees showed critique considering 
 pet influencers, but the overall attitude towards them stayed positive through the interview. 


Pet influencers are seen useful and beneficial among pet owners.  
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