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Abstract 


As a consequence of the technological developments that society has faced in recent years, 
 the way of communication has changed drastically between brands and consumers. Social 
 media platforms have gained popularity and have established themselves as an essential 
 tool to spread their products or services to the population. For this reason, this bachelor 
 thesis reviewed the emergence of social networks as an advertising channel.  Additionally, 
 this paper focused on the social media Instagram, the most popular mobile application over 
 the last few years.  


On Instagram the figure of the influencer has the most presence. An influencer is a person 
 who can change people’s actions, for the most part through social networks, transmitting 
 their lifestyle, daily looks, tastes, and much more. In this work, the content of two popular 
 influencers, Grace Villareal, and Miisa Rotola-Pukkila, is looked into. Also, their relationship 
 with different brands is analyzed. Furthermore, to have a better understanding of the real 
 impact that Instagram and the figure of the influencer have on society, a survey was carried 
 out.  


Through the research done, it was found out that the figure of an influencer influences the 
 purchase decision of the consumer, in this case of the follower. In other words, there is a 
 direct impact on the buyer’s decision-making as a result of the influencer. Furthermore, it 
 was settled that altogether the relationship of a brand and an influencer has a repercussion 
 on the end consumers. Finally, Instagram was generally viewed as a valuable social media 
 network for advertisements.  


_________________________________________________________________________ 


Language: English  


Keywords: Social media, Instagram, Influencer & Communication 



(4)
Table of Contents 


1  Introduction... 1 


1.1  The aim of the research ... 2 


1.2  Defining the objectives ... 3 


1.3  Delimitations of study... 3 


1.4  Methodology ... 4 


1.5  Structure of study ... 4 


2  Theoretical Framework ... 5 


2.1  The Beginning of the Digital Era ... 5 


2.2  Digital Era Development ... 6 


2.3  The history of the Internet ... 8 


2.4  The emergence of the internet as an advertising channel ... 11 


3  Digital Media Marketing ... 13 


3.1  Social Media Marketing ... 13 


3.2  Consumers and Social Networking Relationship ... 14 


3.3  Social Media ... 14 


3.4  History of Social Media ... 15 


3.5  Types of Social Media ... 17 


3.6  The Most Popular Social Media Applications ... 17 


3.7  The future of social media ... 20 


4  Instagram ... 21 


4.1  The social network of visual content... 21 


4.2  The history of Instagram ... 21 


4.3  Evolution of Instagram ... 23 


4.4  How does Instagram work? ... 24 


5  The Figure of Influencer through Social Media ... 26 


5.1  A Brief History of Influencer ... 27 


5.2  Influencer Marketing ... 28 



(5)5.3  Campaign Strategies ... 29 


5.4  Summary of the theoretical framework ... 30 


6  Empirical Framework ... 31 


6.1  Research Methodology ... 31 


7  Content Study: Influencer... 32 


7.1  Content Study: Case Grace Villareal ... 32 


7.2  Content Study: Case Miisa Rotola-Pukkila ... 35 


8  Analysis of the followers: Survey... 37 


9  Summary of findings ... 40 


10  Improvements and Further Research ... 40 


11  Discussion ... 41 


12  Conclusion ... 41 


13  Bibliography ... 43 
Appendix I. Survey: The influence of Instagram in today's digital era ... I 
Appendix II. Analyze of the content: Figure Influencer ... V 



(6)
Table of Figures 


Figure  1  Summary  of  four  phases  in  the  computer’s  socio-technical  history  (Balbi  & 


Magaudda, 2018 ) ... 7


Figure 2 Summary of the 6 formative influences in the internet history (Balbi & Magaudda, 
 2018 ) ... 9


Figure 3 Difference between Web 1.0 to Web 2.0 ... 10


Figure 4 The world's first banner ad on WWW ... 11


Figure 5 The History of Social Media ... 16


Figure 6 Instagram logo ... 21


Figure 7 Screenshot of Instagram's homepage ... 25


Figure 8 Screenshot of Grace Villareal Instagram Profile ... 33


Figure 9 Screenshot of Miisa Rotola-Pukkila Instagram Profile ... 35



(7)
1  Introduction 


From  the  origins  of  advertising  to  the  present-day,  marketing  and  communication  have 
 experienced significant changes to adapt to the users and customers of the moment and, 
 of course, to all the technological advances that have been emerging.  


Currently, marketing and advertising have become fundamental pillars for companies, with 
 the main objective of being able to satisfy the needs of their customers in the best way and 
 in  the  shortest  time  possible,  even  before  they  know  how  to  identify  their  needs.  A 
 marketing  campaign,  if  not  executed  well,  can  mean  the  failure  or  success  of  its 
 development. 


Because  of  the  Internet,  all  companies  and  brands  can  access  faster  and  more  updated 
 information  about  their  customers  and  potential  users.  This  allows  businesses  to  reach 
 customers  always  one  step  forward  from  them,  meeting  their  expectations  in  a  very 
 personalized  way.  Social  networks  have  played  a  fundamental  role  in  the  advertising 
 change that has taken place in recent years, helping companies, even more, to know their 
 customers  and  have  them  located.  This  has  meant  an  approach,  which  is  growing 
 exponentially to brand users, being able to connect and engage in conversations with them 
 how, when, and where they want. 


Far  from  being  a  passing  phenomenon,  social  networks  are  here  to  stay.  Social  Media 
 responds to the Internet user's need to communicate, both with people they already know 
 and  with  those  with  whom  they  share  the  same  interests,  and  they  are  also  a  great 
 communication  tool  to  brands  that  want  to  advertise  their  products  or  services  and 
 innovations.  The  application  of  Instagram  has  been  a  leader  in  this  kind  of social  media 
 marketing, building bridges between consumers and brands.   


Instagram  with  its  unstoppable  growth  has  become  a  social  network  of  reference  with 
plenty of content to display, and many companies decide to invest all their marketing in 
this  platform.  Considering  the  development  that  Instagram  is  reaching,  as  well  as  the 
influencer phenomenon, it was essential to collect the necessary information to study the 
patterns followed by these profiles that at first have an everyday appearance but that in 
certain circumstances hide their advertising nature. 
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1.1  The aim of the research  


The  objective  of  my  bachelor  thesis  consists  of  the  observation  of  the  evolution  of 
 advertising  throughout  the  history  of  humankind.  Furthermore,  understanding  and 
 focusing on the birth of social media and how it has affected brands around the globe.  


Moreover,  the  thesis  is  focused  on  the  analysis  and  research  of  social  media  called 
 Instagram. This social network was chosen for several reasons: Firstly, Instagram is a social 
 network  that  is  used  by  me  daily.  Many  hours  on  this  application  are  spent  while  it  is 
 completely  unnecessary.  Thus,  the  decision  arose  to  put  those  hours  into  a  practical 
 approach.  Secondly,  since  its  beginning,  it  has  increasingly  become  one  of  the  most 
 important social media applications ever existed. Thirdly, every day more and more brands 
 decide  to  move  away  from  traditional  advertising  to  social  media  marketing,  especially 
 influencer  marketing.  Therefore,  of  the  many  social  media  platforms,  most  influencer 
 marketing is done on Instagram.   


To understand the real magnitude that influencer marketing has on users, the best path to 
 conclude is on the analysis of the content of two influencers in the platform of Instagram: 


Grace Villareal and Miisa Rotola-Pukkila. A Spanish and Finnish influencer, this work settles 
 for  these  two  influencers  because  of  their  growth  on  the  platform  and  most  important 
 because of my personal preference. Additionally, in the past 8 months, I have been living 
 and studying in Finland, thus it is appropriate to study a Finnish influencer.  


Furthermore, defining the real scope of these relatively new business strategies from the 
demand side is a great challenge. However, to get an approximation of this a survey has 
been  carried  out,  by  my  elaboration,  where  the  evaluation  of  the  use  of  Instagram,  the 
figure of the influencer and the behavior of the users on this platform.  
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1.2  Defining the objectives  


With the present research project, the objectives that want to be achieved are:  


On one hand, the theoretical objectives:  


-  The emergence of the internet as a social media advertisement tool.  


-  To  know  the  definition  of  social  media  marketing,  its  revolution  through  the 
 digitization of the different mechanisms.  


-   To analyze the importance of the social network Instagram.  


-  To know what the figure of influencer is in the advertising field and the different 
 outlets of approach to communicating a message.  


On the other hand, the empirical study consists of achieving the following objectives:  


-  The analysis of two influencers through the platform of Instagram. To understand 
 their content as an advertising channel.   


-  To know the general valuation of Instagram through active users.  



1.3  Delimitations of study  


This  thesis  is  delimited  to  the  study  of  social  media  marketing,  focusing  on  the  social 
 network  of  Instagram.  Therefore,  it  does  not  include  any  other  study  of  another  social 
 media  network.  However,  in  the  theoretical  study,  some  of  the  most  relevant  social 
 networks are mention, thanks to their importance on the conceptualization of social media. 


In addition, this thesis does not include information on data related to the success of the 
influencer figure on monetary aspects. Based on my objectives and purpose, the thesis is 
delimited to social media marketing, Instagram, and the figure of influencers.  
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1.4  Methodology  


In  this  thesis,  different  research  methods  are  discussed  and  evaluated.  The  research 
 methods  in  which  the  different  studies  are  presented  are  quantitative  and  qualitative 
 research methodology.  


On  one  hand,  quantitative  research  methodology  can  be  defined,  as  the  implication  of 
 numerical  data.  In  this  thesis,  this  kind  of  method  is  used  through  the  collection  of 
 information  by  a  survey  that  was  carried  out;  providing  measurable  data  in  a  statical 
 manner. (Gunnell, 2016 ) 


On  the  other  hand,  the  qualitative  research  method  is  understood  as  the  analysis  and 
 evaluation of non-numerical information. In this paper, a qualitative method is done at the 
 hand  of  a  case  study;  allowing  a  more  in-depth  understanding  of  the  work  studied.  


(Gunnell, 2016 ) 



1.5 Structure of study  


This study is structured in four main sections. The first section focuses on the introduction, 
 in which the different purposes and goals are discussed. The second section gets into the 
 detail  of  the  theoretical  background  and  understanding  of  the  social  media  networks, 
 divided  into  three  main  chapters:  Digital  Media  Marketing,  Instagram,  and  the  figure 
 influencer.  


In the third section the empirical framework is explained, the different methodologies are 
interpreted and the result of these. Lastly, the fourth section contains the summary of the 
findings, discussion, conclusions, and suggestions for future studies.  
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2  Theoretical Framework 


To understand in more detail the influence which Instagram has on society and how it has 
 been involved in society and the functionality in digital media marketing, it is important to 
 know  the  history  of  the  creation  of  the  internet  and  social  media.  Therefore,  the 
 conceptualization of the internet, digital media marketing, social media, Instagram, and the 
 figure of Influencer will be shown from a theoretical point of view throughout this work.  



2.1  The Beginning of the Digital Era   


The digital revolution is without question the  most substantial milestone of humankind. 


The  digital  revolution  not  only  was  one  of  the greatest  inventions  of  planet  history,  but 
 additionally, it created a new system in the world. Nowadays it is impossible to think about 
 a marketing strategy without designing a digital advertisement campaign.  


Due  to  the  technological  advances  offered,  currently,  businesses  can  have  bidirectional 
 communication with their public, therefore achieving a better experience for companies 
 and consumers. Companies can access faster and more updated information about their 
 users. This has allowed corporations to take advantage of this and meet the expectations 
 of their customers in a very personalized approach. The revolution of such a manner has 
 altered traditional marketing.  


For this reason, in this chapter the creation of the digital era and the Internet are studied.  
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2.2  Digital Era Development  


We cannot speak about social media without talking about the emergence of the internet. 


The  Internet play’s  a  significant  role  in  society.  It  has  contributed  a  big  aspect  to  the 
 formation  of  modern  media.  It  is  recognized  as  the  most  powerful  media  innovation 
 created ever by humankind. (Cullen, 2014) 


But before the internet was created, computers had to have arisen. In 1924 the creation of 
 International Business Machines (IBM) under the leadership of Thomas J. Watson led the 
 way for the development of elaborate machines that could perform complex calculations. 


Additionally, computers were vital to the processes of code-making. Later on, computers 
 also could store information. (Cullen, 2014) 


The creation of a more complex computer was contributed through the atomic age. The 
 engineer Vannevar Bush invented the machine called differential analyzer, he assisted on 
 how  information  could  be  store  and  accessed  to  assist  government  policymakers  in 
 wartime.  Subsequently, in the early 1960’s Paul Baren, a government researcher focused 
 on how a computer could coordinate activities with one another. (Cullen, 2014) 


Later on, Baren developed “packet switching” in which messages could be sent between 
 two  destinations  in  a  connected  series  of  computers.  The  conceptualization  of  packet 
 switching helped heavily in the creation of electronic mail or popular known as e-mail. The 
 process and creation of electronic mail led to instant messaging and chat rooms. (Cullen, 
 2014) 


Furthermore,  the  next  invention  that  contributed  to  the  internet  as  we  know  now  was 
contributed by involving shrinking computers down to manageable sizes. This was possible 
on  the  grounds  of  coinventors  Jack  Kilby  and  Robert  Noyce  in  1958.  They  advanced  on 
transistors  that  increased  in  power  but  decreased  in  size.  This  allowed  computers  to 
become  smaller  and  cheaper,  making  them  accessible  for  a  larger  segment  of  the 
population. (Cullen, 2014).  



(13)Figure 1 Summary of four phases in the computer’s socio-technical history (Balbi & Magaudda, 2018 ) 


Even though computers were up and running through society, they were still conducted on 
 a large institutional basis. It was only thanks to “the two Steve’s”; Steve Wozniak and Steve 
 Jobs, who founded Apple that allowed computers to be established conventionally. With 
 the  creation  of  the  Apple  II  which  had  a  keyboard.  This  represented  a  great  advance 
 forward the digital era that we are living in today. Additionally, Apple rose to the front with 
 the premier of the Macintosh computer. (Cullen, 2014) 


It is also important to mention the creation of Microsoft made by Bill Gates and his partner 
Paul  Allen.  Microsoft  was  created  to  operate  systems  to  run  IBM  machines,  which  later 
developed  as  the  system  called  Windows.  It  was  at  this  stage  that  computers  became 
household objects. (Cullen, 2014) 
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2.3  The history of the Internet  


The creation of the internet was developed in the 1960s through military functions. Yet it 
 was until the late 1970s, the use of the Internet was relatively narrow. Nevertheless, in the 


’90s  the  American  government  eased  restrictions  on  commercial  internet  activity,  yet  it 
 was  not  easily  accessible.  The  particular  reason  for  this  was  the  device  known  as  the 
 modem, which connected computers with phone lines, allowing data de travel. Once they 
 became a conventional item the connectivity to the internet exploded.  


But a key aspect that allowed individuals to be connected through the Internet was thanks 
 to  computer  scientist  Tim  Berners-Lee  who  developed  a  written  hypertext  markup 
 language called HTML. This allowed a computer to be linked with a source of information. 


This link took the form of a hypertext transfer protocol (HTTP) that included a “universal 
 resource locator” (URL). The letters “www” are an abbreviated reference to the system in 
 which  the  hypertext  transfer  operates.  Berners-Lee  called  it  “The  World  Wide  Web”.  


(Cullen, 2014). This is what is known as Web 1.0 where users could get information by going 
 directly to the source. (Umesha Naik, 2008 ).  Web 1.0 was called by experts the internet of 


“read-only” web because the user was limited to reading the information provided which 
 was presented on the websites. (Flat World Busines, u.d.) 


On January 1, 1983, the official birthday of the Internet became a reality. Thanks, to the 
 creation of a  new communication protocol established called  Transfer Control Protocol/ 


Internetwork  Protocol.  This  allowed  different  computers  to  “communicate”  with  each 
other. (Online Libray Learning Center, n.d.).  



(15)Figure 2 Summary of the 6 formative influences in internet history (Balbi & Magaudda, 2018 ) 


Consequentially, a computer program called the search engine was born. Search engines 
 such as Lynx, Yahoo!, and most important Google became the denote in internet-searching, 
 which used to be called “surfing”.  Yet, the breakthrough was provided by Marc Andreeson 
 who  developed  in  1992  Mosaic  that  allowed  users  to  browse  through  lists  of  data  on  a 
 particular subject. He later commercialized this invention and called it Netscape. It became 
 the most popular browser after the birth of Internet Explorer. Later on, by the early twenty-
 first century, browsers like Firefox, Safari, and Chrome became the most popular browsers. 


Until this day, these browsers are as popular and as useful.  (Cullen, 2014).  



(16)Later on, Web 2.0 was born. The term was given by Darcy DiNucci in 1999 and later in the 
 year 2006, it was popularized by Tim O´Reilly and Dale Dougherty. Web 2.0 is defined as 
 the  second  generation  of  the  www  (World  Wide  Web)  that  is  centered  around  the 
 audience's ability to contribute information online through web-based communities, social 
 media,  etc.  It  is  a  more  vibrant  and  interactive  web  awareness.  It  also  means  a  more 
 populist  edition  of  the  web,  where  new  tools  make  it  possible  for  virtually  anyone  to 
 contribute, despite their practical knowledge. (Sana Aslam, 2019).  


Web 1.0  Web 2.0 


0.  1996   2006 


1.  The Web   The Social Web  


2.  Tim Berners Lee  Tim O´Reilly 


3.  Read-only web   Read and write web  


4.  Information sharing  Interaction  


5.  Millions of users  Billions of Users 


6.  Ecosystem   Participation 


7.  Connect information   Connect people 


8.  The Hypertext Web  The Community Web 


9.  Citeseer, Project Guternberg   Google Scholar, Book search  
 10.  Buddy Lists, Address Book   Online social networks 


Figure 3 Difference between Web 1.0 to Web 2.0 
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2.4  The emergence of the internet as an advertising channel  


In the field of advertising, companies quickly discovered that the internet was a potential 
 tool to increase their sales and grow their market. Internet was becoming a doorway to the 
 world, enabling brands to reach remote places and audiences. As a result, some advertisers 
 began to appear on the network, on simple web pages, whose content was mainly textual.  


The  network  became  an  advertising  channel  and  a  form  of  mass  communication.  The 
 potential of the internet was growing, and new ways of inserting advertising began to be 
 found.  


In 1994 the first banner ad  posted to the world wide web became reality. The company 
 HotWired sold the ad to AT&T for a price of $30,000 and was visible for 3 months. During 
 those 3 months, their advertisement gained a reward of 44% click-through rate. It was at 
 this moment when digital media marketing was born. (OKO UK , 2019 ). The value of online 
 advertising was clearer than ever. Organizations valued this new creation, where instantly 
 brands could connect to potential customers by internet. For the first time, companies had 
 access to new promising customers without the necessity of them existing their household. 


(Leland, 2019) 


Figure 4 The world's first banner ad on WWW 


Following the publication and success of the AT&T ad, online ads were increasingly popular. 


Advertisers quickly discovered that these ads could obtain personalized criteria, specifically 
targeting consumer demographics. The ad agency  WebConnect rapidly took note  of this 
and was a pioneer in obtaining the information needed for organizations to advertise their 
services or products on the best website possible. These findings were groundbreaking in 
the digital advertising space. (OKO UK , 2019 ).  



(18)Over the next years, internet advertising exploded in popularity. In 1995 the definition of 
 CPM (cost per mille) was generated. A sales pricing model where  institutions would pay 
 based on the number of total impressions that their banner received. (Leland, 2019).  


After the conceptualization of CPM, another innovation that remodeled the internet as an 
advertising channel was DoubleClick. Which launched in 1996, the first digital ad platform 
to offer companies detailed, personalized content of their marketing campaigns. (Leland, 
2019). 
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3  Digital Media Marketing  


The contribution of the Internet and especially of social media has made drastic changes to 
 the traditional marketing that we were brought up to.   


Today, we are living in a constantly changing new digital world. The appearance of digital 
 media marketing was contributed to this. Social media and the Internet which gather the 
 necessity of constant connectivity made the shift for companies to invest and acknowledge 
 digital marketing as their main resource of marketing.  


Digital social media marketing can be described as the extension of traditional marketing 
 through  the  internet.  Nonetheless,  the  unique  features  that  offer  digital  marketing  are 
 beyond unimaginable than conventional marketing assets. (Machado & Davim, 2016) 
 Digital  marketing  has  become  a  phenomenon  that  carries  customization  and  mass 
 distribution to accomplish marketing goals. Advertisement through  the internet has also 
 successfully  achieved  letting  go  of  boundaries  that  seemed  impossible  to  obtain  in  the 
 industry of marketing. (Machado & Davim, 2016) 



3.1  Social Media Marketing  


Social Media Marketing can be defined as the combination of advertising, direct marketing, 
 and  other  areas  of  marketing  to  communicate  directly  with  customers  via  social  media 
 platforms, on the Web, and mobile media (including texts). They also work with statisticians 
 to determine which consumers receive which message and with IT professionals to create 
 the right look and feel of digital media. - Principals of Marketing. (University of Minnesota 
 Libraries Publishing , 2015)  


Additionally, it is important to understand social media marketing because the notions of 
 influencer marketing and social media are essentially linked: influencers need the exposure 
 provided by social media platforms to gain notoriety, and these platforms get at least part 
 of their appeal from the content posted by the influencers actively engaged on them. 


The different marketing applications that englobe social media are the social community, 
social publishing, social commerce, and social entertainment.  
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3.2  Consumers and Social Networking Relationship  


Digital media marketing has made the relationship between consumer and business much 
 deeper and more complex thanks to the connectivity that this kind of marketing offers.  


The Internet is significantly unlike all other communication channels the particular reason 
 for this circumstance is that businesses can learn valuable insights about their customers. 


They can recognize their habits, their technologies, and their preferences more effectively 
 than when the traditional marketing world was designed. The freedom granted by digital 
 marketing has profoundly altered the connection between the company and the customer, 
 revolutionizing it and putting the customer in the driver's seat.  (Kotler, 2017 ) 



3.3 Social Media  


The appearance and expansion of social media networks have drastically transformed the 
 way  of  communication.  Interactions  and  the  manner  of  message  delivery  have  also 
 changed in recent years.  Furthermore, social media has become an everyday element that 
 a  considerable  segment  of  the  population  consumes  a  significant  time  in  their  life. 


Therefore, it is essential in this work to fully understand the concept of social media, its 
 beginnings, evolution, present, and what has the future to offer.  


In the online world, social media has redefined the way people interact with one another, 
 enabling  people  to  build  relationships  without  geographic  and  demographic  barriers. 


(Kotler, 2017 ) 


Social media uses technology and a source of connectivity to provide a means of interactive 
 communication  between  interconnected  and  interdependent  individuals,  organizations, 
 and communities. There are numerous different channels and platforms available for social 
 media, just as there are many different television programs and magazines. (University of 
 Minnesota Libraries Publishing , 2015).  


According to Cambridge Dictionary, social media can be defined as a form of media that 
 allows people to communicate and share information using the internet or mobile phones. 


(University, 2021).  



(21)Furthermore,  in  a  practical  context,  it  is  a  set  of  software-based  digital  technologies,  which  is 
 typically presented as applications and websites, that allow users to provide digital environments 
 to which they can send and receive digital content or information through some form of an online 
 social network. (Gil Appel, Grewal, Hadi, & T.Stephen, 2019).  


In other words, social media can be defined as an extension and explosion of traditional 
 word of mouth networks. (K & Patil, 2013) 



3.4  History of Social Media  


Over  the  past  two  centuries,  media  technologies  have  developed  into  everyday  social 
 practice. With the development of Web 2.0 infrastructure, the relationship of transmitting 
 information started to shift. The exchange of communication began to change, between 
 friends and businesses to online environments.  


The  first  recognizable  social  networking  site  was  launched  in  1997.  SixDegrees.com  is 
 considered  for  most  the  first  social  media  network  created.  It  allowed  users  to  create 
 profiles,  list  their friends,  browse  friend  lists.  All  of  these features  existed  in  some  form 
 before  SixDegrees.  For  example,  profiles  existed  on  most  major  dating  sites  and  many 
 community  sites.  Classmates.com  allowed  people  to  affiliate  with  their  high  school  or 
 college and browse the network for others who were also affiliated, but users could not 
 create profiles or make buddy lists until years later. Nevertheless, SixDegrees was the first 
 to  combine  these  features.  Although  SixDegrees  attracted  millions  of  users,  it  failed  to 
 become  a  sustainable  business  and,  in  2000,  the  service  shut  down.  (M.Boyd  &  Ellision, 
 2008) 


Between 1997 and 2001, several community tools began to support various combinations 
 of  profiles  and  publicly  articulated  Friends.  AsianAvenue,  BlackPlanet,  and  MiGente 
 allowed  users  to  create  personal,  professional,  and  dating  profiles;  users  could  identify 
 friends on their profiles without having to request approval for those connections.  (M.Boyd 


& Ellision, 2008) 


In the year 2000, social media received a tremendous boost with the emergence of many 
social  networking  sites.  This  greatly  enhanced  and  transformed  the  interaction  of 



(22)individuals  and  organizations  sharing  common  interests  in  music,  education,  film,  and 
 friendship based on social networking. (Minot State University , 2011).  


Figure 5 The History of Social Media 
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3.5  Types of Social Media  


A.  Social  network  sites  (SNSs):  These  sites  primarily  promote  interpersonal  contact; 


they forge personal, professional, or geographical connections. Example: Facebook, 
 Twitter, LinkedIn. (Dijck, 2013) 


B.  User-generated content (UGC): They support creativity, foreground culture activity, 
 and promote the exchange of amateur or professional content. Example: YouTube, 
 Flickr, Wikipedia. (Dijck, 2013) 


C.  Trading  and  marketing  sites  (TMSs):  These  are  sites  that  their  objective  is  the 
 exchange  of  products  or  selling  them.  Example:  Amazon,  eBay,  Craigslist.  (Dijck, 
 2013) 


D.  Play  and  game  sites  (PGS):  A  site  where  entertainment  is  provided  by  games. 


Example: Farmville, The Sims Social, Angry Birds. (Dijck, 2013) 



3.6 The Most Popular Social Media Applications   


•  Facebook  


In February 2004, a Harvard student named Mark Zuckerberg creates Facebook. This social 
 media website was built to connect Harvard students. The next day of its creation over a 
 thousand people had registered. Now, this application and website are considered one of 
 the most significant social media platforms of history. (History Editors , 2019 ) 


•  Twitter  


July 2006, the San Francisco-based podcasting company called Odeo releases Twitter. This 
application  allows  users  to  share  short  updates  via  text  and  image  sharing.  In  the 
beginnings of this social media, its founders imposed a 140-character limit. Today, this limit 
has increased to 280 characters. Twitter has become increasingly popular  as a source of 
news outlet, especially for younger users. (History Editors, 2019 ) 
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In May 2005, YouTube launches its beta version to the public for the first time. By October 
 of the same year, a video published by the company Nike goes viral. This video is the first 
 of YouTube history to receive 1 million views, this viral Nike advertisement shows Brazilian 
 soccer  player  Ronaldinho  receiving  his  “Golden  Boots”.  At  this  moment,  YouTube 
 demonstrates its power as a source of marketing tool. (Leskin, 2020).  


YouTube  provides  users  to  store  and  share  videos  online.  This  social  media  encourages 
 users to express their opinion on the videos they have watched, to store videos to watch 
 later, and to share on other platforms the videos they have liked. (Queensland Government 
 , 2020).  


•  Pinterest  


Ben  Silbermann,  Evan  Sharp,  and  Paul  Sciarra  co-founded  Pinterest  in  March  2010. 


Pinterest  is  considered  for  most  of the  world’s  catalog  of  ideas. Their  mission  is  to  help 
 users discover the things they love and inspire them to reach  them. Since  the launch of 
 Pinterest, it has helped millions of people to find recipes, parenting hacks, style inspiration, 
 study tips, image inspiration, and other ideas to try. (Pinterest , 2021) 


•  Instagram  


Created in 2010 by Kevin Systrom and Mike Krieger. Instagram focuses on simplicity and 
 inspiring  creativity  with  thoughtful  product  designs.  It  has  become  a  visual  storytelling 
 application used by more than 1 billion active users. (Instagram , 2021) 


•  WhatsApp 


WhatsApp was founded by Jan Koum and  Brian Acton in February 2009. WhatsApp  was 
 created to substitute SMS. Nonetheless, their system supports sending and receiving text 
 (messaging), calls, photos, videos, documents, location, and voice calls.  


Today more than 2 billion people in over 180 countries use WhatsApp daily to stay in touch 
with friends and family, anytime and anywhere. (WhatsApp, 2021).  
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In July 2011, Snapchat was launched by Stanford University students, Evan Spiegel, Reggie 
 Brown, and Bobby Murphy.  


Snapchat  is  an  instant  photo  messaging  and  chat  application.  The  unique  aspect  of 
 Snapchat lies in the particularity that the photos or videos that a user sends to another user 
 are  deleted  from  their  devices  after  one  to  ten  seconds  after  opening  its  content. 


Additionally, the content is not archived. (Jorgen Riber, 2015) 


•  LinkedIn  


LinkedIn was launched in May 2003 by co-founder Reid Hoffman. This application allows 
 connecting the world’s professionals to the nearly 740 million members of LinkedIn. It is 
 considered the world’s largest professional network. (LinkedIn , 2021) 


Members  can  use  LinkedIn  to  find  jobs,  internships,  connect  or  strengthen  their 
 professional relationships. Additionally, LinkedIn offers a variety of different  programs in 
 which members can learn different skills for their future.  (LinkedIn , 2021) 


•  TikTok 


This application has its origins in three different apps. The first app was Musical.ly which 
 launched in 2014. However, in 2016 tech ByteDance launched Douyin, which attracted 100 
 million  users  in  China  and  Thailand  in  a  year.  Regardless  of  the  creation  of  Douyin,  its 
 creators wanted to expand their market by rebranding it. Thanks to its rebranding TikTok 
 was created and the global expansion began. (Joe Tidy, 2020) 


TikTok is an app in which users can choose from a large database of songs, filters, and movie 
clips to lip-sync by casting it in short video format. TikTok has gained an enormous fanbase 
thanks to its extremely extraordinarily powerful algorithm, which learns and knows what 
content their users want to see in a very short time of their consumption in the app. (Joe 
Tidy, 2020) 
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3.7  The future of social media  


According to the Journal of the Academy of Marketing Science, three emerging trends will 
 have  a  long-term  influence  on  the  future  of  social  media.  (Gil  Appel,  Grewal,  Hadi,  & 


T.Stephen, 2019) 


1.  Increased  sensory  richness:  The  abundance  of  new  technology  in  the  market 
 suggests  experts  that  the  future  of  social  media  will  be  more  sensory-rich.  The 
 creation  of  augmented  reality  (AR)  on  Snapchat  filters, Instagram’s  filters,  and 
 Apple’s  Memoji  messaging. These  new  features  only  confirm  this  theory,  and  it 
 likely represents the tip of the iceberg. The future of social media is likely to look 
 much more visually augmented. Additionally, social media might be more audible; 


allowing  users  to  use  social  media  in  a  hands-free  and  eyes-free  manner. 


Furthermore, it also has been predicted that the feeling of social media will change 
 with the implantation of more senses through the touch, such as vibrations, force, 
 and motions to the users.  (Gil Appel, Grewal, Hadi, & T.Stephen, 2019) 


2.  Online/Offline integration and complete convergence: According to experts in the 
 future the lines between what is online and offline will  go even further. The thin 
 line  that  currently  is  set,  will  be  as  thin  as  unrecognizable,  increasing  the 
 effectiveness  of  social  media  marketing.  (Gil  Appel,  Grewal,  Hadi,  &  T.Stephen, 
 2019) 


3.  Social  Media  by  non-humans:  A  considerable  number  of  virtual  influencers  have 
seemed  to  generate  a  sizeable  audience,  even  with  the  fact  that  these  are  not 
humans. Research suggests that the presence of bots on social media will become 
normalized and regulated. (Gil Appel, Grewal, Hadi, & T.Stephen, 2019) 



(27)
4  Instagram  


Instagram  is  one  of  the  most  popular  social  media  applications,  which  has  been  in  the 
 market  for  a  relatively  short  time.  Nevertheless,  it  has  gained  popularity  and  it  has 
 established itself as a leader in the social network. This social media network is going to be 
 the platform of my practical framework analysis.  



4.1  The social network of visual content  


Instagram is a social network whose main function is to share images or videos with other 
 users who have an Instagram account. The application allows you to edit photos by applying 
 a series of filters and other settings to achieve the desired aesthetic.  


“We bring you  and things you love” – Instagram  


This is the social network that is chosen to study and reflect on the practical framework of 
 this thesis.  



4.2  The history of Instagram  


It has been over eleven years since the launch of the most used application in today’s world, 
 it is what we know as Instagram.  


Figure 6 Instagram logo 


On the 6th of October 2010, Kevin Systrom and Michel Krieger launched Instagram. They 
decided to create Instagram, as they both loved taking pictures. At first, they thought that 
the fact of having taken a good picture was thanks to a good-quality camera and a couple 
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 decided to challenge their assumption by creating Instagram and solving the problem of 
 having a “not so good of photo” by:  


1.  The photographs taken by the phones had a mediocre quality, to solve this problem 
 filters were created. With the filters, it added value and professionalism to the photos.   


2.  Sharing on multiple platforms at once. The users were able to take the photo and share 
 it instantly on more than one service.  


3.  They  optimize  their  uploading  time.  They  made  uploading  images  faster  and  more 
 efficient.    


Instagram was released only on Apple’s App Store, being, in the beginning, an application 
only available for iOS devices. Nevertheless, the excellent acceptance among Apple users 
and  the  rapid  growth  in  a  short  period  made  Instagram  available  for  Android  operating 
systems two years later, in 2012. (Landsverk & H., 2014).  
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4.3  Evolution of Instagram  


October 6, 2010: Instagram launches by December 1 million people create an 
 account. 


September 2011: There are 10 million people on Instagram. 


April 2012: Instagram joins Facebook. 


February 2013: 100 million people use Instagram every month. 


June 2013: Instagram launches videos. 


December 2013: Instagram introduces DMs (Direct Message). 


December 2014: 300 million people use Instagram every month. 


August 2015: Instagram expands photo formats, going beyond the square. 


September 2015: Instagram introduces Boomerang, a whole new way to capture 
 and share. 


March 2016: Ranked feed lets you see the post you care about first. 


August 2016: Stories launches worldwide, and Instagram pledges to focus on well-
 being. 


November 2016: Instagram introduces Live broadcasting. 


March 2017: Stories gets an upgrade with the addition of location tags and 
 hashtags. 


June 2018: IGTV brings long-form videos to the app. Music on stories is 
 introduced. 1 billion people use Instagram every month. 


March 2019: Instagram introduces shopping, a new way to shop and buy products 
 without having to leave the app. 


2020: Instagram launches Reels, a fun, new way to create, share, and watch 
entertaining content from your favorite creators. (Instagram , 2021) 
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4.4  How does Instagram work? 


As mentioned, Instagram is a social network whose content consists of photographs and 
 videos uploaded by users to the platform. The application has the option of publishing the 
 desired content from the mobile device's gallery or creating it from the application itself 
 using the Smartphone's camera.  


Once uploaded the photo, multiple photos, or the desired video, there are several settings 
 that the user can access to retouch the publication, among them are the filters. In addition, 
 users can add a comment at the bottom of the photo or video (no character limit) to which, 
 if a hashtag is added, opens the possibility to click on it and search for more content related 
 to that particular topic. 


This  social  media  is  composed  of  a  community  of  people  who  follow  the  user,  whose 
 content  can  be  viewed  on  their  Instagram  profile,  and  those  who  the  user  follows.  In 
 addition, the user has the free choice to share it with anyone who follows them without 
 having  asked  for  their  previous  consent  (public  account)  or  only  with  those  people  who 
 have previously accepted in their list of followers (private account).  


Instagram is structured into 5 pages; the first one, represented by the icon of a house, is 
 the main page, this is composed of a list of photos and videos in chronological order, in 
 which the most recent publications of the users belonging to the list of "followed" appear. 


In addition, within the most recent Instagram updates, on this main page, at the top, small 
circles appear, which are the so-called "Instagram Stories", in this option you can also view 
photos and videos, but unlike the above, they have a relatively short-lived nature since they 
are only available for 24 hours. The magnifying glass, this image corresponds to the second 
page of Instagram. On this tab users can search for other accounts, hashtags, and/or places, 
supplementary,  this  page  displays  a  list  of  the  most  popular  photos  and  videos  of  the 
moment corresponding to the user’s algorithm. 



(31)Figure 7 Screenshot of Instagram's homepage 


On the third page, represented by a film icon, Reels is displayed, a relevantly new feature, 
 in which you scroll down and watch short videos.  On the fourth page, represented by a 
 shopping bag, the user can shop products that are published on Instagram. Thanks to your 
 activity on the platform, it can browse the ideal products and services that the user might 
 need.  


Finally,  the  fifth  Instagram  tab,  characterized  by  the  icon  of  a  user,  corresponds  to  the 
individual's profile, where information about the user's account is displayed, such as the 
number of publications, "followers" and "followed", etc. In addition, the photos and videos 
that the user has published appear here, as well as those in which the user has been tagged. 
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5  The Figure of Influencer through Social Media  


Since  the  beginning  of  human  race  history,  we  can  acknowledge  how  the  figure  of 


“influencer”  has  been  exposed  in  different  ways.  So, it  is  a  surprise  that  the  figure  of 
 influencers in today’s world plays an important role in society.  


Upon  the  arrival  of  social  media  and  the  internet,  different  meanings  and  definitions 
 surfaced around the idea or concept of a person who is dedicated to working on the online 
 platforms  through  their  content.  These  people  achieved  a  certain  influence  on  society, 
 thereby the concept of influencer was born. The first online influencers were the so-named 
 bloggers.  


According to Oxford Dictionary:  


Influencer:  A  person  or  thing  that  influences  somebody/something,  especially  a 
 person  with  the  ability  to  influence  potential  buyers  of  a  product  or  service  by 
 recommending it on social media. 


In  this  way,  we  can  express  that  influencer  are  those  people  who,  by  their  qualities  or 
 attributes such as credibility, sociability, or the ability to transmit messages, have managed 
 to  obtain  a  large  number  of  followers  on social  networks  and  consequently  have  a  high 
 prescriptive or influential capacity in their community. 


It  is  important  to  note  that  this  definition  also  takes  into  account  as  influencers  those 
people who have acquired power in social networks for their offline activities, since many 
actors, musicians, and models are also considered influencers because of the large number 
of followers and the influence that this brings. Today, most influencers are concentrated 
on social media platforms: Instagram, YouTube, Twitter, and TikTok. 



(33)
5.1  A Brief History of Influencer  


•  1760  Regal  Role  Models:  The  creation  of  a  tea  set  for  Queen  Charlotte  made  by 
 Josiah Wedgwood sparked interest in society. He is considered for most the father 
 of modern marketing.  


•  1920 A Fashion Icon: Coco Channel with her little black dresses settled a trend for 
 future  generations.  She’s  been  proven  to  be  one  of  the  most  transformative 
 influencers on fashion.  


•  1984 Celebrity Endorsement: Michael Jordan signed a $2.5 million deal with Nike 
 which included custom-designed Air Jordan’s.  


•  1997 Stars of the screen: Jennifer Aniston made the perfect face for L’Oréal Elvive 
 in the nineties, thanks to her role as Rachel in the T.V. comedy show Friends.  


•  2007 Model Collaborations: Kate Moss designs her first collection with UK retailer 
 Topshop.  


•  2010 Micro-bloggers: Instagram is launched, users, bloggers, and brands find a new 
 way to communicate and share. 


•  2018  Growing  industry:  Instagram  reaches  1  billion  active  users  and  becomes  an 
 advertising powerhouse.  


•  2019 Salesforce: The first influencers are given the power to sell directly through 
 Instagram  through  shoppable  tags.  The  word  influencer  is  officially  added  to  the 
 English dictionary. (Brooks, 2019 ) 


•  2020 A billion euros/dollar business: The influencer industry is worth more than 8 
billion euros/dollars.  
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5.2  Influencer Marketing  


Influencer marketing involves identifying and targeting influential users and encouraging 
 them  to  endorse  and  promote  a  specific  brand,  service,  or  product  through  their  social 
 media activities. (Cauberghe & Hudders , 2017) 


There  are  more  and  more  brands  that  are  relying  on  collaborative  strategies  with 
 influencers  to  increase  brand  awareness  and  therefore  increase  sales.  Regardless  of  the 
 various ways to implement this influencer marketing, the ultimate goal for both; the brand 
 and the influencer is to promote the product or brand, increase the scope of the audience 
 in question, obtain profit and economic retribution and finally increase sales.  


Almost two-thirds of the digital advertising budget is being spent on mobile advertising. 


Additionally, a significant number of users find traditional ads to be annoying and intrusive. 


However,  a  2017  study  from  Kantar  Millward  found  that  Generation  Z  and  millennials 
 perceive positively ads that show real people in real settings: tutorials, social media feeds, 
 sponsored events, advertorial, and other types of sponsored content. (Levin, 2020). This 
 founding also discovered that 45% of US Internet users between the ages 18 and 34 have 
 bought a product/service recommended by an online influencer on Instagram.  


Nowadays, companies do not need to be on the front page of a magazine or TV show, it 
 has  been  demonstrated  that  social  media  networks  can  expand  brand  awareness  and 
 promotion expansion.  


The formula (Levin, 2020) 


Influence = Audience Reach x Affinity (Expertise, Credibility) x Strength of Relationship with 
 Audience (Engagement)  


1. Audience Reach is the size of the audience and who they are. Subscribers, followers, or 
 a network of friends.  


2. Affinity (Expertise, Credibility) is making sure that there’s an affinity, a natural liking, or 
 sympathy for your message or brand.  


3.  Strength  of  Relationship  with  the  Audience  (Engagement)  is  about  how  close  the 
audience isn’t playing  
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5.3  Campaign Strategies  


After immersing deeply in influencer marketing, it is important to know the main campaign 
 strategies  that  this  kind  of  marketing  involves.  Depending  on  the  brand  objective  it  is 
 essential to understand and analyze all of the campaigns, to gain advantage and success in 
 their ultimate goal. The different creative campaigns strategies are: (Levin, 2020) 


1.  Single Feed Post Campaign: This allows a brand to work the maximum number of 
 users with their budget.  


2.  Story-only  campaign:  This  kind  of  strategy  involves  raw  and  natural  message 
 delivery. Additionally, the budget for this campaign is lower.  


3.  Pairing feed posts and stories: This allows the combination of high-quality edited 
 content and behind-the-scenes content.   


4.  Multi-post  campaign  (Ambassador  Program):  This  kind  of  strategy  allows  the 
 influencer to communicate a deeper brand story. 


5.  Amplifying brand experiences: Through the influencer's experience with the brand, 
 such as events or conferences, the communication is delivered to the audience.  


6.  Burst campaigns: This kind of strategy involves approaching a considerable number 
 of influencers by making an impact on the targeted users.  


7.  Going live for maximum Authenticity: Uncut version of the brand.  


8.  Supporting hero brand campaigns: This campaign allows the influencer to express 
 their connections with the brand.  


9.  Hyperlocal  campaigns:  This  strategy  encourages  influencers  to  attend  local 
 restaurants  and  bars  that  are  located  in  their  territory  and  promoting  it  on  their 
 Instagram content.  


10. Real-time  recruitment:  Investing  in  the  recruitment  in  different  locations  of 
influencers to promote their products and services in real-time.  
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 the brand’s message 



5.4  Summary of the theoretical framework  


On the theoretical framework of this work, several aspects were mentioned. The creation 
 and evolution of the Internet set the first foundation of digital media marketing, and since 
 its beginning, the different outlets of digital media of communication between customers 
 and brands have been unstoppable.  


Furthermore, after the popularity of digital media, social media networks became present 
 in society. As a result of the visibility, social media marketing became the main element of 
 message  delivery  with  companies  and  users.  In  the  middle  of  this,  Instagram  was  born; 


becoming a leader of the social networks and a leader on advertisements through the figure 
of the influencer.  
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6  Empirical Framework 


The practical framework of my research is divided into two main investigations. The first 
 one  consists  of  the  analysis  of  the  publications  of  two  influencers  on  the  platform  of 
 Instagram.  The second investigation consists of the analysis of the data collected by a self-
 administer survey to Instagram users.  


The fact of conducting two different observations is due to the contrasting point of view: 


the consumer's view and the influencer in question.  



6.1  Research Methodology  


On  one  hand,  to  understand  influencer  marketing,  the  analysis  of  the  content  of  two 
 influencers:  Grace  Villareal  and  Miisa  Rotola-Pukkila.  The  different  aspects  that  are 
 considered are shown in the annex.  


On  the  other  hand,  to  study  the  behavior  of  consumers  influenced  by  social  media,  in 
 particular, the influence of advertising appearing on the Instagram user’s homepage, a self-
 administered survey has been carried out, which is available in the annex of this work. The 
 research has been focused on the people of my closest environment, therefore, the data 
 collected  is  mainly  based  on  close  family  and  friends.  The  survey  has  been  elaborated 
 through the Internet, using the web page "Google Forms". The total number of participates 
 was 81.  


The survey was carried out by the means  of examining the point of view of the users of 
concerning the figure of an influencer. The goal was to see if an actual influence was done 
by the influencers regarding if the users were or were not encouraged to buy the product 
or  service  displayed  on  the  influencer's  account.  Additionally,  several  aspects  were  also 
asked to understand better the different mechanisms of the so-named followers.   
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7  Content Study: Influencer  


In this chapter, the study of the content of Grace Villareal and Miisa Rotula-Pukkila will be 
 evaluated and interpreted.  


The  different  criteria  which  were  chosen  to  study  are  the  number  of  likes,  number  of 
 comments if it is an advertisement, campaign strategy, type of publication, type of content, 
 and finally the brand that concerns the publication.  



7.1  Content Study: Case Grace Villareal  


Grace Villareal is a Spanish/Colombian influencer. Her career started in 2012 in YouTube; 


she started to gain popularity through her YouTube channel, where she posted make-up 
 and hair tutorials, vlogs, fashion, and more. Today, her YouTube content is based on her 
 everyday life, being the vlogs her source of communication.  


She started to share her content through Instagram on May 25 of 2011 and since then it 
 has been one of her different sources of communication through social media. Thanks to 
 her  popularity  she  has  managed  to  create  an  online  store  through  her  brand  as  an 
 influencer, called TheVillaConcept. Additionally, she has also managed to take advantage 
 of her figure by creating a fast-food American-themed restaurant in Madrid.  


Her personality and sincerity have attracted a board of followers and brands whom she has 
successfully satisfied.  



(39)Figure 8 Screenshot of Grace Villareal Instagram Profile 


The  first  publication;  published  on  April  1st  of  2021.  In  this  post,  the  number  of  likes  is 
 19,423 and the number of comments is 30. The  influencer does not set very clear if the 
 publication is a collaboration, yet the post is a layout of several photographs where the 
 brand  is  tagged  on  her  caption: “I  just  can’t  choose  one.  Perfect  suit  by  @majeparis”. 


Therefore, it is clear that the brand is gaining audience and visibility.  


Following the dates of my research, the next publication of Grace is a family-based content. 


In this publication, she does not tag or advertises any kind of brand. It can be discussed that 
 this publication can be seen as a self-brand post.  


On March 30th of 2021, Grace publishes a layout of posts involving a short video clip and 
two photographs. In this post, she receives 30,415 likes and 13,222 comments, this is the 
publication where she has received the most likes and comments on the ten publications 
that are analyzed. It is no mystery why this publication has been so popular. In this post, 
she is raffling an experience with the brand, this means that the users have to like the post 
and tag a friend in the comments to be able to participate in the sweepstakes.  
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The post is one single photography. Later on, on March 27 she posts a similar publication, 
 meaning she tags the brands involved in her look.  


On  March  26th  of  2021,  Grace  publishes  a  Reels  (short-video  clip)  showing  the  new 
 collection of the brand Tulle Rouge. In this publication, she is showing the new products 
 that the brand is launching in the following days. This post is a collaboration with the brand 
 because she is promoting the launch of it and showing future clothing items to her users.  


On March 25th, the publication is a Reels (short-video clip) broadcasting her enrollment as 
 a partner with the brand Nutella. In this video, she gives life-hacks that are done thanks to 
 the products of the brand Nutella.  


The following posts, done on March 24th of 2021 are a set of two separate publications. 


Nevertheless, both of the posts are giving exposure to the same brands. Grace on these 
 posts is showing the products of the brand by tagging them.  


The last post, which is analyze was published  on  March 23rd, the post is a layout of two 
 photography’s where she is giving divulgence to the new product that the brand Nutella 
 has released. 


After observing the content of her Instagram several issues should be highlighted. First, you 
can see how Grace prioritizes her marketing strategies with the different brands. Of the ten 
publications studied, nine of them have some sort of relationship with a brand, this being 
a tag on the publication or directly it is an advertising campaign. Additionally, you can see 
how she publishes almost every day on this platform. Therefore, depending on the user she 
is saturating them, creating an unattachment to the influencer and the follower.  
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7.2  Content Study: Case Miisa Rotola-Pukkila  


Miisa Rotola-Pukkila is a Finnish influencer, whose career started on YouTube. Her content 
 on YouTube was based on everyday things such as baking, fashion, and tutorials. Nowadays, 
 her YouTube content is mainly based on vlogs.  


She created her Instagram account on March 2nd of 2012. On this platform, she shares her 
 achievements,  such  as  her  participation  in  Dancing  with  the  Stars.  Additionally,  she  has 
 managed to create a brand through her name, creating a clothing collection, calendars, and 
 making a podcast.  


Figure 9 Screenshot of Miisa Rotola-Pukkila Instagram Profile 


Following, the timeline of April 7th to February 8th, 2021. Miisa’s first publication on April 
7th consists of two photography where she is giving exposure to the brand Finlayson. In this 
post, she tags the brand, and additionally, in her caption, she shares a discount code with 
20% off if the user decides to buy the product that is advertised.  



(42)The next publication that she shares consists of self-brand photography, where she states 
 her opinions and her reflections.  


On the following dates: March 8th, March 5th, and March 3rd the influencer shares a single 
 photography publication where she tags the brands that are shown in the photo. Allowing 
 the users to click on the tag and purchase the item if wanted. The brands in question are 
 Kimmo Halme, Inbloom, Marimekko, Acne Studios, and Dr. Martens.  


On the next four dates: February 24th, February 17th, February 15th, and February 10th she 
 receives  an  average  of  26,651  likes on  her  publications.  Nevertheless,  all  of  them  don’t 
 include any kind of advertising.  


The  last  post  that  is  analyzed  was  published  on  February  8th  of  2020.  This  publication 
 consists of single photography where she has tagged several brands giving them visibility 
 to her users.  


After observing the different publications of her content on Instagram it is clear that Miisa's 
preference for advertising brands is mainly based on one single photography, making her 
publications simple and effortless. Additionally, she is well aware of herself as a brand and 
displays  it  in  many  of  her  publications,  she  can  blend  her  professional  work  and  her 
aspirations  perfectly  within  the  app,  meaning  she  doesn’t  over  advertise  products  or 
services in her platform. Therefore, she does not frustrate or saturate her followers. On the 
annex, further detailed information of the data collected is shown.  
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8  Analysis of the followers: Survey  


The  questionnaire  is  composed  of  a  total  of  15  questions.  When  analyzing  the  data 
 collected, it should be noted that the questionnaire did not include any question related to 
 the  respondent's  residence  that  allows  delimiting  the  study  population.  However,  given 
 that  the  spread  of  the  questionnaire  has  been  done  personally  and  the  respondent  has 
 been mainly the closest environment, it can be affirmed that the survey has been carried 
 out mostly by the population of Lleida, Catalonia, Spain.  


Before  starting  the  analysis,  it  should  be  noted  that,  as  shown  in  Table  1,  there  is  an 
 imbalance between the percentage of participation of men and women, since 60.5% of the 
 respondents  are  women,  compared  to  39.5%  of  interventions  by  men  in  this  survey. 


Additionally, it should also be noted, that there is a certain imbalance between the different 
 age groups, having a 57.9% of participants between the ages 19 years old and 22 years old.  


Table 1 Gender of Participants 


Based on the question, how much time would you say you spend on Instagram. A 38.2% of 
 the participants affirmed spending between 1 hour and 2 hours and 34.2% between 2 hours 
 and 3 hours. On the total hours of their Instagram activity usage, 39.5% affirm to spend it 
 in their spare time, while the,9% decide to spend their time on Instagram throughout the 
 day: while working/studying, before going to bed, or after waking up and while eating.  


The main activity carried out by respondents on Instagram is social and this is reflected in 
the data; 39.5% use it to discover family and friends’ publications and stay in touch with 
them. However, only 2.6% use Instagram to make new friends. A 36.8% of the participants 
reclaim to use Instagram for the different options such as for work/school, to be informed 



(44)of the latest trends while also being connected with family and friends, additionally making 
 new friends.  


The majority of participants declare to follow an Influencer, as shown in Table 2. The main 
 reason which the users follow the influencers is that they are trendy and people, they know 
 follow them. A 26.3% of the participants declare to be following an Influencer because as 
 mention before they are trendy, through them they meet new brands, they are a reference 
 when it comes to their daily inspiration, they feel reflected in them and lastly, they want to 
 succeed just like them.  


Table 2 Percentage of Influencer following by participants 


On the next question, the participants mention one or more influencers that they follow 
on Instagram. The influencers mention were Alexandra Pereira, Chiara Ferragni, Dulceida, 
Maria  Pombo,  Maria  Fernandez,  Neymar,  Messi,  Marta  Diaz,  Grace  Villareal, 
Postureiglleida, Laura Escanes, Aitana, Raoul, The Kardashians, Alexis Ren, Arielle Charnas, 
Blanca Padilla, The Rock, Susana Bicho, Kyle and Kendall Jenner, Gigi Vives, Sara Sampaio, 
Paula Gonu, La Vecina Rubia, Abril Cols, Fittcoco, Violeta Mangrinyan, Ro en la Red, Teresa 
Sanz, Cabronazi, Pamela, GAG, Freeletics, Maria Martí, Cristiano, Willy, Wismichu.    



(45)Based  on  the  question,  if  the  participants  have  ever  felt  influenced  on  their  purchase 
 decision by an Influencer a 73.7% declares to be influenced. While a6.3% affirms to not be 
 influenced.  However,  on  the  next  question,  if  they  have  ever  discovered  new  brands 
 through an Influencer the majority of participants affirm that yes, they have as shown in 
 table  3.  Nevertheless,  they  have  might  discover  new  brands  but  just  53.3%  of  the 
 participants have bought a product or service through them.  


Table 3 Discovery of a brand through an Influencer 


When asked if an Influencer when recommending a product conveys trust and proximity, 
 being 1 nothing and 5 very much. As shown in the Table, 42,1% of participants consider it 
 to be a 3, meaning doesn’t completely convey these aspects but neither any sort of distrust. 


While 34.2% declares to almost have complete trust and proximity to the recommended 
 products by the Influencer.   


Table 4 Results of the level of trust and proximity through the recommendation of products by the 
influencer 



(46)The last question that was shown on the survey, was how the participants rate Instagram 
 as  a  social  network,  being  1  very  bad  and  5  very  good.  Almost  half  of  the  participants, 
 specifically 46,1% rate Instagram as good (4). While 31,6% rates Instagram a 3, a 21,1% as 
 very good (5), and just a 1.3% as very bad.  



9  Summary of findings  


On the social network of Instagram, two different observations were done. On the first, 
 observation it was set how the relationship between an influencer and brand is. There is a 
 strong connection between these two. Of the publications studied there is clear affiliation 
 where  both  parties  benefit  positively,  additionally,  it  is  also  observed  the  different 
 engagement  that  influencer  has  with  a  follower.  If  the  influencer  over  publicizes  their 
 content  it  is  shown  that  their  engagement  is  lower  than  an  influencer  who  blends 
 advertisement content with non-advertisement content is higher.  


On the second observation, Instagram is generally viewed as a valuable social network. The 
 participants  agreed  on  the  influence  that  this  application  has  through  influencers.  A 
 majority of participants agreed that their purchase decision is influenced and affected by 
 this figure.   



10  Improvements and Further Research  


There are several aspects in which the  content of  the thesis can  be improved  to have a 
 deeper understanding of the reality of social networks.  


One of these aspects is the economic analysis of the impact of the connections. Therefore, 
it would be interesting to know the economic magnitude of these connections. Secondly, a 
survey of greater impact will have to be carried out, that is to say, to collect data from a 
more versatile population and with a greater number of participants.  Lastly, it would be 
interesting to know the opinion of the influencers through an interview.  
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11  Discussion  


In  this  thesis,  by  connecting  the  theoretical  framework  with  the  empirical  framework,  a 
 clear relationship of the success of influencer marketing can be observed. The theory shows 
 the  evolution  through  new  forms  of  communication  and  where  there  is  the  massive 
 popularity of publishing advertisements in this area. Although it is worth highlighting the 
 different  ways  to  publicize  a  brand  with  the  empirical  was  emphasized,  the  topic  of 
 influencer has an established impact on users.  


Additionally, it is seen that through social networks, brands have the ability to learn about 
 the opinions and needs of the users, but above all, they can gain new customers.  



12  Conclusion  


After analyzing the content on Instagram of the two influencers: Grace Villareal and Miisa 
 Rotola-Pukkila, and also observing the different opinions of the participants in the survey. 


Adding the theoretical research from the birth of social networks to the current model of 
 advertising with influencers, called influencer marketing. Specifically, of the social network 
 Instagram. It is affirmed that the influencer phenomenon is increasingly used by companies 
 as  a  marketing  strategy  and  there  is  indeed  a  social  impact  through  the  application  of 
 Instagram. Below, you will be able to observe the different conclusions reached throughout 
 this work.  


Through the theory observed and studied there is a clear pattern of the popularity of social 
 networks, since its birth with the internet, social networks have been gaining fame little by 
 little and from the 2000s there is a clear boom in these applications. Here begins a point of 
 reflection on this issue in society. How it was planted has been demonstrated that social 
 networks have been a digital transformation that has proven great changes in society. And 
 therefore, it generated a change in traditional marketing, taking rise to digital marketing. 


Affirmed  this  truth,  it  is  also  acclaimed  that  nowadays  social  networks  work  as  bridges 
between companies and their final consumer, therefore experts must analyze their content 
on these platforms. 
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