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1.  INTRODUCTION 


This introduction chapter aims to create an overall picture of the topic of this master’s thesis. 


In the beginning of this chapter, there is a brief introduction to background information and 
 motives for choosing this research topic. After that the research gap and the research problem 
 of this thesis are presented. Then, the research objectives and research questions take place. 


Lastly, a description of the thesis’ structure is presented.  



1.1  Research background 


The topic of this thesis is influencer marketing, which is an interesting phenomenon, as it is 
 constantly  developing  due  to  digitalization.  Because  of  digitalization,  everyone  can  be  an 
 influencer, and influencers are no longer just celebrities like actors or athletes (Backaler, 2018). 


Influencer  marketing  is  a growing  phenomenon  in  business,  when  more  and  more  business 
 operators are aware of possible benefits and opportunities that influencer marketing can produce 
 when utilized correctly.  


The  transformation  from  traditional  ‘interrupting’  marketing  towards  inbound  marketing, 
 where  customers are part of companies’ marketing activities, is the direction where today’s 
 marketing activities are shifted towards (Backaler, 2018; Lusch & Vargo, 2009).  Influencer 
 marketing is an interesting and important topic, because it is developed and will develop all the 
 time, causing traditional marketing tools to be less effective. 


It is already visible, that consumers search for recommendations and reviews by others, and 
 trust them, when deciding which products or services to buy over targeted marketing messages 
 (Odell, 2015). Word-of-mouth marketing (WOMM) has been around as a marketing method 
 for a long time, and influencer marketing represents one type of WOMM. WOM marketing has 
 changed over the years, but the fundamental idea stays the same: one consumer recommends a 
 product or a service to another, which is not an ad. Consumers are more open to influencers 
 since they know them and trust to what they have to say. Due to digitalization, e-WOM, as a 
 specific area of WOM, spreads rapidly all over the world. (Kozinets, de Valck, Wojnicki & 


Wilner, 2010.) 


Influencer marketing reaches consumers in a way that speaks to them, which companies are not 
able  to  do.  Influencers  are  present,  where  consumers  are  spending  their  time,  finding 
information  and  acquiring  ideas.  Previous  research  shows  that  influencers  have  impact  on 
attitudes,  topics  and  purchasing  habits,  as  consumers  rely  more  on  influencers’ 



(6)new  audiences  and  customers,  and  increase  consumers’  trust  on  them.  (Suomen 
 Digimarkkinointi Oy, 2019.) 



1.2  Research gap and problem 


The  aim  of  this  thesis  is  to  generate  an  understanding  of  long-term  influencer  marketing 
 partnerships and its process. Moreover, the goal is to understand how influencer marketing is 
 implemented in action. The focus is on digital influencer marketing, which leaves traditional 
 marketing  channels  such  as  tv,  radio  and  newspapers  out  and  focuses  purely  on  digital 
 marketing channels such as Facebook, Instagram, YouTube and different blogging platforms. 


The  research  gap  of  this  thesis  aims  to  address  is  how  are  long-term  influencer  marketing 
 partnerships as a process implemented and what are possible benefits of long-term approach in 
 influencer marketing partnerships. The point of view is both influencers’ and companies’, as 
 companies  have  to  understand  also  influencers’  needs  in  order  to  manage  a  successful 
 partnership, hence influencers’ opinions are valuable (Backaler, 2018).  


Also, there is no previous research from the influencers’ point of view, as there is previous 
 knowledge  from  companies’  point  of  view,  and  how  they  should  approach  influencer 
 marketing.  Previous  researchers  has  studied  how  companies  can  collaborate  with  bloggers 
 (Uzunoğlu  &  Misci  Kip,  2014),  how  to  identity  suitable  influencers  (Schouten,  Janssen  & 


Verspaget, 2020; De Veirman, Cauberghe & Hudders, 2017), how influencers increase brand 
 engagement (Hughes, Swaminathan & Brooks, 2019; Jiménez-Castillo & Sánchez-Fernández, 
 2019),  how  they  effect  on  brand  attitude  (De  Veirman  et  al.,  2017),  how  they  impact  on 
 consumer  behaviour  (Blazevic  Bognar,  Plesa  Puljic  &  Kadezabek,  2019)  and  purchase 
 decisions (Trivedi & Sama, 2020; Jiménez-Castillo & Sánchez-Fernández, 2019) and how to 
 measure influencers effectiveness by source credibility, source attractiveness, product match-
 up and meaning transfer (Lim, Radzol, Cheah & Wong, 2017). 


The process, that leads to influencer partnerships to success, is important to understand as long-
 term partnerships are the direction where sales and marketing are going. Previous research has 
 found that relationship selling and relationship marketing increases customer satisfaction and 
 long-term financial success. As customers are no longer just a source of profit temporary, but 
 financially worthy for a long time, sales and marketing develop to more towards open dialogue 
 with the customers. Relationship selling and relationship marketing as concepts are an aim to 
 develop a long-term relationship between companies, customers, suppliers and shareholders. 


(Makhitha,  2019;  Dubinsky,  Chonko,  Jones  &  Roberts,  2002.)  As  sales  and  marketing 



(7)professionals have realised the importance of long-term relationships, it’s only natural that this 
 interrelate also to influencer marketing activities. 


Suomen Digimarkkinointi Oy (2019) has discussed in their online magazine with influencers 
 about the benefits of influencer marketing. The common topic that arises is how important it is 
 to have common understanding between companies and influencers about what are the goals of 
 the collaboration and how to measure it. The most important aspect when companies search for 
 suitable influencer is the common values. This is not important just for companies, but also for 
 influencers as they put their individual brand at stake when they collaborate with companies. 


Influencers decline collaboration proposals, if the values of the company do not match with 
 them. They want to stay authentic and true to themselves as they present a truthful picture of 
 themselves and their lives to their followers. (Suomen Digimarkkinointi Oy, 2019.)  



1.3  Research objectives and questions 


The main objective of this research is to develop an understanding of how long-term influencer 
 marketing partnership process takes place and what are aspects that impact to the process. In 
 addition, there are no previous research made from the influencers’ point of view, which is as 
 important as companies’ due to the nature of the partnership, which requires two-sided dialogue 
 (Backaler,  2018;  Lusch  &  Vargo,  2009).  This  can  add  valuable  information  to  previous 
 research, as company representatives can increase understanding of how influencers see the 
 benefits of long-term partnerships, and aspects that effect to manage it successfully.  


This research is conducted to help companies to develop their influencer marketing processes 
 further,  especially  long-term  ones.  Also,  this  thesis  can  provide  useful  information  and 
 perspective  of  how  to  implement  influencer  marketing  effectively  in  B2C  environment. 


Influencer marketing is a process, that requires resources, which are necessary throughout the 
 process.  The  purpose  of  this  thesis  is  also  to  develop  previous  understanding  of  different 
 influencer marketing phases and find out what challenges and opportunities lies in effective 
 influencer marketing.  


Influencer marketing is fairly new area to do research on, even though the principles of it, are 
ancient. Influencer marketing is an interesting phenomenon to do research on, but at the moment 
there  are  limited  data  about  how  companies  implement  long-term  influencer  marketing 
partnerships and how influencer marketing process differ in long-term partnerships, especially 
from the influencers’ point of view. That forms the preliminary research question at the moment 
to: how are long-term influencer marketing processes implemented? Additional questions to 



(8)add are how do influencers see long-term influencer marketing partnerships with companies, 
 what are the benefits and opportunities that long-term partnerships provide and what kinds of 
 challenges do influencers and companies identify for long-term partnerships? Previous research 
 has  addressed  some  aspects,  e.g.  the  importance  of  influencer  selection,  objectives  and 
 measures,  to  be  crucial  in  such  activity,  but  there  is  no  understanding  about  the  influencer 
 marketing  process  as  a  whole.  The  aim  of  this  thesis  is  to  provide  a  conceptual  model  of 
 influencer marketing process in long-term partnerships.  



1.4  Thesis structure 


This thesis is structured as follows: this introduction chapter discussed about the background 
 and  motives  behind  this  thesis  and  the  research.  After  that  the  research  gap  and  research 
 problem were introduced. Then, the research objectives and questions are based on the research 
 problem. Lastly, the purpose is to go through the whole structure of this thesis. 


The  second  chapter  contains  literature  review,  which  starts  with  a  brief  look  into  digital 
 marketing  in  general,  which  is  followed  by  previous  influencer  marketing  research  and 
 influencer marketing as a digital marketing tool. Next, there is a description of reasons, why 
 companies  use  influencer  marketing.  This  chapter  is  going  also  cover  up  themes  regarding 
 influencer marketing. First, some of the essential concepts and definitions related to influencer 
 marketing  are  presented,  following  influencer  categorization.  Then,  there  is  a  review  for 
 previous influencer marketing research, that addresses how companies have selected suitable 
 influencers, which is then followed with introduction to measures used in influencer marketing. 


After  that,  a  short  look  for  global  possibilities  of  influencer  marketing  is  presented.  The 
 discussion about previous influencer marketing findings ends with benefits and disadvantages 
 previous research has identified influencer marketing to have. 


Then,  the  second  chapter  continues  with  introduction  to  long-term  partnerships  in  previous 
 research, as there is no previous research around long-term influencer marketing partnerships, 
 this  part  focuses  to  previous  research  on  long-term  partnerships  generally  in  business.  The 
 chapter ends to the developing of theoretical framework, with demonstration of three theories, 
 that can be applied to influencer marketing. This theoretical framework forms guidelines for 
 the conducted research.  


The third chapter focuses on the methodology, that explains how this research has studied the 
addressed research questions in practise. As the research method of this research is qualitative, 
the  chosen  research  method  and  analysis  are  explained  in  detail.  The  methodology  chapter 



(9)discusses also about the chosen research approach: multiple-case study, which is followed by 
 data gathering and analysing process. Also, explanation for chosen interviewees and description 
 of how interviews were organized, is presented. At the end, the third chapter should provide a 
 base for following chapter where results of this research are presented. 


After methodology, there is a result chapter, where the results and findings from the research 
 are  presented.  As  the  main  goal  of  this  thesis  is  to  develop  some  understanding  around  a 
 complex  phenomenon,  the  results  aim  to  provide  new  and  holistic  information  about  the 
 research  problem.  The  result  chapter  aims  to  explain  factors,  from  both  influencers’  and 
 companies’ viewpoints, that have impacted on their ways of performing influencer marketing. 


In  this  chapter,  the  analysis  of  findings  are  compared  between  influencers  and  companies, 
 which  covers  up  all  the  findings  and  results  that  the  research  has  discovered.  Finally,  the 
 conceptual model that is developed based on this research is introduced. 


The fifth  chapter of this thesis covers both discussion and conclusions. Summary of results 
discuss  all  the  findings  and  results  that  the  research  has  discovered  and  how  it  aligns  with 
previous  research.  This  research  aims  to  offer  contribution  to  both  academic  research  and 
business life, especially to professionals working with influencers, which is described at key 
results.  For  influencer  marketing  research,  this  thesis  provides  new  insights  into  long-term 
influencer  marketing  partnerships  as  preferable  way  of  collaborations.  At  the  end,  as  a 
conclusion  for  this  thesis  are  discussed  shortly  research  assessment  and  future  research 
possibilities. Used references and appendices, which includes background information about 
the interviewees and interview questionnaire used in the interviews as a base for questions, are 
presented last. 
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2.  LITERATURE REVIEW  2.1  Digital marketing 


Digital marketing is nowadays a big part of modern-day marketing, but it has its basis in direct 
 marketing, which requires customer database to trace and monitor customer response (Zahay, 
 2015). Business environment has moved more and more online, as customers and businesses 
 both  are  available  there  (Chaffey  &  Ellis-Chadwick,  2016).  The  term  digital  marketing 
 describes  the  wide  range  of  used  digital  platforms,  where  companies  can  communicate 
 interactively with consumers (Chaffey & Ellis-Chadwick, 2016; Zahay, 2015). There are many 
 options of which strategies companies can use in their digital marketing. There have been many 
 other  terms  to  describe  digital  marketing,  such  as  internet  marketing,  e-marketing  and  web 
 marketing. In summary, digital marketing is basically applying digital technologies and media 
 in order to achieve marketing objectives. (Chaffey & Ellis-Chadwick, 2016.) 


As  any  other  marketing  strategy,  also  digital  marketing  has  challenges.  Chaffey  and  Ellis-
 Chadwick (2016) addressed that the most challenging areas of digital marketing are planning, 
 organisational  capabilities,  integration  of  digital  channels  into  marketing  and  return  on 
 investment evaluation. Return on investment (ROI) is used as a measure to evaluate efficiency 
 of an investment or compare the efficiency of a number of investments performance (Chen, 
 2020).  


As half of surveyed businesses do not have a defined digital marketing plan or strategy, despite 
 of  that  they  actively  perform  digital  marketing, and  nearly  half  do  not  even  have  a defined 
 marketing plan to align strategy. Also, nearly half of businesses have a defined process, but 
 many businesses either already have or are planning to start a digital transformation program, 
 even though 37 per cent do not think it is necessary for them. The surveyed businesses revealed, 
 that the main barriers to integration are identified as: the lack of integrated strategy and plans, 
 teams structured in silos and the lack of skills in integrated communications. Only 26 per cent 
 of companies were pleased with their level of integration of digital marketing at the moment. 


The research revealed, that 39 per cent of businesses see opportunities in digital marketing but 
 find ROI measurement challenging. (Chaffey & Ellis-Chadwick, 2016.) 


Digital  marketing  will  continue  to  evolve  in  the  future  with  the  development  of 
communications, distribution and digital channels. Earlier development of technology made 
digital communications possible and created new methods of communication. In 1990s the first 
digital channel of communication, e-mail, came alongside with the traditional forms of direct 



(11)communication. Digital channels allow companies to communicate with consumers directly, 
 but it has also increased the speed of changing information between people. (Zahay, 2015.) 
 Companies  need  to  have  a  digital  marketing  strategy,  as  without  one,  they  will  miss 
 opportunities and lose business. Digital platforms are unique in their capacity to both broaden 
 the scope of marketing reach and still narrow its focus at the same time. As digital channels 
 offer  more  broad  scope  available  to  companies,  they  add  complexity  to  digital  marketing 
 activities. A clear, defined strategy helps companies to define their digital marketing activities 
 to be align with company’s marketing objectives. (Ryan, 2016.) 


Smart Insights’ release of which digital marketing strategies are the most effective show, that 
 social  media  marketing,  content  marketing,  marketing  technology  and  search  engine 
 optimization are the most effective ones, as email marketing, search and social ads and data 
 management were ranked less effective. Most used and familiar digital marketing activities are 
 search engine optimization (SEO), search engine marketing, local search marketing, content 
 marketing,  remarketing,  responsive  web  design,  email  marketing,  social  media  marketing, 
 marketing automation and influencer marketing. (Jones, 2017.)    


Digital  marketing  itself  is  a  broad  definition  to  any  online  marketing  activity.  This  thesis 
 focuses  on  digital  influencer  marketing,  in  which  concepts  of  (electronic)  word-of-mouth, 
 word-of-mouth  marketing,  social  media  influencer  and  definitions  of  different  influencer 
 categories are important. Previous research has discovered that the word-of-mouth nature and 
 conversational style of online platforms increase influencers’ role as opinion leaders (Uzunoğlu 


&  Misci  Kip,  2014)  and  consumers’  attitudes  have  the  most  influential  effect  on  purchase 
 intention  (Lim  et  al.,  2017).  The  message,  that  influencers  share,  does  not  only  cover  their 
 followers but also spreads more widely with the help of word-of-mouth (Blazevic Bognar et 
 al., 2019).  


As  Blazevic  Bognar  and  colleagues  (2019)  point  out,  most  of consumers,  when  choosing  a 
product  between  two  different  brands,  pick  the  product  recommended  by  influencers.  This 
shows that influencer marketing has a significant role on consumers’ behaviour and purchase 
decision (Blazevic Bognar et al., 2019). That is why brands need to be careful and identify, 
which  influencer  is  most  suitable,  as  marketers  should  not  only  consider  content,  but  also 
writing style and the influencer’s tone of voice (Uzunoğlu & Misci Kip, 2014).  
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2.2  Influencer marketing 


Influence is  a  fundamental  human  trait,  and  everyone  influence  or  are influenced  by  others 
 frequently. Some people are more influential than others, which has made them influencers, 
 desirable marketing partners for companies. Influencers make people to listen, to think and to 
 act  different  ways,  as  they  mediate  the  messages  and  affect  followers  in  digital  platforms. 


Companies try to enhance this influence in their marketing activity for their favour, because 
 messages can spread  rapidly, widely and  easily in digital environment. (Whatmough, 2019; 


Uzunoğlu & Misci Kip, 2014.)  


Influencer marketing is a form of marketing, that focuses to specific key individuals rather than 
 the  target  market  as  a  whole  (Glucksman,  2017),  and  it  gives  consumers  an  opportunity  to 
 interact with influencers through digital platforms (Fromm, 2018). Previous research shows the 
 shift  around  brand  loyalty,  towards  more  personalized  and  interactive  experience,  as 
 Millennials and Generation Z are hinged upon that, and not interested in traditional marketing 
 (Fromm,  2018).  This  has  resulted  for  increased  partnering  with  influencers,  because  with 
 influencers companies can reach their target audience easier (De Veirman et al., 2017). 


2.2.1 Influencer marketing concepts and definitions 


Before  the  rise  of  social  media,  traditionally  marketers  have  used  celebrities  as  the  way  of 
 increasing awareness or perception of a brand (Blazevic Bognar et al., 2019). Brands have used 
 actors, athletes and other public figures as part of their marketing, and they have carried most 
 of the role of being influencers and leading by example. Digital platforms have given anyone 
 the ability to become influential in their own channels. (Whatmough, 2019.) Digital influencers 
 are  similar to  offline opinion  leaders  (Uzunoğlu  &  Misci  Kip,  2014),  and  one  definition  of 
 influencers characterize them as: “Individuals who have the power to affect purchase decisions 
 of others because of their (real or perceived) authority, knowledge, position, or relationship” 


(BusinessDictionary, n.d.d).  


Keller and Fay (2016) defined influencer as “everyday consumers who are substantially more 
likely  than  the  average  to  seek  out  information  and  to  share  ideas,  information,  and 
recommendations with other people.” By that, everyone is an influencer, but not everyone has 
big enough influence to effect on big group of people and their purchasing decisions as social 
media influencers. Influencers have built their own network of people following them and are 
therefore regarded more trustworthy for their audience (De Veirman et al., 2017). 



(13)Word-of-mouth (WOM) is a concept that has existed as long as people have communicated 
 with each other. However, the role of WOM has changed much since the early days, due to 
 digitalization, which has provided the possibility to share recommendations that spread rapidly 
 all over the world. In addition, consumers are connected more with like-minded people and 
 electronic word-of-mouth (e-WOM) builds influence with speed. (Backaler, 2018.) Influencers’ 


power is, that consumers trust them like they trust friends and family, when they decide what 
 products to buy over marketing messages (Odell, 2015).  


E-WOM refers to any positive or negative statement made by an individual via internet, and 
 word-of-mouth has been credited to be one of the most credible and trusted source of marketing. 


(Glucksman, 2017.) Influencers generate WOM about brands and are therefore a much-used 
 method among marketers (Hughes et al., 2019). Thus, marketers have unleashed the power of 
 word-of-mouth marketing (WOMM), which is described as the intentional influence of peer-
 to-peer communications, as WOM affects for majority of all purchase decisions (Kozinets et 
 al., 2010).  


Social media influencers (SMI) are the experts of electronic word-of-mouth. They share their 
 opinions of products and services via their social media platforms. (Glucksman, 2017.) Social 
 media platforms allow users to give their opinions, inform their network, share their expertise 
 within a field or express their passions on a variety of topics from technology to politics and 
 fashion.  (Audrezet,  de  Kerviler  &  Guidry  Moulard,  2018.)  SMIs  represent  a  novel  type  of 
 independent third-party endorser, who can shape their followers’ attitudes through use of social 
 media (Audrezet et al., 2018; Lim et al., 2017).  


SMIs are attractive to brands, when they seek for gaining positive attention from consumers 
 through influencers’ social media, which has led to point where marketers have developed a 
 new practise, influencer marketing (Audrezet et al., 2018). Influencer marketing can be defined 
 as promoting brands through social media influencers, who have influence over potential buyers 
 of the brand as consumers rely increasingly on peer-to-peer communications. (Audrezet et al., 
 2018; Hughes et al., 2019). 


Influencers  represent  a  new  type  of  independent  third-party  endorser,  who  shape  their 
 audiences’ attitudes through their digital channels. Two-way conversations between influencers 
 and followers give a new dimension of marketing, that was not existing before digital platforms. 


Also, influencer marketing opens a new channel for companies to connect with their potential 
customers more direct and organic way, which is at scale to their everyday life. (Glucksman, 



(14)2017.) Influencers describe themselves as individuals, who stimulate thoughts and discussion, 
 and create change. Being an influencer is not just commercial partnerships with companies but 
 creating  influence  through  changing  people’s  thoughts  and  attitudes.  (Suomen 
 Digimarkkinointi Oy, 2019.) 


2.2.2 Influencer categorization 


Backaler (2018) divided influencers to three categories in his book: 1. Celebrity Influencers, 2. 


Category Influencers, 3. Micro-influencers. Celebrity Influencers are usually actors, athletes 
 and musicians, who are able to influence a mainstream group of fans. Category Influencers, on 
 the  other  hand,  are  individuals,  who  have  a  genuine  interest,  expertise  or  enthusiasm  for  a 
 certain topic, and they share their thoughts and ideas in different online platforms. They have 
 built their way to achieve equivalent coverage and influence. However, category influencers do 
 not  need  to  be  famous  among  broad  audience,  but  they  have  still  influence  over  people  to 
 change their followers’ attitudes, beliefs and behaviours. Micro-influencers have also a passion 
 for a certain thing, but they share their opinions just for friends and may not even have an online 
 presence. (Backaler, 2018.)  


Influencers can be described as multichannel high-profile microcelebrities, who through textual 
 and visual narration in their online platforms, describe their personal lives and lifestyles, engage 
 followers and are only famous to a niche group of people. Influencers, however, are perceived 
 as being more authentic, credible and accessible, that they often are more powerful than other 
 traditional celebrities in online platforms. (Jiménez-Castillo & Sánchez-Fernández, 2019; De 
 Veirman  et  al.,  2017.)  Influencers  can  be  divided  also  by  types  as  traditional  influencers, 
 emerging (digital) influencers, influencers by connection and influencers by topic (Ranga & 


Sharma, 2014). This research uses the categorization of Backaler (2018). 


As celebrity and category influencers have large number of followers and represent a macro 
 influencer type, micro-influencers have more active and devoted audiences that can identify 
 themselves  to  influencers.  Micro-influencers  have  a  niche  audience,  who  have  already  an 
 interest for a certain product or service and are therefore more easily encouraged to make a 
 purchase.  Micro-influencers,  who  actively  communicate  with  their  audience,  are  seen  more 
 reliable  and  equal,  which  increases  confidence  between  influencers  and  their  followers. 


(Suomen Digimarkkinointi Oy, 2019; Lim et al., 2017.) 
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The  challenge  for  marketers  is  to  find  influencers,  who  will  increase  consumers’  attitude 
 towards the brand, as well as, influence on consumers’ purchase intention (Lim et al., 2017). 


Previous research also outlines, that marketers should be sure to provide scope to allow both 
 authenticity  strategies,  passionate  authenticity  and  transparent  authenticity,  to  emerge 
 (Audrezet et al., 2018) as the commercialization of blogs increases the possibility that financial 
 gain is the only reason for positive comments about a brand, which can hurt both influencers’ 


and brands’  credibility (Uzunoğlu & Misci Kip, 2014). Passionate authenticity describes an 
 impression  that  people  and  brands  are  authentic  essentially  rather  than  outwardly,  and 
 transparent authenticity means that influencers provide fact-based information about products 
 and services at the centre of brand partnership as well as their personal opinions (Audrezet et 
 al., 2018).   


Previously,  the  use  of  celebrities  has  increased  advertising  effectiveness.  However,  present 
 trend  is  to  use  influencers,  as  they  are  seen  more  reliable  and  authentic  than  traditional 
 celebrities.  Previous  research  has  found  out  that  consumers  identify  themselves  more  with 
 influencers, than with celebrities, which increase their willingness to buy a product or service 
 endorsed by influencer. (Schouten et al., 2020.) 


Previous  research  highlights  the  importance  and  difficulty  of  choosing  the  most  suitable 
 influencer for the brand (De Veirman et al., 2017). In influencer selection criteria, the blogger 
 and  brand  match  arise  above  all  (Uzunoğlu  &  Misci  Kip,  2014).  As  mentioned  before,  the 
 common values between both parties are the foundation for successful partnership (Suomen 
 Digimarkkinointi Oy, 2019). Influencers’ content has to support brands’ and offer value to their 
 followers. Marketers demand reliability from influencers to bring credibility, and their tone of 
 voice should be in line with their brand. (Uzunoğlu & Misci Kip, 2014.)  


The number of followers is a sign of popularity, as it may result in larger reach for a campaign 
and may leverage the power of word-of-mouth (De Veirman et al., 2017). Some marketers may 
also focus too much to the number of followers influencers have. At the end, when companies 
find the most suitable influencer, the focus should be also on influencers’ values, tone of voice, 
content  and  who  are  the  people  brands  want  to  reach  via  influencers.  Basically,  influencer 
marketing is just allocated marketing that is performed with influencers’ help to the wanted 
target audience. (Suomen Digimarkkinointi Oy, 2019; Uzunoğlu & Misci Kip, 2014.) 



(16)Deciding  the  most  suitable  influencer  is  not  easy  task  and  in  general,  digital  influencer 
 marketing requires a lot of resources. The first task, however, is to identify the most suitable 
 influencer  for  the  brand,  or  a  particular  marketing  campaign,  depending  on  the  goal  of  the 
 project. The starting point is to create a clear plan of which are the objectives, who companies 
 want to reach, how are the goals going to be measured, and if the goal is to maintain a long-
 term partnership with influencers or just have one shorter collaboration. (Haile, 2019; Backaler, 
 2018.) Joel Backaler (2018) has wrote a book regarding digital influence, and he suggests that 
 influencers can be sought out by a concept called “influencer ABCCs”. In this concept, A stands 
 for Authenticity, B is for Brand Fit, the first C is for Community and the second C for Content. 


By these factors brands can define whether they have found suitable influencers. (Backaler, 
 2018.) 


From other viewpoint, influencers’ main goal is to remain an authentic,  trusted relationship 
 with  their  community.  Generally,  digital  influencers  are  regarded  to  be  more  reliable  and 
 trustworthy, than celebrities used before the rise of digital influencers (Lim et al. 2017). But, 
 when collaborating with brands, influencers’ concern is how to maintain authentic connection 
 with  their  followers,  without  being  seen  sold  out  by  brands  (Backaler,  2018).  Authenticity 
 improves influencers’ message receptivity, enhances perceived quality and increases purchase 
 intentions, which has proven to be essential, and consumers want more authenticity also from 
 brands  (Audrezet  et  al.,  2018).  As  Glucksman  (2017)  found  out,  the  authenticity  is  key.  If 
 influencers  can  remain  genuine,  honest  and  open  with  their  audiences,  it  increases  the 
 possibility of building a relationship between audiences and companies (Glucksman, 2017). 


Companies aim to increase customer loyalty with influencers, as they can help to build direct 
 relationships  with  them.  Influencers’  confidence,  authenticity  and  interactivity  are 
 characteristics,  that  their  audiences  appreciate,  which  increases  influencers’ trustworthiness. 


(Glucksman, 2017; Uzunoğlu & Misci Kip, 2014.) Influencers’ success is not seen directly from 
 their  number  of  followers,  but  their  ability  to  influence  their  audience  through  those 
 characteristics  mentioned  before,  creates  connections  between  audiences  and  companies 
 (Glucksman, 2017).   


Partnerships  between  influencers  and  companies  works  at  its  best,  when  both  parties  have 
invested  time  to  careful  choice  of  partner.  Because  the  scope  of  influencers  has  grown, 
companies should pay attention to influencer selection and sometimes even have outside help 
to  find  the  most  suitable  influencer  for  them.  (Suomen  Digimarkkinointi  Oy,  2019.)  When 



(17)choosing influencers, the follower count is not the only aspect to look on, and high number of 
 followers  will  not  guarantee  the  reach  of  their  target  group  (Suomen  Digimarkkinointi  Oy, 
 2019;  Uzunoğlu  &  Misci  Kip,  2014).  Micro-influencers  have  smaller  audiences,  but  more 
 devoted ones. It really depends on, what are the objectives of the partnership that companies 
 are looking for. Influencers have usually quite clear understanding of their audience, and what 
 are they interested in. (Suomen Digimarkkinointi Oy, 2019.) 


When suitable influencers have been selected and partnerships begin, companies need to trust 
 to style of chosen influencers, as it keeps the content authentic and then influencers can use 
 their own tone of voice (Uzunoğlu & Misci Kip, 2014). Nothing ruins partnerships easier, than 
 telling influencers, what to say and do (Suomen Digimarkkinointi Oy, 2019). When companies 
 look  for  influencers,  they  should  focus  on  style,  content  and  channels  that  influencers  have 
 (Suomen  Digimarkkinointi  Oy,  2019;  Uzunoğlu  &  Misci  Kip,  2014).  Do  companies  and 
 influencers  share  the  same  values?  Number  of  followers  cannot  be  the  only  reason  why 
 companies choose influencers. As in any allocated marketing, influencer marketing can spread 
 the  message  to  audiences  that  are  not  interested  in  companies  themselves.  (Suomen 
 Digimarkkinointi Oy, 2019.) 


Companies look for influencers that match with their values and hope that influencers have a 
 genuine interest towards companies and their products or services. Successful influencers have 
 their own recognisable style, which increases their trustworthiness in the eyes of their followers 
 (Glucksman,  2017;  Odell,  2015).  Increased  trends  like  sustainability  and  ecological  way  of 
 living affect also to influencer marketing. Influencers share their opinions and encourage people 
 to make different choices, which means that also companies have to follow what is going on in 
 the field of influencers’ world. (Suomen Digimarkkinointi Oy, 2019.) As previous research has 
 outlined  the  importance  of  the  selection  of  influencer  and  the  impact  by  influencers  to 
 consumers’  purchase  decisions,  there  is  rather  limited  research  on  how  to  measure  the 
 effectiveness of digital influencer marketing. 


2.2.4 Influencer marketing measures 


In previous research, measuring influencer marketing has been highlighted as main pressure 
point  (Fromm,  2018)  alongside  with  defining  objectives  and  finding  suitable  influencers 
(Backaler, 2018). In influencer marketing, the key is not to measure everything, but focus on 
what matters the most. It is way too easy to focus on only vanity metrics, for example number 
of likes, shares, comments, followers, downloads and pageviews, which are relatively easy to 



(18)report  on  (Backaler,  2018)  and  in  which  the  attention  is  easily  drawn  to  (Suomen 
 Digimarkkinointi Oy, 2019). At the end, those factors do not tell the real story of influencer 
 marketing effectiveness, even though they look good, but are less useful for business (Suomen 
 Digimarkkinointi Oy, 2019). 


The starting point of measuring influencer marketing is first to set objectives for companies’ 


influencer marketing strategy. Without targeted objectives, measuring influencer marketing is 
 not  possible.  In  order  to  maintain  successful  influencer  marketing  strategy,  there  must  be 
 understanding of what actions or behaviours impact companies’ business goals. Knowing what 
 influencer marketing can impact on, the metrics and key performance indicators (KPIs) vary 
 depending on the program objectives. (Suomen Digimarkkinointi Oy, 2019; Traackr.com, n.d.) 
 Vanity metrics, such as likes, comments and shares, provide marketers an easily understandable 
 report of how influencer marketing program is doing, but vanity metrics only will not satisfy 
 management to allow more budget to spend on it (Backaler, 2018). 


As  influencers  and  companies  want  to  have  successful  partnership,  measures  must  be  more 
 persevering. An open dialogue between influencers and companies promotes both parties, as 
 influencers can share information about their audiences and what kind of content interests them 
 the  most.  Companies,  on  the  other  hand,  can  share  metrics  and  numbers  gathered  with 
 influencers.  Without  measuring  influencer  marketing,  there  is  no  improvement  and 
 development. Influencer marketing measurement is important in order to develop marketing 
 processes as its entirety. (Suomen Digimarkkinointi Oy, 2019.) 


At the end, determining ROI of influencer marketing, starts with the objectives that companies 
 and influencers together set for their collaboration. Short-term collaborations will have different 
 criteria than long-term partnership, as companies have to determine actual objectives to achieve 
 first, and then the ways to get there. Companies can exploit influencers’ power, for example on 
 corporate reputation management, amplification of the new product launches and brand events, 
 product development inspiration, product reviews and search engine optimization. Depending 
 on  which  are  companies  objectives  to  partner  with  influencers,  the  metrics  used  will  vary. 


(Backaler, 2018.) 


Return on investment (ROI) is hard to measure by using only vanity metrics. Through more 
 creative use of coupons, trackable links and promotional codes, ROI can be measured through 
 sales. As influencers share promotion codes, companies can track, how many of influencers’ 


followers used that code and made purchases from companies. For example, if the influencer 



(19)share code ABC to the company X’s website to product Y, the code can be tracked back to the 
 influencer’s activity and company X sees that influencer’s promotion code drove Z many sales.  


Influencers’ activities, that can be tied up to sales, is the most straightforward way to measure 
 influencer marketing effectiveness. (Backaler, 2018.) 


Ultimately,  there  are  situations,  where  vanity  metrics  could  be  the  best  option  available  to 
 measure ROI of influencer marketing activity. Ongoing reporting on vanity metrics can help 
 companies to stay on track with their performance and give a framework in which they can see, 
 if they are heading to the right direction. Some companies are satisfied with just vanity metrics, 
 as they want to create buzz around their company and partner with influencers to engage their 
 followers.  But,  as  influencer  marketing  moves  towards  more  strategic  part  of  companies’ 


marketing, vanity metrics become less significant measurement. (Backaler, 2018.) 


Influencers  have  various  roles  along  marketing  funnel,  and  different  teams  work  with 
 influencers that have different objectives for their program. That is why there is not only one 
 way to measure influencer marketing. There is, however, different matrixes for professionals 
 to help them to simplify influencer marketing measurement. This example is from Traackr.com, 
 whose matrix is inspired by AMEC Integrated Evaluation Framework, and this particular matrix 
 has been introduced also by Joel Backaler in his book: Digital Influence (2018).  


In the first matrix by Traackr.com (n.d.) seen in Figure 1, the three components of input, output 
 and outcome, helps companies identify metrics for the specific program and makes the process 
 clearer.  Inputs  are  activities  that  are  used  in  the  specific  program,  and  input  metrics  help 
 companies measure quantifiable activities across the influencer marketing program. Outputs 
 are  possible  business  outcomes,  in  which  output  metrics  are  companies’  proxy  to  their 
 marketing  and  business  outcomes.  Lastly,  outcomes  are  factors,  that  impact  on  business 
 outcomes  and  outcome  metrics  measure  directly  companies’  marketing  and  business  goals. 


(Traackr.com, n.d.)  



(20)FIGURE 1. Influencer Marketing Measurement Definitions by Traackr.com (n.d.). 


The second matrix developed by Traackr.com (n.d.) (Figure 2.) breaks down to more specific 
types of metrics, that companies can use to measure inputs, outputs and outcomes, that all ties 
up to the influencer marketing program. The matrix starts with objectives, that a company has 
set for this specific influencer marketing program. After that, the metrics are placed across each 
of the three areas, which help companies to form a basis for measurement of their objectives 
for the influencer marketing program. For example, the matrix suggests, that when companies 
want  to  focus  on  targeting  new  audiences  (third  column  from  right),  their  potential  metrics 
include input metrics: number of influencers engaged online, number of invitations to attend 
our events, output metrics: activated influencers by tiers or personas, influencer articles about 
the  brand/product,  influencer  brand/product  mentions,  linkbacks  to  brands  assets  by 
influencers, and outcome metrics: share of voice, share of engagement, unique new visitors to 
owned property. (Backaler, 2018; Traackr.com, n.d.) There are increasing number of this kind 
of frameworks for marketers to use. These matrixes are simply tools to companies to consider, 
but not seen as the only way to measure the impact of influencer marketing. (Backaler, 2018.) 



(21)FIGURE 2. Sample Influencer Marketing Measurement Matrix by Traackr.com (n.d.).  


Suomen Digimarkkinointi Oy (2019) has interviewed influencers for their online magazine and 
 they underline, that the importance of influencer marketing measurement cannot be emphasized 
 enough. As in any partnership that provides more value, measures must be defined through 
 objectives.  Companies  often  have  measures  decided  before  contacting  suitable  influencers. 


Measures  may  not  be  all  numbers,  but  also  marketing  by  image.  To  be  able  to  succeed  in 
influencer marketing, the objectives must be united between influencers and companies. It is 
common, that the success of a project is measured at the end. In longer partnerships, it is useful 
to  measure  along  the  way,  in  the  beginning,  in  between  and  at  the  end.  (Suomen 
Digimarkkinointi  Oy,  2019.)  The  longer  and  more  authentic  the  partnerships  between 



(22)companies  and  influencers  are,  the  more  likely  they  will  reach  increase  in  companies  ROI 
 (Haile, 2019). 


2.2.5 Influencer marketing in global context 


Influencer marketing, due to digitalization and globalization, has become a global phenomenon, 
 as it is expanding to countries all around the world. The more borderless nature of social media 
 platforms and new technologies have enabled international movement of influencers. As there 
 are influencers in every major markets, the level of maturity varies from country to country. As 
 any development, also influencer marketing is in different phases around the world. There may 
 be significant changes between an Asian or European market, as there will not be the same 
 talent, agencies and software. (Backaler, 2018.)  


For companies’ success, understanding markets and countries’ cultural context is important. 


Cultural nuances play significant roles in any international marketing strategy, that involves 
 local players. Companies must have clear objectives, whether they will work with global or 
 local  influencers,  when  they  enter  into  international  markets,  as  they  have  to  ensure  that 
 influencers’ audience match with their target groups. (Backaler, 2018.) 



2.3  Influencer marketing benefits and disadvantages 


Influencer marketing is a process, in which companies have to be ready to invest both time and 
 money. Influencers can provide value to brands with content they produce and engagement they 
 generate  with  their  followers.  Influencers  can  help  companies  to  manage  their  reputation, 
 expand their brand awareness, increase advocacy, reach new target audiences, drive more lead 
 generation and improve their sales conversion. (Traackr.com, n.d.)  


In previous research, companies have started influencer marketing activities to achieve increase 
 e.g. in brand awareness (Suomen Digimarkkinointi Oy, 2019; Backaler, 2018; Traackr.com, 
 n.d.), brand recognition (Hughes et al., 2019), brand engagement (Hughes et al., 2019; Jiménez-
 Castillo  &  Sánchez-Fernández,  2019;  Suomen  Digimarkkinointi  Oy,  2019;  Backaler,  2018; 


Traackr.com,  n.d.)  and  brand  perception  (Blazevic  Bognar  et  al.,  2019;  Jiménez-Castillo  & 


Sánchez-Fernández, 2019; Uzunoğlu & Misci Kip, 2014).  


Brand  awareness  is  defined  in  BusinessDictionary  (n.d.a)  as  an  extent  to  which  potential 
 consumers  recognize  brand  and  correctly  associate  it  to  their  products  or  services.  Brand 
 recognition  is  related  to  brand  awareness,  but  brand  recognition  refers  only  to  consumers’ 


awareness of brand’s existence (BusinessDictionary, n.d.b). Brand engagement should be the 



(23)ultimate objective, as it is the point where consumers favour the brand as better to other brands, 
 and when this happens, they behave more positively toward the brand and this generates very 
 high positive consumer behaviour, sales and profitability (Passikoff, 2013). Brand perception 
 relates  to  brand  engagement,  as  it  is  what  consumers  believe  brands  to  represent,  not  what 
 brands says or does. Brand perception is influenced by surrounding environment, consumer 
 use, experience, functionality, reputation and recommendations. (Qualtrics, n.d.) 


From  companies’  point  of  view,  influencer  marketing  affects  in  many  phases  of  marketing 
 funnel. With influencer marketing, companies can reach new audiences and customers, push 
 customers  to  make  purchase  decisions  and  increase  the  brand  engagement.  (Suomen 
 Digimarkkinointi  Oy,  2019.)  Companies  can  benefit  with  influencers’  created  buzz  that 
 increase  their  presence in  digital  platforms.  Influencers  have  created  a new  medium,  which 
 enables companies to reach target audiences and potential customers. Influencers’  ability to 
 influence their followers’ attitudes, perceptions  and purchase decisions is what makes them 
 powerful. Influencers’ authenticity and trustworthiness are major part of influencers’ source of 
 power. Influencers have the luxury of freely stating their opinions about products and services 
 in their digital channels, whether their comments are positive or negative.  (Uzunoğlu & Misci 
 Kip, 2014.) 


Influencers can have an immediate impact on companies, as they can reach large audiences 
(Ranga & Sharma, 2014). According to previous research, influencer marketing drives 11 times 
more ROI than pure digital marketing (Lim et al., 2017), but also there is still a risk of low 
effectiveness of influencer marketing efforts (Hughes et al., 2019). There are numerous benefits 
that influencer marketing provides, as partnering with influencers can be a cost-effective form 
of  producing  high-quality  content  with  already  existing  audience  (Odell,  2015).  The  figure 
below (Figure 3.) states seven reasons to work with influencers, but they are not only ones. 



(24)FIGURE 3. Seven reasons to work with influencers, adapted from Odell (2015). 


As  influencers  have  loyal  following  community,  companies  can  leverage  influencers’ 


trustworthiness and authenticity (Blazevic Bognar et al., 2019). Influencers have in their digital 
 platforms  an  important  and  strategic  role  of  reminding,  informing  and  entertaining  their 
 followers.  The  continuing  recommendation  by  influencers  affect  positively  to  customers’ 


purchase decisions. (Vinerean, 2017.) Influencers have the power to impact on their followers’ 


thoughts and actions, and as they enhance interaction with potential customers, adding value to 
 them by increasing the impact of marketing, it generates benefits for companies. Influencers 
 are  opinion  leaders,  who  spread  marketing  information  to  their  followers,  which  can  both 
 benefit and damage companies. Marketers have recognized the difficulty to measure the direct 
 effectivity of influencers to brand perception, and what behavioural changes influencers may 
 cause  to  their  customers’  attitudes.  Also,  given  the  difficulty  of  recognizing  relevant  and 
 appropriate influencers, and the risk of investing to influencers, it is essential for companies to 
 be aware of the use of influencers as a part of their digital marketing strategy. (Jiménez-Castillo 


& Sánchez-Fernández, 2019.)  
 The personal touch


•Influencers can provide authentic content, which is typed and posted by them, as there 
 is no marketing companies behind the words.


People trust them


•As influencers are normal people, their audience follow them for honest and truthful 
 review of products and services. This made people genuinely trust influencers' 
 opinions.


No hidden agendas


•Influencers write what they want, when they want, which is powerful and 
 empowering. 


Truly powerful paid content much more than just an ad


•Even if influencers get financial gain out of their content, they post about the products 
 they use, which makes the content more powerful than anything else.


No politics


•There is no-one, any bosses, telling what to post, controlling content.


Target marketing made easier


•Engaging with influencers provide companies to market their products to niches, as 
 there are influencers for everyone. 


Cost effective


•Compared to ongoing advertisements in a paper or on television, influencer marketing 
requires no production costs.



(25)Digital  influencers  present  to  companies  an  opportunity  to  extend  the  scope  of  companies’ 


marketing  messages  via  digital  platforms.  As  influencers  have  authenticity,  knowledge, 
 expertise and influence, consumers see them as opinion leaders, and make purchase decisions 
 based on their recommendations. (Jiménez-Castillo & Sánchez-Fernández, 2019.) Influencers 
 help  companies  to  attract  new  customers,  create  communities,  initiate  actions,  strengthen 
 awareness and idea of a company, and also, help to develop loyalty. As influencers’ followers 
 trust them, it is easier to promote them different products or services, which leads to higher 
 ROI. (Blazevic Bognar et al. 2019.) 


Today’s consumers look for recommendations from others to help their purchase decisions. 


With influencers, companies have their potential consumers’ attention and promote relevant 
 and relatable content, which has changed the way that companies interact with consumers. The 
 success of influencers is important to companies, as influencers’ relevance can be tracked to 
 companies with developed technology. The two-way style of conversation in digital platforms 
 gives  influencers  and  companies  a  chance  to  promote  the  product  through  personal 
 recommendations. (Glucksman, 2017.) 


Influencer marketing may seem a hard challenge, but companies should have courage to try it 
 and proceed step by step. Influencer marketing is most successful, when it benefits both parties, 
 companies and influencers. Companies get more brand awareness and stay easier in consumers’ 


minds,  when  influencers  share  recommendations  in  their  digital  channels.  Influencers  get, 
 beside of the financial compensation, content ideas and more followers, as companies share 
 their posts in their digital channels. (Suomen Digimarkkinointi Oy, 2019.) A win-win situation 
 should be the starting point of negotiations between companies and influencers, when they start 
 their partnership. 


As  influencers  have  their  own  personal  brand  to  think  of,  when  they  negotiate  on  possible 
 partnerships,  there  are  actually  two  brands  working  together.  Sometimes  that  might  cause 
 difficulties, as influencers may prefer to maintain the integrity of their personal brand as much 
 as companies wish to partner with them. Also, brands need to be aware of how cooperation with 
 certain  influencers  would  effect  on  their  reputation.  If  companies  are  connected  with 
 questionable  influencers,  negative  publicity  they  receive  can  also  affect  to  companies’ 


reputation.  There  are also  legal  and  competitive risks  in  influencer  marketing  activities  and 
additionally, there are unfortunately influencers, who create fake influence and trick companies 



(26)to  partner  with  them  in  false  pretences.  Preparation  is  key  to  manage  these  risks  as  in  any 
 business activities. (Backaler, 2018.) 


Companies  have  to  take  into  account  many  aspects  to  succeed  with  influencer  marketing 
 activities. Odell (2015) have gathered, what companies should do and do not, when partnering 
 with  influencers.  Firstly,  the  communication  between  parties  should  be  clear  and  precise, 
 especially when discussing about objectives and expectations. There should be understanding 
 that  a  consensus  with  influencers’  produced  content  is  a  priority,  as  there  is  no  use  of 
 influencers, if companies try to have control over their content. Also, companies should keep 
 an open mind for different kinds of influencers, as it will increase the reach of their campaign. 


Influencers are the experts, when it comes to their followers and companies must appreciate 
 their worth. As influencer marketing is a process, quick change of objectives and plans in the 
 last minute is something companies to avoid. (Odell, 2015.) 



2.4  Long-term partnerships in previous research 


There  has  been  a  noticeable  change  from  short-term  collaborations  to  more  long-term 
 partnerships, as companies have discovered the value of influencers, who already love their 
 products  or  services  and  have  turned  their  partnership  towards  brand  ambassadors  (Haile, 
 2019).  In  previous  research  of  long-term  partnerships,  concepts  of  relationship  selling  and 
 relationship marketing appear. In short, relationship selling is used to generate greater levels of 
 consumer satisfaction and long-term financial success. Relationship selling is different from 
 traditional  selling,  as  it  requires  salespeople  to  develop  new  skills  and  abilities  to  engage 
 successfully. (Dubinsky et al., 2002.) Relationship marketing is an approach, where the goal is 
 to  develop  long-term  relationship  with  consumers  by  measuring  their  satisfaction  level  and 
 developing  effective  programs  to  retain  them  as  their  consumers.  Relationship  marketing 
 highlights  cooperative  and  trusting  relationships  between  stakeholders  in  value  chain. 


(Makhitha, 2019.) 


Relationship  selling  and  relationship  marketing  generates  long-term  relationships  also  with 
 consumers, as well as others, as consumers are no longer seen just a source of revenue, but as 
 financially valuable in the long run (Makhitha, 2019; Dubinsky et al., 2002). There are many 
 reasons behind whether companies decide to partner with influencers short-term or long-term. 


Altogether, companies should terminate the duration of the partnership they are after, before 
contacting  influencers.  (Backaler,  2018).  Focusing  on  relationship  selling  and  relationship 



(27)marketing  have  many  benefits,  as  closer  relationship  improves  product  quality,  enhance 
 competitiveness, increase market share and reduce costs (Makhitha, 2019).  


Short-term collaborations are usually paid, one-off collaborations, and afterwards companies 
 and influencers go separate ways. In long-term partnerships, companies and influencers work 
 together  multiple  times  over  years,  and  influencers  often  appear  as  brand  ambassadors  for 
 companies, which usually takes place for at least year. In reality, short-term collaborations can 
 be effective, if companies are looking for increasing of brand awareness or brand perception. 


In order to this partnership to happen again in the future, managing the partnership afterwards 
 is important to get successful closure for collaboration. (Backaler, 2018.) 


Even  though  the  collaboration  is  meant  to  be  short-term,  it  still  requires  managing  the 
 relationship between companies and influencers throughout the campaigns. Sometimes short-
 term collaborations can reform to long-term partnerships, which benefit both parties. Followers 
 usually see all collaborations online as short-term, even though long-term partnerships have 
 increased. (Backaler, 2018.) Long-term partnerships are situations, where both parties, in this 
 scenario companies and influencers, learn the best way to interact, which decrease costs, what 
 keeping their existing relationship going provides. When long-term partnerships are mutually 
 satisfactory,  it  will  be  possible  to  avoid  unnecessary  costs.  (Makhitha,  2019.)  The  key  for 
 beneficial long-term partnerships is the maintenance of the relationship between campaigns and 
 collaborations, as companies must focus to the relationship and two-way dialogue to ensure a 
 positive experience for influencers, so they will still partner with companies. Credibility and 
 trust between companies and influencers are important for ongoing success. (Backaler, 2018.)  
 Influencer  marketing  has  become  popular  way  of  marketing,  and  more  and  more  money  is 
 involved, which increases the risk for companies to be partnered with fraud influencers, who 
 only  look  for  a  quick  collaborations  with  an  easy  cash.  However,  long-term  influencer 
 partnerships  will  ensure  that  influencers  endorse  companies  in  a  more  authentic  way. 


Influencers are human, which means that they will grow more loyal towards companies, and 
 their content will become more personal. (Haile, 2019.)  



2.5  Theoretical framework 


Theoretical framework of this thesis consists of three theories used in marketing research. The 
most  important  theory  of  this  theoretical  framework  is  two-step  flow  theory  by  Katz  and 
Lazarsfeld (1955). Based on their research, some people act as intermediaries of mass media 
information they receive to others and are therefore recognized as opinion leaders. Companies’ 



(28)marketing messages do not always affect consumers directly, but as the theory states, opinion 
 leaders, once they have developed and filtered it, distribute it to their followers. 


Digital influencers can be identified as online opinion leaders such as offline opinion leaders. 


Basically,  digital  influencers  can  mediate  messages  from  companies  to  consumers  and  help 
 them to reach potential consumers as they affect to their online followers who follow them and 
 trust to their opinions. (Jiménez-Castillo & Sánchez-Fernández, 2019; Uzunoğlu & Misci Kip, 
 2014.)  


Social  learning  theory  by  Bandura  (1977)  has  been  used  widely  in  academic  research.  The 
 theory justifies, how an individual raise interest, followed by favourable attitude, gained from 
 social  interactions,  either  direct  or  indirect.  Digital  influencers  represent  a  novel  type  of 
 independent third-party endorser, who can shape their followers´ attitudes and decision-making 
 through their digital content (Lim et al., 2017). People learn from digital influencers, who lead 
 by example and those who follow them, observe their example and adopt influencers behaviour 
 (Glucksman, 2017). 


Another theory, that is related to influencers, is Service-Dominant Logic (SDL) by Vargo and 
 Lusch (2004). Companies take more involvement from customers, which is beyond traditional 
 word-of-mouth practices. As globalization and digitalization have enabled the rise of a network 
 economy, customers have become a part of companies marketing activities. Inbound marketing 
 is  an  opportunity  for  companies  to  enhance  their  marketing  activities,  improve  financial 
 performance  and  serve  more  efficiently  and  effectively  their  customers,  suppliers  and  other 
 stakeholders. Traditional marketing activities, called outbound marketing, companies perform 
 a goods-dominant logic (GDL). With GDL, the focus is on producing units of output efficiently 
 far  from  customers  to  improve  manufacturing  effectively.  Customers  are  seen  as  passive, 
 exogenous  to  value  creation  and  unknowable,  who  can  be  urged  to  purchase  companies’ 


outputs.  


Lusch and Vargo (2009) describe inbound marketing also as co-creation marketing, and they 
 argue that economy has moved from outbound marketing towards the co-creation era, where 
 customers  and  supply  chain  partners  are  viewed  as  “endogenous  to  value  creation  and  as  a 
 source of expertise and knowledge from which the enterprise could and should benefit” (Lusch 


& Vargo, 2009, p.8). They describe, that SDL considers the relationship between goods and 
services and rejects the distinction between them. With service-dominant logic, the primary 
focus  is  on  operant  resources,  which  create  value  through  service  provision.  SDL  views 



(29)customers  as  one  of  the  most  valuable  resources  companies  have,  as  customers  can  help 
 companies with their marketing activities, collaborate with them and co-create value. Inbound 
 marketing works best, when customers are viewed as partners to do marketing with. (Lusch & 


Vargo,  2009.)  From  influencer  marketing  point  of  view,  SDL  describes  how influencers  as 
 companies’ partners can help them in their marketing activities and that way co-create value.  


This  theoretical  framework  provides  understanding  of  basic  theories,  that  can  be  related  to 
 influencer  marketing.  Two-step  flow  theory  provide  the  foundation  of  the  effectiveness 
 influencer marketing provides, as seen below in the figure (Figure 4). Influencers are the ones, 
 that spread the message from brands to their followers. With influencer marketing, brands try 
 to increase this effect by reaching out to their potential consumers through influencers’ content. 


FIGURE 4. Two-Step Flow of Communication Model (Katz & Lazarsfeld, 1955). 


Social learning theory is widely used in business research, and it gives a solid base for research. 


From influencer marketing perspective, influencers form a novel type of individual third-party 
 endorsers. This theory highlights the effect of influencers to shape their followers’ attitudes and 
 purchase decisions. As Bandura (1977) suggests: behaviour is learned from the environment 
 through the process of observational learning, which are presented in following figure (Figure 
 5.).  Figure  contains  factors  that  effects  on  followers’  perspectives,  divided  in  personal, 
 environmental and behaviour factors.  



Mass media  (companies)



Opinion  leaders  (influencers)



Individuals 

(followers)



(30)FIGURE 5. Social Learning Theory (Bandura, 1977). 


As Lusch & Vargo (2009) suggests: service-dominant logic is inherently collaborative. In it, 
 there are two actors (companies and customers or stakeholders, or in this scenario, companies 
 and  influencers),  who  together  co-create  and  co-produce  value  by  sensing,  experiencing, 
 creating,  integrating  resources  and  learning  from  one  another.  Figure,  that  is  found  below 
 (Figure 6.),  illustrates  a plain  description  of the relations  between  the  actors  as  they  are  no 
 longer seen as separate parts of economic system but rather as integrated. 


FIGURE 6. Service-dominant logic relations between parties (Lusch & Vargo, 2009). 


The following figure (Figure 7) is developed based on those three theories introduced before. 


The purpose of this figure is to present influencer marketing as a process, which takes principles 
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