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By three methods we may learn wisdom: First, by reflection, which is noblest; Second, by
imitation, which is easiest; and third by experience, which is the bitterest.
-Confucius
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Abstract
Social media influencer marketing is on the rise, and many marketers now plan to start
using social media influencers (SMIs). The challenge is that everyone on social media is
effectively an influencer. This research adds to the literature on evaluating influencers, as
some have better value to brands than others. This research addresses this challenge by
identifying source characteristics that affect consumer behavior variables: attitude toward
the influence, attitude toward the brand, and purchase intention. This research used a
sequential mixed-methods study, starting with a qualitative pilot study consisting of six
semi-structured interviews with industry experts. Next, the findings were combined with
relevant influencer marketing literature to propose five dimensions of source
characteristics: credibility, authenticity, trust, expertise, and congruence. Multiple linear
regression analysis was used to test all eight hypotheses. By surveying a sample of 170
respondents, this research illustrates that attitudes toward influencers significantly correlate
with attitudes toward the brand and consumer purchase intention. Each of the five
dimensions had varying effects on the consumer behavior variables. Credibility,
authenticity, and congruence emerged as the prominent dimensions significantly effecting
consumer behavior variables. This research adds to the influencer marketing literature on
source characteristics extending theoretical work on congruence, expertise, authenticity,
credibility, and trust. It provides practical implications for marketers and social media
influencers.
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Chapter 1
1.1 Introduction
As consumers have grown more cynical toward corporate messages 1, brands are leaning on
influencers to drive outcomes(Aspire IQ, 2020; Influencer Marketing Hub, 2021).
Influencer marketing has quietly blossomed into a $15 billion dollar industry (Hudders et
al., 2021), and recent years have seen a tremendous growing interest, not only from an
economic and commercial perspective, but also from a purely scientific one, viz. the
growing number of publications 2. Although the benefits of influencer marketing have been
well documented in industry reports (e.g., Aspire IQ, 2020; Influencer Marketing Hub,
2021), and in research (e.g., Campbell & Farrell, 2020; Belanche et al., 2021; Arsenis &
Chatzopoulou, 2020; Haenlein et al., 2020; Hughes et al., 2019). The literature suggests
that a strategic challenge remains in selecting the right influencers and what source factors
contribute to endorsement success (Navarro et al., 2020; Childers et al., 2019; Grave, 2019;
Wolf & Archer, 2018). This research seeks to address this strategic challenge.
More than 70% of shoppers rely on Instagram to discover new products (Facebook, 2019),
this, coupled with the meteoric rise of social media 3 has led to more than 500,000 social
media influencers (SMIs) on the platform (Droesch, 2019). Making this social media a
vivacious place to tap into for advertisers. SMIs represent “a new type of third-party
endorser who shape audience attitudes through blogs, tweets, [content], and other social
media” (Freberg et al., 2011, p. 90). On Instagram alone sponsored content has surpassed
six billion (Guttman, 2019). By partnering with SMIs, brands can break through the
cynicism and distrust (cut through the noise) and seamlessly expose their offering to a

Consumers lack trust in corporate messages, according to the Edelman Trust Barometer Global
Report (2021), trust in business is in decline across all sectors. Increasingly, advertisements are consciously
skipped by consumers (Franzen et al., 2015).
2
Published in the International Journal of Advertising, Hudders et al., (2021). The authors cite a steep incline
in research publications since 2018, they describe explosive growth of publications between the years 20162020 (N= 154). Review between 2011-2018 (e.g., Sundermann and Raabe, 2019) yielded fewer total
publications (N = 39).
3
Prominent research analyst Simon Kemp at Kepios released a report in April 2021 showing; 4.20 billion
social media users around the world, this figure has grown to 490 million over the past 12 months, delivering
a year-on-year growth of more than 13 percent; the number of social media users is now equivalent to more
than 53 percent of the world’s total population (Kemp, 2021)
1
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highly involved group of consumers and hope to take some of the positive image radiated
by the SMI (Knoll et al., 2017).
For brands, the follower base of SMIs is a gold mine. The conversations SMIs have with
their followers by way disseminating their opinions through shared content is precisely the
point where advertisers want to enter the conversation. Entering this conversation is
effectively influencer marketing, it is a product placement strategy in which a product or
service of a sponsoring brand gets featured in the SMIs content (Lee, 2020). Breves and
colleagues (2019) describe influencer marketing as “a type of native advertising, branded
entertainment, or highly credible word of mouth”. Furthermore, others say influencer
marketing refers “to a form of marketing where marketers and brands invest in selected
influencers, in order to create and/or promote their branded content to both the influencers’
followers and to the brands target audience” (Lou & Yuan, 2018, p. 1). The industry is
drawing attention from all marketing practitioners/departments around the world as
advertising expenditures are reduced. An SMI is a cost effective solution because you pay
one price and receive both the creative and the promotion (Borchers, 2019) . Recent
research on the strategic use of influencers found that, ‘done right’ influencer marketing
can generate up to 11 times return on investment (Glenister, 2021). On top of the hard
metrics brands are hoping to increase the positive valence toward their message. Increasing
positive valence is associated with consumer behaviour in three decisive ways; influencing
consumer awareness, influencing consumer attitude toward brand, and influencing purchase
consideration (Hussain et al., 2020)
There has been a lot of research indicating a positive influence of social media marketing
interactions on consumers’ purchase intentions (Arli, 2017; Astuti, 2018; Chakraborty &
Bhat, 2018; Gautam & Sharma, 2017; Hayes & Carr, 2015; Loureiro & Gomes, 2016; Ott
et al., 2016; Raji et al., 2020). Studies on the attributes of endorsers on traditional media
settings (Tv, Radio, Print) have been conducted and demonstrated the affect on consumers’
purchase intentions (Costanzo & Goodnight, 2005; A. Kumar, 2011; Ohanian, 1990; Saima
& Khan, 2020; Spears et al., 2013). Only a few studies have been conducted on how
consumer attitudes, and purchase behaviour is influenced by source characteristics of the
influencer (Chetioui et al., 2020; Chopra et al., 2021; Godey et al., 2016; Lim et al., 2017;
2

Torres et al., 2019; Trivedi & Sama, 2020). Much of the research on SMIs has been heavily
influenced by celebrity endorsement literature. Most famously is the Ohanian’s (1990)
source credibility model that proposes trustworthiness, expertise, and attractiveness as the
main attributes of a persuasive celebrity endorser (S. Kumar et al., 2020; Lou & Yuan,
2018; Schouten et al., 2020; Torres et al., 2019; S. Yuan & Lou, 2020). Although they
share similarities SMIs differ from traditional celebrities in some fundamental ways. First,
when a celebrity joins a social media, they are bringing with them the fandom built
somewhere else. SMIs generally start from a small following and accrue fandom over time
due to good content, entertaining personality, and source characteristics such as credibility,
trustworthiness, authenticity, perceived congruence, and expertise. Second, SMIs are more
active on social media as this is often a (primary or secondary) source of income. They
therefore spend more time on the platform trying to scale their reach and impact in order to
appeal to brand managers (Zhang & Hung, 2020). This accessibility means that SMIs foster
stronger bonds with their audience making their brand recommendations more powerful in
effecting attitude change and purchase intention. The mechanisms that characterize the
bond is what this research refers to as a source characteristic. The success of influencer
marketing rests upon source characteristics. Some early research on influencer marketing
indicates a variety of source characteristics used to evaluate influencers. Chetioui et al.,
(2020) cites, number of followers, number of likes, number of comments, credibility,
expertise, congruence to the brand or potential customers (Choi & Rifon, 2012; De
Veirman et al., 2017; Freberg et al., 2011). However, research on influencer marketing is
still scant (Chetioui et al., 2020; Hudders et al., 2020; Saima & Khan, 2020), and none of
the prior research considers a model of source characteristics not constrained by Ohanian
(1990) model, and measuring the effect on attitude toward the influencer, attitude toward
the brand , and purchase behaviour. This research seeks to bridge this gap.
The purpose of this research is two-fold. First, this research seeks to find influential source
characteristics of SMIs. To that end, this research initially interviews six experts in a
qualitative pilot study to uncover dimensions of SMI source characteristics. Second, the
relationship between source characteristics and attitude toward SMI, attitude toward the
brand, and purchase intention will be investigated (these three dependent variables are
referred to as consumer behavior variables). The initial qualitative pilot study takes an
3

inductive approach to construct the conceptual model. The following quantitative study
seeks to validate the hypotheses between source characteristics and consumer behavior
variables.
This research seeks to add to the literature on SMI source characteristics, namely the source
credibility model, as well as incorporate new variables into a novel conceptual model in
hopes of increasing explanatory power. Evidence based practice is needed for marketing
practitioners to evaluate SMIs in order to produce successful outcomes. Therefore, it is
believed that the findings will inform marketing practitioners ways to evaluate influencers
for a potential successful partnership. As well this research will inform SMIs on the ways
source characteristics contribute to consumer behavior variables.
1.2 Objectives & Research Question
Given the recency of the subject and fragmented outlook of the research domain this
research deployed a mixed methods exploratory sequential design (explained in detail in
Chapter 4). In a mixed-methods investigation it is recommended by some researchers to
have three types of questions: mixed methods research questions (RQ1), qualitative
research questions (RQ2), and quantitative questions (RQ3). Although typically researchers
select hypotheses rather than questions for the quantitative. The integration technique the
researcher uses in this thesis (Creswell & W, 2015, p. 126). The integration technique the
researcher uses in this thesis is referred to as building of the data, which occurs when the
qualitative results are used to direct the quantitative phase, such as in our case the discovery
of variables. This is one of the four types of integration which Creswell (2015 p. 144)
defines. This research formalizes the following three research questions:
RQ1: What are the critical success factors for selecting influencers to ensure
endorsement success?
RQ2: What are the underlying mechanisms that explain influencer marketing
success?
RQ3: Do these underlying mechanisms have a significant relationship with
consumer behavior variables?

4

The main premise of the thesis is that not all firms know how to utilize influencer
marketing effectively. Influencer marketing is an effective marketing strategy that works an
extension of word-of-mouth marketing and bypasses the noise created by digital ads,
therefore influencer marketing through influential opinion leaders is more likely to
influence/persuade a consumer. Influencer marketing is not a new phenomenon, but
consumer behavior has seen a shift in the amount of time spent on social media platforms
not to mention the growth of SMIs recently. Therefore, the implications on influencer
marketing need to be explored.
The rational for the research questions is to understand what the phenomenon entails and if
this connects with the recent literature as this will provide a better understanding of the
critical underlying elements that potentially influence consumer behaviour. There have only
been a few studies to date that examine the perspectives of advertisers and advertising
agencies regarding the importance of influencers in their marketing strategies (Hudders et
al., 2020, p. 30). Research has shown that firms face strategic challenges regarding
influencer identification, selection, and activation to maximize their influence (Ye et al.,
2021, p. 14). Firm’s that can execute influencer marketing successfully understand what
factors contribute to a higher propensity of consumer buying behaviour.

5

Chapter 2
2.1 Background
2.1.1 Word-of-Mouth (WOM)
The worlds oldest communication medium is word-of-mouth (WOM) for sharing and
disseminating opinions about products and services, and this has been routinely shown in
the literature to significantly influence consumer behavior (Huete-Alcocer, 2017; Ohanian,
1990). It is the single most effective mechanism to influence another to adopt a favorable
attitude, and further, even purchase a particular brand product. Intuitively, this makes sense
because we trust the opinions of those in our closest social circles. These are generally
people we have a higher degree of trust with and therefore their opinions are received by us
in a more credible, authentic, and congruent way, thus their opinion is more likely to affect
us. The digital era has altered this communication dynamic, it has taken the mechanism of
WOM into the online domain in what is commonly referred to as electronic word-of-mouth
(eWOM). Researchers have found a similar effect of eWOM on consumer behaviour
(Huete-Alcocer, 2017). eWOM valence strongly impacts consumers’ behaviour positively
or negatively, because online opinions enhance awareness, attitude, and consideration of
products and services (Hussain et al., 2020; Aggarwal et al., 2012). Indeed we are living in
the digital era, an era where consumers are spending more and more time online and
continuously scrolling on their smartphones or typing away on their laptop (Saima & Khan,
2020). For many, social media has become a daily need and rarely a day goes by one
doesn’t check their social media habitually. The Pew Research Center found 85% of
Americans say they go online daily. That figure includes the 31% who report going online
almost constantly, as well as 48% who say they go online several times a day (Perrin &
Atske, 2019)
2.1.2 eWOM and Social Media
More than a decade ago it was found that electronic word-of-mouth (eWOM) ̶

has a

stronger impact on consumer decision-making than traditional advertising techniques
(Goldsmith-Clark, 2008). Communication now days isn’t just happening face-to-face but
rather is mediated by information and communication technology and eWOM is being
proliferated through the use of social media (Huete-Alcocer, 2017). This means that
6

traditional word-of-mouth has effectively transcended to virtual world in the form of
eWOM, the importance of this statement will be returned to later in the review. Information
systems (IS) literature has yet to capture a single definition of social media (Carr & Hayes,
2014; Kapoor et al., 2018; Kaplan and Haenlein, 2010). This research adopts the
perspective of social media as a social medium (Carr & Hayes, 2014), comprising
communication web-apps (website applications) that facilitate relationship forming
between users from diverse backgrounds. The concept of social media can be defined as:
“the collection of software based technologies- usually presented as apps or
websites- that provide users with digital ecosystems in which they can generate,
interact, send and receive digital content or information over some type of digital
interpersonal communication network”
(Abdullahi, 2020; Appel et al., 2020, p. 80; Farivar et al., 2021, p. 2; J. A. Lee &
Eastin, 2021).
Social media plays an important role in facilitating personal connections and community
building (H. Lim & Kumar, 2019). This results in a tenacious or rich social structure
(Kapoor et al., 2018) which academics and practitioners have studied many aspects of over
the past years. Driven by user-generated content (Kapoor et al., 2018) social media has
become an efficient and influential tool affecting peoples social, commercial, business, and
political lives (Abdullahi, 2020, p. 10). When humans refer to social media, applications
such as Facebook, WhatsApp, Twitter, YouTube, LinkedIn, Pinterest, and Instagram often
come to mind. These applications are highly influential in a multitude of settings, from
purchasing/selling behaviours, entrepreneurship , political issues, to venture capitalism
(Greenwood & Gopal, 2015).
Organizations increasingly engage in social media with the aim of obtaining feedback from
stakeholders (Phang et al., 2015). A predominant characteristic of social media networks is
product/service reviews and recommendations because more and more people are relying
on others experiences before making a purchase decision, visiting a place, or searching for
accommodation (Kapoor et al., 2018). In fact, in the field of tourism eWOM is considered
the most influential pre-purchase source of travel information (Huete-Alcocer, 2017).
Consumer reviews brings forth relevant issues of information quality, credibility, and
authenticity to the forefront (Kapoor et al., 2018).
7

Early research on social media revealed the effect of moderators and suggested that
commentators generate high quality content to build a strong reputation (Chen et al., 2011).
From a commerce perspective this is insightful because social media becomes a gateway to
influence the attitudes and opinions of their brand by reaching consumers with interesting
and engaging content. A study from Lou and Zhang (2013) showed that user-generated
reviews and recommendations create consumer buzz and found that this type of advocacy
effects consumer attitude which, in turn, effects firm value. Unsurprisingly, the
comprehensive literature review on the topic of social media by Kapoor et al., (2018)
revealed an entirely dedicated stream of research showcasing the extent to which social
media is being integrated in marketing strategies (p. 545). The relevance of social media in
marketing departments cannot be understated, consumers are using social media as a
medium to proliferate their opinions about products and services they consume and with
today’s enormous social media landscape their potential of reaching a high number of
people in a short amount of time has greatly increased (Huete-Alcocer, 2017) . Social
media offers marketers another type of digital marketing channel to reach and communicate
with consumers through advertising (Appel et al., 2020).
A key function of social media is following others and sharing information. Increasingly,
accounts on social media are becoming a search engine and consumers are turning to them
as a way to identify products and services that align with their interests, values and lifestyle
(Casaló et al., 2020; Ki & Kim, 2019).This is particularly interesting for advertisers who
want to build relationships and personal connections with users that resemble their target
demographic (De Jans et al., 2020, p. 2). The ubiquity of social media has brought typical
person-to-person interactions online. Information sharing between consumers in the
marketing context is often thought of as a form of word-of-mouth (WOM) and these
elements have made social media an attractive platform for advertisers. Brands effectively
try to capitalize on the social capital accrued in accounts with sizeable followings, these
accounts are usually operating by persons’ who collaborate with businesses to generate
content on their behalf to endorse the specific product/brand to their audience (Farivar et
al., 2021, p. 2). Some researchers suggest that brands who partner with specific accounts on
social media to generate sponsored content gain an advantage in two ways (1) access to the
sizeable following of the account, and (2) gain positive associations for the brand (Breves
et al., 2019; Haenlein et al., 2020, p. 11; J. A. Lee & Eastin, 2021, p. 2)
8

2.1.3 Social Media Influencers (SMIs)
In 1920 the Curtis Candy Company rebranded a candy bar named kandy kake into baby
ruth and quickly became the best-selling candy bar in America in the late 20’s exploiting
one of the most iconic baseball players in history, Babe Ruth (Kaikati, 1987, p. 93). The
use of celebrities in marketing communications is not a new phenomenon and has persisted
since the late 19th century (Erdogan, 1999, p. 292). Celebrity endorsement happens when a
business entity investing in employing celebrities for promotion of products or services ̶
namely celebrity endorsement ̶ in order to create desirability (through association of
celebrity with product) via advertisement to generate favorable business outcomes
(Erdogan, 1999, p. 291; Djafarova & Rushworth, 2017, p. 69; Lou, 2021, p. 3). This is also
useful in building brand equity (Keller, 2005).
In recent years, the rapid adoption of social media has led to new communication
dynamics, and given rise to a new type of celebrity, “online celebrity”(Vrontis et al., 2020,
p. 1; Lou, 2021, p. 3). An online celebrity is popular and influential on social media
platforms and gains sponsorship and endorsement deals (Djafarova & Rushworth, 2017;
Lou, 2021). Senft’s (2008) ethnographic study of camgirls and their audience serves as
groundwork for much of todays research on SMIs (e.g., Borchers, 2019; Lee, 2020). Senft
(2008) coined the phrase micro-celebrity and defined SMIs as, “A new style of online
performance in which people employ webcams, video, audio, blogs, and social networking
sites to ‘amp up’ their popularity among readers, viewers, and those to whom they are
linked with online” (Senft, 2008 p. 25). The highly cited researcher, Chen Lou (2021),
asserts that the term online celebrity is analogous to “social media influencer (SMI)” (p. 3).
These individuals often have an authentic social media personae, garner a popular
following through the dissemination of organic content, have knowledge within a specific
domain, develop intense relations with large following, and thus wield influence over the
followers’ consumer behavior (Campbell & Farrell, 2020; S. Yuan & Lou, 2020).
Researchers have made the distinction between traditional celebrity endorsement and SMI
endorsement. Sundermann and Raabe (2019, p. 279), cite four ways SMIs differ from
ordinary (traditional) celebrity and celebrity endorsement approaches. First, SMIs gain
prominence due to their work primarily on social media platforms; second, SMIs are more
9

approachable and relatable than celebrities by consumers; third, SMIs are co-producers of
content in that they have control over the content; fourth, SMIs are not directly employed
by sponsoring organization, therefore act as independent third-party endorsers which
highlights the need for a strong relationship and trust.
A more precise and applicable definition provided by Lou and Yuan (2018) is as follows:
A social media influencer is first and foremost a content generator: one who has a
status of expertise in a specific area, who has cultivated a sizable number of captive
followers ̶ who are of marketing value to brands ̶ by regularly producing valuable
content via social media (p. 2).
Adopting a categorization of influencers is a key component in understanding that not all
influencers are created equal (Campbell and Farrell, 2020 p. 476). Following other
researchers (e.g. Lou, 2021, p. 3), I adopt the methodology by Campbell and Farrell (2020)
for categorization of SMI ̶ including celebrity influencer and mega-, macro-, micro-, and
nano - influencer. Their study identifies a linear process an influencer goes through from
when they first start out (nano- few fewer than 10k followers) and as they gain followers
they progress for instance to micro- (10 - 100k followers), then macro- (100k - 1million
followers), and finally mega- (1 million followers). SMIs fame is restricted to their niche,
while a traditional celebrity is known to a mass audience (Zhang et al., 2020). SMIs
aggressively try to increase their celebrity capital by growing their social media accounts to
have enough reach where they can monetize content through brand partnerships (Lee,
2020). Typically audience size is used as a metric to rate the cost of the brand endorsement.
However, as Evers (2019) concludes, “it is not simply the number of followers that matters
for sponsors but rather the intimacy of engagement that can generate value” (Evers, 2019).
Influencers strive to drive engagement (e.g., likes, shares, comments) and conversions (e.g.,
purchases), SMIs who are perceived like a real friend are more effective than megainfluencers (Suciu, 2020). In-fact, there is an inverse relationship that exists between size of
influencer and engagement rate (Glenister, 2021). Furthermore, research shows
partnerships with traditional celebrities and mega-influencers are decreasing while
partnerships with nano- or micro-influencers are on the rise (Djafarova & Trofimenko,
2019; Schouten et al., 2020). Early qualitative research on selecting influencers for public
relations identified factors related to the actor (e.g., credibility, authority) and they found
evidence to suggest that an increasing number of interactions (e.g., shares, responses,
10

message relevancy), and increasing network (e.g., larger number of contacts, actively
communicating) had a positive effect on credibility and authority (Vollenbroek et al.,
2014). Higher levels of authenticity has also been associated with increasing persuasive
impact of the influencer (Campbell and Farrell, 2020). As I will further highlight SMIs
have a strong impact on their followers’ decision making (Hudders et al., 2021, p. 340) ,
2.1.4 Influencer Marketing On Instagram
Instagram has been ranked by marketers as the favorite platform for influencer marketing
compared to Facebook, YouTube, Twitter, and LinkedIn (Feldman, 2019), it is also the
most scholarly researched platform in the context of influencer marketing publications
(Hudders et al., 2021). Instagram is a visual first platform that affords various modes of
visual communication- including ephemeral content featured in stories (Lee, 2020), as well
as archival posts that get displayed in followers’ Newsfeed.
The ephemerality encourages users to post spur of the moment spontaneous updates. Photos
and videos are stored for up to 24 hours on Stories (see Figure 1). A lot of SMIs post
stories consistently to keep their followers updated on their lives. As of 2019 stories was
the fastest growing feature on Instagram and garners instant engagement from other users.
The “swipe up” feature in the stories directs consumers to a third-party website. This is
commonly used to advertise promotions such as discounts by offering a discount code that
is attributed to the SMIs name.
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Figure 1: Image of sponsored brand endorsement on Stories

Source: Lee (2020)
The Newsfeed (Figure 2) feature is the most preferred format for influencer marketing by
marketers (Glenister, 2021; Lee, 2020). Posts in this format are displayed in followers’
home feed and are archived on the influencers profile. The reach and impact of SMIs post
is largely controlled by the Instagram algorithm which has been constructed to deliver
relevant content that is of interest to users. Instagram strategists say that once you
understand how the algorithms work you can tailor your content strategy to work alongside
it (Thomas, 2021). Newsfeed gives marketers the most amount of reach from a post because
the post can be present for a long period of time allowing the brand to affiliate with the
influencer. In other words, transfer the positive meanings and values from the influencer to
the brand.
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Figure 2: Image of sponsored brand endorsement on Newsfeed.

Source: Lee (2020)
There are other ways to partner with an SMI. For example, gifting is a popular approach
considered as minimal brand encroachment (Audrezet et al., 2018). This is simply when the
brand send the SMI products as gifts hoping that they will feature the brand in a
spontaneous post. When it comes to influencer marketing brands tend to relinquish some
creative control and so it is vital that their products naturally blend with the influencers life
and values, and comes off as authentic to their followers. Maximum encroachment
strategies (Audrezet et al., 2018), is where brands pay SMIs to advertise their product or
service and set restrictions with the creative brief. This gives the brand a degree of control
over the advertisement. If the advertisement comes off as unnatural or disingenuous the
endorsement may not get positive attributions. Brands need to understand that in a lot of
cases, SMIs are their own audience experts, and they have years of experience tailoring
content to serve their niche. Ensuring leeway in choosing how to carry out sponsorship is
important (Audrezet et al., 2018).
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2.2 Pilot Study
2.2.1 Qualitative Study Overview
As previously mentioned, research in this domain is in its infancy so it was deemed
appropriate to conduct exploratory research to better understand the phenomenon better.
The objective of the pilot study was to better understand the phenomenon, to confirm
and/or expand our understanding of the given topic, not to predict the future course of
action but rather to elaborate on the antecedents of influencer marketing on consumer
behavior. Identifying important dimensions and sub-dimensions of influencer marketing
that influence consumer purchase intention. While qualitative research is believed to lack
scientific generalizability (Bryman & Bell, 2015), the goal of qualitative research is to
focus on understanding and attaching meaning better than generalizing and it is often the
first step in examining a theoretical or hypothesis (Chopra et al., 2021).
2.2.2 Research Design
The nature of the research design is based on the qualitative pilot study. The data was
collected through in-depth interviews with industry experts. Experts are those who have
been emersed in the field for a long period of time, responsible for making executive
decisions, and who are involved in creating influencer marketing campaigns. Six experts
from the field of influencer marketing were part of the interviews. Similar exploratory
influencer marketing research by Chopra et al., (2021) conducted interviews on industry
experts to collect data. Both this research and the work of Chopra et al, (2021) used the
method of systematizing expert interview defined by Bogner and Menz (2009), which is
used to collect expert knowledge focusing on technical and processual knowledge
(Döringer, 2021). Technical knowledge relates to knowledge of specific to the field, or
technical application, or even information and data (Döringer, 2021). Process knowledge
captures knowledge based on experience in a practical context (Döringer, 2021). The
researcher conducted six semi-structured interviews. Interviews were conducted via
Microsoft Teams. Microsoft teams is a cloud-based collaboration software with a core
capability of recording video meetings. The interviews were conducted virtually due to
constraints afforded by the Covid 19 pandemic. The rationale for the chosen method of
semi-structure was to be flexible to ‘rambling’ yet guided loosely by prepared topics with
an interview guide. This allowed participants to share their experiences as freely as possible
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and allowed the researcher to make follow up questions that may not have been in the
discussion guide.
The researcher studied extensive literature, which gave him a thorough understanding for
designing the discussion guide for the interview. The flow of the discussion guide (see
appendix A for detailed view) was as follows:
1. Intro. Collecting information on subjects’ industry experience.
2. Collecting information on the nature of their experience.
3. Conceptualizing phenomenon, identifying the significant advantages and
challenges, identifying influencer marketing success factors, and finally
identifying key influencer source characteristics that lead to successful
influencer marketing.
2.2.3 Participants and Data Collection
The first interviewee was recommended by the researcher’s supervisor which led to the first
participant interview. The next two were a result of social networking site LinkedIn which
allows individuals to connect with users based on job experience and interests. Therefore,
the researcher was able to seek possible interviewees. Snowball sampling led to the last
three interviewees. Snowball sampling is a recruitment technique which research
participants are asked to assist researchers in identifying potential subjects. This made
sense for the researcher because the interview subjects had 10 plus years in the industry
making them well positioned (extremely well connected) to recruit highly relevant
participants for the research.
Five of the six interviews were conducted virtually and recorded using Microsoft Teams.
One interview was conducted in person. On average the interviews were between 36 and 65
minutes and took place over the summer/fall of 2021. Participants were sent a document
explaining the research and the interview guideline (See Appendix A). The face-to-face
interview was recorded using an audio recording software on the researcher’s smartphone.
Before the start of each interview participants were informed of the privacy disclosure and
consented to the recordings. All interviews were saved and uploaded to artificial
intelligence transcription platform Otter.ai to speed up the transcription process (interview
transcriptions present in appendix B through G). The researcher checked that the interviews
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had been transcribed verbatim, and read the interviews in depth, multiple times to conduct
analysis.
2.2.4 Analysis and Findings
Data across the participants were analyzed to understand the similarities and differences.
The transcripts from each unit of analysis measured were coded and analyzed. The key
construct findings are highlighted in the following.
Respondents all possessed over six years’ experience in the influencer marketing industry.
All respondents have had hands on experience with influencer marketing campaigns. Five
subjects were male, and one subject was female. Most subjects N= 5, were either founders
and CEO’s or a related executive level position. Subjects unanimously agreed that
Instagram platform was the mecca of influencer marketing for B2C marketplace, followed
by Tik Tok. Findings from the interviews offer strong support of some of the key emerging
source characteristics (e.g., credibility, authenticity, trust, expertise, congruence). Some
examples with quotations follow.
Tom Augenthaler responding to advantages of influencer marketing:
“Advantages are manifold, first you are working with someone who has direct
access to your buyer persona and speak to them in a way that is not filled with
corporate jargon, they speak to them in a way that is honest, authentic, and genuine
like the way you and I are communicating right now” (Appendix C).
Kerrie Daly defined influencer marketing as:
“Getting a creator to leverage their own audience to create authentic content to
naturally market your brand. Authenticity is the key word” (Appendix G),
Moreover, she states that the main advantage to influencer marketing is it is an authentic
advertising form:
“The main advantage is it is authentic; it means you can be super targeted in your
approach. All you need to do is find an influencer who knows that audience ans is
speaking to that audience. Authenticity is the most key thing.” (Appendix G).
Gunnar Birgisson defined influencer marketing as:
“It’s the strategy of getting someone on behalf of your company to get your
message across. It is creating partnerships with individuals who have a following
whom trust them, they add credibility and authenticity to market a product”
(Appendix B).
Jim Meadow’s addition to the subject:
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“Social media is where people are spending a lot of time and when you interrupt
news feeds with product messaging you want to be respectful to that consumer. With
influencers you have an opportunity to get your products out there that isn’t exactly
like a digital billboard. Millennials trust influencers significantly more than they do
brands. They use social media as news outlets and search engines . . . . It’s hard for
brands to get in front of audiences with credibility” (Appendix F).
Craig Knox’s addition to the topic:
“Social media has evolved to be tailored toward influencers and these social media
platforms have given consumers a set of tools for audience interaction. People
interact better with people rather than with brands. Brands know this, so they want
to use the interaction tools that the platforms have given them in the most authentic
way and the best way is to work through [an influencers voice] rather than their
own brand voice because consumers have a greater trust in people than brands”
(Appendix E).
When talking about a successful influencer marketing strategy all subjects responded by
stressing the importance of matching up the right influencer with the brand. Gunnar B.
stressed the importance of lining up values of the influencer with the brand to create win
win situations,
“we are assessing the values of the individual because if we can match the
individuals’ values as a company with the influencers, we represent than we can
accurately match them with brands whose values align. Success hinges upon values
alignment” (Appendix A).
2.2.5 Discussion in Brief
This study was successful in giving the researcher a in depth and up to date snapshot of
influencer marketing success factors. The results of the interviews combined with the
findings of the literature review support five source characteristics of the influencer that
could potentially influence consumer behavior. Therefore in the next section the researcher
combines findings from this pilot study with the literature review and creates the research
model with testable hypotheses.
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Chapter 3
3.1 Literature Review
Organization’s strategically use influencers for promotional purposes and their perspectives
have been explored in the extent literature. Exploratory research by Wolf and Archer
(2018) critically analyzes 31 semi-structured interviews with senior public relations (PR)
professionals in Singapore and Perth, Western Australia (p. 494). They cite that influencer
engagement exemplifies the core characteristics of public relations, i.e. “the need to build
meaningful relationships between organisations and various stakeholder groups” (p.508).
Their findings indicate the rise of influencers as a PR tool, and they make note of a shift
from using social media as a tool for relationship building to a paid model, in that
influencers were being paid to endorse corporate messages (Wolf & Archer, 2018).
To evaluate the value of influencers in PR communications, Navarro et al., (2020)
surveyed a group of PR and communication practitioners from Europe (N=2710) and Latin
America (N=914). Notably, 59.9% of Europeans and just about half (49.1%) of Latin
American respondents indicated more than 10 years job experience (Navarro et al., 2020, p.
5). Findings indicate that although professionals highly value influencers for PR reasons,
there are limitations to the strategic use of influencers. Most of the practitioners lacked
specific strategies to identify relevant influencer for their company and lacked
communication strategies with influencers.
From the marketing agency perspective Childers et al., (2019) interviewed 19 U.S.
advertising agency professionals to show the lived experience of influencer marketing from
their perspective. All respondents worked for an agency and over saw the execution of
advertising for different brands, and have experience with influencer marketing (Childers et
al., 2019, p. 262). Respondents in the study reveal that the influencer marketing industry is
becoming more prevalent with both large and small brands wanting to get involved with the
approach to reach new target audiences (Childers et al., 2019, p. 264). However, their
findings indicate that agency professionals are still wrestling with questions of what
influencer marketing is, what the value is, and how it should be approached (Childers et al.,
2019, p. 264). Furthermore, their study suggested most brands see the value of influencer
marketing as an extension of reaching a wider audience and building credibility, “[Insofar],
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influencers provide an authentic voice on behalf of brands that show real people using the
products or services in real time” (Childers et al., 2019, p. 265). Despite the benefits, the
respondents held several reservations, including the perceived high prices for certain
influencers, concerns around the legal requirements (e.g. regarding disclosure of sponsored
post), the struggle of integrating influencer marketing into the structure of their agencies
(e.g. who becomes responsible for content and creative direction in the campaign),
difficulties in finding and selecting the right influencers (e.g. what characteristics should
they consider most), and retaining the healthy balance between controlling message of
influencer while allowing creative freedom (e.g. high risk for the brand if content is
inappropriate or illegal). Another study incorporating the marketer perspective was
conducted in 2019 by Jan-Frederik Grave on German marketers. In this study he conducted
a survey distributed to German marketers (N=76) in order to find the key performance
indicators used to measure the success of influencer marketing campaigns (Gräve, 2019).
The results reveal that most marketers use quantitative metrics like reach and number of
interactions as the most important metrics. Notably he offered insight in that marketers
should assign greater emphasis to sentiment measures drawn from comments to evaluate
the influencer campaign.
Relying on insights by 15 interviews with representatives from destination management
organizations (DMO), (Seeler et al., 2019) conducted this study to explore the role of
social influencers and secondary experiences in the tourist’s process of experience
accumulation(Seeler et al., 2019, p. 82). What they found was that people build experiences
through secondary experiences of experienced travelers, indicating that social influencers
play an important part creating mental availability for a particular destination. Hutchinson
(2019) used cultural intermediation framework to uncover the dynamics between social
media influencer, algorithms, and platforms. An ethnographic study was carried out in
which interviews were conducted with representatives from agencies which revealed that
influencers are iterative in their content creation process and create content based on
audience feedback and algorithmic affordances. Furthermore, that these agencies play a
central role in guiding influencers.
All of the studies reviewed above adopted a qualitative methodology and this is likely due
to the recency of the field of study (e.g. exploratory studies). Exploratory studies are
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usually implemented to gain a better understanding of an existing problem where there is
not a clear definition. All these studies concern the proper conceptualization of social media
influencers and influencer marketing. These studies highlight the perspectives of a various
organizations as the sources of communication and demonstrate the importance and value
of the strategic use of influencers in marketing communications for organizations and
firms. The gap in the literature seems to be surrounds execution of influencer marketing,
successful influencer marketing is afforded by sourcing influential influencers.
Another prominent research stream in the literature concerns studies on how the audience
perceives influencer marketing (Hudders et al., 2021, p. 343). These studies primarily focus
on how consumers value influencer posts, attach meaning to them, and are influenced by
them. The studies fall under two broad categories as follows; first, how people value
influencers and what factors play a role in judgement formation, secondly, studies
concerned effectiveness of sponsored influencer endorsements and what factors play a role
in judgement of the brand as a result.
Regarding the appeal of social media influencers to audiences Freberg et al., (2011), used a
California Q-sort technique to discover attractive attributes of SMIs. Their study made use
of an arbitrary choice of SMIs for demonstration as well as a convenience sample of
university students (Freberg et al., 2011, p. 92). Their study revealed that SMIs were
perceived as verbal, ambitious, smart, productive, and poised. Conducting 38 in-depth
interviews with active Instagram users in Russia, Djafarova and Trofimenko ( 2019)
explore the impact of micro-celebrities’ credibility and self-presentation upon consumer
purchase intentions. They found that attractive characteristics of SMIs were beauty,
uniqueness, and humor. It should be noted that all 38 interviews conducted were with
females ranging from 21-35 and focused on micro-influencers (30,000 plus followers)
(Djafarova & Trofimenko, 2019, p. 1438). Finally, posting high quality content was a
crucial factor in the SMIs success (Djafarova & Trofimenko, 2019, p. 1438). Other studies
focussed on why people follow their content. One such study by Barbe et al., (2020)
showed the greatest motivations to follow travel influencers (on Instagram) was usefulness,
enjoyment, and entertainment (Barbe et al., 2020, p. 604). Multiple studies have shown that
trust, honesty, and similarity are valued characteristics of influencers (Balaban & Mustățea,
2019; Coates et al., 2020; Konstantopoulou et al., 2018). The analysis of two case studies
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of popular teen YouTubers from Portugal and Brazil find similarities in the practices of
constructing relational intimacy and consequent trust with their audiences (Maropo et al.,
2020, p.35). Even though the two YouTubers are from differing geographies, with different
contexts (their differing personas and content), and different ages, what seemed to be the
driving force behind the construction of intimacy was the audiences value of: perceived
authenticity, sincerity, and spontaneity. Perceived authenticity increased as the more details
of their personal lives they shared. Similarly, in a study featuring 34 profile videos of the
different members within a popular YouTube channel (Overall the channel had 34 videos
equating 3,018,322 views, 13,1498 likes, 817 dislikes) (Daniel et al., 2018, p.21), the
researchers performed a content analysis focusing on comments in order to measure levels
of relationship between audience and influencers’ videos in the community. The coded
scales in the study measured levels of para-social interactions. Notably, what the
researchers asserted was that a higher frequency of para-social interactions leads to parasocial relationships with viewers (Daniel et al., 2018, p.22). A neuromarketing study using
eye-tracking and galvanic skin response by Manas-Viniegra et al., (2020) demonstrated that
participants focused more on the face and body of influencers than to the product or brand.
Both women and men in the study paid most attention to the personal areas of the body
(e.g. buttocks, male torso), and imperfections of the body (e.g. acne) suggesting that these
areas generated the highest levels of emotional response.
Regarding the efficacy of SMIs the research has relied heavily on models and theories that
are widely applied in marketing, advertising and endorsement literature and are used to
explain the efficacy of influencer marketing strategies (Vrontis et al., 2020, p. 13).
Schouten et al., (2020) conducted two experiments to investigate the effects of influencer
product endorsement on advertising effectiveness with those of traditional celebrities. They
found that influencers are deemed more trustworthy than traditional celebrities, that people
feel more similar to influencers and identify more with them than celebrities (p. 276).
These processes, in turn, affect advertising effectiveness. Another experimental study by
Jin et al. (2019) extends the notion of influencer vs celebrity by providing evidence that
audiences perceive traditional celebrities and Instagram celebrities differently (p. 575).
They draw on social presence theory ̶ the extent to which media users perceive the
mediated characters as psychologically present and intelligible (p. 270) ̶ to examine why
people connect more strongly with Instagram celebrities than with mainstream/traditional
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celebrities. Both showed that Instagram celebrities’ endorsement was deemed more
effective compared to traditional celebrity endorsement with sponsored posts via trust (S.
V. Jin et al., 2019, p. 270; Schouten et al., 2020, p. 268). Jin et al., (2019) asserts that
influencers are a more effective branding strategy (p. 276). Where these two research
studies disagree is what trust is. For instance Jin et al., (2019) ascribe trust in influencers to
social presence (Hudders et al., 2021). Whereas Schouten et al., (2020) constructs an
operational definition of trust by using source credibility, and word-of-mouth literature,
which describe the factors that lead to higher perceived trustworthiness (p. 262).
Lou et al., (2019) show that sponsored SMI promotional content garners significantly
higher engagement in terms of ‘liking’, and ‘commenting’ than that of brand promotional
content on the same social media platform (Instagram). Additionally, consumers were more
likely to have positive sentiment in their comments toward the influencer vs. toward the
brand. In another experiment focusing on blog posts Ballantine and Yeung (2015) explored
the effect that a review blog post had on brand attitude and purchase intention. They found
no difference in effectiveness between organic and sponsored posts. As well, they found
that for both sources trust, expertise, and para-social interaction were mechanisms by which
effectiveness was achieved. Effective influencer marketing relies upon established SMIfollower relationships (Farivar et al., 2021, p. 1).
The impact of SMIs on purchase intention has been explored using various theoretical
frameworks to reveal the underlying mechanisms for influencer marketing success. For
instance, Lim et al., (2017) used Albert Bandura’s social learning theory. Hypothesis were
derived from the literature on the following theoretical constructs; source credibility ̶ the
information presented by a credible source can affect consumes’ beliefs, opinions, attitudes
and behaviours ( p. 22); source attractiveness ̶ the more attractive an influencer is
perceived based on physical and attributes the more positively correlated with consumer
attitude and purchase intention ( p. 22); product match-up ̶ the higher congruence between
influencer and follower the higher chance at achieving excellent results; and meaning
transfer (p. 23) ̶ the more meaning an endorser can transfer from his or her personal self
onto the product being endorsed the more favourable influencer marketing outcomes (p.23).
The survey was distributed to 200 University students in Malaysia. The findings suggest
that source credibility of social media influencer was found to have an insignificant
relationship with attitude and purchase intention the main reason for this was the lack of
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perceived expertise about the product being endorsed. This finding was echoed by Evans
(2013) who discovered that endorsers who were outside their respective fields could impair
consumers’ perceived images, ultimately causing negative purchase intentions. Source
attractiveness failed to influence consumers’ purchase intention, and this finding echoed the
findings by Ohanian (1991). However, attractiveness did positively stimulate respondents’
positive attitude toward influencer. The product match-up hypothesis was found to be
significant with consumer attitude and purchase intention. This has been echoed in the
celebrity endorsement literature domain which highlighted the importance of congruence
between product/brand and its endorser as key criteria for advertising success (Carrillat,
d’Astous and Lazure, 2013; Fleck, Korchia and Le Roy, 2012; Gurel-Atay and Kahle,
2010). Finally, the meaning transfer hypothesis was confirmed with a positive relationship
with consumer attitude and purchase intention. The respondents in this research study were
more likely to accept meanings from brands endorsed by influencers with whom they felt
resemblance to or admired (p. 30).
The effectiveness of endorsements has been researched in various contexts. For instance, in
the context of internet blogs, researchers found to that influencers affect an audience in
their purchase intention (Ho et al., 2015), in the context of video blogs (vloggers) on
YouTube research has found that vloggers affect brand attitude (Munnukka et al., 2019),
and brand perception (J. E. Lee & Watkins, 2016). Previous literature has not only elicited
mixed findings concerning the effects of influencer marketing but also reveals a lack of
understanding of the mechanisms by which influencers affect consumer behaviour (Lou &
Yuan, 2018). In their research Lou and Yuan (2018) proposed and empirically validated a
social media influencer value model (SMIV Model) based on advertising content value ̶
defined using content informativeness value and entertainment value ; influencer credibility
̶ defined using a four-dimensional conceptualization trustworthiness, expertise, similarity,
and attractiveness. The model tested the mediating effect of these variables on trust in
branded post of influencers, on brand awareness, and purchase intention. As well as the
moderating effect of trust in branded posts with brand awareness and purchase intention.
This research confirmed the positive significant relationship between trust in branded posts
with brand awareness and purchase intention. Furthermore, their results indicated that only
trustworthiness, expertise, and attractiveness significantly affected brand awareness.
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3.2 Theoretical Frame
3.2.1 Social Media Influencers as Digital Opinion Leaders
Opinion leadership (OL) is one mechanism through which attitudes of a group are formed
(Lazarsfeld et al., 1948 p. xxiii). As a concept OL has its roots in two-step flow of
communication hypothesis, and diffusion of innovations theory. The two-step flow model
originated from research from Paul F. Lazarsfeld (1944) and Lazarsfeld, Berelson, and
Gaudet’s in “The People’s Choice” (1948). In the seminal papers authored by the
researchers above as well as further work executed by Elihu Katz and Lazarsfeld (1955)
they developed the two-step flow hypothesis. The origin of this model is derived from a
study of voters’ decision-making processes in a presidential election in 1940 (Lazarsfeld,
1944). The voter study showed that individuals who changed their decisions or made up
their minds later in the campaign were likely to have been impacted by word-of-mouth
from an OL more than from mass media advertising (e.g., radio, print, TV) (Lazarsfeld et
al., 1948; Lazarsfeld, 1944; Katz & Lazarsfeld, 1955; Katz, 1957). What the two -step flow
hypothesis suggests is that the flow of mass communications is not as direct as was
commonly supposed at the time, challenging the popular view that mass media has a direct
and powerful effect on the masses (e.g., hypodermic needle theory). Influences stemming
from mass media rather reach OLs who, in turn, pass on what they read and hear to those in
their everyday associates for whom they are influential (Katz, 1957). Moreover, opinion
leaders are conceptualized as individuals who play important communication roles within
close interpersonal relationships- between groups, friends and family- in which their
influence is often exercised unintentionally and casually (Katz & Lazarsfeld, 1966; Lee &
Eastin, 2021).
Roger’s (1963) stressed the importance of OLs in the diffusion of innovations theory which
outlines the process of new ideas or objects (e.g., innovations) spreading within a social
system (Lee & Eastin, 2021). Diffusion is defined as “the process by which an innovation
is communicated through certain channels over time among the members of a social
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system” (Rogers, 1983, p. 5). The theory conceptualizes communication ̶ the “process in
which participants create and share information with one another in order to reach a mutual
understanding” (Rogers, 1983, p. 5), as a dynamic flow involving adopter categories of
individuals who take part in the dissemination (e.g. innovators, early adopters, early
majority, late majority, and laggards Rogers, 1983, pg. 22) and portrays opinion leadership
as members of the social system in which they exert their influence in different phases of
the decision-making process(Rogers, 1983, p. 21). This process is the process through
which an individual passes from first knowledge to a decision to adopt or reject, to
implementation of the new idea, and to confirmation of this decision (Rogers, 1983, p. 20).
While the two-step flow model argues that OLs pick up information from the mass media
which they, in turn, disseminate directly to others in their social environment via word-ofmouth, diffusion of innovation theory portrays OLs as individuals who have great amount
of influence on the decision making of other people (Rogers & Cartano, 1962) and on their
attitudes and behaviors (Godey et al., 2016).
Moreover, opinion leadership is the “the practice of informal influence where leadership is
earned and maintained by the individual’s technical competence, social accessibility, and
conformity to the system’s norms” (Lee & Eastin, 2020, p.11; Rogers, 1983, p.27). Both
the two-step flow model and diffusion of innovations theory say that OLs are
communicative, well informed, well connected, and notably do not possess greater
authority. Rather they are respected people disseminating information and advice within a
social system. Undistinguishably, these days, social media influencers possess the role of
online opinion leaders. They are people who attract many connections with others (social
connectors) through textual and visual narration of their personal everyday life and
opinions on certain topics (Abidin, 2016). Social connectors are connections to other
people and can be understood in the form of followers- people that engage with postings
(e.g., like, share, comment, and purchase endorsed products), and this acts as a unique
social network (put in another way, a system where they operate which can be thought of as
a communication network) (Goldenberg et al., 2006). Their opinion leadership comes from
being perceived as relatable, approachable, trustworthy, inspiring, credible, knowledgeable
and socially accessible (Chopra et al., 2021; Goldenberg et al., 2006; S. V. Jin et al., 2019;
Schouten et al., 2020). As Lee & Eastin (2020) cite, this affords OLs to play three main
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roles in the communication flow (1) disseminating information, (2) reinforcing certain
attitudes, values, and beliefs, and (3) reducing the uncertainty of opinion seekers with less
knowledge.
The role of dissemination of information in the two-step flow model suggests that OLs are
more exposed to information in comparison to non-opinion leaders and therefore transfer
this information to less informed individuals or are less knowledgeable. In fact, Burt (1999)
conceptualizes OLs as opinion brokers who carry information across social boundaries
between social groups. In the diffusion of innovation theory, the early adopters ̶ the
category with the highest rate of OLs (Lee &Eastin, 2020), take information from the
innovators and transfer this to the less knowledgeable (e.g., early majority, late majority,
and laggards) as they are members in a social system. In similar light, social media
influencers take on the role of opinion brokers between brands and consumers (Lee, 2020).
They possess greater knowledge about products they endorse, and brands approach them to
hire the social media influencer to project (or transfer) this product knowledge by way of
influencer generate content (e.g., videos, image content) to their social group whom they
likely, exert some influence on.
Social media influencers reinforce certain attitudes, values, and beliefs when they make a
product recommendation. As mentioned previously Rogers (1983) defines opinion leaders
as “the degree to which an individual is able to influence other individuals; attitudes or
overt behavior informally in a desired way (Rogers, 1983, pg. 271). Lazarsfeld et al.,
(1948) suggest that someone we trust, and perceive as credible has a higher propensity of
“countering” or “dislodging” resistance to new opinion (Lazarsfeld et al., 1948, p. 153).
Therefore, when reinforcing a particular attitude toward a receiver of that message
increases the chance of adoption of that attitude. There is an element of homophily that
captures an important element of influence of OLs over opinion seekers. Katz (1957) cites,
“while the opinion leader may be more interested in the particular sphere in which he [or
she] is influential, it is highly unlikely that the persons influenced will be very far behind
the leader in their level of interest” (Katz, 1957, pg. 77). In the same vein social media
influencers create content around a particular interest (fashion, fitness, food, lifestyle, etc)
and attract followers who are entertained or interested in that content. Social media
26

influencers exert influence by implicitly (non-sponsored posts) and explicitly (sponsored
posts) reinforcing certain attitudes, values, and beliefs when they communicate this content
through communication network which they operate in (e.g., Instagram).
Finally, Opinion leadership is valued by opinion seekers when one lacks sufficient
knowledge to decide regarding a particular domain/topic. Subsequently, reducing the
uncertainty in opinion seekers. Rogers (1983) says that opinion leaders are most influential
in the persuasive and decision stage where information is sought out. Furthermore, broadly
speaking the two-step flow hypothesis asserts that influence is related (1) who one is
(personification of certain values) (2) what one knows (competence) and (3) whom one
knows (strategic social location) (Katz, 1957, pg. 73). Social media influencers often share
three main features with opinion leaders. First, self confidence and credibility; second,
showing interest in seeking and learning new things; and third, opinion leaders are socially
active (Bisht, 2018; Farivar et al., 2021). Social media has become a source for opinion
seekers to mine advice by the accounts they follow. “Consumers often use social media
channels or virtual communities for information exchange” (Lou & Yuan, 2018, pg. 2).
Social media influencers use social media channels offering value to consumers. Therefore,
this research regards social media influencers as an independent opinion broker who shapes
audience attitudes, and beliefs by disseminating information with their content generation
shared on social media platforms and subsequent communications by way of story updates,
posts etc. and textual comments. They cultivate a sizeable following (or community of
followers) by opinion seekers because they are interested in the information they
disseminate.
Many scholars (e.g. (Burns, 2021; Hudders et al., 2021; Sundermann & Raabe, 2019)
conducting literature reviews on influencer marketing have used McGuire’s (1989)
communication- persuasion model as a conceptual framework and to categorize different
input variables, described as “the independent variables and persuasive messages that can
be manipulated, that should direct the construction of persuasive communication
campaigns” (Burns, 2021, p. 8). The five input variables are source, message, channel,
receiver, and destination. Scholarly work on influencer marketing (IM) within social
media settings has spiked in interest in recent years from academics and practitioners
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(Hudders et al., 2020; Vrontis et al., 2020). However, Vrontis et al., (2020) and others ( e.g.
Hudders et al., 2020; Sundermann & Raabe, 2019), state the work on IM remains divergent,
partial and fragmented. Vontris and colleagues conducted a systematic literature review by
analysing 68 articles from 29 Chartered Association of Business Schools-ranked journals
(Vrontis et al., 2020). Their analysis revealed that research on SMIs has drawn from
multiple theories and the four most employed theories are source credibility theory,
persuasion knowledge model, social comparison theory and attribution theory (p. 11).
Other research on the strategy of influencer marketing reveals similar findings. In their
review of 154 peer-reviewed academic publications Hudders et al., (2020) revealed that
when trying to explain the effectiveness of sponsored influencer posts researchers examine
the explanatory power of source characteristics (Hudders et al., 2020, p. 19). Furthermore,
when examining source characteristics scholars used source credibility theory
(trustworthiness and expertise) and source attractiveness theory (likeability, familiarity, and
similarity) to explain endorsement effectiveness. Other important underlying mechanisms
that were highlighted by Hudders and colleagues were parasocial interaction (PSI) and
congruity (Hudders et al., 2020, p. 20). Therefore, the following part of the literature review
will explore each one of these theoretical concepts. I will then use this theoretical
framework as a lens for the following quantitative study to answer the research question.
3.2.2 Source Credibility
Previous literature has revealed that one of the most important factors in celebrity
endorsements is credibility (Weismueller et al., 2020, p. 3). Hovland et al., (1953)
introduced the concept of source credibility to emphasize the need of communicator’s
credibility for a message to have a persuasive effect on the receiver. Hovland et al., (1953),
as well as others (e.g. Dholakia & Sternthal, 1977) found that information from a credible
source affects consumer attitudes and behavior (1953). The proposed model is very
significant to understand the effect of endorsements on consumer behavior because it is “a
receiver based construct” (Gass & Seiter, 2018, p. 156), they called this the source
credibility model (Hovland et al., 1953). For example, Edward Snowden is perceived as a
heroic whistle blower by some, and as a publicity-seeking traitor by others (Gass & Seiter,
2018, p. 156). Therefore, for credibility to be a construct it is because the eye of the
receiver bestows credibility on them. The source credibility model helps explain message
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efficacy (Weismueller et al., 2020). Andersen & Clevenger, (1963) defined source
credibility as the image of a speaker held by a listener at a given time (Kim and Kim, 2021
pg. 224). Similarly, O’keefe (2016) defines credibility as “judgements made by a perceiver
(e.g., a message recipient) concerning the believability of a communicator (p. 291). Source
credibility can be traced all the way back to Aristotle (Ohanian, 1990). Aristotle said a
listener’s positive disposition toward the speaker is referred to as communicator credibility,
indicating that the more favorable a speaker is perceived to be the more well received his or
her message will be (Ohanian, 1990). Furthermore, Erdogan (1999) states that “information
from a credible source (e.g. celebrity) can influence beliefs, opinions, attitudes and/or
behavior through a process called internalisation, which occurs when receivers accept a
source influence in terms of their personal attitude and value structures (p. 297). This was
backed by the research with Hovland and Weiss, (1963) who found that a statement
generated a greater change of opinion when the receiver perceived the source as highly
credible and with a trustworthy character. The Hovland et al. model originally proposed
“two key determinants of source credibility are perceived expertise and trustworthiness”
(Saima and Khan, 2020 p.5). However, since then academics have added to this model,
McGuire (1985) proposed likability or attractiveness as another key determinant of source
credibility. The three most influential source effects on purchase intention, brand attitudes
and attitude toward the advertisement (Amos et al., 2008; Wang and Scheinbaum, 2018;
Phua et al., 2018); attractiveness, trustworthiness and expertise as they have been found in
the literature to impact the effectiveness of an endorsement (Dholakia & Sternthal, 1977;
Ohanian, 1990; Weismueller et al., 2020).
Attractiveness is the extent to which an endorser is perceived as classy, sexy, and beautiful
(Erdogan, 1999; Weismueller et al., 2020). Khale & Homer (1985) found that attractiveness
is a significant dimension of celebrity endorsement on consumer buyer behavior. Erdogan
(1999), found that attractive communicators have a greater impact on the receivers’ beliefs
and purchase intentions in comparison with their unattractive counterparts (p. 299). The
source attractiveness model rests on social psychological research. McGuire (1985) model
contends that a message depends for its effectiveness chiefly on the familiarity, likability,
and/or similarity of the source (McGuire, 1985, p. 264). This model holds that sources who
are known to, liked by, and/or similar to the consumer are attractive and persuasive
(McCracken, 1989, p. 311).
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Expertise refers to the degree to which a celebrity is perceived as experienced,
knowledgeable, qualified can increase the sources level of perceived valid assertions
(Erdogan, 1999; Weismueller et al., 2020). The focus here lies in how consumers perceive a
celebrity rather than their actual expertise (Hovland et al., 1953; Ohanian, 1990;
Weismueller et al., 2020).
Trustworthiness of a communicator is the confidence the receiver has in that the message
intent is valid (Ohanian, 1990). Important factors include perceived reliability,
dependability and honesty of the endorser (Erdogan, 1999; Weismueller et al., 2020).
Chopra et al., (2021) suggests that influencers who are perceived as trusted had a greater
recall by respondents than a person who was not. Similarly, Mustafa Din et al., (2018)
found in their analysis on Instagram that by improving trust with the consumer increased
the brands probability of purchase intention. Therefore, an influencer recognized as trusted
has a greater chance to impact the follower’s attitudes, choices, and purchase intention.
Credibility has been found to impact social media advertising value, as advertisements from
a perceived peer on social media, are seen more credible than traditional media (Shareef et
al., 2019). Advertising value refers to a “subjective evaluation of relative worth or utility of
advertising to consumers” (Ducoffe, 1995, p. 1). Put in another way advertising value refers
to the ability to entertain consumer’s (Lou & Yuan, 2019). Ducoffe (1999) in his seminal
study found that consumers’ perception of advertising value positively predicted their
attitude toward the advertisement. He proposed the three determinants of online advertising
value are, informativeness, entertainment, and irritation. Recently, Shareef et al., (2019)
have used the Ducoffe (1995) framework to identify dimensions effecting advertising value
and attitude toward the advertisement on the social network facebook (p. 66).
3.2.3 Congruence
Congruity theory is rooted in research by Osgood and Tannenbaum (1955), which asserts
that people prefer elements that are cognitively consistent (Belanche at el., 2021 pg.188).
Influencers can assert persuasive influence on a follower by positively affecting how
cognitively congruent the endorsement is perceived. For instance, a message concept (e.g.
endorsement) by a particular source (e.g. influencer) may come with a positive association
(e.g. good recommendation) or a negative association (e.g. bad recommendation). The
audience (follower) has has some opinion/perception of the source and an
30

opinion/perception of the endorsement. Congruity theory accounts for the attitudes due to
the persuasive processes and the search for congruence which the follower experiences
(Belanche et al., 2021). Congruency in advertising literature is defined as “the significance
of the degree of similarity between the program content and advertising content” (Belanche
et al., 2017, p. 77). Gunter et al., (2002) investigated how congruency between an ad and its
media context might influence ad effectiveness. Furthermore, the authors assert that
advertisements in a congruent context are more effective (Gunter et al., 2002). A recent
study conducted by Torres et al., (2019) examined the effect of congruence between a
digital influencer and a brand on consumer attitudes and purchase intentions. Using
structural equation modeling of a sample of 307 followers of digital influencers, their
results suggest that the congruence between a digital influencer and the brand being
endorsed has a stronger effect than the attractiveness of the digital influencer (Torres et al.,
2019, p. 1275). However, the results further show that both congruence and attractiveness
are keys to endorser effectiveness. The effects of this study could perhaps be best explained
by McCracken’s (1989) meaning transfer model, associating a celebrity to a brand can
change the brand image (Torres et al., 2019). McCracken proposed various symbolic
meanings consumers associate with a celebrity are transferred to the product being
promoted through endorsement and then from the product to the consumer through
purchase and consumption. Furthermore, transfer theory claims that the effectiveness of the
endorser depends upon the meanings he or she brings to the endorsement process
(McCracken, 1989). Torres et al., (2019) explains that transfer theory explains the process
that translates meanings of a celebrity to a brand when exposed to advertisements.
Therefore, when selecting digital influencers brand managers need to ensure that the digital
influencer conveys the right meaning. Torres et al., (2019) and Fleck, et al., (2012) also
asserts that the meaning transfer model is more suitable than the source attractiveness and
source credibility models because it explains the endorsement process in a more holistic
way. Choi & Rifon, (2012) gave participants a questionnaire (n=271) to study the
celebrity/consumer connection. They applied the concept of congruence to celebrity
endorsements. The researchers found empirical support for the idea that congruence
between an endorser and the product being endorsed is key to understanding the
endorsement effectiveness. “The celebrity/product congruence appeared to have a direct,
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positive effect on attitude toward the ad, yet no direct influences of such congruence on
brand attitudes or purchase intent were found” (p. 647).
3.2.4 Perceived Authenticity of SMI
Authenticity refers to being true to oneself (Morhart et al., 2015), it is said to be the
portrayal of an unpolished personality (J. A. Lee & Eastin, 2021), and is regarded as an
important attribute in marketing research as it improves message receptivity (Labrecque et
al., 2011). Self-determination theory conceptualizes authenticity as representations of
intrinsic motivations, where inauthentic acts are motivated extrinsically (Deci & Ryan,
2008). This notion of the match between the presented and true self is what distinguishes
authenticity from credibility(J. A. Lee, 2020). Consumers demand authenticity from their
products and brands (Chronis & Hampton, 2008). Authenticity has been shown to enhance
perceived quality (Moulard et al., 2016), increase perceived brand value and trust
(Hernandez-Fernandez & Lewis, 2019), and even influence purchase intention (J. A. Lee,
2020; Napoli et al., 2014). In the context of celebrity endorsement perceived authenticity
was more important predictor of consumers’ purchase intentions than familiarity with the
celebrity (Pöyry et al., 2019). In the context of bloggers, lifestyle, and fashion influencers
on Instagram authenticity has been found to be essential (Duffy, 2013; García-Rapp, 2017;
J. A. Lee, 2020; J. A. Lee & Eastin, 2021; Marwick, 2013). SMIs are seen to be authentic
when their brand endorsements seem truthful (Audrezet et al., 2018). SMI authenticity
scale was recently developed and validated by J. A. Lee & Eastin, (2021). This allows
marketers to measure SMI authenticity and could be useful in influencer selection process.
3.2.5 Theory of Planned Behavior
The first influential theory to use individuals’ attitudes to predict human behavior is the
Theory of Planned Behavior (TPB) (Hegner et al., 2017). The TPB (Ajzen, 1991) is an
extension of the Theory of Reasoned Action (TRA) (Ajzen and Fishbein, 1980) and has
been one of them most influential theories in explaining and predicting behaviour (Hegner
et al., 2017, p. 28). Morris et al., (2005) explains the reason is because the “TPB offers a
comprehensive yet parsimonious psychological theory that identifies causal structure for
explaining a wide range of human behaviour including consumer behaviour and consumer
purchasing behaviour” (Morris et al., 2005, p. 70). According to the theory, attitude,
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subjective norms and behavioural control influence an individuals’ intention to perform a
specific behaviour. The intention to act is a key construct as it is a precursor to a particular
behaviour, according to the TPB intention is a direct function of the attitude toward the
behaviour, subjective norm and control (Ajzen, 2011).
According to TPB subjective norms reflect an individual’s perception of common social
pressure. This means that an individual will be more (or less) likely to intend to display the
behaviour based on how that individual perceives whether others will approve (or disprove)
the said behaviour (Chetioui et al., 2020). Attitudes toward the behavior refer to an
individuals favorable or unfavorable assessment of a particular behavior. Therefore, the
more positive an individuals assessment toward an action the stronger and higher
probability of that individual executing the intended action (Chetioui et al., 2020).
Perceived behavioral control is an antecedent of intention and was introduced by Ajzen,
(Ajzen, 1985; Ajzen & Timko, 1983) as a key component of the TPB. It indicates “people’s
perception of the degree to which they are capable of, or have control over, performing a
given behavior” (Schifter & Ajzen, 1985). For example if someone had a goal of losing
weight, how they perceive the ease of accomplishing the goal in terms of the individuals
perceived realistic constraints (e.g. a previously unsuccessful experience losing weight) that
might exist. This notion was supported in research by Bandura and associates (Bandura,
Adams, & Beyer, 1977; Badura, Adams, Hardy, & Howells, 1980), reporting that people’s
behavior is strongly influenced by confidence in their ability to perform the behavior in
question (Schifter & Ajzen, 1985 p.844). Furthermore, Bandura et al., (1997) defined
perceived behavioral control as the same as self efficacy in that a judgement of one’s ability
to organize and execute given types of performances (Chetioui et al., 2019 p.365). AlDebei et al., (2014) asserts that perceived behavioral control has a positive and direct
relationship with performing a specific behaviour (p. 50). The TPB suggests that perceived
behavioral control has a positive impact on both attitude and control (Chetioui, et al., 2019
p.365).
The biggest critique for the TPB is that the theory is purely rational, disregarding two
dimensions that alter human judgements and behaviour: the affective and cognitive factors
(Hegner et al., 2017). The TPB model suggests an interesting research framework for
marketers, academics and researchers investigating influencers (Chetioui et al., 2020),
33

however research in this domain remains limited and fragmented (Hudders et al., 2020). In
the research by Hegner et al., (2017) the researchers wanted to understand the facilitating
factors of brand love by studying the effects of attitude toward brand love, subjective norm
and two control factors, one internal factor (propensity to anthropomorphise) , and one
external (affordability of brand). Their results indicated that the TPB offers a valuable
framework for the context of brand love in their sample (p. 34). Using the TPB as a
theoretical framework to explain fashion influencers impact on customer’s purchase
intention, Chetioui et al., (2020) proved support for all nine of the developed hypotheses in
their research project and confirming the conceptual model as valid. Chetioui et al., (2020)
proposed a conceptual model based on the TPB. The aim of the research was to determine
factors affecting consumers attitudes toward fashion influencers.
3.3 Research Model & Hypothesis Development
Early research on source credibility suggests information from a credible source affects
consumer attitudes and behaviour (Hovland et al., 1953; Dholakia & Sternthal,
1977; Gass & Seiter, 2018 p. 156). Previous research in celebrity endorsement suggests one
of the most important factors in celebrity endorsement is credibility (Weismueller et al.,
2020 p. 3). Influencer marketing literature also corroborates this in that perceived
credibility is one of the most important keys when selecting influencers/following
influencers (Nam & Dân, 2018; Kim & Kim, 2021). Lastly, all respondents (N=6)
in the qualitative study above declared that the most important characteristic and potential
indicator of influencer endorsement success is that the audience perceives the source as
credible. Consequently, an influencer who is perceived as credible is more likely to
influence the follower’s attitude and purchasing intention. Hence:
H1a: Perceived credibility will have a positive association with consumers’ attitude
toward the influencer.
H1b: Perceived credibility will have a positive association with consumers’ attitude
toward the brand.
H1c: Perceived credibility will have a positive association with consumers’
purchase intention.
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Highlighting the significance of trust, the source credibility model outlines whether a
follower perceives a claim made by an influencer as true, honest, and unbiased (Hass,
1981). Creating trust with customers is recognized as a crucial aspect for successful
marketing in the digital world (Jabr & Zheng, 2017). In this research context, trust is
defined as the degree to which customers trust influencers, in both what they say and do
(Chetioui et al., 2020 A). The value of trust was found as one of the key determinants
of source credibility model (Saima & Khan, 2020 p. 5). In the influencer marketing
literature Kim and Kim (2021) found that trust has a significant relationship with loyalty to
influencer, product attitude, and purchase intention, other researchers have also indicated
the value of trust in influencers (Lou & Yuan, 2018; Chetiou et al., 2020 B). Lastly, trust in
the influencer was declared by most respondents in the qualitative study as being a
significant indicator of whether an endorsement will be successful from an
influencer. Interview respondents seemed to agree that influencers who have built up trust
with their audience are then able to amplify a more meaningful brand endorsement.
Consumers’ who trust an influencer are more likely to trust a recommendation, and both
attitude and buying behaviour could be impacted. Hence:
H2a. Trust is positively associated with the consumers’ attitude toward the
influencer.
H2b: Trust is positively associated with consumers’ attitude toward the brand.
H2c: Trust is positively associated with consumers’ purchase intention.
Influencers can assert persuasive influence on a follower by positively affecting how
cognitively congruent the endorsement is perceived. In the media context this has been
explained by McCracken’s (1989) meaning transfer model and suggests a positive
influence on endorsement effectiveness (Gunter et al., 2002). Congruence is defined as the
degree of similarity between program content and advertising content (Belanche et al., 2017
p. 77) and may be key to understanding endorsement effectiveness in the influencer context
(Choi & Rifon, 2012). In recent influencer marketing literature congruence between
influencer and the brand being endorsed was found to have an affect on consumers attitudes
and purchase intentions (Torres et al., 2019). Lastly, in the qualitative study of this
thesis, congruence was indicated by respondents using phrases like “the values of the
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influencer align with the values of followers” it follows that for an endorsement to be
effective it must also align with the values of said influencer and thus the
audience. Therefore, a higher degree of congruence between influencers and potential
customers could reflect positive attitudes toward the influencer and result in purchase
intention. Hence:
H3a: Consumer’s perceived congruence with the influencer is positively associated
with the consumers’ attitude toward the influencer.
H3b: Consumer’s perceived congruence with the influencer is positively associated
with consumers’ attitude toward the brand.
H3c: Consumer’s perceived congruence with the influencer is positively associated
with consumers’ purchase intention.
Authenticity was perhaps the most highly cited theme of all respondents in the qualitative
study. All respondents mentioned authenticity as a key aspect. The importance of
authenticity was captured best in a single response by Kerrie Daly, this was quote was
captured during her response to conceptualization of influencer marketing, “influencer
marketing is leveraging a creator [influencer] that own an audience, create authentic
content to naturally market a brand. Authenticity is the key word. . . . [influencer marketing
works because the influencer] creates authentic content to themselves and to their audience
. . . [the main advantage for influencer marketing] is it’s authentic, and this means you can
be super targeted in your approach as a marketer”. Authenticity is under explored in the
literature regarding influencer marketing and only a few studies have been
conducted exploring authenticity (Audrezet et al., 2018; Charlton & Cornwell, 2019;
Hernandez-Fernandez & Lewis 2019; Kim et al, 2021; Lee & Eastin, 2021). One of the
later studies referenced constructed and validated a scale of perceived authenticity of SMI
and tested consumer behaviour effects (Lee & Eastin, 2021). Therefore:
H4a: Consumer’s perceived authenticity of the influencer is positively associated
with consumers’ attitude toward the influencer.
H4b: Consumer’s perceived authenticity of the influencer is positively associated
with consumers’ attitude toward the brand.
H4c: Consumer’s perceived authenticity of the influencer is positively associated
with consumers’ purchase intention.
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Ohanian (1990) showed that endorsers with higher expertise have a positive impact on
attitude change. Similarly, Chetioui et al., (2020) states that perceived expertise is a key
contributing factor to consumers; attitudes toward influencers and to purchase intention (p.
365). Other literature suggests that consumers are more likely to accept a
recommendation conveyed by influencers perceived as experts in their field (Yadav, et al.,
2013). This could be because as an influencers perceived level of expertise increases so
does the level of trust among consumers and consequently their attitudes toward influencer
and purchase intention (Smith et al., 2005). It’s also been demonstrated that expert
influencers can significantly impact consumers; attitude toward a particular brand (Hayes
& Carr, 2015; Bergkvist et al., 2016; Li & Yin, 2018). A person who is perceived
as an highly qualified individual are more likely to make assessments that are accurate and
valid. Recent qualitative research suggests that people follow influencers who are
personally relevant to their domains of interest, personal relevance relates to an individual’s
ability to learn from experiences that directly relates to his or her personal aspirations,
ambitions, interests, or culture (Chopra et al., 2021 p. 83). Lastly, it was highlight by
respondent Tom Augenthaler that influencers in the business-to-business domain “are
going to be experts at what they talk about and have direct experience in that field”. Thus:
H5a: Perceived influencer’s expertise is positively associated with consumers’
attitude toward the influencer.
H5b: Perceived influencer’s expertise is positively associated with consumers’
attitude toward the brand.
H5c: Perceived influencer’s expertise is positively associated with consumers’
purchase intention.
Thurstone (1931) proposed that attitude is the amount of affect for and against some object.
Behavioural intentions are defined as a person’s intention to perform behaviours (Spears &
Sing, 2004). Attitude reflects the followers of an influencer favorable or unfavorable
evaluations of engaging in a particular behavior (e.g. liking, commenting, clicking on
endorsement etc.). Individuals are more likely to embrace a behaviour for which their
attitudes were favorable (Armitage & Conner, 2001). In the celebrity endorsement literature
studies reveal the positive association between attitude toward celebrities and attitude
toward the brand (Amos et al., 2008; Silvera & Austad, 2004). Furthermore, Reed et al.,
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(2012) suggest that consumers use brands in order transfer their identity to others, and they
evaluate others based on their consumption behaviour. Chetioui et al., (2020 A) showed a
positive relationship between attitude toward fashion influencers and consumers’ brand
attitude. From the qualitative study it was found unanimously that the essence of influencer
marketing lies in the ability to exert influence on consumer behaviour. From the
TPB model, attitude toward an object reflects behavioural intention and it is therefore
appropriate to attempt to measure the relationship between attitude
toward influencer, attitude toward the brand, and consequently purchase intention. Hence:
H6: Consumers’ attitude toward the influencer is positively associated with the
consumers’ brand attitude.
Research from Mackenzie and Spreng (1992) and others (Petty & Cacioppo, 1986;
Mackenzie et al., 2006) revealed that attitudes towards brands have a significant impact on
purchase intentions. Therefore:
H7: Consumer’s brand attitude will be positively associated with consumers’
purchase intention.
Studies have revealed that attitude toward influencer as a direct predictor to purchase
intention (Bergkvist et al., 2016; Huang et al., 2011; Chetioui et al., 2020 A). In line with
the TPB model, purchase intention is a direct outcome of attitude (Ajzen, 2011).
Therefore:
H8: Consumers’ attitude toward the influencer is positively associated with the
consumers’ purchase intention.
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Figure 3: Proposed Structural Research Model

Note. This model shows independent variables (IV), perceived authenticity, credibility, congruence,
trustworthiness, expertise. dependent variables (DV), attitude toward influencer, attitude toward the
brand, and purchase intention.
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Chapter 4
4.1 Research Methodology
The term ‘mixed methods research’ is broadly accepted to refer to research that integrates
both quantitative and qualitative data within a single study (Halcomb & Hickman, 2015, p.
3). This can be done either concurrently or sequentially when conducting one part first and
the other part second (Maarouf, 2019, p. 3). There are two main advantages of using the
mixed method research approach(Maarouf, 2019, p. 3). The first advantage is using the
strengths of one research method to enhance or support the other. Every research approach
has its strengths and weaknesses therefore they should be combined in a way that will
improve the research quality. The second advantage involves triangulation (Maarouf,
2019, p. 3). Triangulation, when applied to the context of mixed methods
research involves the results of a qualitative strategy are cross-checked against the results
of quantitative strategy and vis-versa (Bryman & Bell, 2015, p. 647).
Mixed methods research has acquired credibility in the field of business
studies and is employed on a regular basis as a distinctive research strategy (Bryman &
Bell, 2015, p. 643; Merriam & Tisdell, 2016, p. 45). When applying the mixed
method strategy the researcher needs to acknowledge that decisions regarding the nature of
their inquiry affect different design outcomes, as there are several ways of combining
quantitative and qualitative research (Bryman & Bell, 2015, p. 644; Merriam & Tisdell,
2016, p. 46). Bryman and Bell (2015) say several scholars classify mixed method research
in terms of the researcher making decisions on two issues: the priority decision, and the
sequence decision. The priority decision refers to choosing whether qualitative or
quantitative method is the primary data-gathering tool or deciding they have equal weight.
The sequence decision refers to choosing which method: qualitative or quantitative,
precedes which (Bryman & Bell, 2015, p. 644), in the context of this research priority was
given to the quantitative part because the author of this research felt results would be
strengthened with this method. There are six accepted mixed methods strategies (Bryman &
Bell, 2015, p. 646; Merriam & Tisdell, 2016, p. 30), of which, three of these are basic
(Creswell & W, 2015, p. 30; Merriam & Tisdell, 2016, p. 46) and three
are advanced designs that constitute add-ons to the basic designs Creswell argues (2015 p.
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31). Bryman & Bell (2015) acknowledge the work of Creswell and colleagues but in their
typology of mixed methods prefer to classify four as the most applied in practice (p.
646). Therefore, an overview of these four types of mixed methods designs will be
provided based on Bryman & Bell (2015). The main benefit of this is to draw a nuanced
picture of mixed methods to elaborate on the diversity and relevance of the approach as
well as demonstrate the researchers development of this research project.
Convergent Parallel Design (Bryman & Bell, 2015, p. 646) or simply Convergent
Design (Creswell & W, 2015, p. 30) is when researchers collect both quantitative and
qualitative data of equal priority. Then during the analysis procedure researchers will
compare or merge the data with the purpose of comparing the results, “some say validating
one set of results with the other” (Creswell & W, 2015, p. 30). Researchers using this
method see the value in using the strengths of the quantitative method to offset the
weakness of the qualitative and vis-versa (Bryman & Bell, 2015, p. 646).
Exploratory Sequential Design (Bryman & Bell, 2015, p. 646; Creswell & W, 2015, p.
30) entails that the researcher collects qualitative data first then collects quantitative
data. This is applicable in cases where original research questions are unknown, the
population is understudied or little understood hence the qualitative data is used
to explore and define (Creswell & W, 2015, p. 30; Merriam & Tisdell, 2016, p. 47). It
can also be associated with investigations in which the aim is to generate hypotheses to be
tested quantitatively (Bryman & Bell, 2015 p. 645). Furthermore, this phase may also
involve “developing activities for an experimental intervention or designing a typology that
is then measured” (Creswell, 2015, p.31). Finally, this method is usually associated with
prioritizing the quantitative over the qualitative but as Bryman & Bell (2015) contend this
is not always the case.
Explanatory Sequential Design (Bryman & Bell, 2015; Creswell & W, 2015; Merriam &
Tisdell, 2016) entails that the researcher collects quantitative data first then uses the
collection and analysis of qualitative data to help explain the quantitative results in more
depth. Although Creswell (2015, p.30) contend “this is an easy straightforward
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design where the priority is primarily quantitative”, Bryman & Bell (2015, p.646) note that
this is not always the case.
Embedded Design (Bryman & Bell, 2015, p. 646; Merriam & Tisdell, 2016, p. 48) consists
of either quantitative or qualitative research as the priority approach but draws on the other
approach within the context of the study. The need for this design can arise
spontaneously in the middle of a project where it might appear to the researcher that a
quantitative survey might yield some important data, so what began as a qualitative case
study becomes a qualitative mixed methods case study (Merriam & Tisdell, 2016, p.
48). The phasing of the data collection may be simultaneous or sequential. In
some cases, the need for the design arises simply out a need from the researcher who
feels one form of data collection is insufficient for understanding the phenomenon of
interest (Bryman & Bell, 2015, p. 646).

To answer the proposed research questions this thesis adopts an exploratory sequential
design as outlined above (Bryman & Bell, 2015, p. 646; Creswell & W, 2015, p. 30).
Beginning with six semi-structured inductive interviews. Using the findings from the
interviews as well as the literature review this research then postulates hypotheses and
frames them in a conceptual model. Next a deductive quantitative cross-sectional study
collecting data through an online self-completion questionnaire is carried out.
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Chapter 6
6.1 Quantitative Study Overview
Bryman & Bell (2015, p. 37) broadly defines quantitative research as a strategy that
emphasizes quantification in the collection and analysis of data and “entails a deductive
approach to the relationship between theory and research, in which the emphasis is on the
testing of theories”. In their book they outline a framework for conducting business
research. This framework (ibid. p. 160) is used as guideline for this research. The first steps
include operationalizing theory in the form of testable hypotheses. As explained in chapter
2 outlined the two-step flow model and diffusion of innovation theory were identified as the
underlying theories that are useful in explaining an SMI affect on consumer behavior (e.g.
attitude toward the brand, attitude toward the influencer, and purchase intention). The
constructs that have been operationalized are mainly drawn from the literature review
conducted and the validity of these findings is strengthened by the qualitative part. The
following section follows the research process of quantitative research by Bryman & Bell
(2015). The steps include hypothesis development, selection of research design, measures,
participants, data collection, analysis, and results.
The proposed model as illustrated in Figure 3, is largely based on the work of Chetioui et
al., (2020), other relevant constructs were sourced from prior literature. The aim of this
research is to identify the factors that affect consumer attitudes toward influencers, attitude
towards endorsed brand, and purchase intention.
6.2 Research Design
Bryman & Bell (2015, p. 160) suggest the next steps in quantitative research should be
selecting the research design and developing measures of the concepts. This research has
been designed as cross-sectional research. Cross-sectional research can be defined as
research that includes the collection of data on more than one case and is collected at one
point in time with multiple variables which are examined to find patterns in association
(ibid. p. 62). This design fits with the aims of RQ3, as this question aims to gain various
data on variables from more than one case; for this research, that means individuals active
on Instagram who follow at least one influencer. The different variables examined include
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influence credibility, influencer expertise, source authenticity, source congruence, and
source trustworthiness.
The instrument administered for this part of the study was an online self-completion
questionnaire. The main consideration for using this method was to get as many respondents
as quickly as possible with limited resources. This method is very common in business
research and supports several advantages for the researcher in comparison to questionnaires
sent by post, administered face-to-face, and qualitative interviews (see Bryman & Bell, 2015,
p. 240). First, it is cheaper to administer when a sample is geographically dispersed
transcending resource limitations, and the time/commitment constraints of postal, or face-toface questionnaires. Second, it is quicker and more convenient for respondents to administer
in comparison to questionnaires administered in person face-to-face, the respondents were
able to access the online survey at their own convenience from their mobile device or
computer and complete the survey in under 8 minutes. Thirdly, in comparison to qualitative
interviews it allows for the absence of interviewer effects. Interviewer effects occur when
factors (e.g. ethnicity, social background) of the interviewer bias the answers that the
respondents provide (Ibid. p. 240). Lastly, the nature of research question 3 and subsequent
hypotheses imply a deductive approach. Thus, to test the hypotheses the use of selfcompletion questionnaire was considered the best fit.
6.2.1 Measures
When deciding on the measurement (scales) of your constructs two of the most important
values to look for in past research are the reliability and validity statistics. Reliability refers
to the consistency of a measure of a concept (Bryman & Bell, 2015 p.169). Measurement
validity refers to the issue of whether or not the indicator said to gauge a concept really
measures that concept (Bryman & Bell 2015 p. 50, 170). A measurement scale is said to
have good internal consistency (reliability) if the Cronbach alpha coefficient’s reported is
above .7 (Bryman & Bell, 2015; Pallant, 2013; Tabachnick & Fidell, 2014). The validity of
a scale can be reported using different statistics depending on what type of analysis a
researcher has chosen given their sample. In general researchers report validity by analyzing
the internal structure of the scale and the relationship between scores on the scale and on
other variables. In many cases these are reported as correlation statistics.
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The following will explain the scales used in the present study and report on the reliability
and validity. Table 1.0 neatly aggregates all variables, items, and sources.
6.2.2 Variables
The scales used to measure source credibility, congruence, expertise, and Trust were adapted
from recent influencer marketing research published in the Journal of Fashion Marketing and
Management by Youssef Chetioui, Hikma Benlafqih, and Hind Lebdaoui (2020). Credibility
and attitude toward the influencer was measured using a four-item scale. Congruence,
expertise, and trust were measured using three-item scales. Attitude toward the brand was
based on one-item, and purchase intention was assessed with two-items. All respondents
were asked how much of each item they agree with the statement or question regarding the
influencer or influencers’ they follow on a five-point Likert Scale (1=Strongly Disagree, 5=
Strongly Agree). The construct reliability was determined by analyzing the composite
reliability (CR) and all reported Cronbach alpha coefficients were sufficient. All constructs
had CR > 0.7; credibility (CR= 0.884), attitude toward the influencer (CR= 0.849),
congruence (CR= 0.923), expertise (CR= 0.925), trust (CR=0.863), brand attitude (CR=
1.000), and purchase intention (CR= 0.927). The validity of the scale was determined first
by assessing the convergent validity then the discriminant validity was assessed. Convergent
validity was extracted using the average variance extracted (AVE); and AVE above 0.5 is
said to indicate the achievement of convergent validity for the measurement model (Ibid. p.
367). Credibility (AVE= 0.656), attitude toward the influencer (AVE= 0.586), congruence
(AVE= 0.8), expertise (AVE= 0.803), trust (AVE= 0.678), brand attitude (AVE= 1.000), and
purchase intention (AVE= 0.864). The discriminant validity was assessed according to the
Fornell and Larcker (1981) criteria (Ibid. p. 367). In this analysis it is important that each
root square of AVE for each latent variable be greater than the correlation with any other
latent variable. The results showed that this was achieved and therefore confirming that the
constructs could be used to test the proposed conceptual model. Thus, this research interprets
the scale as a reliable and valid scale suitable for the current research.
The scale used to measure SMI authenticity was adapted from recent influencer marketing
research published in the Journal of Research in Interactive Marketing by Jung Ah Lee and
Mathew S. Eastin (2021). This research is an extension of Lee’s Ph.D. dissertation 2020
submitted at the University of Texas at Austin. These two references support the use of the
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PASMIs scale (perceived authenticity of social media influencers) to assess consumers’
perceptions of authenticity and key consumer behaviour variables. In their research they
validated an 18-item scaled based on five sub-scales. Each subscale showed sufficient
construct reliability; sub-scale 1 (CR= 0.94), sub-scale 2 (CR=0.89), sub-scale 3 (CR= 0.89),
sub-scale 4 (CR=0.98), sub-scale 5 (0.86). All Cronbach alpha scores exceeded 0.70 showing
adequate construct reliability. Convergent validity and discriminant validity were tested in
similar fashion to Chetioui et al., (2020) suggesting sufficient results. Thus, the reliability
and validity of the research from Lee & Eastin was deemed sufficient, therefore was included
in the current research study. All respondents were asked how much of each item they agree
with the statement or question regarding the influencer or influencers’ they follow on a fivepoint Likert Scale (1=Strongly Disagree, 5= Strongly Agree).
Lastly, included in the survey as an independent variable was a three-item interpersonal trust
short scale by Nießen et al., (2020), which measures the construct of interpersonal trust. The
Cronbach’s alpha reported in multiple studies range from 0.67-0.78 (Nießen et al., 2020) and
validity was supported in similar fashion to Chetioui et al., (2020) and Lee & Eastin (2021)
using construct, and factorial validity. This scale was deemed suitable for the research project
based on Nießen et al., (2020) findings, thus was operationalized as a control variable of trust
in the analysis section.
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Table 1: Main Survey variables, items, measures, and sources
Variables

Items

Measurement Items

Sources

Perceived
Credibility

CRED 1

I do believe that influencers I follow are
convincing
I do believe that influencers I follow are
credible
I do believe that influencers advertising is a
good reference for purchasing products
I find purchasing products/services advertised
by influencers I follow to be worthwhile
I do believe that I can depend on influencers I
follow to make purchasing decisions
I do believe that influencers I follow are sincere
I do believe that influencers I follow use the
same products they advertise
The influencers I am following are experts in
their field
The influencers I am following have great
knowledge
The influencers I am following provide
references based on their expertise
How compatible do you perceive yourself to be
with your preferred influencer
How do you perceive the level of match
between your personality and your preferred
influencer
How do you assess the relevance of your
preferred influencer publications with your
personal beliefs and life mode
The influencers I follow seems kind and good
hearted
The influencers I follow is sincere
The influencers I follow come off as very
genuine
The influencers I follow is down-to-earth
Although they post ads, they give meaningful
insights into the products
The influencers I follow give honest reviews on
brands
The products and brands they endorse vibe well
with their personality
The influencers I follow promote products they
would actually use
The influencer not only posts about the good in
their life but also about the hardships
The influencer talks about real-life issues going
on in his/her life
The influencer talks about his/her flaws and is
not ashamed for showing them to the public
The influencer reveals a lot of his/her personal
life to the public
The influencers I follow is skilled in his/her
field

Liu et al. (2012); Martins et al.
(2017); Yang et al. (2013)

CRED 2
CRED 3
CRED 4

Trustworthiness

TR 1
TR 2
TR 3

Perceived
Expertise

EXP 1
EXP 2
EXP 3

Perceived
Congruence

CONG 1
CONG 2
CONG 3

Perceived
Authenticity

AUTH 1
AUTH 2
AUTH 3
AUTH 4
AUTH 5
AUTH 6
AUTH 7
AUTH 8
AUTH 9
AUTH 10
AUTH 11
AUTH 12
AUTH 13
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Lu et al. (2014); Ohanian (1990)

Xu & Pratt (2018)

Lee & Eastin (2021); Lee
(2020)

AUTH 14
AUTH 15
AUTH 16
AUTH 17
Attitude
Toward the
Influencer

AUTH 18
ATTIN 1
ATTIN 2
ATTIN 3
ATTIN 4

The influencers I follow are very
knowledgeable in his/her field
The influencers I follow demonstrates a natural
ability in his/her field
The influencers I follow are unique
The influencers I follow has distinctive
characteristics
Removed*
I do believe that influencers serve as role
models for me

Ajzen (2011); Casalo et al.
(2018)

I do believe that influencers present interesting
content
I do believe that influencers provide new deals
about different products and services
I do consider influencers as a reliable source of
information and discovery
I do trust brands advertised by influencers I
follow

Ajzen (2011); Bergkvist et al.
(2016)

Brand Attitude

ATTBR 1

Purchase
Intention

PIN 1

I most frequently have intentions to purchase
products advertised by the influencers I follow

PIN 2

I generally recommend products and/or services
advertised by the influencers I follow
I am convinced that most people have good
intentions
You can’t rely on anyone these days
In general, people can be trusted

Interpersonal
Trust

ITR 1
ITR 2
ITR 3

Source: Authors own adapted from Chetioui et al., (2020).
Table 1, continued
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Ajzen (2011); Hsu & Lin
(2015); Kumar et al. (2009);
Martins et al. (2017)
Nießen et al. (2020)

6.3 Participants and Data Collection
This research adopted a non-probability convenience sampling technique, a link was posted
on social media websites Facebook, and Instagram as a shared post on the authors personal
account, as well a link was posted in a private Facebook group called Influencer Marketing
Secrets. Additionally, the online questionnaire was sent out to via email to all the students at
Reykjavik University, and private chat groups via WhatsApp. The survey was left available
for 14 days. After those 14 days, an initial sample size of N=316 was observed. The next
phase was screening and cleaning the data as missing data is one of the most pervasive
problems in data analysis (Tabachnick & Fidell, 2014, p. 96). After filtering out incomplete
questionnaires the sample size was reduced N=213. Those who indicated they did not follow
an influencer or use Instagram were also removed, leaving N=170 respondents. Notably, after
the initial screening of the data a significant number of respondents had errors in the response
field for item: AUTH 18. It was found out that some of the links posted to the online survey
prevented item: AUTH 18 from being viewable to respondents. Given that there is no firm
guidelines for how much missing data can be tolerated for a sample of a given size
(Tabachnick & Fidell, 2014, p. 97), and the fact that the sample size would be significantly
effected by removing these respondents. It was decided to remove the item from the final
analysis to preserve the sample size. This sample size satisfies the issue of generalizability
for standard multiple linear regression. Julie Pallant, (2013, p. 156) cites the work of
Tabachnick and Fidell, (2013, p. 123) who give a formula for calculating sample size
requirements, considering the number of independent variables that you wish to use: N > 50
+ 8m (where m = number of independent variables). For this research we have five
independent (predictor) variables, therefore needed is more than 90 cases. Similarly, Stevens
(1996, p. 72) recommends 15 participants per predictor. Based on these two authors we can
conclude that we satisfy the assumptions of appropriate sample size with N = 170
participants.
As shown in table 2 participants were on average 28 years old (SD= 7.84) and 68% identified
as female. Regarding Instagram usage, the sample predominantly consisted of active users
as 82% indicated they access the platform multiple times per day. Eleven percent indicated
they accessed the platform once per day, followed by a few times per week (5%), and a few
times per month (2%). Participants were then asked if they considered Instagram as a reliable
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place to get product advice and reviews, most (64%) indicated they didn’t feel Instagram was
reliable. However, most of the sample indicated that Instagram has influenced a purchase

decision (70%).
Table 2: Sample characteristics
Sample profile N= 170

Age, Mean (min, max)
Gender

28 years (15, 57)

Male
Female
Instagram usage frequency
Multiple times per day
Once per day
A few times per week
A few times per month
Do you consider Instagram a reliable place to get product advice and reviews
Yes
No
Has Instagram ever influenced a purchase decision
Yes
No

32%
68%
82%
11%
5%
2%
36%
64%
70%
30%

6.4 Analysis
Data analysis was performed with IMB SPSS Statistics version 27. To test hypotheses,
standard multiple regression analysis was conducted with SPSS 27. Multiple regression
analysis was deemed as an appropriate technique because of the chosen measurement levels
of variables. For this research all dependent variables (DV) and independent variables (IV)
were measured as continuous variables. Therefore, regression can be used to explore the
relationship between one continuous DV and multiple IV’s (also known as predictor
variables). In other words, regression is useful when the researcher is interested in; what
happens to one continuous variable when the other continuous variable or variables
increase? The SPSS output demonstrates this with a correlation coefficient. According to
Julie Pallant (2013) regression is the most used method.
Exploring the relationship between a set of predictor variables and independent variables
allows the researcher to evaluate each IV in terms of its predictive power, over and above
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that offered by all the other IV (Pallant, 2013). This research used three dependent variables
so three separate multiple regression models were constructed to test how the measures of
perceived authenticity, credibility, expertise, trust, and congruence predict each dependent
variable: attitude toward influencer, attitude toward brand, and purchase intention. The
results will tell us how much variance in DV’s can be explained by scores on these five
scales. For this research it was also important to see the relationship between DV’s,
therefore standard linear regression was used to explore the relationship between attitude
toward influencer and attitude toward the brand, and attitude toward influencer and
purchase intention.
6.5 Results
Table 3: Summary of results models 1,2, and 3

Model’s 1, 2, and 3
Credibility
Trust
Expertise
Congruence
Authenticity
R²
Adjusted R²
F

Model 1 -Attitude
Toward SMI
ß
.43***
-.04
-.06
.17*
.28***
.44
.43
25.95***

Model 2 - Attitude
Toward Brand
ß
.25**
.28**
.01
-.04
.22*
.38
.36
20.33***

Note: *p < .05, **p < .01, ***p < .001
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Model - 3 Purchase
Intention
ß
.32***
.15
-.1.0
.19*
.16
.37
.35
19.18***

6.5.1 Assumption Checking For Regression Analysis
Multiple regression statistical technique makes assumptions about the data, and it is not
forgiving if they are violated (Pallant, 2013; Tabachnick & Fidell, 2014). It was determined
in the previous section (Participants and Data Collection) that the sample size satisfied the
requirement for an appropriate number of cases given the number of predictor variables
used. This section describes the analysis which allowed the researcher to determine no
violations for the assumptions of linearity, normality, multicollinearity, and outliers were
met. Assumptions were checked individually for each multiple regression model generated.
All assumptions were met therefore the following describes the techniques that were used.
Linearity and Normality. Linearity and Normality was satisfied using two tests.
First, by inspecting the Normal P-P Plot’s generated (Figures 5, 8, 11). This is an
observational technique requiring the researcher to observe that all points in the plot lie
reasonably in a diagonal line from bottom left top right (Pallant, 2013). Next, the
Scatterplot’s (Figures 6,9,12) were inspected looking for deviations in the residuals outside
of the rough rectangular distribution.
Multicollinearity. This was satisfied using two tests. First, through inspecting the
bivariate correlations between variables generated in the regression analysis (Tables 6,10,
14). According to researchers IV and DV should show at least some correlation ( between
.3 and .7) to meet the multicollinearity assumption and variables exceeding .7 should be
further analysed and potentially removed from the regression model (Pallant, 2013;
Tabachnick & Fidell, 2014). All variables met this threshold and were retained. Next, the
collinearity diagnostics generated in the regression output shows two values, Tolerance and
VIF. According to Pallant, (2013) Tolerance is an indicator of how much variability of the
specified independent variable is not explained the other independent variables in the
model, a value of greater than .1 satisfies this assumption. VIF is the inverse of Tolerance
and values above 10 are a cause of concern. None of the values violated this assumption.
Outliers. The presence of outliers in the data were assessed two ways. First, the
presence of outliers was initially observed in scatterplots (Figures 6,9,12). Tabachnick and
Fidell, (2014) define outliers as cases that have standardized residuals of more than 3.3 or
less than -3.3. Finding only a few outliers is generally accepted with larger samples and
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therefore no further action required. Outliers were also checked using Mahalanobis
distances. The SPSS analysis output presents a data file called Mah_1 and using this file the
chi-square value was quickly calculated using five independent variables as the degrees of
freedom. From this it was determined that none of the values exceeded the critical threshold
value of 20.52 (Tabachnick and Fidell, 2013). Thus, no outliers were detected and needed
to be removed.
6.5.2 Regression Model 1
Multiple Regression Testing Hypotheses H1a, H2a, H3a, H4a, H5a
To reject the null hypothesis for H1a, H2a, H3a, H4a, H5a we needed to prove a unique
positive association exists between independent variables: credibility (H1a), trustworthiness
(H2a), congruence (H3a), perceived authenticity (H4a), expertise (H5a), and dependent
variable, attitude toward SMI. As an extension the researcher wanted to explore if the five
measures: credibility, trustworthiness, congruence, perceived authenticity, and expertise,
predict attitude toward the SMI. Furthermore, as was discussed multiple linear regression
will allow the researcher to determine how much unique variance can be explained by
independent variables indicating the relative contribution as well as determining statistical
significance in terms of both the model itself and the individual independent variables.
Figure 4: Structural Model 1 Results

Note: *p < .05, **p < .01, ***p < .001. Predictor variables: perceived authenticity,
credibility, congruence, trustworthiness, and expertise. DV, attitude toward SMI.
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A multiple linear regression was calculated to predict attitude toward SMI based on
credibility, trustworthiness, congruence, perceived authenticity, and expertise. A significant
regression equation was found (F (5, 164) = 25.953, p < .001), with, R² = .442. Meaning the
variables significantly predict attitude toward the SMI, which indicates that the five factors
under study have a significant impact on attitude toward SMI (Table 3). Moreover, R² =
.442 depicts that the model explains 44.2% of the variance in attitude toward the SMI. For
smaller sample sizes it is appropriate to report the adjusted R² value which estimates the
true population value (Pallant, 2013). Thus, using the adjusted R² value the model explains
42.5% of variance in attitude toward SMI, Table 4 reports the model summary. To analyze
which predictor variables are making a statistically significant contribution to the overall
the researcher must analyze the coefficients table in the output of SPSS (shown in Table 5).
Looking at the absolute beta values (ß column) indicates the largest contributions. The next
important column is the significance column (p column) indicating whether the
contribution is statistically significant (e.g. the value is less than .05). Thus, credibility
makes the largest (.430) statistically significant p = <.001, followed by authenticity (.279)
with p = <.001, and lastly congruence (.169) with p = <.05. Expertise and trust had
nonsignificant p values (.407, and .665) and therefore we can conclude they do not make a
significant unique contribution to the prediction of attitude toward SMI (Pallant, 2013). The
following results demonstrate very strong evidence against null hypothesis for H1a, H3a,
and H4a. As represented in Figure 4 we can conclude that authenticity, congruence, and
credibility make a positive strong association with attitude toward SMI. Therefore, we can
reject H2a, and H5a.
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Table 4: ANOVA summary model 1
Model
1

a.
b.

SS
26.062
32.937
58.999

Regression
Residual
Total

dƒ

5
164
169

MS
5.212
.201

F
25.953

p
<.001

Dependent Variable: Attitude (Attitude toward SMI)
Predictors: (Constant), Authenticity, Expertise, Congruence,
Credibility, Trust

Table 5: Model 1 Summary
Model
1
a.
b.

R
.665

R²
.442

Adj. R²
.425

Std. Error of the Estimate
.44815

Predictors: (constant), Authenticity, Expertise, Congruence, Credibility, Trust
Dependent Variable: Attitude (Attitude toward SMI)

Table 6:Coefficient Output Model 1
Model
1

(Constant)
Credibility
Trust
Expertise
Congruence
Authenticity

B
.563
.425
-.032
-.039
.165
.295

SE
.247
.079
.073
.047
.067
.084

ß

T
2.283
5.383
-.434
-.832
2.454
3.503

.430
-.036
-.057
.169
.279

p
.024
<.001
.665
.407
.015
<.001

Note: *p < .05, **p < .01, ***p < .001
a.

Dependent Variable: Attitude (Attitude toward SMI)

Table 7:Correlations Output Model 1
Pearson
Correlation

Sig. (1-tailed)

N

Attitude
Credibility
Trust
Expertise
Congruence
Authenticity
Attitude
Credibility
Trust
Expertise
Congruence
Authenticity
Attitude
Credibility
Trust
Expertise
Congruence

Attitude
1.000

Credibility
.586

Trust
.449

Expertise
.301

Congruence
.445

Authenticity
.529

.586
.449
.301
.445
.529

1.000
.632
.448
.395
.494
<.001

.632
1.000
.372
.419
.584
<.001
.000

.448
.372
1.000
.305
.455
<.001
.000
.000

.395
.419
.305
1.000
.496
<.001
.000
.000
.000

.494
.584
.455
.496
1.000
<.001
.000
.000
.000
.000

.000
.000
.000
.000
.000
170
170
170
170
170

.000
.000
.000
.000
170
170
170
170
170
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.000
.000
.000
170
170
170
170
170

.000
.000
170
170
170
170
170

.000
170
170
170
170
170

170
170
170
170
170

Authenticity
170
170
170
170
170
Independent Variables: Authenticity, Expertise, Congruence, Credibility, Trust
Dependent Variable: Attitude (Attitude toward SMI)

a.
b.

Table 7 Continued.

Figure 5: Normal P-P Plot of Regression Standardized Residual
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Figure 6: Scatterplot
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6.5.3 Regression Model 2
Multiple Regression Testing Hypotheses H1b, H2b, H3b, H4b, H5b
The exact same process was applied to model 2. To reject the null hypothesis for H1b, H2b,
H3b, H4b, H5b we needed to prove a unique positive association exists between
independent variables: credibility (H1b), trustworthiness (H2b), congruence (H3b),
perceived authenticity (H4b), expertise (H5b), and dependent variable, attitude toward the
brand.
Figure 7: Structural Model 2 Results

Note: *p < .05, **p < .01, ***p < .001. Predictor variables: perceived authenticity,
credibility, congruence, trustworthiness, and expertise. DV- attitude toward the brand.
A multiple linear regression was calculated to predict attitude toward the brand based on
credibility, trustworthiness, congruence, perceived authenticity, and expertise. A significant
regression equation was found (F (5, 164) = 20.328, p < .001), with, R² = .383. Meaning the
variables significantly predict attitude toward the brand, which indicates that the five
factors under study have a significant impact on attitude toward the brand (Table 7).
Moreover, R² = .383 depicts that the model explains 38.3% of the variance in attitude
toward the brand. For smaller sample sizes it is appropriate to report the adjusted R² value
which estimates the true population value (Pallant, 2013). Thus, using the adjusted R² value
the model explains 36.4% of variance in attitude toward SMI, Table 8 reports the model
summary. To analyze which predictor variables are making a statistically significant
contribution to the overall the researcher must analyze the coefficients table in the output of
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SPSS (shown in Table 9). Looking at the absolute beta values (ß column) indicates the
largest contributions. The next important column is the significance column (p column)
indicating whether the contribution is statistically significant (e.g. the value is less than
.05). Trustworthiness makes the largest (.281) statistically significant p = <.00, followed by
credibility (.251) with p= <.01, and authenticity (.218) with p<.01 Expertise and
congruence had nonsignificant p values (.005, and -.041) therefore they do not make a
significant unique contribution to the prediction of attitude toward the brand. The following
results demonstrate very strong evidence against null hypothesis for H1b, H2b, and H4b.
As represented in Figure 5 we can conclude that authenticity, trust, and credibility make a
positive strong association with attitude toward the brand and we can reject H3b, and H5b.
Table 8:ANOVA Summary Model 2
Model
2

a.
b.

Regression
Residual
Total

SS
46.277
74.670
120.947

dƒ

5
164
169

MS
9.255
.455

F
20.328

p
<.001

Dependent Variable: Attitude Br (Attitude toward brand)
Predictors: (Constant), Authenticity, Expertise, Congruence, Credibility, Trust

Table 9: Model 2 Summary
Model
2
a.
b.

R
.619

R²
.383

Adj. R²
.364

Std. Error of the Estimate
.675

Predictors: (constant), Authenticity, Expertise, Congruence, Credibility, Trust
Dependent Variable: Attitude Br (Attitude toward brand)

Table 10: Coefficient Output Model 2
Model
2

(Constant)
Credibility
Trust
Expertise
Congruence
Authenticity

B
-.115
.356
.357
.005
-.058
.330

SE
.371
.119
.110
.071
.102
.127

ß
.251
.281
.005
-.041
.218

Note: *p < .05, **p < .01, ***p < .001
a.

Dependent Variable: Attitude Br (Attitude toward the brand)
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T
-.310
2.992
3.232
.063
-.566
2.602

p
.757
.003
.001
.950
.572
.010

Table 11: Correlations Output Model 1

Pearson Correlation

Sig. (1-tailed)

N

Attitude Br
Credibility
Trust
Expertise
Congruence
Authenticity
Attitude
Credibility
Trust
Expertise
Congruence
Authenticity
Attitude
Credibility
Trust
Expertise
Congruence
Authenticity

Attitude Br
1.000
.523
.552
.308
.285
.488
.000
.000
.000
.000
.000
170
170
170
170
170
170

Credibility
.523
1.000
.632
.448
.395
.494
<.001
.000
.000
.000
.000
170
170
170
170
170
170

Trust
.552
.632
1.000
.372
.419
.584
<.001
.000
.000
.000
.000
170
170
170
170
170
170

Expertise
.308
.448
.372
1.000
.305
.455
<.001
.000
.000
.000
.000
170
170
170
170
170
170

Congruence
.285
.395
.419
.305
1.000
.496
<.001
.000
.000
.000

a. Independent Variables: Authenticity, Expertise, Congruence, Credibility, Trust
b. Dependent Variable: Attitude Br (Attitude toward brand

Figure 8: Normal P-P Plot of Regression Standardized Residual Model 2
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1

1.2

.000
170
170
170
170
170
170

Authenticity
.488
.494
.584
.455
.496
1.000
<.001
.000
.000
.000
.000
170
170
170
170
170
170

Figure 9: Scatterplot Model 2
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6.5.4 Regression Model 3
Multiple Regression Testing Hypotheses H1c, H2c, H3c, H4c, H5c
Lastly we repeated the process to test hypotheses H1c, H2c, H3c, H4c, and H5c. We
regressed dependent variable, purchase intention, with all five predictor variables:
credibility, trustworthiness, congruence, perceived authenticity, and expertise. A significant
regression equation was found (F (5, 164) = 19.179, p < .001), with, R² = .369. Meaning the
variables significantly predict purchase intention, which indicates that the five factors under
study have a significant impact on purchase intention (Table 11). Moreover, R² = .369
depicts that the model explains 36.9% of the variance in purchase intention. The adjusted
R² value for the model explains 35% of variance in purchase intention, Table 12 reports the
model summary. Looking at coefficients output in Table 13 we see credibility making the
largest significant contribution (.323, p= <001). Followed by congruence (.186, p= <.05),
authenticity (.158, p= .065), trust (.148, p=.094), and lastly expertise (-.096, p= .188). This
demonstrates strong evidence against the null hypothesis for H1c, and H3c. Therefore, we
conclude that congruence and credibility make a strong positive association with purchase
intention. Using the 95% confidence interval we reject H2c, H4c, and H5c.

Figure 10: Structural Model 3 Results

Note: *p < .05, **p < .01, ***p < .001. Predictor variables: perceived authenticity,
credibility, congruence, trustworthiness, and expertise. DV- purchase intention.
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Table 12: ANOVA Summary Model 3
Model
3

a.
b.

SS
44.984
76.930
121.913

Regression
Residual
Total

dƒ

5
164
169

MS
8.997
.469

F
19.179

p
<.001

Dependent Variable: Purchase In (Purchase intention)
Predictors: (Constant), Authenticity, Expertise, Congruence, Credibility, Trust

Table 13: Model 3 Summary
Model
3
a.
b.

R
.607

R²
.369

Adj. R²
.350

Std. Error of the Estimate
.68490

Predictors: (constant), Authenticity, Expertise, Congruence, Credibility, Trust
Dependent Variable: Purchase In (Purchase intention)

Table 14: Coefficient Output Model 3
Model
3

(Constant)
Credibility
Trust
Expertise
Congruence
Authenticity

B
-1.059
.458
.189
-.096
.262
.239

SE
.377
.121
.112
.072
.103
.129

ß
.323
.148
-.096
.186
.158

T
-2.808
3.800
1.685
-1.322
2.538
1.858

Note: *p < .05, **p < .01, ***p < .001
a.

Dependent Variable: Purchase In (Purchase intention)
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p
.006
<.001
.094
.188
.012
.065

Table 15: Correlations Output Model 3

Pearson
Correlation

Sig. (1tailed)

N

c.
d.

Attitude

Credibility

Trust

Expertise

Congruence

Authenticity

1.000

.586

.449

.301

.445

.529

Credibility

.586

1.000

.632

.448

.395

.494

Trust

.449

.632

1.000

.372

.419

.584

Expertise

.301

.448

.372

1.000

.305

.455

Congruence

.445

.395

.419

.305

1.000

.496

Authenticity

.529

.494

.584

.455

.496

1.000

<.001

<.001

<.001

<.001

<.001

.000

.000

.000

.000

.000

.000

.000

.000

.000

Attitude

Attitude
Credibility

.000

Trust

.000

.000

Expertise

.000

.000

.000

Congruence

.000

.000

.000

.000

Authenticity

.000

.000

.000

.000

.000

Attitude

170

170

170

170

170

170

Credibility

170

170

170

170

170

170

Trust

170

170

170

170

170

170

Expertise

170

170

170

170

170

170

Congruence

170

170

170

170

170

170

Authenticity

170

170

170

170

170

170

Independent Variables: Authenticity, Expertise, Congruence, Credibility, Trust
Dependent Variable: Attitude (Attitude toward SMI)
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Figure 11: Normal P-P Plot of Regression Standardized Residual Model 3
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Figure 12: Scatterplot Model 3
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6.5.5 Regression Models 4, 5, and 6
Simple Linear Regression Testing Hypotheses H6, H7, and H8

To reject the null hypothesis for H6, H7, H8 we needed to prove a positive association
exists between; attitude toward SMI and attitude toward the brand (H6), attitude toward
SMI and purchase intention (H7), and attitude toward brand and purchase intention (H8).
Furthermore, we wanted to see if the independent variables could be considered significant
predictors of the independent variables. We conducted a correlation analysis using Pearson
product-moment correlation (Table 15). Next, we ran the initial regression for each model.
Model 4 in table 16 corresponds with H6, model 5 corresponds with H7, and model 6
corresponds with H8.
As can be seen in Table 15, Pearson product-moment correlation of attitude toward SMI
and attitude toward the brand was found to be relatively large and statistically significant (r
= .50, p = < .01). According to Cohen (1988) relatively large r values are between .5 and
1.0, moderate strength is determined by r values between .30 and .49, and low strength is
determined by r values below .30 (Pallant, 2013). This shows that increasing one’s attitude
toward the SMI would lead to a higher attitude toward the brand. The relationship between
attitude toward SMI and purchase intention was investigated next using a similar technique.
Pearson product-correlation of attitude toward SMI and purchase intention was found to be
relatively moderate and statistically significant (r= .497, p = < .01). This shows that
increasing attitudes toward the SMI would lead to a higher purchase intention. Finally, the
Pearson product-correlation of attitude toward the brand and purchase intention was found
to be relatively large and statistically significant (r = .536, p = <.01). This shows that
increasing the attitude toward the brand would lead to higher purchase intention.
Regression model 4 (Table 16) corresponding to H6 showed the overall regression was
statistically significant (R² = .253, F (1,168) = 55.134, p < .001). It was found that attitude
toward the SMI significantly predicted attitude toward the brand (ß = .503, p < .001). This
means that 25.3% of total variation in the dependent variable, attitude toward the brand, can
be explained by the independent variable, attitude toward the SMI. Regression model 5
(Table 16) corresponding to H7 showed the overall regression was statistically significant
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(R² = .247, F (1,168) =67.634, p < .001). It was found that attitude toward the SMI
significantly predicted purchase intention (ß = .497, p < .001). This means that 24.7% of
total variation in the dependent variable, purchase intention, can be explained by the
independent variable, attitude toward the SMI. Regression model 6 (Table 16)
corresponding to H8 showed the overall regression was statistically significant (R² = .287,
F (1,168) =67.634, p < .001). It was found that attitude toward the brand significantly
predicted purchase intention (ß = .536, p < .001). This means that 28.7% of total variation
in the dependent variable, purchase intention, can be explained by the independent variable,
attitude toward the brand.
Therefore, all three hypotheses H6, H7, and H8 are supported by relatively strong, positive
correlations (indicated by a positive or negative r value). Moreover, all three models
indicate the independent variables were significant predictors on the dependent variable.
Table 16: Pearson product- moment correlation

1. Trust

2. Expertise

3. Att. SMI

4. Authenticity

5. Credibility

6. Congruence

7. Att. Br.

Pearson Correlation

3.

8.

6.

7.

Att. SMI

Purchase IN

Congruence

Att. Br.

.449**

.486**

.552**

Sig. (2-tailed)

.000

.000

.000

N

170

170

170

.301**

.232**

.308**

Sig. (2-tailed)

.000

.002

.000

N

170

170

170

Pearson Correlation

**

Pearson Correlation

.503**

Sig. (2-tailed)

.000

.000

N

170

170

Pearson Correlation

.497

.529**

Sig. (2-tailed)

.000

N

170

Pearson Correlation

.586

**

.452**
.000

.488**
.000

170
.524

170

**

.523**

Sig. (2-tailed)

.000

.000

.000

N

170

170

170

Pearson Correlation

.445

**

.424

**

.285**
.000

Sig. (2-tailed)

.000

.000

N

170

170

Pearson Correlation

.503

**
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.536

**

170
.285

**

8. Purchase IN

Sig. (2-tailed)

.000

.000

.000

N

170

170

170

**. Correlation is significant at the 0.01 level (2-tailed).

Table 17: Linear Regression Analysis for Hypotheses 6,7, and 8
Model Summary Output
Model 4 (H6)
Model 5 (H7)
Model 6 (H8)

R

R²

Adj. R²

Std. Error of the Estimate

.503
.497
.536

.253
.247
.287

.249
.243
.283

SS

dƒ

MS

F

p

Regression
Residuals
Total

30.628
90.319
120.947

1
168
169

30.628
.538

56.970

<.001

Regression
Residuals
Total

30.124
91.790
121.913

1
168
169

30.124
.546

55.134

<.001

Regression
Residuals
Total

34.993
86.921
121.913

1
168
169

34.993
.517

67.634

<.001

B

SE

ß

t

p

.678
.721

.315
.095

.503

2.153
7.548

.033
<.001

Constant
Purchase
Intention

-.005
.715

.318
.091

.497

-.017
7.425

.986
<.001

Constant
Purchase
Intention

.692
.538

.205
.065

.536

3.375
8.224

<.001
<.001

ANOVA Output

.73300
.73917
.71929

Model 4

Model 5

Model 6

Coefficient’s Output
Model 4
Constant
Attitude
toward SMI
Model 5

Model 6
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SS= sum of squares, MS= mean square, F= F statistic, B= unstandardized coefficient, SE=
standard error, ß = standardized beta coefficient, t= test statistic, p= significance level

Table 16 continued

6.6 Discussion in Brief
All six regression models demonstrated significant models with acceptable R square values.
Among the five predictor variables credibility significantly and positively predicted all
three dependent variables, it also contributed the largest impact to independent variables
attitude toward SMI, and purchase intention. It was followed closely by perceived
authenticity which significantly and positively predicted two of the three dependent
variables. In the case of the third, a strong case can be made to cautiously interpret the
rejection of H4c. In that case we would have rejected the null hypothesis had there been a
unit increase of one percent in the confidence interval. Congruence was significant when
predicting attitude toward SMI, and purchase intention. Trust made the largest impact to
the independent variable, attitude toward the brand, while expertise did not have a
significant effect on any of the dependent variables.
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Chapter 7
7.1 General Discussion
Influencer marketing has become an important marketing strategy. Brands that use
influencers without studying the fit between influencers source characteristics and the
brand values are more likely to be deemed inauthentic. The only sustainable tactic is to
identify the right influencers and use them to drive brand engagement by identifying the
key target audience for whom the endorsement is relevant to (Chopra et al., 2020). When
framing influencer marketing as an extension of the two-step flow and diffusion of
innovation theories, brings attention to using influencers to build empathy, relationships,
and connection with consumers. Also, personal relevance may be more important than peer
influence as some research has shown (Zhu & Chang, 2016). Hence, making influencer
selection relevant to the brands product category is essential. A primary goal of this
research was to identify influential source characteristics and assess the impact on
consumer behavior variables. Initially, five independent variables were identified: source
credibility, trust, perceived congruence, perceived authenticity, and expertise. Additionally,
data from the quantitative study showed that each of the variables have a distinct impact on
consumer behavior.
Source Credibility emerged as the most significant factor explaining the most variance in
two of the three multiple regression models (as seen in Table 17). During the regression
computation the SPSS software runs a protocol that tests each independent variable unique
contribution as it controls for all the other variables in the model. The software can
determine unique contribution of each variable. Therefore, credibility accounted for 43%
unique variance in Model 1, 25.1% unique variance in Model 2, and 32.3% unique variance
in Model 3. All three hypotheses associated with credibility were supported at a test
statistical significance level of p = <.001. Which allows us to conclude that there is only a
one in one thousand probability of finding the result we did, just by chance alone. The
results make a strong case for high levels of credibility predicting positive consumer
behavior outcomes. The results extend the source credibility model in the influencer
marketing domain as relevant. Previous studies on source credibility examine attitude
change and persuasion effectiveness as consequences of source characteristics. The
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findings of this research confirm previous the previous work done by Dholakia & Sternthal,
1977; Hovland et al., 1953; Kim & Kim, 2021; Schouten et al., 2020; Weismueller et al.,
2020. Recent research carried out on fashion influencers on Instagram found credibility to
be the strongest factor affecting attitudes toward the influencer (Chetioui et al., 2020, p.
373). Our results extend recent findings (e.g., Chetioui et al., 2020; and Kim et al., 2018),
illustrating that an influencer who is perceived as credible has a higher likelihood of
influencing attitudes and purchase intention.
Our finding on credibility competes with results from Lim et al., (2017), who found source
credibility to have an insignificant relationship with attitude and purchase intention (H1, H2
in the model). This suggests that more research on the source credibility is needed for better
understanding of this construct and how it effects other source characteristics in a multiple
regression model. For example, in Lim et al., (2017) authors wrote “SMIs have inadequate
expertise knowledge about the endorsed product” (p.29). Similarly, Tan et al., (2021)
concluded the relationship dynamics between follower and influencer have changed and
they are less emotional and more transactional (p. 75). Based on the findings of this
research expertise emerged as the most insignificant factor explaining the least amount of
variance in all three models. Rejecting all three hypotheses relating to expertise (H5a, H5b,
H5c). This finding was also reflected in Schouten et al., (2020), “where expertise was not a
significant mediator in any of the tested relationships” (p. 275). An interesting point is that
expertise is a quality which experts agreed was a valuable source characteristic in the
business-to-business (B2B) market (e.g., Appendix C, and D). Instagram being largely a
business-to-consumer (B2C) (Glenister, 2021) wouldn’t value this characteristic,
confirming our findings. This finding brings some nuance to the discussion on source
characteristics differing in B2B and B2C markets. In addition, a similar influencer
marketing study by Ki et al., (2020), concurred the finding on expertise. In the Ki et al.,
(2020) study, authors found inspiration and relatedness as the top contributing independent
variables that explained the attachment mechanism between followers and influencers. For
the purposes of this study these findings suggest expertise doesn’t influence attitude or
purchase intention. Leaning on Para-social relation theory may help in explaining this.
Para-social relation theory is used to understand the process by which individuals form
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attachments to media personae, the theory may also be helpful in explaining the
relationship between consumers who follow and interact with social media personae. The
theory claims that endorsers who can foster intimate relationship with their followers can to
a greater extent exert an effect on them (Sukhdial et al., 2002: 79). Recently, Parasocial
relationship has been referred to as an intimate relationship between an actor and an
audience (C. L. Yuan et al., 2021). Parasocial relations has been described in the literature
as “perceived connectedness that audiences have with media personae beyond momentary
exposure” (Lou, 2021, p. 2). Interviewee, Kerrie Daly, echoed this concept of intimacy and
sense of community in her response to how influencers grow their followings (see
Appendix G, 5:06). The usefulness of expertise was demonstrated by Breves et al., (2019).
They found that expertise leads to more positive evaluation towards the brands they
endorse. Similarly, J. A. Lee & Eastin, (2021) found expertise significantly predicted
attitude toward influencer and intention to follow. One reasonable explanation could be that
conceptually expertise resonates with authenticity in this study. Future research using
similar models could include expertise with caution and should consider examining its role
in a common method variance analysis to uncover underlying mechanisms of SMI
expertise more thoroughly. Certainly, more research including the construct expertise in the
model could prove useful because our findings indicate moderate level of bivariate
correlation between authenticity and expertise (.455) and between credibility and expertise
(.448), demonstrated in Table 14.
Authenticity emerged as a significant factor in predicting attitude toward the influencer and
attitude toward the brand. In model 3, predicting purchase intention, authenticity had a
value of p=.065 meaning authenticity failed to be significant at p=.05 by a slim margin. The
findings from this research corroborates findings of some older studies stating the
importance of authenticity of the brand (García-Rapp, 2017; Marwick, 2013; Moulard et
al., 2016; Pöyry et al., 2019), as well the findings extends the recent work of J. A. Lee &
Eastin, (2021) by showing the important role played by authenticity in a source
characteristics model of social media influencers as perceived by consumers. Authenticity
contributed 27.9% unique variance in attitude toward the influencer, 21.8% unique variance
in attitude toward the brand, and 15.8% unique variance in purchase intention. The
evidence suggests strongly for a cause-effect relationship which warrants further
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investigation by researchers to validate the effect of authenticity on consumer attitude
toward influence, brand, and purchase intention. Furthermore, this research was the first to
the knowledge of the researcher, to explore strategic influencer communication including
perceived authenticity in a multi-dimensional source characteristics model.
Table 18: Results of Hypothesis Testing
Hypothesis
H1
H1a
H1b
H1c
H2
H2a
H2b
H2c
H3

H3a
H3b
H3c

H4

H4a
H4b
H4c

H5

H5a
H5b
H5c

Independent variables → Dependent
variable
Perceived credibility → Attitude toward
the influencer
Perceived credibility → Attitude toward
the brand
Perceived credibility → Purchase intention
Trustworthiness → Attitude toward the
influencer
Trustworthiness → Attitude toward the
brand
Trustworthiness → Purchase intention
Perceived congruence → Attitude toward
the influencer
Perceived congruence → Attitude toward
the brand
Perceived congruence → Purchase
intention
Perceived authenticity → Attitude toward
the influencer
Perceived authenticity→ Attitude toward
the brand
Perceived authenticity→ Purchase
intention
Perceived expertise→ Attitude toward the
influencer
Perceived expertise → Attitude toward the
brand
Perceived expertise → Purchase intention

Std. beta

Std.
error

.430***

.079

.251**

ᴛvalue

ᴩvalue

Decision

5.383

<.001

Supported

.119

2.992

.003

Supported

.323***

.121

3.800

<.001

Supported

.036

.073

-.434

.665

Rejected

.281**

.110

3.232

.001

Supported

.148

.112

1.685

.094

Rejected

.169*

.067

2.454

.015

Supported

-.041

.102

-.566

.572

Rejected

.186*

.103

2.538

.012

Supported

.279***

.084

3.503

<.001

Supported

.218*

.127

2.602

.010

Supported

.158

.129

1.858

.065

Rejected

.057

.047

-.832

.407

Rejected

.005

.071

.063

.950

Rejected

-.096

.072

-1.322

.188

Rejected

H6

Attitude toward the influencer → Attitude
toward the brand

.503

.095

7.548

<.001

Supported

H7

Attitude toward the influencer → Purchase
intention

.497

.091

7.425

<.001

Supported
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H8

Attitude toward the brand→ Purchase
intention

.536

.065

8.224

<.001

Supported

Note: *p < .05, **p < .01, ***p < .001
Table 17 continued.

Two other constructs explored in this research model were congruence and trustworthiness.
Both have been highly cited in the literature. Congruence was derived from the theoretical
foundation of product-match up hypothesis and meaning transfer which when applied to
celebrity endorsement strongly supports the notion that effectiveness of an endorsement is a
function of congruence between the SMI and brand (Choi & Rifon, 2012). In the influencer
marketing context, Shan et al., (2020) found that self-influencer congruence exerted
significant influence on attitude toward branded content, engagement with the brand, and
purchase intention (p.12). Similarly, the Chetioui et al., (2020) source characteristic model
applied to fashion influencers on Instagram also found a significant positive effect of
congruence on attitude toward the influencer (p. 372). This research found a positive
significant positive effect of congruence on attitude toward the influencer (H3a supported),
and purchase intention (H3c supported). The effect of congruence in relation to attitude to
the brand was insignificant (H3b rejected). This research extends the work of Cheatioui et
al., (2020) by showing the direct positive correlation between congruence and purchase
intention. This also suggests that perceived congruence between self-image (of the
follower) and social media influencer is an important mediator of the relationship as
previously explored by Shan et al., (2020). As a final point on congruence, the findings
could also point to some theoretical work on congruence and self-concept. When
influencers promote a product an important congruency process is occurring. First, the
influencer is altering their self-concept by associating themselves with meanings associated
with said brand, altering their self-concept. Second, consumers are obtaining these
meanings and incorporate them in the process of constructing, maintaining, and enhancing
their self-concepts (McCracken, 1989).
Regarding trustworthiness, this research conceptualized the construct following similar
researchers (Ohanian, 1990; Chetioui et al., 2020) and in a way regarded trust as
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synonymous with trustworthiness. This was a major limitation to the research model. Some
research on trust has cited major differences in conceptualizations which this research
failed to recognize. For example, Colquitt et al., (2007) cites that the trust literature
distinguishes trustworthiness (the ability, benevolence, and integrity of a trustee) and trust
propensity (a dispositional willingness to rely on others) from trust (the intention to accept
vulnerability to a trustee based on positive expectations of his or her actions) (p. 909). Kim
et al., (2020) evidence this where they proved trustworthiness as a dominant factor
affecting trust (p.7).
Both publications, Arsenis & Chatzopoulou, (2020), and Phang et al., (2015) found positive
effect of trust on consumer behavior variables. In Arsenis & Chatzopoulou, (2020) the
researchers found trustworthiness to have a positive effect on consumer attitude toward
SMI, and in Phang et al., (2015) researchers demonstrate a positive relationship between
trustworthiness and consumer decision making. In the more closely related source
characteristic model formulated by Kim and Kim (2021) the researchers found positive
significant effect of trust on loyalty to the influencer, product attitude, and purchase
intention (p.228). The Chetioui et al., (2020) source characteristic model found a significant
relationship between trust and attitude toward the influencer. This research rejected H2a
and H2c, finding insignificant effect of trust on attitude toward the brand and purchase
intention. A significant positive relationship was discovered with attitude toward the brand.
Part of the reason for the contradictory findings in this research could be because of the
bivariate correlation of trust between independent variables. The bivariate correlation
(Pearson product-moment correlation) for credibility (.632), authenticity (.584), and
congruence (.419) (See table 14) were moderately high. The rejection point used in this
research was .7 based on Pallant, (2013), and Tabachnick & Fidell, (2014). Therefore, we
proceeded without removing any independent variables. Part of the problem with high
levels of bivariate correlation is that in a research model you want your independent
variables to be independent and when they correlate highly it can skew the validity of your
results. A more in-depth analysis on multicollinearity would have contributed to the
validity of the results in this research model. Another point to note is that most source
characteristics models (most famously source credibility) use trust as sub-dimension of
credibility. For example, it has been stated in the research that influencers who gain more
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trust and are viewed to possess expertise that builds their credibility, have been proven to
be more effective (S.-A. A. Jin & Phua, 2014). Contradictory findings on trust have been
cited in the literature by Sundermann & Raabe (2019). Interestingly this research resembled
quite closely with Chetioui et al., (2020) model and found trust was not a significant factor
in attitude toward the influencers suggesting cross cultural effects of trust with influencers.
Chetioui and colleagues conducted their study on a Moroccan sample whereas the sample
used for this research was predominantly European and North American subjects. More
research on the effect of trust in cross cultural settings would be beneficial.
Model’s 5,6, and 7 in the results supported H6, H7, and H8 suggesting evidence for a
cause-and-effect relationship between source characteristics and consumer behavior. The
evidence strongly supports source characteristics significantly impact the efficacy of social
media endorsement on Instagram.

7.2 Theoretical Implications
This research extends literature on source characteristics in the influencer marketing
domain, namely the source credibility model (Ohanian, 1990; Hovland et al., 1953),
congruency theory (Osgood & Tannenbaum ,1955), and SMI authenticity (J. A. Lee &
Eastin, 2021; Schouten et al., 2020) by shedding light on the effect of source characteristics
on consumer behavior on Instagram. This research also extended the relevance of the
traditional opinion leadership framework for understanding opinion leaders on Instagram
(Casaló et al., 2020; J. A. Lee, 2020). With the advent of social media a new breed of
digital opinion leaders change the way information is disseminated. Although, social media
has brought many changes to the world of communication the foundation of digital opinion
leadership is consistent with traditional opinion leadership. Social media creates a
communication medium that facilitates interpersonal relations which can be influential on
peoples thoughts, beliefs, behaviors as suggested by the two-step flow model
(LAZARSFELD, 1944) , diffusion of innovation theory (Rogers, 1983), and theory of
planned behavior (Ajzen, 1985; Ajzen & Fishbein, 1980). Source characteristics of opinion
leaders has garnered attention by researchers because of this.
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7.3 Managerial Implications
This research asserts that followers of digital opinion leader (SMI) provide a novel
mechanism that is practical for marketers to tap into brand related consumer behaviors.
Two main considerations can be drawn from this research. First, credibility, authenticity,
and congruence are relevant and important factors regarding following an influencer.
Marketers should consider these factors when assessing influencer. Second, attitude toward
influencer has a significant impact on attitude toward the brand, and both attitude toward
brand and attitude toward influencer impact purchase intention. This shows the relevance
and applicability of influencer marketing as a useful eWOM strategy and demonstrates
strong support for a cause-effect for creating purchase intentions among consumers.
Furthermore, much of the attention by marketers is spent on evaluating influencers based
on their reach and impact (Hudders et al., 2021). Marketers actively assess the quantitative
metrics such as followers, and engagement factors (likes, comments, hashtags). This
research would support using engagement statistics as a better quantitative measure. Many
influencer marketing platforms exist (e.g., HypeAuditor, Grin, CreatorIQ, Upfluence)
powered by artificial intelligence and machine learning algorithms to assist marketers in
speeding up this process. In-fact industry reports reveal an explosion of 1500 platforms
exist (Aspire IQ, 2020; Glenister, 2021; Influencer Marketing Hub, 2021) . One of the
problems prevalent in the industry is follower fraud. The number of influencers involved in
fraud is very high in the industry (55% according to Influencer Marketing Hub 2021). The
solution this research sheds light on is to evaluate influencers based on qualitative
assessments factoring concepts of credibility, and authenticity of the influencer. As well as
assessing the audience’s level of trust, congruence with said influencer. The source
characteristics highlighted in this research and supported by existing literature suggest that
an authentic, credible, trustworthy influencer would drive the most promising performance
outcomes in an influencer campaign. Marketers should look at the past 15 posts of the
account analyzing consistencies in the semantics of the message and look for congruent,
authentic messages. For example, do these posts resonate with who the said influencer is, is
it persuasive in an authentic manner? Next, are the past product endorsements congruent
with who the influencer presents themselves to be. For example, do these product
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endorsements align with the semantics of unsponsored posts of the influencer?
7.4 Limitations and Future Research
This research is not without considerable limitations. First, the sample size prevents
generalizability of results. Despite the ubiquity of Instagram around the world how
followers form relationships with influencers and factors of concern may differ. This
research found contradicting results to very similar research on fashion influencers in
Morocco. Suggesting cross-cultural inconsistencies, future research is needed to overcome
the social, cultural, and economic disparities across societies to compare contexts. An
interesting research question could be, Do cross-cultural dynamics value different source
characteristics? Data was collected using non-probability convenience sampling. This
method has various criticisms concerning the validity of the results. However, this method
was chosen based on practicality. Another limitation to this research is regression analysis
inherently cannot prove causality limiting the findings. This research revealed contradictory
findings to some existing literature, therefore future research is needed to provide a more
robust and accurate understanding of source characteristics in relation to each other. As
well, this research measured attitude, and behavioral intention as consumer behavior
variables rather than measuring actual behavior due to shortcomings of self-complete
questionnaires. Although the TPB model offers a lot of support in the literature, future
studies should overcome this limitation by assessing actual behavior from the followers of
influencers. Another limitation to the research is that the survey asked respondents to
complete the survey keeping the influencers they follow on Instagram in mind. This has
many shortcomings, namely the fact that some people may follow many influencers and
may not attribute their perceptions of credibility, authenticity, congruence, expertise, and
trust equally to all. To overcome this limitation a future study could provide a better
stimulus (e.g., image of influencer they follow) and get their responses. Lastly, future
research could utilize the findings of this research and combine machine learning models
based with sentiment analysis of comments, likes etc., and an influencers feed to generate
scores on source characteristics that assist marketers in judging authenticity, and credibility
of influencer. As an advanced machine learning model might be able to assess audience
scores based on congruence, and trust.
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Chapter 8
8.1 Conclusion
The ubiquity and omnipresence of social media has created new avenues for marketers and
brands to acquire new customers and maintain relations with consumers. For this reason,
influencer marketing on Instagram has exploded in growth. This research attempted to
discover the critical success factors are in influencer marketing on social media, and what
the underlying mechanisms are that determine the success. This research postulated
influencer marketing as an extension of traditional opinion leadership based off the twostep flow model and diffusion of innovation theory. Then this research constructed a multitheoretical model based on source credibility, authenticity, congruency theory, and the
theory of planned behavior. Based on a sample of 170 respondents predominantly located
in Iceland and Canada, this research confirmed that attitudes toward the influencer is
influenced by credibility, authenticity, trust, expertise, and congruence. Credibility was the
most significant predictor in persuading attitude toward the influencer and purchase
intention followed by authenticity. This research confirms a positive association of attitude
toward the influencer and attitude toward the brand on purchase intention. This suggests the
predominant role source characteristics play in influencing consumer behavior. The
findings contribute to the literature on influencer marketing and add to the debate
concerning how influencers shape attitude perception through endorsement.
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Appendices
Appendix A Sample Interview Guide Provided to Subjects
Nature of Research Project
Over the past few years, the popularity of social media influencers (SMIs) has been
growing exponentially, making influencer marketing (IM) prevalent in firm strategies.
Despite the mounting interest of researchers and practitioners, resulting scholarly the work
remains divergent, partial and fragmented (Vrontis et al., 2020). Despite the increasing use,
studies on this subject are scarce (Martínez-López et al., 2020). This project wants to know
how influencer marketing is today and what key components must be considered for an
effective endorsement characterized by purchase intention consumer behavior.
Sub-question 1: How can the role of influencer marketing be defined? Establish a
foundation of what the phenomenon entails will provide a better understanding of
underlying elements driving an effective strategy. There has been only a few studies to date
that examine the perspectives of advertisers and advertising agencies regarding the
importance and role of influencer marketing in their communication plan (Hudders et al.,
2020, p. 30)
Sub-question 2: What factors contribute to successful performance outcomes in influencer
marketing? The purpose of this sub question is to identify the factors that contribute to a
successful influencer marketing strategy. The rationale for exploring this sub question is
that not all firm’s execute influencer marketing successfully. Research has shown that firms
face strategic challenges regarding influencer identification, selection, and activation to
maximize their influence (Ye et al., 2021, p. 14). I also content that firms’ lack the correct
measurement and attribution models to measure the impact of influencer marketing on
digital campaigns.
*Privacy Rights Disclaimer: You (the respondent) have the right to remain anonymous
through use of a pseudonym. If you do not state otherwise your name and information provided
could be used in the final version of the research dissertation. You have the right at any point to
let me know what privacy rights you would like protected. My email is jordian20@ru.is.
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Firstly, thank you for participating in this interview. I will now explain thepurpose of this
interview. I am currently on the last semester of my master programat Reykjavik University, where
I am writing my master thesis about influencer marketing. With my master thesis, I want to
examine the success factors that can drive an effective influencer marketing strategy. Here, it is
important to incorporate the perspective of influencer marketing agencies as they support brands to
develop an actual strategy. Could you please state your full name and elaborate on your experience
with Influencer Marketing?
Influencer Specific Questions:
1. Why do you believe that influencer marketing is gaining so much popularity?
2. How would you define influencer marketing?
3. Why do you believe that influencer marketing works?
4. What are the advantages in using influencer marketing?
5. What are the main challenges in using influencer marketing?
6. What factors contribute to someone gaining a big following?
7. What factors effect the relationship with the followers?
8. Do you believe that influencer must possess certain qualities in order to persuade the
followers?
Firm Specific Questions:
1. Can you elaborate on the type of influencers that your firm wants to work with?
2. Could you tell me a little about your firm?
3. Do you see tendencies where one platform is more popular than others when
implementing successful influencer marketing campaigns? For instance,marketers’
state that Instagram has gained popularity. Do you agree?
4. What is your firms’ or other firms’ main purpose when working with social media
influencers?
5. When working with influencers, how do you ensure that they areutilized in the best
way possible to achieve the desired impact? (Follow up: how do you measure
success?)
6. So, how do you ensure the right match between the firm and the influencer?
7. Does your firm prefer to work with new influencers, or dothey like to use the same
influencers to establish a relationship?
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8. Could you please explain the selection process, or the strategy your firm adopts when
working with influencers?
9. What do firms have to consider before achieving a successful influencermarketing
strategy?
10. Lastly, what do you think the future of influencer marketing will be?

Appendix B Interview with Gunnar Birgisson (SWIPE Media)
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Co-Founder & COO of Swipe Media.
July 7, 2021
Date

In Person
Format

52:27 minutes
Duration

Jordian 0:08
Thank you for participating in this interview, I have sent you the interview questions 24
hours ahead of time. I will explain the purpose of this interview, I am in the final semester
of my program at Reykjavik University (M.Sc. Business Marketing), my thesis is on
influencer marketing specifically I want to examine the factors that drive an effective
influencer marketing strategy and to do this it is important to incorporate the perspective of
influencer marketing agencies as they support brands and develop strategy.
Could you please state your full name and elaborate on your position with SWIPE Media?
Gunnar 0:48
Yeah, my name is Gunnar Birgisson. I'm 26 years old. And I am the co founder and owner
of SWIPE, which owns SWIPE Media. And we've been in business since 2018. We are a
social media house. Sure, like some say some influencer agency, we're working closely
with influencers in Iceland, and also abroad as well. And yeah, we just our role is to help
influencers, like manage their accounts, we manager our influences and we're helping them
get endorsement deals, we're helping them create content, we're helping them like just like
helping them do everything we want to do like, we work with influencers and we're
connecting them to brands, and we're helping them like, take the next step in their career.
And we're just helping them with every aspect of their brand. That's our role. So we're, like,
what's been different for the past couple years? Because most of the companies that have
been involved in influencers have almost everyone been working for the company. So we're
creating the campaign for the company. But our we decided to just like, like agents, we
work for the for on behalf of the influencers and we're connecting them to the brands.
Jordian Farahani 2:37
How would you define influencer marketing?
Gunnar 2:42
I think influencer marketing is just about like, the strategy of getting someone on behalf of
company to get your message across. Because I think that the main, like, main advantage of
using influencers is that the message comes from someone else, it's not from the company,
you know, because if you're, yeah, if the message is only from the company, it's not. It's
more like i said in the beginning is more controlled control, but you're working with info.
So they're telling their experience, and they're like telling their perspective on the product
or service. So influencer marketing in my, in my view is just like, creating partnerships
with some like individuals as of course, following on social media, and who match your
brand and has credibility, authenticity towards their followers, and you create a message
through that person.
Jordian Farahani 3:50
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Can you elaborate a little bit on the type of influencers that that swipe media wants to work
with, has worked with, or is working with?
Gunnar 4:20
We, as a company, we need to make sure that we are working with influencer like, has
similar values as we do, because, I mean, for the past couple of years, we've worked with
over 20-30 influencers. Today we're working with around 10. So, like, you see, not
everyone has worked out. So, what we need to figure out what we need to focus on is that
we need to make sure that the influencers we are working and working with has credibility
towards their influence towards the follows sorry, because as soon as the credibility or
authenticity as soon as the influence breaks that trust we think that then this game over
because who is what is an influencer with doesn't have credibility towards their followers. I
mean, that's the whole that's the whole game. I mean, that's what that's why they're
influenced because they are they manage to influence their followers, because sometimes
they're role models, sometimes they're someone people look up to or want to. I mean, just
be like them, you know, that's what he follows or they give you some value. So, we want to
we make sure that we are working with influencers who are established and have shown
some good progress over the years, like good success with with companies and matches our
values in terms of authenticity, credibility, because we are, we are the middleman between
the influencers and the company. So we need to make sure that we are matching the right
influencer with the brand, because we need to, we're watching this long term, we want to
create brand ambassadors for companies. I mean, some of our influencers have been
working with the same brands for two or three years, just like just like when we started, we
were still working on same relationship with influencers and brands. So we need to make
sure that this influencer has like I said, this credibility and of course, has good follower
base. And we we believe that they have the similar vibes that we are we now also looking
at people who have international following me, we're looking at medias like Tick tock,
where people are seeing like massive growth potential. And I actually have four people
now who are really active on Tick tock, and have over I mean, Ebla who is over there, you
can see her Yes, she has 1.5 million followers on on Tick Tock. So like, you see this also
this growth potential with with our people. So we're also looking at influencers have
international follow pace. So we can connect them to like, of course, bigger brands, bigger
markets.
Jordian Farahani 6:45
How do you evaluate the credibility? Do you guys have a way to do that based on how
they're interacting with their audience?
Gunnar 6:56
That's a great question. We have a process where we are like, when we decide to hire,
would you say like, implement some or just take someone on the team? Like, add them to
our influencer list or something? Yeah. And, of course, we do some research, we just need
to see how, how would the influencer is how is the engagement? How was the success? We
look into what he has done in the past is something we know, like, what success he has had
with with brands in the past, of course, do that. We also have some, like interview process,
where we're getting to know the person we have, like, some questionnaire or some program
we're making sure, okay, is this person someone who fits into our values in our culture as
company, because we need to make sure that we match before we can start matching them
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with with other brands, you know, first, we have to make sure that we have good
connection and good collaboration, before we go out and connect into all these brands, in
Iceland or in some other markets. So yeah, we have we do market research, we, we check
their like, credibility is like in the past previous projects, or previous, like, some deals they
already have. And then we have some interview process where we really get to know them,
we get to know where they want to go, like, what are their values? What do they want to
do with their, with their platform, we also want to make sure that, like our influencer are
using their platform in a good way, you know, we're helping them to maximize their
platform, in order to get some good message across or create some value for the
marketplace. So we need to make sure that like, we are going in the same direction. So we
ask them questions about the future and like, where they're heading. And if that matches to
our values and where we're going. It's a great fit, you know,
Jordian Farahani 9:32
Are there a key set of values which you look for? Is it valuable to make sure that values
align?
Gunnar 9:54
Like you said, it definitely matters that the the image of the influencer needs to match the
image of the brand. And we also like most of most of us have some like categories which
their strongest in, is it like lifestyle? Or is it makeup or fashion or entertainment, all that. So
we we kind of get the idea by, of course, just like doing some research on the influencer,
what brands would fit best? But yeah, like you said, there are some like attributes in the
influencer that needs to match with some other brands. So that's a really good question.
And definitely something that we that we take into account when we are one signing the
influencers, what what is the, what is the opportunity on the market here? With this
influencer, do we think that we can match them with some good brands? Because we need
to, we need to make sure like, of course, there are some people on social media, who may
be not working as influencers, who maybe don't have an image that would fit many
companies, you know? So we need to make sure that Okay, do we see the opportunity to
match him with this company or like these brands? So that's definitely something we'll take
into account. And yeah, like you said, values are the categories, we also need to focus on
the content because you need to have a good mix of content versus ads so we also make
sure that like, these brands fit into the content of the influencers, let's just say we have some
fitness health type of influencer, it will not be as authentic if we are connecting them to a
pizza place, or, you know what I mean?
Jordian Farahani 11:48
You mean, just like paid versus organic?
Gunnar 11:51
So we need to first make sure that the brands we're connecting our influencers with, are
aligned with their content, like I was talking about the categories. So makeup, makeup
influencers, of course, they'll be kind of obvious, we connect them to make up brands and
lifestyle, fashion, and we're matching to their categories. So that's definitely something that
we we take into account.
Jordian Farahani 12:16
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I want to actually step back a little bit. Do brands simply reach out with a brief to SWIPE?
Can you elaborate on how SWIPE connects with brands?
Gunnar 12:54
Our best case scenario is that the influencer asks, hey, I want to connect to a particular
brand. Then we know, okay, this is my favorite drink etc. There's my favorite makeup
product. So then we reach out to the company, and say that, hey, Embla wants to, she wants
to work with your brands, she is a big fan. But we also get some requests, like from other
companies, or ad agencies or something, they want to, okay, we have this product, we want
to reach this audience. So then it's my role to vet influencers on our list/team that I'm
working with, and see what influencer matches this brand, the best? You know, so our
main focus is working with our in house influencers.
Jordian Farahani 13:45
Do you help them with the content?
Gunnar 13:48
Not so much, we just trust them to deliver the content as best as they can. But if we get
requests from companies, we need to make sure that our influencer is really like, likes the
product. So our role is just to be the middleman in this conversation and take care of the
business/practical side (cost of influencer etc.). Yeah. We facilitate the partnership between
brand and influencer. When we are participating in some campaigns, maybe Coca Cola is
launching a new, like they're announcing new Coca Cola, zero sugar, they're launching
their launching that this year. So they connected us, for example, and we help them
matching the right influencers, but that's part of their whole campaign, you know, so our
role in general is focused on how are people can fit into like that.
Jordian Farahani 14:58
Is there certain key performance indicators that companies are looking for? Or is it always
just the bottom line?
What challenges/advantages are there with influencer marketing?
Gunnar 15:31
It's different between brands, and the objective of the campaign or the collaboration. I
mean, at the end of the day, of course, the bottom line is what matters. But we also have
some KPIs, like engagement rates and views. We have landing pages where we have swipe
up links and all that. And that's where our name comes in the last swipe, we're using swipe
up, the biggest KPI is like just traffic and sales, of course, but also swipe up links, where
you see, okay, we had 1000-2000 people come to this page as a result of this story from
some influencer. Engagement and reach, of course, is very, very valuable as well. But our
strategy has always been that we are, like I said, we're connecting the brand, or the
influencer to the brand. So what we are really, we are not competing with Facebook ads or,
like some traditional media, TV radio, something where you can get more like, there's it's
likely to get more reach, or like more. I don't remember the English word, but like, how
many times do you see the ad, like impressions and all this frequency? Yeah, yeah, yeah.
What we are, what we are selling as a company is that we're selling the idea that we are
matching the input to the brand and that means that people who are following and look up
to some influencers, they are getting, the brand is getting like this verification, okay, I like
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this product. So if you if I have a lot of credibility towards you, and I say I recommend this
product, you would like to purchase it because, okay, I trust this person. I know this person,
we have similar values. That's why I follow her. Okay, I'm gonna get this. Like, the reason I
bought Adidas shoes as a kid was because David Beckham was wearing this, or when
Ronaldo came on, and he was wearing Nikes, like I switched to Nikes. So is this like, we
are creating these ambassadors for companies. So you're getting this, you're getting this
matching partnership between the brands? So yeah, I really like this influencer, he is
recommending these products, he has used them, I trust him. That's why I buy it. So that's
that's how you can see like, tremendous success, like in sales from not nearly as much
views as maybe some traditional advertising or billboard signs or Facebook ads, something
because you're so you're, you're fitting into specific target group, which trusts the influencer
do you knowo what I mean. So even though you only have like 30,000 followers, or getting
20,000 views or something, but you're, you're so specific with that audience as you get to
get tremendous results. So you're not you're not just spreading all around. You're really just
like, Okay, I think this person just this person can get this message across to their followers
and see tremendous success. Yeah, so that's what we're, that's the partnership that we're
really selling. We're not selling views or rates or like swipe up links or something because
you can get those results with really cheap digital media or like online online marketing
with Google ads or Facebook ads. So that's not what we're competing with. And also the
exclusivity Yeah, like you're not you're not working with Coke and Pepsi at the same time.
Do you know I mean, so like if you're, if you're an influencer and you make a deal with you
make an endorsement deal with Coca Cola, Coca Cola is getting exclusive, like right rights
to this influencer. So so you're also like, making sure that none none of your competitors
are in are likely communicating through that person. Just for example, like Messi and
Pepsi. You know, Messi would not work with Coca Cola because he has an endorsement
deal with with Pepsi so says it's also the exclusivity that we're selling the, the shortage of
like slots. You're not like a traditional media, we have hundreds of ads rolling through
internet or a developer site. So it's just, it's a whole another environment when you're
working with influencer, and that's why it's like, it's a different approach to different
objective, you know.
Jordian Farahani 20:38
Why do you believe influencer marketing works?
Gunnar 20:58
You're getting recommendations, like when you're looking at hotels or restaurants. And you
look at the reviews, because you can you probably have more data on it like, but I think that
research shows that reviews are getting like just one of top top two or something that
reason people buy reviews from other people like it's this restaurant getting good reviews
on TripAdvisor or something, but also, in this market can also be dangerous, you know,
because you have, you have some risks involved, because you're not like you said, when
you when you're doing traditional media, you have a lot more control over the message.
You see, okay, this ad is popping up at this time. I know what what the message going to
say. So when you're working with some influencers, they may kind of have their own
angle, okay, okay, I used this product when I was doing this, and they have their own
experience, they have their own like angles on the on the product. And so you're not in as
much control of the message, you need to trust that the influence is gonna deliver well. And
you also need to trust that they know their influence, they sorry, they know their followers,
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the best they know how to communicate product to the followers, but you as a company,
you don't have as much control over the message. So that's a risk, there's a downside. And
also you have this risk of like, you're matching a person to to a brand. And you also have
this risk of Okay, what happens if something bad happens with influencers? You know, like
we've seen, for example, on a there was a big podcast show host who got involved in, in, in
like, latest me to revolution. And that's a risk for the brands of connecting because what if
something happens what if what if like, some influencer like does something bad does
some scandal or or or you know, breaks the law or something, then then you as a brand are
also in risk of because you are connecting to that image? So influencer marketing can be
great when matched with the right influencers. So that's why people, brands and companies
need to make sure okay, is this person a good fit for our brand, because it can be equally
bad working with an influencer as it can be, like, amazing when the partnership was right.
And we've been we've been doing this for a couple of years, and we have seen some
amazing results, because we are, we've truly created a great relationship between the brands
and influencers. We would not be in business if we, if we were not doing that. We need to
think long term. And we need to make sure that we are working with the right people who
have similar values. Like we were talking about the beginning, where the similar vows as
the companies whose then we get the results. It's just like, it's not in those markets, all this
great, great, great it came it has its downsides when not done properly. And like you said,
like they're not some companies not really focused on I'll get either really matching the
right people in.
Jordian Farahani 24:31
Can you elaborate on the long-term relationship?
Gunnar 25:01
And like you're saying this, these long term partnerships, if you're looking at the trends,
what's been happening for the past couple of years, you see that these, these relationships
are coming more and more used in the space like they are not. Companies are not as much
using influencers, just the way of communicating messages like influencers a couple years
ago, were just used as a another distribution way of communicating messages, like some
other mediums, but you're missing the human factor, because that's what makes it all
different. Like, you don't have as much control, you don't know, if if, if you're just working
with some random influencer, and you're working with it with a company or working for
the brand, not the influencer, you don't really know if they really match the brand. So you
have all these risks, you don't know how well they are gonna deliver the message doc now
how, if they really liked the brand, so and we also, you know, we don't know, the
credibility, you don't know, the other authenticity, they have I mean, often I say, like,
people with not much followers, so they're just they don't take it very seriously. Because
when we're working with our influencers doing this full time, so they need really to focus,
okay, am I doing the right thing? I'm not gonna connect myself to a brand I don't like but
some some micro influencers, like in the past, I don't know how it's how they just are just
taking the campaign because they'd offer some money, and they're sure I can do it, and then
just throw it away and never use it again. I mean, it's just, it's just completely another way
of doing this work. So you have these two sides.
Jordian Farahani 27:23
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So do you see different? Are you seeing different, I guess, success factors, whether it's
whether it's traffic to a web page or just conversions? And whatever way you're measuring
it? Is there any differences between the amount of followings and those success metrics?
Gunnar 27:42
We're talking about proportionately?
Jordian Farahani 27:43
Yeah,
Gunnar 27:44
yeah, it we have not. We've not done many campaigns with micro influencers, because we
are, we just want to focus on the people that we work with, okay. But micro influencers can
be a great way of communicating your product or service, if it matches your brand, because
you can have some health coach who only has 1500 followers, but he has really loyal 1500
followers, who really, that really take action on what he's doing. And then you can have
some influence who has like a 30k or 50k. That's, yeah, it's kind of in that category, but it's
not as a great fit. So I think it always leads to the fit between the brand and the culture. But
yeah, it's, it's, it's true that proportionately micro influencers will just tend to have a a large
engagement, but success metrics. I mean, I just I don't think I have enough data to because
we have not done as many campaigns on micro influencers. We have recently just did
something with on Tick tock, so we're, we're like, getting to some exposure on Tick Tock
because It's a new media really exciting media. And we worked with, like, micro
influencers on that platform. And we saw some really great results, because Tick tock, I
say, yes, it's an exciting platform, which people are consuming so much content. So we're
seeing really great, great results there. But yeah, at the end of the day, we're just mainly
focused on the people that we are working with on a daily daily basis.
Jordian Farahani 29:26
Could you comment on how you think an influencer develops the relationship with their
followers?
Gunnar 29:41
I think that followers are going to have more demand. They want to, you're seeing like
content is becoming more raw. I mean, you're you're kind of seeing this, this shift, and
you're having all this quality content. And just like it's made in the studio or something, but
now you're seeing that raw content scan really, really good engagement is like, because
people need to feel like, they kind of feel like they're just in the same room with you. So
some live, live on Instagram Live on Tick tock, I mean, we see Facebook and tick tock, all
these mediums are pushing live content, they really like live, because that's raw. So I think
that followers are putting, they want to consume more, they want they have more demands,
like, on the content on the, on the value that they're getting. And, yeah, I think I think that's
just off the top of my head, something that I think that we the way that we are going and I
just think people are, they just call the bullshit, if you're not being real, they, they are more
likely to, to spot it, they're more likely to see it. And, of course, you were getting so much
more speed. So people are getting like more impatient. So this is what the content they
don't want to wait for. They don't want to wait for like a week or two weeks, they just want
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content. They're demanding so much content, because the speed is so much. So if they're
not interested, if you're not like delivering the content on a regular basis, they just get they
lose interest and go somewhere else. So I think that, yeah, the way that we are just this our
whole world, we're going in so much speed. And that's not going to be any different,
anything different from influencers, they want more, they want more content, they want
more demand, they want it raw.
Jordian Farahani 31:46
What is the future of influencer marketing?
Gunnar 32:03
Yeah, I think it's, I think it's definitely growing. I mean, we can see it in our business, we
can see it worldwide, that influencer marketing is becoming a bigger and bigger part of just
the marketing mix. For for brands, we can see that we also see that influencers are they're
just their own media. It's just they're, they're just communicating their own message. So
we're also seeing that influencer, creating their own their own brands. So I think that I think
content creators and influencers will become a great, like a bigger, bigger part of company's
marketing mix. I think that we will continue to see we're seeing a lot of influencers creating
their own merchee their own brands. And I think this definitely, because you're just using
the platform you you're creating a community. Yeah. Based on your name. So you're,
you're, you're monetizing that community, and you're just really maximizing what you got.
And yeah, the future. Just like I've been saying throughout the interview, I mean, people
don't want bullshit, they just want the real thing. So yeah. Yeah, yeah. Yeah. So I think
that's, that's where we're going. I mean, we had influencers marketing as a kind of a new
way. It's like, it's not it's not all this young. So, I mean, which is sad to see, there's been
really much volatility in this in this market. I mean, we've seen inflows come and go, we've
seen companies come and go in this space. And I think what this really matters that if
you're an influencer, you need to just like fall in love with your followers and find a way to
create more value and I also think that the competition is it's gonna get way harder because
the, the access to create a content is so easy now, but if it's a podcast or tik tok, you just do
it on your phone, you do this, so it's getting more easy to, to like express your voice and
express your just create this platform.
(Icelandic influencer explosion in 2017)
Okay, so like in 2017, there was this big influencer explosion. We had all these new
influence coming up through Snapchat, mostly Snapchat. We had some companies like
ghost lamp and Takumi these software companies that were focusing on micro influencers
that were just working with the with brands, and using influencer as a way to communicate
a message. So it got it got a lot of hype. I mean, we also had One company before us, which
also, they actually worked with some of the influencers that we are working with today,
which were also focusing on working for companies, they were more likely trying to push
products to the influencer. What from what I've heard, I'm not gonna, I'm not going to
confirm it. But all these companies in this 2017 influencer hype, they're all focusing on the
branch figures, of course, I mean, the brands have the money, you know, so they're, that's,
that's what their their, their focus was, but we decided to take another approach. What if we
help our influencers? Like, do more with a platform, because the problem that we are really
solving was influences have trouble with monetizing their platform, they have a problem
with negotiating themselves, because I know I've not done it myself. But I can imagine it
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can sometimes be hard to sell yourself, you know, yeah, I am this, I have this follow up,
sign me. So they will have they were getting really underpaid. We just saw that before we
started working with some of our, our people are getting extremely, they were not valued as
much as they, as they were, like generating the results. So that's the problem that we really
fixing. We were the problems on the influencers. And not only not on the brand side, in our
opinion, so we just came in, okay, we're going to focus on few influencers, we're not going
to sign them up. I mean, we've we've done some mistakes, we signed too many people. So
we just decided to narrow down the focus on like, the top top people that we wanted to
work with. And we're working with that we're getting their perspective, what brands to you
and work with, what is your favorite dream? What is your favorite food? What is your
favorite, like skincare product or makeup or whatever. So it's really, it's just a completely
different approach of doing this influencer marketing.
We also, we also need to make sure that the brand is happy, I mean, the company is happy.
Because if you want to make this work, long term, we need to create win win situations. So
we're not, we're also not just coming in as the bad guy. Working with the influencer, like,
now we can change it, we're just gonna increase the price 10x. And just be like these
assholes, that sometimes like these agents sometimes get this stereotype that they're the bad
guy, we're here to create a relationship between the influencer and the brand, and just our
role is to is to make sure that the influencers are, like valued properly, but also that that
they are matching the brand, and that we are creating this win win situations. You know,
what I mean? That's, that's the only way that we're going to make this work long term. So
we focus on the brand, also, we need to take care of the brand, we need to make sure that
we are matching. It's our it's our role. It's our like mission to make sure that the brands are
also getting the right influencers. So it's, it's more like, that's the that's the approach that we
decided to take. It's been it's been working well with us so far. Yeah.
Jordian Farahani 38:26
In the discussion on attitudes and generational differences and future of the industry
Gunnar comments.
Gunnar 40:27
I think this great point and also talking about the attitude, I mean, you can see, you can see
so clear difference between generations, and their attitude towards ads, you know, our
generation of millennials, and Gen Xer said said, this is even worse, they, they don't like
ads, they don't like to be sold, they have ad blocks, they I'm not gonna I'm not gonna
generalize it over the entire generation, but many of them don't listen to radio, they just
want on on demand music, Spotify, or something, they, many of them don't watch regular
television, because they just want to watch Netflix or Amazon Prime, or wherever they're
watching this on demand whenever they want. And some of them not reading, like
newspaper and all that stuff. So you can also have this, this show. Like, we'll talk about
this, these generations, they behave in such a different way than what we're used to. So
when you're working with some influencer, it's a you have all this noise and all these other
meters trying to sell you something but when you're working with some influencer or some
like, this famous person is athlete or musician or whatever. You're also getting through the
noise of all these other media's because you model you more likely you're more like you're
going under all the noise when you're working with with with the influencer and also
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because people they don't trust the ads as much, but they trust their favorite YouTuber they
trust their favorite influencer, whatever. So that's what I've been, we've been talking about a
lot in this listen to just trust and credibility. That's what that's the number one thing that
they need to have in mind, because as soon as they break that trust, their credibility.
Jordian Farahani 42:32
What platforms are you mainly working with?
Gunnar 42:37
Instagram at Tick Tock on notice none of you guys k now you're not as much. But there's,
there's definitely some opportunities there on YouTube, more than the international market.
But our influencerss are only on Instagram. tik tok, and some are doing podcast shows.
Like these, these bloggers on YouTube are more popular in like the UK or UK or UW or
something. And that's something that's a market that we are moving towards. So we're
definitely need to see the and also just like, the YouTube ad platform is really great. Like
you. If you compare it, for example, tick tock and YouTube, based on this tick the creator
fund or the ad platform on YouTube, which is so young is probably gonna change. But you
have some great if you're generating the traffic on YouTube, you can get way more more
money in your, with your content on YouTube. So that is definitely something that we need
to take a look at. But yeah, today, mainly Instagram and Tiktok. We're using and
partnerships as well.
When when you're searching for, for a company, at least I think our generation and the
younger generation tends to set their I think that there you can maybe just back this up with
some research, but I think they're more likely to see check out their Facebook or Instagram
page or maybe Tik Tok in some distant future, rather than going to their website. Yeah, I
think that's at least it's definitely gaining popularity to like you, like I said, using social
media as a search engine for the company.
Jordian Farahani 45:01
It seems t he number one thing you want as a brand perspective is salience, right? Which
means just means you want your, you want your brand to be known to be top of mind when
someone thinks of the category you want, like, you know, Vice think of Kleenex, sorry, if I
think of tissue, I think I said, or if I think of diapers, I think of Pampers or, like you want
your brand and that that comes from just like salient. And what I foresee is I perceived like
influencers, having less than more meaningful partnerships, and longer term so like, you
know, on like Instagram you have, like, the stories you can sit, I think you'll you'll have
people that are like, have such a strong parasocial relationship with an influencer, that
they're going to go on there. And they're gonna see all the different, there's like three or
four likes partnerships, and they're like, these are and these are why and the long term thing
I mean, I mean, the research is starting to show it but I think like it will be even more
meaningful just because like you said, like we're getting our filters are getting better with
the noise, our bullshit filters are getting better. Yeah.
Gunnar 46:24
I think that brands are gonna continue to communicate some matters through other people's
like experiences because I think that the Express like I said, with our generation, just our
our attitude is so different towards these one way communication methods through TV or
billboards, whatever. It's, it's great for to great for like brand awareness. And you get a lot
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of reach, a lot of frequency. But at the end of the day, like when you're communicating
through an influencer, you're getting a two way communication, because they're asking the
questions, they're asking, why did you buy this product? Why do you like this product?
And where did you get it? So the input also becomes like this bridge, if I can use that word,
like bread split between the brand and the consumer, so they're answering the questions
they're telling their experience on the product is like this digital media's Oh, sorry,
traditional media is and sometimes this will lead is this. So one way this is this what we do?
Like they just deliver some controlled methods, but consecrated it's more like if done right,
of course, it's more authentic, it's more content based, it's more value. It's more
entertainment, like
Jordian Farahani 47:51
it's more and I think this also fits with your guys's competitive advantage. It's more about
the experience. Yeah, certainly. So a long term relationship is just by default gonna foster a
better experience and I think influencer marketing like you said in the beginning and that's
where I kind of made the connection when you said at the beginning was that it's been used
in 2017 it was used as like a guerrilla tactic just using influencer using abuse whereas just
get in and get up yeah just whereas I think you're gonna see brands and and make this
connection from what you said the beginning was you're gonna see them incorporate
influencers into their like whole customer experience. I think
Gunnar 48:33
we've been using influencer marketing for a lot of years I mean it's just recently got this
like just recently got this like confirmation that influencer marketing something that' some
companies still mean and it's often related to social media influences but we've been using
influencers we've been using like copying other people herding all that stuff. We've been
using that for a million years so we want to be we want to be like someone that we connect
to and want to we people influence our behavior so this sometimes influence marketing or
just like bloggers or YouTubers, wherever it's just the same same stuff that we've done for
years with this back then it was TV hosts or athletes or a movie star something we we've
always like it's just the human behaviors, maybe not like change that much. Now, which is
more official influence marketing is this blogger, blogger influencer stuff, but I mean, like I
said, the reason I bought Adidas shoes was because I David Beckham was my favorite
football player. That's why that's why a party is I want to be like, like Michael Jordan
something like be like Mike was with him doing this. This has all been around just now it
has some label, it has some like, this is a specific way of doing marketing. Like we have
traditional media digital media we have includes media, we have, like, environment like
billboards and stuff. Now it's just like more official in some marketing mix. But they
fundamental ideas has always been there. Just now it's more. Okay, now it's just like more
official, and use in some specific areas, often with these social media influencers.
Human behavior of wanting to fit in, like with your community, and that's what so that's
why you and this needs to be done correctly. Because if you know that people, they trust
you and they, they believe you and they want to be like you You can influence that's what
like this influence you can influence their, their behavior, but you need to do it. And that's
what we also where we come along, we want to make sure that you're using a platform in a
good way you're communicating good messages. How do you want your image to be what
content you want to do? Because more like also like it's constant multinational and English,
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like where do you want to go? Like your strategy, just overall strategy has been closer. It's
not just about like, using this influencer as a way to like create interesting things. We also
just helping the influencer maximize their platform and just grow as a person all that so it's
just it's way more than just like this sponsorship or endorsement deal side of it.
Jordian Farahani 52:13
That was a pleasant surprise. That you guys are so focused on that element of it.
Gunnar 52:24
Yeah. That's the only way to make it long term.
Jordian 52:24
Alright, we'll stop here
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Jordian Farahani 00:09
Okay, you're recording. Okay, there we go. Perfect. All right. So if you could please state
your full name and elaborate on your experience in the industry as well as your company
and what role your company plays.
Tom Augenthaler 00:26
Sure. My name is Tom Augenthaler. And I have been in the influencer marketing space for
over 10 years. And I started when I was with hp. And while at HP, I was part of their
worldwide PR team. And, I was housed in the PSG division, which is the personal Systems
Group division. So that division handled anything that created products for the consumer
market. And so, think desktops, laptops, handhelds, other devices, right. And I was in
charge of consumer laptops, worldwide, there. And during the period when I was there was
around 2008. In particular, when the market took a dive, and a lot of banks failing, and
businesses going out of business and all those kind of bad stuff, I had to still find ways to
get the products out in front of the ideal buyers. So traditionally, the way that was done was
working through established publications, other media outlets online, very often, we
worked with a lot of reviewers. And, you know, feel if you went to a place like PC
Magazine, for instance, that was a typical go to publication. The problem was is that a lot
of the publications were shrinking, going out of business entirely, like I mentioned. And so
therefore, I had to find another outlet, the other outlet ended up being bloggers. At the time,
blogging was a big deal, it was on the rise, it was a new phenomenon. And I had to figure
out a way to find out which bloggers are the ones I needed to talk to, in order to get my
products in front of the ideal buyers. So that's what I did, I just started figuring out who
those people were reaching out to them, and then making agreements with them so that I
could see them with some review product. And they would in turn write about it. In those
days, there really wasn't he didn't pay bloggers to do things like that, that wasn't really
known yet. They were just really pleased that a company like HP would even be reaching
out to them. So they, you know, they got to know people inside the company like me and
others, product managers, things like that. And they would produce long form content. Now
a lot of that long form content, believe it or not, you can still find out if you search enough.
So that's one of the benefits to it is that long contents going to live out there for 612
months, even years. So that's good for discoverability it's good for brand awareness. And
it's great for driving people to look at your products, your ideal buyers. So that's how I got
started. Now the company that I own and operate now it's called 551 Media LLC. And it's a
little bit more specialized in that we focus on b2b companies, specifically SAS companies,
any company that's got B round funding on up to, you know, mid size, mid sized public
companies
Jordian Farahani 04:12
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Do you want to work with people that know who they're targeting or going after.
Tom Augenthaler 04:19
Well, I do the same thing for them as I would for any other companies that I specialize with
b2b SaaS companies. Okay, so I help them find the influencers that are speaking to their
ideal buyers, and devise strategies in which to get those influencers to create content about
that b2b SaaS company and their products, so that those buyers are aware of it, and it drives
ultimately some demand. So that's the objective or objectives. Wow. That's
Jordian Farahani 04:54
so the earliest form one of the earliest forms of influencer marketing the old school blogs
Yeah still style. Yeah, that's super cool. Um, how would you define influencer marketing?
Tom Augenthaler 05:10
influencer marketing is a I'm gonna describe it the way George Soros used to describe
hedge funds. Okay. So the word hedge fund just is, is a is like a big umbrella term. So it a
whole basket of different operations, some involving some private equity type activity,
some venture type activity, real estate investing, traditionally, a hedge fund was a long
short fund. So it bought some stocks and shorted others and then you know, you'd make
profits and then protect the portfolio at the same time. That was the original conception of a
hedge fund because you hedged risk. influencer marketing is a broad umbrella term now.
The word you say the word influencer dude and you're gonna get all sorts of different
opinions about who and what is an influencer right? I think generally speaking today at this
point in time, most people will think of consumer influencers, they will think of people on
Instagram and tik tok and places like that, who have large social followings and do who
work with companies to promote their products to their followers. influencers, I will I'll just
categorize it a little bit further influencers to me, are people who are not big celebrities,
like, you know, basketball stars, football stars, people like that, or movie stars, those are
celebrities, those, those are at professional athletes and celebrities. That's its own form of
sponsorship and whatever. And that's been around since, you know, decades and decades,
decades, right? that's been around forever. What I'm talking about is regular ordinary
people who have built up social followings around a topic or activity, which other people
find attractive. So, you know, travel, fashion, beauty, things like that are very common on
Instagram and tik tok, and, you know, lifestyle, things like that. So that those, that's what
most people regard as influencers. Now, that's stuff that's on the consumer arena of things.
So they all deal with consumer products, and consumer solutions. What I focus on is the
b2b Arena, and the b2b Arena operates quite differently. So think of it as an enterprise
buying a SaaS product, to help with their, you know, their, their CX, their customer
experience, you know, that's a different kind of product, a different kind of solution, it's
going to, it's going to, therefore involve different kinds of influencers, these influencers are
going to be experts at what they talk about, more often than not, they have direct experience
in that field. So they've probably operated inside of some kind of SaaS company or
enterprise, and handled those products, personally. So they know how, you know, the note
the issues are, they know, the, you know, they know where the bodies are buried, so to
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speak. And they have a very good handle on all of that. So therefore, they operate as
consultants and independent analysts, and whatnot, within the b2b Arena. So I know that's
sort of a long winded answer, but it's great. The word influencer today is so loaded. And it's
even taken on some negative connotations that are sort of reverberating around and people
are trying to figure out what to do with that.
Jordian Farahani 09:06
Yeah, in the research, they make a clear distinction between celebrity endorsements and,
and, and sort of what they're saying new schools are influencer endorsements, which can be
just everyday people.
Tom Augenthaler 09:18
True, but some marketers don't distinguish that. So they'll just like well, there are people
that specialize with professional athletes, and they'll even professional, they'll even
specialize with the sort of mid tier professional athletes, not the superstars, because the
superstars are being handled by you know, they've got a team of people and professional
agents and all that kind of thing. The mid tier people can't afford that. Don't get that kind of
don't get that level of support. So some of these marketers are now handling those people. I
would consider those people to be a bit closer to the kind of influencer that I'm talking
about in the consumer sphere. Because they don't have that huge following, you know, they
might have 100,000 followers on Instagram, it's not millions, right? So they're a different
breed of person in terms of, you know, the kind of activity you're gonna be able to do. And
the costs are going to be different too. Okay, so then
Jordian Farahani 10:21
Influencer marketing as a marketing strategy. Advantages challenges,
Tom Augenthaler 10:29
Advantages are manifold up. The first is that you're reaching, you're working with a person
who has direct access to your buyer persona. Okay. So that's the first thing if you've done
your research correctly, you've chosen the right influencers, for your program, your
campaign, your, your, you're going to probably build a little bit, I like to call it a mosaic. So
you're taking different influences, you're putting them together, and that builds a picture of
your ideal buyer, right? Because not every influencer is going to have the exact 100% of
their followers are going to be your exact buyer persona. That's just not the way it works.
Right? Nobody has that right. Not even celebrities. So it's a it's sort of building a picture. So
you, you, you gather together a bunch of influencers for a campaign, and then you work
through those influencers, the benefit is that they have direct access to your ideal buyers,
and they can speak to them in a way that's not corporate, that's not, you know, filled with
jargon and all this other stuff. And it's a very direct honest of, you know, the word authentic
is used a lot genuine way of communicating. And it's like you and I communicating
together, right over this, this call is different than if I was pitching you in some kind of a
sales setting. Right. So it'd be a different kind of conversation. Right. So that it's, it's those
nuances come into play here with influencer marketing, the challenges are, there are a
number of them. It's a little bit of the Wild West out there, and that there's no real set
standards, working with influencers. I know, people are trying to impose standards, I don't
see anything working yet. So how much they're paid varies. Because some will just demand
more money and say, Well, I know I have 100,000 followers, and the other person is on
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throw 1000 followers, but for me to work with me, it's 20 $500. For them, it might be
$1,000. Okay, well, what's the rhyme or reason there? Well, you know, there really isn't
any, it's just subjective. So you're dealing with a mishmash of different influencers, and
they operate independent of each other. So therefore, they're almost independent
businesses, right, that each one is almost an independent media outlet, in a sense. So that's
part of the challenge. Another challenge is that some of them are faking their follower
counts, right? So To this day, there's still people who buy fake followers by fake
engagement, and then you've got to be able to sort through that as a marketer. Right? I, you
know, the degree to which people are really checking that varies, right? I mean, some
people are lazy, some people aren't I mean, I, I'm pretty thorough, I like to check.
Jordian Farahani 13:32
So what type of influencers? Do you want to work with? And how do you vet them?
Tom Augenthaler 13:40
I want to I want to, again, I look at the client, what are their objectives, and then I, I looked
for influencers that are going to match those buyer personas that they supplied to me. So
every company has buyer personas, maybe they're males, females, certain age ranges,
maybe different races, different geographies in which they live. You know, I you know, in
terms of the b2b Arena could be you know, they're trying to reach the C suite, you know, to
get the message to penetrate that, maybe it's the one rank down to senior leadership. It
could be maybe they're even going after mid level managers inside of organizations, right?
marketing managers, product managers, whoever. So it just depends upon the buyer
persona, then I find the influencers that match those buyer personas as closely as possible. I
check the influencers, I look at their content, look at the quality of it, I look at the quantity
of it. I look at the size of the social following third. So I look for expertise, first, sizes,
social following third, and then I reach out to the influencers if I don't know them already,
and I introduce myself, I tell them, why am I you know, I let them know what I'm doing
what I'm working for, and then I get a feel for Well, how do they like to work with
Companies? Well, that varies too, right as in the b2b Arena, they don't all operate the same
either. So some just like to create content, others like to operate as an independent analyst
to provide advisory services. So you have to sort of parse through that and figure out, you
know, who would be a good fit, then I introduced them to the company, my client, and then
we figure out how to work with the influencer together. That's the way I do it. It's a little
laborious, but it's also better for the client, it's better for me and my reputation, because
they know I'm bringing them quality people, right? The other challenge with influencer
marketing is more on the client side. And I can lead the worst to water on this. But it's up to
the client to execute and that is taking the content the influencer produces and then doing
something with it. Right. So if what's your produces the content? Alright, well, what are
you going to do with that content as an even as a b2b company, let's say L'Oreal, you know,
if you've got a bunch of influencers that are creating content for you, well, what are you
doing with the content? Right? Are you white labeling some of that content using it at ads?
Are you taking snippets of the content and using it at ads, perhaps you're taking snippets of
the content, you're putting it on your website, maybe you're putting it into your email
marketing campaigns, using an internal comms. So you're educating not only the executives
in the organization about what's going on, but you're also educating the rank and file. So
132

people feel like they're informed, and they're kept up to date about what's happening in the
marketing sphere. So I mean, there's all different ways to do that. But that is really on the
client to execute. So that's, that's another challenge that they all understand. When you talk
to them about, well, here's what you could do and what the value of it is they all they all get
that but they have, they have stressed bandwidth. So there's usually Yeah, you know, it's
like another task somebody has to take on within the organization to actually get that
implemented. So it it's sometimes falls through the cracks.
Jordian Farahani 17:07
Could you speak maybe a little bit about what the objectives your clients are mostly coming
to you with and how you're solving?
Tom Augenthaler 17:29
most clients come to me with a they have, they have a pretty common challenges. So the
challenges are, it's a crowded space? How do I differentiate myself, my products, our
products from the compound competition? And how do we better get in front of our ideal
buyers? So that they can notice us evaluate us and then enquire with us, right? So it
becomes a lead. So, and a highly qualified lead. So how do we do that? Well, one, one of
the best ways to do that is through influencer marketing, right? I mean, you could do it
through your content, marketing, your social media and other aspects of your marketing.
But the influencers provide a way in which to convey information that is not again,
crowded with jargon, buzzwords, all that crap, so that it can speak directly in a manner that
is genuine and understandable to the buyer. Right now. Anybody in marketing knows that I
think it's about seven touch points are needed before somebody decides to really notice you
and maybe take an action on something right? It doesn't matter if it's a pair of shoes or you
know, beauty product, even a b2b SaaS product so they've got to be able to see your brand
being talked about in areas in which they like to go that's the other thing. influencers are
followed by a lot of the ideal buyers so therefore you're getting in front of the buyers in
places where they already like to congregate buyers don't congregate on company websites
know right they don't I mean if you're gonna buy a L'Oreal product you know even as a
consumer you're not sitting there going to the L'Oreal website and like surfing around and
looking for the products that's just not the way it is right you're gonna go to a department
store website gonna go to Amazon, you're gonna look at, you know, the influencers you're
following, which eyeshadow are they using or whatever? Or what base makeup, you know,
what, what are they using? What are they talking about what lipstick lines are they talking
about? And that's what you're going to that's what's going to motivate you, right? It's not,
you're not going to go to the company website and figure out what product you should be
using. Nobody does that.
Jordian Farahani 19:48
So then, I know you've elaborated on the ideal customer persona a lot. So I know a lot of
my questions will maybe seem kind of redundant. but bear with me, please. So what are
your firm's main purpose when using social media influencers? So would that be? And if
you dive into like, there's awareness, I mean, we talk about maybe the consumers aren't
ready to purchase, there's to go on, let's
Tom Augenthaler 20:18
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break that. Let's break that down a little bit. Okay. A lot of marketers don't understand this.
And actually, it's, it's something I'm constantly educating myself about. Okay. So, really,
there's, there's, there's a funnel, there's an ideal funnel that we channel people through to
turn them into leads, and then buyers, right? Well, that's a really a lot of bullshit. And a lot
of ways. I mean, really, I mean, people find things all over the place, they get in stimulated
by an idea or product or solution in different ways by different people and different voices.
So really, what you're doing is you're trying to create, again, a mosaic of places in which
people can find you, and your solution and where you're being talked about as a contender,
right? You got to be a contender first. I mean, if nobody knows who you are, you're not
even a contender. So you got to be a contender. So above the funnel, is, is this nebulous
area, which nobody really talks about. And really, it's, it's a, it's a place where it's the dark
funnel, okay. It's, it's something a lot of people don't know about yet. They don't really talk
about it a lot. It's starting to get some traction. If you go around and poke around a little bit,
you'll find articles about the dark funnel. It's places dude, where people are congregating
and swapping information and ideas and querying each other, about things like this, but it's
not happening in an obvious manner. So therefore, it cannot be attributed through
marketing software. Okay. So if you and I are texting back and forth on a text app, and
we're talking about some products, solutions reach using, there's no marketing software out
there that can track that. That's part of the dark, funnel, email, dark funnel, nobody can
track that. I don't know what's going on in somebody else's email. Thread, right? I mean, I
have no idea. You don't either. That can't be tracked the dark funnel, slack channels, which
are private, that are invite only dark funnel, messaging apps, dark funnel, even on LinkedIn.
Right? I mean, there's plenty of activity on LinkedIn that you and I can't see and can't track,
right. And then LinkedIn has a, you know, does not let their API out. So you know, you
really can't leverage LinkedIn the way you can Facebook or something, right? It's a little bit
more difficult right to track. Even attribution, it's obvious, there is a little harder to track
because of that. Some of it, you can see some of it. And it's happens in comments and
conversations in places like LinkedIn or, but if you're not paying attention to those places,
then you're not going to see it. Right. So there's this dark funnel area, you want your
product and service to be talked about your brand talked about in those in those dark funnel
areas, right, that you want that influencers operate in those places. So therefore, you're
getting into those places, by working with them. Now, brand awareness is much more
trackable, right? I mean, you can you know, there, there are ways to do that. And there are
plenty of tools and software tools to use to do that. Fine. We can all do that. brand
awareness is a big one, again, because I got if you're in the CX space, you know, consumer
experience, customer experience space. Wow, there's a lot. There's a lot of contenders
there. How do you stand out? Well, you can do your analyst relations program, you can do
your PR, you can pump out the social media content, but that's like a wall of noise. For the
most part, most people are not really paying that much attention to it, your content
marketing, which can be effective or not effective, depending on how you're doing it.
Right. The influencers are a way to cut through the noise. And that start working with
people that who actually are dealing with your buyers. The other thing is when you build
relationships with influencers and you get to know them a little bit, you can start to query
them, so you can get market intelligence that you're not getting elsewhere. So, you know,
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I'm going to throw a name out here Maribel Lopez, Lopez runs Lopez research, she's an
independent analyst. Right. So, she used to be a forester, but she operates with a lot of
enterprises, and you know, midsize companies as well. So, I know Maribel I can talk to
Maribel on the Qt and say, hey, what are you hearing out there in the marketplace, about
what's happening in the influencer marketing sphere, that's how I use influencers. Right. I
mean, that is how I leverage this for my own business, right? I talked to them, and I figure
out, hey, these things are starting to happen out there, they're hearing these things, they're
getting approached by agencies and companies. Well, you could do that if you are a
consumer company or a b2b company to get to know the influencers a bit and start
querying them, getting market intelligence from them about what they're hearing seeing
happening in the, in the in the marketplace. Also, influencers get hit up by them are
contacted by their followers, and get asked questions, what kind of questions are being
asked, right? I mean, what are that? What are these people? What are their challenges,
right? So, the more you can dig into the buyer mindset, the better off you are and apply that
to all aspects of your marketing, not just your influencer marketing. That is great. That's
Jordian Farahani 25:53
okay. When working with influencers, how do you ensure that they are utilized in the best
way possible to achieve the impact that you're looking for? Or your clients who are looking
for?
Tom Augenthaler 26:05
Okay, so, you know, a lot of a lot of influencer marketing today, the consumer side is all
paid. It's just pay to play. That's all it is. It is actually not even marketing. It is just
advertising. Right? So it's just I call it influencer advertising. So it's like, the influencer has
a social media account on Instagram, they have a million followers there. I want to get in
touch with that influencer and market my product there for the next 48 hours. It's like
buying billboard time, right? I mean, that's all it is. And they're gonna, you know, put up a
post and, you know, maybe they do a real or maybe they do an Instagram story or
something, and then push it over to their Facebook account after that. But you can arrange
all that, but it's just, it's just advertising, right? So there's a link, the person likes the content,
they follow the link, the link takes them to a landing page, you know, something like that
was the CTA. So that, you know, that's the way that operates. I'm looking at now there's,
most of these companies are trying to just drive awareness around products and probably
drive some lead gen. You know, like I said, that's the way that would operate over there.
I'm looking actually to do a bit more than that. I'm looking to build demand for companies
that are, you know, that have a product that's more expensive, the sales cycle tends to be
longer. So how do I get those my clients included in those conversations so that they're
contenders. So that's what I'm looking for the quality, the influencer is going to help me do
a lot of that. So you know, maybe it's a, maybe they've got a radio show. And then then
that's repurposed as a, as a podcast, I can take the transcript of the podcast and I get that to
the influencer, I can help them pull out some good pull quotes from that, you know, then
they can take that and repurpose it and turn it into blog posts. So there's all sorts of things
that can happen there. And it can get that one piece of content then can, you know, can
echo out into the, into the atmosphere of the marketplace. And it can resonate in different
ways with different people, not all of it can be attributed. So that's the difficult part from
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my perspective. Right. Okay, so that fusion is probably sometimes the hardest part to
measure. Okay.
Jordian Farahani 28:27
Um, so, are there any I know, you talked about how you vet them at the beginning? Are
you noticing any trends with engagement rates regarding the levels of following I know,
they classify influencers, you know, macro micro, and they get smaller and smaller? And in
sort of the common sort of, I mean, you search up an article, they're saying that engagement
rates for micro influencers are much higher? Could you maybe comment on sort of the
effectiveness of influencers regarding it with regards to their followings? So,
Tom Augenthaler 29:08
okay, so the way you just categorize them? mega macro, nano, that's a consumer artifact,
right? So that's, that is created by the whole influencer marketing activity on Instagram,
right, that's where that's born. Okay. And then that the shoe that's resonated throughout all
these other areas of marketing, and it makes it confusing to people, right. So again, I don't
look at the size of the social following necessarily as being the first thing that's, that's the
first consideration. I'm looking at from a b2b perspective. I'm looking at Well, the quality
of the content, the expertise the person has, but I would look for that too on. on the
consumer side, I've done some a lot of consumer work. I try not to do as much of it now
because I just not interested in it. But I mean, Look at the quality of the influence of the
kind of content they're putting out. You know, one thing to consider is this man. on the
consumer side, when when somebody sees a product out there through an ad through, it's
chatted about on, on some post or something or whatever it is like some group, whatever it
happens to be. The first thing that they do, is they go, and they Google the company or the
product themselves, right? So think about that for a second. So, and I do this too. I mean,
you might even do it yourself. If you're if you pay attention to your own behavior, right? If
see something out there, it looks interesting, right? So before you buy it, or you make any
kind of an action, take an action, you go and research it yourself. So one of the first places
goes Google, put it in there, plug it in, see what comes up, right. All right. Well, here's the
company website. Well, wouldn't it be nice? If, while you're while you're looking at those
search results? The you're getting influencer content right underneath it? Right? So you're
getting influential people that are talking about that product now. It's almost like, Oh, you
know, my interest is now reinforced. Because I, you know, I feel good about being
interested in this product, because other people of note are writing about it and taking and
they're videoing about it they're doing podcasts are talking about. So it's all showing up
there. So that reinforces my behavior, thinking, wow, okay, I'm not alone here. This
actually looks like it could be a really good product. I'm gonna check it out even further
now. Right? So you've got that aspect to all of this, too. There's that residual aspect that is
important. Where if you're looking at a product for let’s, say, it's 100 bucks, 150 bucks.
You know, for some people, that's not an emotional buy, right? They've got to really
consider it. So if the influencer content is showing up in search directly underneath the
company's own website, holy shit. I mean, that's, that's, you know, that's, that's worth a lot.
Right. So, how do you wait that though, in terms of value? Oh, it's kind of hard to do. I
mean, to me, I waited a lot. But, you know, you have to, you have to make sure that the
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client is educated about that kind of thing. So I know, I've sort of long winded there, dude. I
mean, no, I and
Jordian Farahani 32:32
that's great. Yeah. Oh, yeah. No, no, that's great. Um, so then, as an extension of that. Do
you would you prefer to work with influencers, then that you've have established
relationships with? Or are you always going after New influencers on a on a specific
working for a specific client brief? And then also in that question is, is there advantages to
having multiple influencers versus just a few on a on a single sort of outreach campaign?
it?
Tom Augenthaler 33:11
mass is always good. I find, right. So if you're, if you're, if you're working with a consumer
client, maybe you're working with 25 influencers, right, or 30 influencers or 50? It's kind
of, it's helpful to have a lot of them to work with, because then there's a lot of voices that
are pushing out the message, right? I mean, that just stands to reason. However, it depends
on the budget, and the objective of the client, what are they really looking to do, maybe
they're operating in a really super niche, and they don't need, you know, 100 influencers
talking about a maybe it's just five or 10 of the right influencers, they could start to work
with and build relationships with and work with on an ongoing basis, that could be a lot
more valuable than just having, you know, a lot of voices sort of talking about it that, you
know, don't really hit the target buyer very well, rather than if you're niching down. That
might be a better way to do it. It depends on the objective what the client wants to achieve.
And you've got to really, you got to really suss that tease that out of them sometimes. But
that's the way I look at it. Okay.
Jordian Farahani 34:28
You spoke about at the beginning a little bit about how what type influencers you want to
work with given the certain, I guess, objective and and depending on the client, how do you
ensure the right match between firm and influencer?
Tom Augenthaler 34:47
Well, a lot of that is some of that's quantitative. So, you're looking at you know, what is
their area of focus? You know, what kind of content have they put out about that particular
area of focus? You know, does it match what, you know, the client does wants social
following? I'm looking at the social following who are the followers? Right? I mean, I try
to look at at least a scan of who those people are, are they the right types of people, right?
Are they the right demographic, and there are tools out there that can help you sort of
measure a lot of that. So the quantitative stuff is important, but the qualitative stuff is also
very important. So if their contents kind of crappy, not well written, sort of sloppy on the
social media side, I tend to shy away from them. I'm looking for people who are really care
about their content and understand that, that matters a lot for the long term play, right?
Also, I look for influencers who are engaged with their following. You know, are they
answering questions? Are they are they, you know, are they are they liking the content that
they're getting? You know, the comments? I look at the comments pretty closely, right?
Whether it doesn't matter if it's consumer, or b2b, I look at the kind of comments they're
getting, what are those comments? How thoughtful are they? Right? Are they are they are
the influencers, stimulating? some conversation? I know, it doesn't always happen. But you
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know, I try to look for where it is happening. Because that's indicative of, you know, the
engagement of the, of the of the followers with the influencer, right? I look for attitude.
You know, that's a big one. Are they snarky? Are they dismissive of people? You know,
how do they handle trolls? You know, the least the trolls, I can see. How do they handle
that? Do they lose their cool? Are they overly political? Right, that's very polarizing, right?
We're live in a polarized world politically. So you know, I'm really not looking for
polarizing people usually in that way. So things like that, you got to really take a look at it.
If you don't want to turn off, you don't. You got to be careful when you're operating on
behalf of a client, because you got to make sure that the clients values are upheld by the
influencers for the most part. Right. You know,
Jordian Farahani 37:37
yep. Know that. So then you're naming you're saying you the qualitative, which is kind of
echoes a lot of the the way that research is going everything in the domain. I mean, it is a
relatively new research domain, although influencer marketing has been around, but they I
guess, what they're talking about is, and what's a little bit muddy is the qualitative
assessment.
Tom Augenthaler 37:59
Yeah, let me get let me give you a direct example. So yeah, you talk about the research
aspect of this. Well, a lot of this hasn't. The research in this is really pretty new and fresh. I
mean, I've been in it over 10 years. So back when I started, there really wasn't any there's
nothing, right? Nobody, we didn't even call them influencers back then we just call them
bloggers, right. But here's, here's an anecdote for you. So I had a laptop product. I got it out
to a bunch of influencers, I think it was like 10, or 12. What we said was, look, you don't
have to return the product. But here's what we asked you to do. It was a it was already a
there's there. There were two designations. There's a PV and an Nv, a PV unit was a pre
production unit. Right? So it was really not something we wanted the general public to
have, right? Because there are bugs in it. And it's really not, you know, there's still little
flaws that need to be worked out, right. The envy units were the ones that were consumer
ready. So in this case, it was an envy unit. So I, I got it out to like 10 or 12 of these different
bloggers. one of them was this younger kid. I think he was in college or something. And he
got a high he got the unit and I said, Look, you keep it when you're done. And you're done
with the review and everything. But do this for me give it away to a lucky reader on your
blog, if you could. And he was like, Oh, yeah, no problem. Great idea. I'll do that because
then it'll generate more interest in the blog and more people get attracted, and maybe I'll
gain more readers. So he wrote the equivalent. I'm not I'm not kidding. It was like the
equivalent of a 20 page term paper about the unit. And what he did was he broke it up into
this the series of blog posts, really long ones was like, you know, he would take it out to a
coffee shop and do homework on it. He talked about the conductivity, he got how the Wi Fi
was the antenna, the keyboard, you know, he talked about a whole thing about the keyboard
and screen resolution and blah, blah, blah, blah, blah. And this particular unit, I think, was a
convertible. So you could take the unit, and you could twist the screen around, you know,
and it was one of those newer ones like that. So he talked about that. He talked about taking
in a different business settings, talked about the dorm room talked about all these different
things. And then he gave it away. And it was fantastic. I mean, I mean, he had comments
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yet. And then he got back to me and said, Hey, I got all these questions. Can you help me
answer some of these? And we got the product manager on the phone with the product
manager was talking to I saw him it was really, how do you? How do you how do you
measure that? Yeah. Right. I mean, and then the organization, the internal organization was
like, wow, that kid was great. Look at the content he produced. It was better than PC
Magazine in some ways. And you know, it was just, he loved it. He loved the product. I
mean, he it wasn't like, you know, I asked him to become an advocate or anything. He
doesn't love ticular product and just wrote it up. Again, how do I how do I measure that? I
mean, how do I wave? right to me, to me, that's, that's priceless. Right? I mean, it'd be hard
to buy that, right? I mean, so, yeah,
Jordian Farahani 41:31
yeah, when that's like the ideal win win situation there. So we have about 10 minutes left.
And I would like you to comment a little bit, even if it's, you know, maybe not in your
direct realm. But how do you believe an influencer builds the relationship with their
audience?
Tom Augenthaler 41:54
Well, they got to know who they're talking to first. So they got to be clear about that. So if
they're in travel, they got to talk about travel. But usually the travel has to be even defined
further. So maybe it's exotic travel, maybe it's maybe it's like, they like to visit the National
Parks United States or something, right. And that's their focus. It's going to Yellowstone
and different parks, the United States and camping. So that's a different kind of travel,
right? So you're going to really kind of figure out what you like to do. And then that's going
to help you figure out your audience. So they've got to publish good content, right? It's
usually a mix of things, video posts, you know, whatever. Maybe it's a podcast, too. So
they've got to figure that out. And they've got to produce good quality content. They've got
to do it on a regular basis. They've got to like be answerable to their audience. Right. So if,
if you had a question, and you posted it on there, Hey, man, this was really interesting.
What kind of tent did you use during that Kaylee's camp out? Yeah, you would expect the
influencer to get back to and say, Well, I was this brand. Baba. He was great. Yeah. So I
mean, that's what they need to do, they need to be very responsive to the audience. Okay.
So they have to keep that in mind, if they're gonna build it, and they just have to be
consistent. This is the hardest thing for anybody to do. It myself included my own business,
it's hard to consistently create content a regular basis that speaks to your ideal customer,
right. So I'm constantly looking at what, you know, what is a piece of content that is going
to resonate with my own constituency. So that's something that you they've got to think
about, too. I think that the other thing is, it shouldn't be money first. I know, that's a little
idealistic. But don't get into it, if you're just looking to make money. Look at it, because
you're really interested in it, and passionate about it, right. I mean, a lot of the most
successful influencers are really, they're just really interested in what they do. I mean, they,
they like it, they love it, and they just like to talk about it. So that to me, is one of the big
keys. And you'll see the fakers will fall out and give up over time. So the other thing is,
how long does it take to build the audience? So I mean, that's something I look at, there are
tools out there that could show me on Instagram and other platforms? What, you know
what the growth curve looks like. Right? So if you're seeing big spikes direct up in terms of
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Oh, I went from 5000 to 100,000 followers and you know, the last 72 hours I know that's
bullshit.
Jordian Farahani 44:36
Is that public information that you can find?
Tom Augenthaler 44:39
Yeah, well, it's like Social Blade. Another one is hype. hype auditor is another good tool to
use. You know, on Twitter, just to see followers, if they're fake or not, is like, I just use a
quick when it's called Twitter audit. And it'll just give you a percentage like 50% fake and
what that does Is that doesn't that's not definitive, but that I can go to another tool and I can
start poking around a little more and see what what the real deal was. The other thing is,
remember the size of audience is an inverse relationship to the engagement rate. So and
that's all documented. So if they've got 3 million followers, you know that the engagement
rate is going to be lower, the percentage of the followers engaging is lower. So that's why
the nano and micro influencers are attractive, because there's a higher number of followers
that are actually engaging in the content. And why is that? Well, it's because it's, you know,
if you if you're the instagrammer, and you've got 100,000 followers, and you're actually
answering comments and things or questions, I'm more likely to engage because it's like, I
know you're really there. Right? versus some celebrity like LeBron James sky. 20 million
followers, you know, your comments never get answered. Probably never gonna get seen.
Yeah. So yeah, it's it's like, yeah, I have a direct relationship with this person to a degree. I
mean, they, you know, they're looking at my comments, you know, they're caring about
my, what I have to say, that matters. Yeah.
Jordian Farahani 46:08
So then, right. Lastly, here, what do you think the future of influencer marketing will be?
Tom Augenthaler 46:16
I think you're gonna see it, continue to segment number one. So I think that we're already
seeing some of this now, the term influencer, I'm not sure how much longer it's going to
stick around. I think in the consumer arena, it'll stick around quite a while I think in the b2b
side of things, it's going to, it's already tapering out, people are shying away from the term,
what do you what do you mean by that? Exactly, because it seems shallow, because they're
assuming all just pay to play, I'm just going to post about you and you're going to try out,
I'm gonna charge you 1000 bucks, or whatever it is, right? I'm gonna unbox and then that's
it. The mostly influencers on the b2b side of the fence don't really operate that way. And
they're thinking about having a relationship with the brand and helping the brand in other
ways to advisory and counseling and other ways that they can work together. So you know,
they're already shying away for it. So I think there's gonna be segmentation.
Jordian Farahani 47:14
Okay. So don't do you think? Are you saying that it'll professionalize and that?
Tom Augenthaler 47:19
yeah, it'll get more professionalized? It will I mean, I, and the word influencer, I think is
going to change too. I think even on the consumer side, you might see terms like keep in
leaders come back up. I know in Asia, they use the word key opinion leader more than they
do influencer, at least they were six months ago. So I think that that's going to change a bit,
I think that it's going to continue to grow the whole category, the whole thing is going to
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continue to grow. Because as third-party cookies are discontinued by Google, as the social
media to reach just organic content on social platforms decreases, you know, that, of
course, bumps up the advertising aspect, but then people are gonna look for Well, how do
we get in front of our customers in a more genuine way? That's not advertising. So I think
that there'll be a little bit more, you know, they'll probably be another it won't be just pure
advertising on the consumer side with influencers, I think they'll actually look to work with
them a little bit different. And I'm already starting to see that they're, they're starting to
build more relationships with influencers on the consumer side now, because I, I think that
that's already happening. So that's how it's gonna change. It's not going to be just pure.
Here's 500 bucks, post my stuff, and walk away at the end of the day. It's more like, hey,
how can we work together on an ongoing basis? Right, yeah, I want to pay you to do that.
But let's do something a bit more. Organic, more holistic, more genuine?
Jordian Farahani 48:57
Yeah. There's lots of agencies now, um, you know, perkin up, and I mean, maybe they've
been around for a while. I'm not too sure. Regarding, like signing influencers and working
as sort of management on behalf of them. Wow, yeah. Do you? Do you see this model
business model sustainable, long term? I mean, I know, I've spoken to an agency here in
Iceland, similar that that that is that model. I mean, it's a small country with a small amount
of people. So they're able to sort of have 10 influencers that are the main ones in the
country, and they have good relationships with them. But I, I guess my question for you
would be Do you see it as a feasible
Tom Augenthaler 49:34
as a marketer? It's a pain in the ass. And let me tell you why. Because I have to go through
the damn agency for everything. Right. I mean, screw that. I mean, yeah, here's, here's,
here's a direct example of how that how that fucks up, and I started sorry for the language
login here. You know, last year I was helping a consumer startup was a little food
company. Right? Hmm. So I looked at this influencer, I liked her content really good
content. Surely food was just a part of what she talked about. I mean, really, it's more like,
home refurnishing. And she did painting and it was like, it was like more like a whole sort
of homey. You know, I don't know, homemaking type thing, right. But the food part was a
part of it. So I caught I tried to reach out to her, I got this agency that was representing her.
So the agency gets back to me and says, well, it's gonna cost this to get this. Okay. All
right. Well, you know, is and I asked, Is there any, can I have any direct communication
with the influencer? No, you just work with us? Well, we're gonna push that, but I'm like,
Fuck that. I mean, I don't want to talk you. I want to talk to the damn influencer. I don't I
don't want to I, you know, why should I work with you that here's what they did to. So I
just kind of like, didn't respond for a couple of days. So then they send me this, this sheet,
this PDF of these other influencers that they they represent. So I'm like, wait a minute, you
didn't even sign me for the damn influencer that I reached out to you about? And now
you're showing these other influencers before even? You know, yeah. sighs Yeah. So what
the fuck is that? I mean, so they're lining the influencers? Like, well, if you didn't like that
one, we've got these other ones that you can sign with? I don't like it. I don't like the model.
I think the I think it sucks. I think that it turns off a lot of business from for the influencer?
It, it makes it makes it so that the influencers insulated from the client, that's bad. I don't
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think that's good. I mean, I understand it works for sports people, you know, sports athletes
and celebrities. I understand that the model works for them for that. I don't think it works
well, in an influencer marketing sphere. And I, I know that there are people out there doing
it, but it's like, as soon as I run into an influence, it's represented by an agency. I just
dropped them and I go somewhere else, you know, why? Because there's there's there's
1000 other influencers I can reach out to? Yeah. Right, yet aren't represented by these by
these agencies. These agencies are bloodsuckers. I mean, it's, it's like, oh, they're just a
gatekeeper. That's all they are, do what value do they really bring? I mean, maybe they
bring some business to the to the influencer, but you get the influencer, get the business
anyway, if their contents good, and they've got a good social following. that's legit. So, you
know, if I were the influence, I'd hire a virtual assistant to just help, you know, segment out
the queries, you know, figure out which queries are good and which are not. That's all. I
mean, yeah, it's cheaper. You're gonna get more business out of it, probably. And you're in
control. Yeah, right. I mean, it's the influencer, I would want to have a director if I'm
working with a big brand like L'Oreal. I want to know, the people inside L'Oreal my self. I
mean, I want them to know that we have, you know, not through some damn agency. Screw
that. The agency gets that gets the relationship, no. relationship there with the brand. Yeah.
So and even if it's a startup brand, well imagine if that startup like five years from now is a
billion dollar company. Well, yeah, if you're one of the first influences they worked with,
guess what, you know, you're probably going to be able to work with them going forward
to some degree or other. So that's a consistent, you know, that's, that's like, you know, you
know, the cost of the cost of acquisition, you know, I mean, it's, it's Think about that. Yeah,
I mean, it's like, what's the value of the long term relationship there? Yeah. So I don't like
the model.
Jordian Farahani 53:46
Again, again, really hard to measure though. But, Tom, I, I am gonna respect your time
here. We're almost at the hour. And I just want to say I cannot thank you enough for for
helping me out here. Thank you so much. Appreciate it.

Appendix D Interview with Gordon Glenister (Gordon Glenister ltd.)
Influencer Marketing Strategist, Podcast Host: Influence the Global Podcast, Author:
Influencer Marketing Strategy (2021), Founder of Gordon Glenister Ltd.
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Jordian Farahani 01:00
My name is Jordian. I'm Canadian studying here at Reykjavik University.
Gordon Glenister 01:12
awesome place to study. I've been to regulate talks. Oh, have you? Awesome. Awesome.
Yeah. Particularly the women? Yes.
Jordian Farahani 01:18
The bars have been open now for a little while. So we can actually interact a little bit. So
that's a that's been nice. So yeah, I guess I'll explain a little bit the my paper and sort of the
method there is basically, like I said, it's on influencer marketing and effectiveness, focus
on sort of the strategy side. And so my methodology, and my thesis is kind of twofold. The
first first part is sort of experts in the industry with, with experience working for firms and
executing strategy, as well as interviewing firms, agencies, and also influencers to try to get
a holistic perspective there. And that's the qualitative side. And then I'd like to build
hopefully come up with some some success factors that I can then test sort of quantitatively
and see if there's some moderating or mediating factors there that are leading to sort of
purchase intention. Hmm, very good. So um, so yeah, without further ado, if you could
please state your full name and then elaborate on your experience with you know,
influencer marketing. Yeah.
Gordon Glenister 02:37
So my name is Gordon Glenister. I'm an influencer marketing strategist, speaker. I'm a
podcast host of influence the global podcast. And we're now in our third season. I'm also
the author of influencer marketing strategy. I am the founder of pitch influence. I am the co
founder of the b2b influencer marketing summit that's going to take place in September.
And I started and founded the division of the branded content marketing Association,
influence division, which we launched in 2019. Well, a lot of influencing there's all there's,
there's there's a lot there. So.
Jordian Farahani 03:27
So do you have your own consultancy that executes then marketing strategy on behalf of
firms?
Gordon Glenister 03:34
I was largely, you know, talking to influence agencies, influencer platforms, brands about
joining the branded content marketing Association. So it was a membership proposition
rather than one that's execution driven. But that said, Now I run my own influencer
marketing program for brands and individuals about becoming more influential. And that's
a three months three month coaching program effectively. And in terms of execution. I am
also doing a done for you influencer marketing campaign. And I do that with a colleague of
mine who runs a social media agency. So I'm, I'm not a typical practitioner on a day to day
basis. But I can take those briefs on board, and then work with them on and obviously
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you'll see that in the book that I've written. Creating a proper influencer marketing brief is
very important.
Jordian Farahani 04:56
So I'm currently working through that book right now on top of everything else. Alright, so
we're going to start super basic what how would you define influencer marketing?
Gordon Glenister 05:10
So for me influencer marketing is very simple. It's about promoting a product or service
through an individual an influencer. And that's largely what it's all about. It's just that, it is
promoting a product or service through an individual which is an influencer.
Jordian Farahani 06:18
Yeah, okay. I'm looking looking forward, looking forward to like getting through getting
through the rest of that book. So I guess, influencer, I guess speaking from, from the other
perspective, practitioners perspective, how are How are firms or, or consultants? How are
they vetting influencers?
Gordon Glenister 06:50
Yeah, well, it's ironically, one of the biggest challenges because the industry has been faced
over the early years with, with people buying followers. So fraud, it's been a big issue. And,
and that's why you've seen a growth in these influencer marketing tools. One of which I
would suggest you have a look at his hype, hype auditor.
Gordon Glenister 07:18
Hypeauditor is one of the best to influencer marketing platforms, because what we're able
to do there is look at that particular influencer, you can look at their follower base, you can
look at the mix of gender, male and female, you can look at their geo location. And why
this is really important is because when you're actually looking at an influence, it's like
hiring, hiring somebody to sell on your behalf. You wouldn't just go and pick somebody off
the street and say, Oh, well, they look popular, let's hire them, you would do your due
diligence, wouldn't you? So I always think it's important to have a media brief from the
influencer. So you get an understanding, because what you want to try and do is get an
understanding of what their insights are. But you unless you've got access to these
influencer tools, you're not be able to know that just by looking at them on Instagram,
because the end of the all of the insights, of course, are held on the individual's personal
account. You know, if you were following me, you wouldn't necessarily know, my
audience gender mix, particularly if I've got 250,000 followers, you're not going to go
through each of those people and figure out how that's a male that's a female, you know. So
I think it's important to do that. I think it's also important to look at the aesthetic, the grid,
the post? And what sort of style does it match with your brand values can us see, you know,
your brand fitting within this aesthetic or of stories? You want to make sure that there isn't
any, arguably some competitors that they worked with and how much of their posts are
organic versus promoted? I mean, otherwise, What you don't want is a market trading
influencer, that every five minutes is promoting a different item of clothing. What you want
to do is also look at the engagement typically over the last 10 posts, look at the number of
comments and likes and how responsive the influencer is. So can you when you look at the
comments from the individual, how much how much of that is the influencer, going back
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and and not just liking it but replying to it. Now, to be fair on the bigger ones, you know, if
you've got 20,000 likes on one post, you know, it stands to reason that you're not going to
be able to go back and do that but maybe there are some of them that you might to react
well to. But just going back to some of the tools, tools will enable you to see abnormal
growth. So if there are spikes in the follower growth, then that could be an indication that
you bought that individuals bought followers. It might not be but it's it's a, you know, if
you've got a steady growth all the way through and in it, it jumps almost, and it doesn't
move up again, it plummets again. Now that's a big, that's a big red flag. What else what
other vetting, we want to make sure that there isn't too much in the way of profanity. I
mean, particularly if you're looking at YouTube, for example, I mean, the irony is of some,
some, some YouTube followers, the more outrageous they are, the better. But, but you have
as a brand, you need to be very conscious of brand safety. You know, once you've got your
brand message in the hands of an influencer, you've got to be well protected. So particularly
where there's financial reward going on, you should always have a contract in place, always
have a contract. And that is means that everybody clear about what they have to do on both
sides. That also might mean that when we're talking about creating a post or a story, that
then it has to be approved, it has to be approved by the brand. It might mean that the
influence the brand cannot use the imagery, unless that's agreed under a rights issue clause.
Yeah, because otherwise, the brand might think, Oh, yeah, we're gonna get all this content.
Well, if that isn't clearly laid out in that contract, then that's not the case. Right?
Jordian Farahani 11:58
Do you see tendencies where one platform is more popular than others when implementing
like successful influencer marketing campaigns? Definitely.
Gordon Glenister 12:09
So I think an Instagram is the is the killer platform for influencer marketing. When you talk
about b2c, not b2b, if we're talking about b2b, it's very much around LinkedIn and Twitter.
But largely, and that's a different proposition. By the way, that's much more about thought
leadership and in different types of influences. They may not refer to them as influencers,
they may refer to them as coaches, speakers, authors, scientists, academics, those are all
influences, but they may not refer to them. So so that's different to B to C largely influencer
marketing reside best work on Instagram and Facebook yes to a degree but but it's largely
around Instagram and definitely YouTube. Been Tick Tock Of course, now 3 billion
downloads. So you know, that is that is growing in its importance with influencer,
influencer marketing. And there are, you know, what, there are some influencer agencies
that are set up exclusively to just manage Tick Tock campaigns. Yeah, yeah.
Jordian Farahani 13:21
I imagine that's effective for hitting certain generation. generational demographics. Yeah,
Gordon Glenister 13:28
for sure. Because actually, tick tock is really, I mean, what used to be very quite young now
it's about audience up to up to about 40. And, you know, what's really interesting about
Tick Tock is, is if you're outside of that demographic, and you've got, I mean, I wouldn't I
see a little while ago, I saw an American lawyer, really killing it on Tick tock, because what
he was trying to do is set all my all my, all my competitors there all over LinkedIn, and
Twitter, you know, I want to try and find new types of clients, then I can tell a really
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unique, interesting, engaging story, and try and help lots of young inspiring entrepreneurs
who are on Tick tock, and make my story entertaining, and this guy has 4 million views or
so Wow. So, you know, influencer marketing is all about, you know, using the right people,
you know, working with the right influences. I know, one of your questions is some of the
challenges and things. It's all about that.
Jordian Farahani 14:36
Why do you believe it's, it's gaining so much popularity? I know some people describe it as
it's nothing new. It's been around. I mean, there's been celebrity endorsements forever, but
But
Gordon Glenister 14:46
yeah, why is it I tell you why because you're right. I mean, word of mouth marketing has
been around since since demes. Day, you know, you're right celebrity endorsement as well.
But I think what's made this hugely more powerful. pillar is it's because it's much more
relatable, particularly amongst micro influencers and nano influencers, who are able to
engage with their audiences talk within more tech voice and feeling that almost anybody
could be an influencer. They are. And what we've got is loads and loads of really effective
niches, you know, you can have a fly fishing guy, he's got a couple of 1000 followers on
Instagram, but everything in his feed is all about what he's what he what the size of his fish,
you know, the best rods to look at, what he's become is an expert. And all he's doing is he's
just telling that story to loads of other people. And that's what's really interesting is, it's not
now about the size of your following, it's about the niche, and the engagement level within
it. So as I said, you could have somebody with a couple of 1000 followers, if I was a road
manufacturer, and I found 10, people like that, I would suggest I would get a higher level of
return in terms of traffic to my site, and sales, because I'm speaking to, you know, exactly
my target niche, whereas some of the biggest celebrity endorsers will charge a lot for their
size. But there's, it's like doing something on TV, there's a lot of wasted audience there.
Hmm.
Jordian Farahani 16:26
So with that, then you're kind of alluding to this, this inverse relationship between followers
and engagement. So the smaller?
Gordon Glenister 16:36
Yeah, for sure. For sure. Yeah. I mean, the average engagement rate on Instagram, I think,
is about 1.6%. But amongst nano and micro influencers that has been, you know, four or
five times that even 10%, well, if somebody's got, you know, just 1000 followers, and
they've got a 10% engagement, that's 100 people that have commented and liked in some
shape, or form, let's just say 20% of them have gone over to our website, and bought
product. Well, that's going to cost not very much money to in fact, even a gifted campaign.
I know people are speaking to somebody just the other day that had gifted a product or one
painting, which cost would cost him about 100 pounds to give to this influencer, that
influencer sold 17 paintings as a result of that one post. You know what I mean? It's, it's,
it's relevant, it's finding the right fit. So what are what are the firm's main main purpose
when working with a social media influencer? So Well, there could be a number of
different objectives. And it's really important that they do have goals, because you know,
what gets measured gets managed. And if you can't, if you don't set a goal, you're not be in
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a position to be able to, to evaluate that. So typically, in the early days, that's still the case,
influencer, marketing has a real strong place to play in brand awareness is creating,
particularly if you're, if you're going to review it for a bigger influencer, that's going to get
you it's going to get you reach. But actually, if you want to drive sales, if you want to drive
downloads, if you want to get people to come to a conference, if you want other sort of call
to actions, some of these micro influences can be very, very successful. You need to get a
typical, you know, I always say really thinking about 20 influences is sort of a minimum
mix of individuals, I think, and that might be made up of Nanos micros and maybe a mega
influencer. But I think sometimes people think, oh, by dealing with an influencer, so all the
sales are going to roll in. Well, that's like saying, if you spend money on TV, is everything
going to happen overnight? Well, no, because the tv adverts are repeated over a period of
time. So you know what influence influencer marketing can work really, really well when
it's in conjunction with other forms of marketing. So it's part of a brand launch. That
organization might be doing some television might be doing some radio might be doing a
whole manner of different things. And so influences have got a big part to play now. That's
not to say that influences are very effective in their own right. For example, a restaurant
opening could be brilliant at getting, you know, I knew a restaurant recently and he just
bought six influences alone. And they were they all managed to on sell to other people. One
of them subsequently sold six tables, just one and that you know, it cost him six meals,
that's all it cost him or maybe 12 sorry, beg your pardon 12 because would have been a one
plus one. But so yeah, I mean, I think it's it's the same, it's important to have those goals in
place and being realistic, like any any goals that should be smart, you know, specific,
measurable, actionable, realistic and well timed. Nice. When working with the influencers,
how do you ensure that they're utilized in the best way possible to achieve sort of the
desired impact? Okay, good question. So first and foremost, having a proper brief. You
know, there's one thing the influencers do not like, is when they are they don't know who
they're dealing with. They want it they want to understand what the brand is all about brand
guidelines, typically. But But main campaign message they want they want it to be very
specific, as opposed to, will you go and sell our products? Or no, let's focus on product A,
and let's execute it really well. And the more that they work together, makes a difference, I
think, influencers a lot to be told what to do. They're smart people in their own right, in
many instances. So what they if a brand was to say, will you say exactly this on your feed,
and the influencer? His main goal is to serve their audience. And actually, if they don't use
the right tone, and voice correctly, in other words, the brand message seems corporate or
inauthentic. They're not gonna use it and I know, influences that have walked away from
campaigns on the basis of just that. So I think, I think that's important. Having the right to
having a contract in place, everybody's clear about what's what should happen. And also,
what happens if they don't do that, you know, what if they don't, you know, if everything's
coordinated, to work, and to be promoted at 12 o'clock, and somebody hasn't done that,
then what are the consequences of them not doing that. So it's important that any contract is
not about what everyone is doing. But what happens if they don't do that. Because we're
talking about brand reputation, at the end of the day, there's a lot to be said, for the picking
of the influences and vetting them correctly, as you've identified, that's really important.
They also want to deal with one person. So what they don't want to do is have four or five
different communications. So sometimes you've got, particularly in a big agency, you might
have multiple people running an influencer campaign, what the what the influencers wanted
to do with one one person that is coordinating on behalf of the agency, because you have to
remember the influences not only only project sometimes is with with that one company,
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they might be dealing with a number of different different organizations, so they need to be
streamlined. What else you know, making sure that the content is approved properly. And
there is sufficient budget. So if the influencer is expected to go and do a YouTube video,
then you know that his time and if they want to, suddenly, they have to go out into a beach
and do it rather than at home? Well, that's a that's their time, that's their petrol, they might
have to hire a photographer. So what they want to do is to make sure that all of that is clear.
And that that that isn't like bought in is a Oh, by the way, will you do this? And will you
Would you mind doing this or, you know, that's one thing. And then most importantly,
they're paid on time. You know, I always say you, you mess up a relationship with an
influencer, at your peril. But, you know, I've seen one influencer really kick off about one
platform, you know, the same guys and girls don't ever use bleep bleep bleep. Yeah. They
don't pay their influences. You know, don't don't think that influences don't talk with each
other.
Jordian Farahani 24:26
Yeah. So I guess I kind of spoke about it when I asked you the value betting question. And
you mentioned the values and sort of seeing how you mentioned a few things. Is there
anything else when ensuring the right match between firm and influencers or anything else?
off the top of your head you want to add
Gordon Glenister 24:49
as well? Probably probably something I've forgotten But yeah, I mean, obviously making
sure that they've they've received, tasted try the product because actually, if somebody Do
you want to be take part in a gifting campaign? You know, you, you can't always expect
them to guarantee they're going to do anything until they've actually seen a product tasted it
tried it had a feel for it, because they're putting their name to this. So I don't think, you
know, a brand should expect when they're when they're creating a gifting campaign, or any
campaign that they did the influencer wouldn't go and pay for it in their own right, because
that's what you want. You want a real, authentic match somebody that shares the same
values. I mean, I guess the other thing is what makes a really successful relationship is that
is a relationship. If a brand is wanting to reach out to an influencer, I call it the jab jab
punch approach yet yeah, jab jab punch approach, which effectively is the comment like
comment, like, ask. So it's, it's like, you wouldn't go into a conference and the same age or
and, you know, this is me, here's my business card. This is what I do. You'd be thinking,
you know, piss off, you know, that there's no report that's being built there to same with an
influencer? So don't just reach out and expect them to, would you be interested in you
know, no, take the time to acknowledge their content, what they're doing, and say, you
know, hello, Jamie. I've been monitoring your content for a while I love what you're doing.
And your values, your content is amazing. We've got a, we've got a great product here that
we're really excited about, we would love. We would love to have a brand collaboration
with you. Can we can we follow up on an email, so you give them a perhaps a peak of
interest? And they might say, tell me more, which is fine, you can then you can then
respond to that. But it's if they've already, if you've acknowledged them, they may even see
you on some of their feeds or comments. And it just, you know, just said you're interested a
bit, you know,
Jordian Farahani 27:04
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yeah, I'm now if you're working on a brief baffle client, are you going after New
influencers? Or do you like to use the same influencers that you've already got a
relationship with? Is there value in either or?
Gordon Glenister 27:25
Again, a good question, it's a mix, because I guess you could argue that you the most
important thing is you have a good match. It's no point of saying, Oh, well, I'm going to try
and shoehorn this influencer in because they're a friend of mine, if it's not, if it doesn't
really resonate with the brand, itself, but so I that that happened, sometimes, you know, it is
about because, because, you know, I reckon the turndown rate is around 65% for
influences. Oh, really? So, you know, in other words, you read when I say turned out, right,
it's a mean that you, when you reaching out to an influencer, 65% of them will say either
No, or not respond. But if you think you've found somebody and you think great, it's quite
high, and that, but that's because a lot of people don't do it well enough. They just, they just
assume that these people are just easy sales people for their products and services without
actually doing the things that I suggested. So he may be that it could be higher. If people
were to reposition what they say and how they say it. But it's, it's certainly a that's also
because a lot of them just get besieged with requests. And, and they have to be if, for
example, you're earning a decent living, then you're going to be very picky about who you
work with. And you know, you're not, you know, I think sometimes people that I've got
very small followings on Instagram, I was brands, and they're reaching out to a fairly big
when I'm speaking to somebody this morning, and she was saying now, do you not think if
we gifted somebody with 5 million followers, and the woman has got less than 1000
followers on Instagram? I was, I should have said it, but I'm thinking you're living in cloud
cuckoo land that they think they're even going to look at you.
Jordian Farahani 29:32
So I know a lot of my questions might seem to you kind of redundant. You're saying the
same things. But I gotta ask you anyways, two thing, two questions here. Why do you
believe that influencer marketing works. And you can be as sort of broad or specific as you
want?
Gordon Glenister 29:49
Well, I mean, it we talk about. studies have proven that it's 11 times more 11 times greater
ROI, return on investment. And then other forms of media. The only thing I would caveat
that with is the word when done well, when done well means using some of the things that
we've been talking about earlier, finding the right influences, making sure that you've got
an appropriate appropriate budget. It might mean as well that sometimes you are buying
content creators, as opposed to influences now, although they're often referred to as the
same thing. But there are, for example, amazing photographers and videographers that
produce awesome content, but don't necessarily have huge audiences. So sometimes people
will say, I want you to produce some content for us. But you don't need to you know, we're
not effectively paying for you to post stuff as well if you want to is fine. So we're, we're
paying for the content production but we want to use that content on our own social media
or our own marketing collateral. So because they know that that and even their own ads so
many an influencer now is apparent is appearing on other media advertising. I mean, like
pretty little thing that if you know that brand, it's a well known. I've heard of this one pretty
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little thing, and boohoo so some of their top influencers, now with their own program, are
now appearing on billboards, bus shelter ads, so that just proves the power of the
individuals that have become celebrities. And you've another thing niche niche niche, niche
niche. That is why it works so successfully. So it actually means it's very cost effective way
of advertising. Your spending, you're not wasting your marketing dollars in a way you're
you're spending them appropriately. It could be that you use influences do to to get some
really great insights on your brand. I know for example, there was an agency that blew
some influences over to Brazil. And they created a brand new brands with these influences.
But what was really exciting is the influences use the three day or four day immersion
weekend to to engage their entire audience base with a whole series of questions. What's
the most important thing for you around sugar? How much do you use? Which of these
color choices do you like? So you can imagine you're getting all the things sides in real real
time coming in. So when the brand was eventually launched, you've almost got all of these
consumers bought into the process. I remember that as as pure Kane, that was the I was I've
seen that develop other things that weren't really well a behind the scenes stuff, people love
to know what's going on. They love the authenticity of individuals I mean, you think about
it, you go into a retail store, and everything is I on a shelf or in a you know, it's just
presented in flatlay occasionally you'll get the automatic in. What you've got with
influencer marketing is you've got guys and girls showing all sorts of different products
you've got amazing video transitions, which means the same girl in the room is is providing
with three different outfits in the space of minute she you're then seeing you're on the
beach, you're then seeing her a restaurant, you're getting a feeling for like Wow, that looks
real that could be me out on that bright so it's very aspirational as well. But then you've also
got stuff like YouTube videos for plumbers, you've got plumbing influences that are
showing you how to connect certain things says lots and lots of how to videos where people
have thought this is a great way to create our own individual voice. You've got people like
supercar Blondie, which is got over 8 million subscribers or 6 million customers on on
YouTube. And she her niche is all about supercars. But what she does is she gets access to
these amazing top sports cars with these gadgets and stuff and she's almost like bringing the
video crew in and just get the feeling as you're seeing this Rolls Royce limited edition
buttons pressing doors going up, you know, boot camp is is it's like a film. It's like filming,
you know, you've got Gary Vee, for example, well known entrepreneur telling our ears give
inspiring business owners. And really you know, and if you think about traditional
advertising, it's just You know, display ads in magazines is billboards Same old, same old
media ads on, on on cars, it's influencer marketing is bringing products and people to life.
Jordian Farahani 35:15
How are the most successful influencer marketers measuring success? On campaigns?
Gordon Glenister 35:24
Well, it depends on what their objectives are at the beginning, of course, but it could well
be that it's, you know, attribution to website in terms of traffic to sites, typically landing
pages, very good way of of doing that. So it's very specific campaign driven. It could be
actual product sales. I mean, for example, using affiliate marketing links. I mean, I know
some particularly the fashion sector where some of the top fashion influencers earning 50
to 60,000 pounds a month, well, if they're earning that per month, think what they're
generating for the brand on an affiliate marketing. So if it's only 10%, they're earning, you
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know, half a million pounds of the sales, I mean, some of these top influences, I've got
products that are selling out in minutes.
Jordian Farahani 36:13
So those affiliate programs is that just simply having a code on your, on your details of
your?
Gordon Glenister 36:20
Absolutely. So if you've got 20 influences, you can also individualize that code. So you've
got amazing attribution, you can see how successful that particular campaign is. And that's
what marketing is love is stats is being able to drive, drive that awareness and drive. Plus
also, you've got this user generated content as well, which is absolutely amazing. And
that's, that's priceless for a brand, because the less the brand has to just pump out its
corporate image, the more it can talk about what its customers are doing, how it's using its
product, and talking about, which is why we've seen a massive explosion in online
communities. And an ambassador programs are growing exponentially at the moment.
Jordian Farahani 37:10
And switching the focus now to talking about influencers and their followers. How do you
believe that they establish the relationship with their followers?
Gordon Glenister 37:22
Well, by keeping them engaged, simple ads, really, it's about doing competitions, it's about
doing contests, it's about being you know, the best influences are very insightful. They
know their numbers, they they look at the growth, they look at where things are dropping
off, they look at what content is working better than others. They are reactive responsive.
They are, they are grouping with other influences a lot of the time. So there is a supportive
community, particularly in their niche. I would call them limited pods, but they definitely
exist. And I would say they encourage their followers to dm them. If they've got specific
questions. What would you like to see? What do you like in what do you not liking? So
always ask him the questions, you know, and render the day what we follow people that we
relate to or we like we are, yeah, we're either entertaining, educational or inspiring. You
know, that's what I I don't want to I don't want somebody broadcasting to me, I want to I
don't want somebody showing off. I mean, what the difficulty is, we've got beautiful
women showing off. You can't help Yeah, yeah.
Jordian Farahani 38:41
I know that in your book, you have the main motivate you've you've you've sort of
synthesized some research on the main motivations. To follow content creators. Yeah. And
so you had to learn something new like 50% 49% is now if we I know we're not maybe,
you know, we're not to to pretend let's pretend like we're psychologists here for a minute.
There's something is there something? Is there something more at play there with
Gordon Glenister 39:11
an emotional? Yeah, I think I am. One of the things I talk about in my program is asking
people to be self aware. So right at this moment, if you're on your feeds, than your
Facebook, keep asking yourself, why? Why are you taking action on that? on that path?
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Why are you commenting? What Why? Why? What is it? And it's almost like having a
little notebook dug by the south side of you and say, Look, I that was because it was funny.
It made me laugh. Okay, why did it make you laugh? Well, because it did this. And if you
can imagine you just over two days, you built that up onto a forescout page, you get some
amazing insight. And then you start All right, well, let's start to put that into a formula.
What would that formula look like? Well, we know that it's video over post, we know that
it's an attractive photo. We know that it is a certain number of hashtags. We know that
there's the type of hashtags, some of them are very, very niche. I very specific, and others
are much broader, which is, you know, love, you know, business or whatever. Because
arguably, every everybody wants to get into that explore page. And sorry, I've lost my train
of thought.
Jordian Farahani 40:46
Yeah, no, well, I. So let me just ask then. Sort of, when's the lead?
Gordon Glenister 40:57
Or the emotion or the emotional? So I just Yeah, yeah. Okay. Yeah. So it is it is it is just
literally understanding the why and the purpose of why we do stuff. I genuinely think that
there is an emotional attachment to some influencer marketing, you know, that's why the
top of the list for engagement right now is animals. So cat and dog posts Lead the Way,
which is amazing, isn't it? They're the ones that actually are the most expensive posts, as
well as if you want to if you want to run a campaign with a with a dog influencer, it'll be
more expensive than almost any other. Well, yeah, yeah. I've got some stats on this. By the
way. It's, it's if you look, actually go and have a look at the Influencer Marketing Secrets
group. But you're fine as a few posts down that I put a hypeauditor graph there. Animals is
right at the top in terms of paid influences.
Jordian Farahani 42:02
I'll definitely have to do some research on Yeah, I've been. I've been definitely wanting to
pick around that group a little bit more
Gordon Glenister 42:10
when I yeah. Because Because Because it's it's important, because when people think of
influencers, they think they they tend to think of the social media influences, but there are
pet influences. There are virtual influences. Yeah. CGI is, you know, yep. And, you know,
there are, as I say, b2b influences as well. So it's really when you think about it, it's, it's, it's,
you know, individuals that can affect change, you know, through trusted knowledge,
opinion, and content creation, you know?
Jordian Farahani 42:40
Yeah, I think the one thing when you look at virtual influencers, and sort of the success in
the followings that they're having, it really, really sort of backs up what you're saying about
just this, this sort of this emotional, there's something at play that are this, what Well, I
know, researchers are calling it this para social relationship.
Gordon Glenister 43:04

152

but also their authentic also their authentic and they are sharing some difficulties that are
going through their life, you know, guys, I'm feeling a bit shit today. How yours all feeling?
You know, you wouldn't get that at an ad is suddenly, like thinking I'm relating. So
relatability is a big, big subject with influencer marketing, you know, you're dealing with a
with a human being that is, you know, in many instances, a lot of influencer engagement
went through the roof in the last 12 months, not a lot people really realize of the content
being produced by those influences. Because some of them suffer from a lot of stress. And
you think, Well, why if they're being paid a lot is because they are on this content hamster
wheel. They feel like they can't get off. You know, it's, that's why Christmas, you'll often
say guys, I'm taking a break from social media, they almost they almost have to book a
week off with their audience.
Jordian Farahani 44:08
Yeah, no kidding. Um, so from a marketers perspective, is the best sort of maybe metric to
sort of determine the strength of the influencer in persuading follower to take a certain
action, like click through or swipe through link or something is maybe the biggest metric
engagement, then is that how a marketer is going to measure that
Gordon Glenister 44:34
100% it and now it's, it's much, much more about cost per engagement. So people are
looking at not just funding on a follower basis, but they're literally looking at, at given, you
know, funding on a cost per engagement, which is then a motivator for influencers to drive
that.
Jordian Farahani 44:57
I see. So again, a way They're creating win wins if if, yeah, yeah. Okay, then I got two
more questions. What do firms need to consider before achieving an influencer marketing
strategy? And I know you spoke about objectives and sort of the brief at the beginning, but
anything else you want to add there?
Gordon Glenister 45:21
Well, is it right? Is it you know, we were filling pipes, or we were selling? What would call
more unusual things. I mean, influencer marketing doesn't work in every sector. You know,
there is an argument to say that if it's very, you know, heavily manufacturing led or, or oil
and gas or stuff like that, it's, you know, if you think about the main buckets, it's fashion, its
beauty, its food, it's drink, it's travelers entertainment. You know, it's it's mainstream fmcg
goods, predominantly. You know, that by another name, actually, but you know, what, I
mean, how household type product?
Jordian Farahani 46:11
Can I just consumer, manufactured goods or whatever? Yeah,
Gordon Glenister 46:14
yeah, yeah. So I would say that actually making all that it is, that is fit for purpose. And
don't set unrealistic expectations. You know, the, the, the most successful influencer
campaigns come from regular campaigns, Ambassador programs, which by the way, could
also include consumers. So a lot of these Ambassador programs may have been started by
influences, but while it's a great way is to build within that is sub nano influences people
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that got like 1000 or 800 followers, but they just have your brand and are perhaps prepared
to tell lots of people about it within their social circle, I mean, like mums, typically. And,
and for that, you know, they get 10% off something or they get, they get an opportunity to,
you know, be rewarded in some shape or form. So, I mean, I know some Ambassador
programs have got 1000s of, of ambassadors globally, you know, I mean, boo hoo, been
very successful in their own ambassador program. And you know, what, what they've done
is they found fitness coaches, and they've been listed those fitness coaches provide and they
all happen to be course, good looking and and, but they've got this amazing kit, when
they're when they're at the gym. They've all got boohoo branded stuff around. And you
know, if you think about it, a lot of young people go to the gym, they see these good
looking guys and girls. Well, what a What a great way to, to be working with people. You
know, it's and Estee Lauder said about a couple of years ago that they were investing over
75% of their entire marketing budget towards influencer marketing. Wow. So that's, that's a
multi multi million pound budget, as you can imagine. But it you know, people are
realizing that we trust the opinions of others more than we do traditional advertising, and
particularly amongst your generation and Gen Z's, you know, they hate being sold to they
hate any form of overt selling. They're much more into the Self Service approach. You
know, I mean, you could argue that the the days of the traditional salesperson are gradually
ebbing away as, as younger people become so used to doing stuff themselves, figuring out
stuff themselves. You know, I mean, my youngest son asked me to do something on
YouTube, and he will, he will, he'll produce an amazing answer. Whereas my generation
still would hunt out people and look for advice through traditional ways, although that's
changing. So, yeah, no, the influencer marketer is is totally the influencer is here to stay as
as an expert. And the other thing we didn't mention is how multitalented some of these
people are. So you're not just actually looking at somebody that's growing an audience.
You're often looking at somebody that's great at photography, videography, editing content,
photoshopping and creating the right brand illusion. Yeah, finding finding the proper
locations, lighting expert script writing. I mean, literally like a little mini agency and, and a
film producer all rolled up in one well, if you were running a TV Commercial you think are
much investment and how all those different individuals will have to come together. And
yet, half a dozen influences could actually get the same result for a fraction of the cost.
Jordian Farahani 50:13
So then this leads, I mean, you've kind of been speaking about now but the last question
here is, what do you think the future of influencer marketing will be?
Gordon Glenister 50:22
I think it's got a great future. I think it will, we'll clamp down further on, on on the legal
aspects of influencer marketing so that the people like the asi Advertising Standards
Authority, and the other global authorities will look at influences that are not properly
disclosing. And then in paid for, or that there's been some form of brand coercion, because
it's important that we are very transparent, that if indeed, if you are following an influencer,
and you're believing in a product or something that, you know, you at least need to know
that the brand has been involved in some shape or form. So and I think there's going to be
some technology, which will bring out those people that are not doing that because the
good guys, otherwise, otherwise, the good guys that are doing this and not not being
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rewarded properly. So I think we're going to see that we're going to see much greater
diversity and campaigns. And that's already happening as well. And I think we'll see a
growth in b2b market b2b influencer marketing as well. So more more tech brands, finance
brands, all start to realize that actually, if we can work with FinTech experts, or, you know,
when we when we actually create a state of the nation report, then actually by having 10,
industry experts commenting or co collaborating on this is going to give us far greater reach
far greater clarity, it's not going to be just the corporate message going out there. So I think
that that will be good. I think massive growth in live streaming, live streaming and
shopping. It's already happening in China, where somebody dividuals are selling millions
and millions of pounds of stock. So the the, I think the e commerce revolution will be
significant. So to say it's already happening, I think the other big growth is influencers
creating their own brands. So enough of them just, you know, promoting their own
promoting somebody else's brand. Once they reach an audience of some size, then they are
a brand. And they've got all sorts of ways in which they can now create offshoot
Jordian Farahani 52:36
right and monetize monetize that. platforms, top platforms. I know you told me hypeauditor
anything else, you'd think you'd recommend me that you think I should check into this into
this law?
Gordon Glenister 52:49
You've got the book, there's a whole there's a whole There's loads in the book there. Okay.
Okay. Yeah. And just go to the back there, I've listed loads. So how on the back, okay, have
a look at our employees city is good. whaler is good and creator IQ is another good one. I
mean, some of them are basically discovery platforms, which is effectively like an address
book of organizations others are whole influencer marketing program campaign. So they'll
do the contracting, they'll they'll you know, be able to find the influencers, put them into a
process, it will create a brief because it's a contract and then do an entire evaluation. So
crater IQ, I know do that. I mean, it's about you know, like $20,000 or something for some
of these products. But there's there's around 1500, influencer marketing platforms that are
out there. You also if you haven't already noted, influencer marketing hub is one of the big,
big sites for data, you know, yeah, it's
Jordian Farahani 53:54
been it's been good for us for articles. Yeah, yeah. Yeah. anything, any, any anything else
that you can off the top of your head to guide me in my research? I mean, I know you've
you've put a tremendous amount of work. How long did it take you to write the book, by
the way?
Gordon Glenister 54:13
Oh, about 18 months old told me it was due to be launched in September last year, but in
the grip of the delays and the production schedules and all sorts of there was put back to
March this year. But oh, my God, there were moments where I thought, why the hell am I
doing this? This is forever. Yeah, but yeah, I'm very pleased when it actually came into
print. And when, when, when friends of mine family of mine has seen it. they've they've
they've almost been a bit shocked. They said, My God, this is amazing, you know, because
it's it's not like a self published book. It's, it's a book that would place in a university library,
you know?
155

Jordian Farahani 54:58
Yeah, I mean, COVID going pages is not That's no joke. So, I mean, I'm I'm excited to get
through it like I'm, I'm, what 70 pages in yet. So I'm still got a ways to go. But um, yeah,
Gordon Glenister 55:12
yeah. I'm impressed by the questions you've asked and the way that you conducted yourself
and you know, you should stay in touch because, yeah, you know, if there's, you know, if
you want to, if you want to work with me on a in even on an interim basis, yeah, for a short
period of time, even for a few days, I am i right now, I'm really up for that, you know, so
Okay.

Appendix E Interview with Craig Knox (The Corner UK.)
Head of Talent and Influencer Marketing at The Corner.
Sept 3, 2021
Date

Microsoft Teams
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Jordian Farahani 00:02
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Alright, so is it recording now?
Craig Knox 00:05
I haven't had a notification to say, Oh, yeah, I just said
Jordian Farahani 00:09
this. There we go. Amazing. Thank you. Alright, so I guess I'll start right from the
beginning. So this is a semi structured interview. I've prepared, obviously some questions.
And yeah, thank you very much for participating this interview. The purpose of the
interview is, is that I'm in my last semester in my master's thesis here at Reykjavik
University. My thesis is centered around influencer marketing. I want to examine the
success factors that can drive an effective influencer marketing strategy. And so here, it's
important to incorporate the perspective of influencer marketing agencies and experts, if
you will, as they support brands and develop the actual sort of strategy. So yeah, that being
said, Could you please state your full name and just maybe elaborate on your position?
With the corner? Yeah,
Craig Knox 01:09
that is correct. Yeah. So my name is Craig Knox, and I am the head of talent and influence
marketing at the corner. We are through the line creative agency, who specialize in all
forms of marketing and advertising. And obviously, my department is primarily responsible
for anything to do with influences, whether that's implementing marketing strategy, all the
way to influence the management as well.
Jordian Farahani 01:40
Okay, it's amazing Um, and so does your form your firm your from deals, obviously, with
everything? What is your experience then with influencer marketing, just even even before
you joined the corner?
Craig Knox 01:58
So I worked for an agency an American agency called pMk BNC, whose name I think it's
different now because they merged with Rogers and Cowan. But when did I first hear the
term influencer, I was working in celebrity procurement. So I was working with brands to,
you know, book, celebrity ambassadors for brands. And at that point, which was probably
in about 2014. Brands was still very much using celebrities, as their figureheads to market
their products in a quite traditional above the line advertising way. Social media, you know,
Instagram was in its infancy, Twitter was still being used. There was no guidelines around
you know, disclaiming ads, nobody really knew what that space was. And influencer came
in came as a term first of all in a PR sense. So you know, we used to start referring to
anyone deemed influential, not just kind of digital creators as influences.
Craig Knox 03:09
from there, you know, you changed sort of talent strategies became influencer strategy. And
it was, you know, how can we get PR for the brands that were marketing through
celebrities? And then how can we get digital coverage for the brands through digital
influences and on social media? And that probably happened in like 2015 2016, the word
influencer start get thrown around, you know, brands, were looking for influencer
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marketing toolkits, or, you know, strategies. And it became kind of part of our, our
offering. And then I joined the corner in sort of mid 2017 to head up
Jordian Farahani 03:48
so long before the term when it exploded. You were you're basically involved in it. Yeah
Craig Knox 03:55
definitely. I was it, the shift from celebrity to digital influences happened over the space of
like, a year or two. And then, and I kind of, I deliberately made the move to the corner, we
were actually called chameleon then because the I saw the opportunity to be working
primarily with digital influences rather than celebrities. So I was quite an early adopter of
thinking that that was kind of the future of talent, talent marketing or using talent to market
brands. So I'm glad I took us took a bit of a risk to get into into that.
Jordian Farahani 04:27
That's, that's really cool. We'll get into I'll definitely have to pick pick your brain on that
stuff little bit later. But how would you define influencer marketing?
Craig Knox 04:38
I think it's the process of leveraging, you know, the influence of individuals to market your
brand or your product, using their voices using their interpretation of your key messages,
you know, to to showcase your brand and product in a way that's more accessible. For an
audience, why do you believe the influencer marketing is gaining so much popularity? You
reasons. I think social media has evolved to be tailored towards influencers. And, you
know, has has given each of the platforms have now got even better tools for audience
interaction. And inevitably, people interact with people better than they interact with
brands. And brands know that. So, you know, they want to use the interaction tools that the
platform's have given them. And the most authentic way to do that is to to work with
people rather than trying to necessarily use their own brand voice. And I also think people
will never fully trust brands. And I think people are still wary of trusting influences, but
they trust them more than they trust brands. So true.
Jordian Farahani 05:58
Is there Can you elaborate on the type of influencers that your firm in particular works with
if there is any? Yeah, I
Craig Knox 06:06
mean, so we, they're mainly digital creators, digital content creators are the people that we
sort of specialize in YouTube is people that are big on tik tok. I would say Instagram is the
bread and butter of influencer marketing still at the moment. And I think that's largely due
to the Facebook company as a whole ensuring that they don't lose that foothold because it
makes them a lot of money. But the tik tok space in the YouTube Space still have like a
large part to play with an influence marketing. So yeah, digital creatives across a variety of
platforms and across a variety of lifestyle fields and speciality.
Jordian Farahani 06:43
Okay. And also would would, would you deal with like, if we classify sort of in, in the in
the consumer side of influencer marketing, like mega influencers? Or do you work with the
smaller nano or micro influencers? Like,
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Craig Knox 07:02
the full spectrum, you know, because of the variety of briefs that we get, you know,
sometimes it needs it needs a traditional celebrity influencer. And sometimes it needs a
little bit more kind of gorilla on the ground nano influencer.
Jordian Farahani 07:16
Okay. Which, what are the advantages and challenges? Using, you know, influencer
marketing, God, the advantages and challenges, I can name below the channels.
Craig Knox 07:33
I think the advanced disadvantages are that the audience gets to hear from someone that
isn't the brand talk about how great the band is. That's, that's a decent advantage. It's like,
leaving a review. Yeah, these people are being paid to give their opinion. But if you're
following an influencer, and you really trust them, and you know, that wouldn't just work
with anybody, they've only worked with people they think, are genuinely good, and you
still trust their opinion. So think the advantages are getting the opinion of someone
influential, it's not just the brand to sort of say how good you are reaching an audience that
you you can't reach without them. You know, if you're trying if you're a new brands trying
to crack an audience, or if you're an existing brands trying to reach a new audience or reach
a different demographic, you know, there aren't that many ways to reach them unless you're
using paid media. And people ignore paid media, whereas people still pay attention to
influences. So that's another advantage. And I think getting getting better brand awareness
and brand engagement. So you know, so many brands have done incredibly well out of out
of influencer marketing, because, you know, some people only know brands existed
because they've seen influences wearing them, or influences using them, they wouldn't have
known, it wouldn't have had the same cut through if they haven't used influences. And then
finally, I guess it's, it's more cost effective than traditional advertising. It's still relatively
inexpensive in the grand scheme of things you can get a lot for your money, particularly if
you go down the nano and micro influencer route, you can get so much content for your
money, not just the reach, you know, you can read you can utilize their content, your own
channels, if two birds with one stone, I think the challenges are, you lose some control. And
that's, that's the heart that's the hardest part of our job is explaining that to brands who like
to be in control. It's like you're giving up a little bit of creative control here. You can brief
them all you want, but they're going to do what they think is best for their audience. I think
it's a crowded marketplace, and there are off for every 100 influencers, maybe like 10
actually get good engagement and actually move the needle on sales and are you know,
have some longevity and will probably stick around and become even more successful. So,
you know, finding the right people to work with is such a challenge and I don't think it's all
about The numbers and the metrics. I think there's so many agencies and tools out there that
say we can help you find influencers really quickly, but they're just focusing on the
numbers. And there's so much there's so much more than to it than that. There's, there's a,
there's qualitative aspects to it. So I think the challenges are rife within that as well, with
kind of weighing up the quantum Kwan. Why you work with someone? Yeah, there's,
there's, I mean, an explosion of tools out there now that help you. I mean, yeah, qualify the,
the audience of an influencer? Do you do you guys particularly use any any any tools, or
we've used loads in the past, we've used up Fluence hypeauditor, celebrity intelligence, you
know, and they're good tools for instantly seeing the stats of people and comparing this
159

people stats and engagement rates, and, you know, audience likes and dislikes, but they
can't tell you really anything about that person or the content, Stan. And, and a lot of it is,
you know, if we work with people, and we really like to work with them, we'll probably
work with them again, because they're, they've had proven success. So those tools,
sometimes you can become really bogged down in the numbers and forget that. It's not
always about the numbers.
Jordian Farahani 11:22
Right. When working with influencers, how do you ensure that they're utilized in the best
way possible to achieve the desired impact?
Craig Knox 11:34
I mean, that really depends on the brief, I think. You, you have to start with what the brand
is trying to achieve.
Jordian Farahani 11:44
What are most of the companies that are coming to you to to your your company? What are
they? What are they saying? Are they just send a you know, drive us? We want some
ecommerce conversions? Or like, what is the what are most of the briefs that you guys are
dealing with?
Craig Knox 12:00
The easiest briefs are awareness brace, you know, that's what influence marketing is best at
the hardest briefs are sales. So literally having to do you know, having to move like sell
products is definitely a trickier brief than I think a an awareness brief. What was your
original question on that?
Jordian Farahani 12:22
Yeah, just ensuring that you're utilizing? Or when you're working with the influencers?
How do you ensure that they're utilized best to achieve sort of the desired impact? So?
Yeah, yeah, I know that previous people discussed a lot about the challenges with like, the
creative freedom and, and brands being too explicit with what their, what they want from
that, in terms of the content.
Craig Knox 12:52
The toothpaste, the process of casting and the process of briefing are the two main
processes that are going to be like, that are going to be key to that you've got to cast the
right people straight, straight away. And if you haven't found the right people, then it's
never gonna work. Like you can't come to somebody with a very specific brief or a very, or
a very specific look and feel that isn't going to be right for their channel. And they're never
going to be able to make a round peg fit through a square hole or scrubbing through a round
hole. So it's, you have to cast them, right. So if you're going for a certain content style,
they've got to be the type of people that can produce that. And then the briefing has to be it
can't be really, really loose, it can't just be do what you want, which some people try and
do. And then the influencer is actually like, Oh, I need more direction than this. But
equally, if you give too much direction, then you might as well hire a photographer to shoot
yourself. So I think the most the best, you know, the best thing to do is nail the casting
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process and then nail your influence the brief so that it's it's got the right amount of
flexibility in it, but equally has enough direction for them to tip make it a success.
Jordian Farahani 13:58
Does does that process start then? With what type of like from the agency side? Do you do
figure out what type of content you you? You guys want to produce? And then and then use
that to sort of guide you and your influencer sort of discovery or?
Craig Knox 14:17
Yeah, definitely hundreds. it more and more. Now Actually, I'm seeing that. The briefs that
our clients are coming to us with are essentially contemporaries, their content creation
briefs, rather than we need to sell product or we need to raise awareness, they need content
made kind of cheaply and efficiently for their own channels. So a lot of a lot of people are
using influences as production tools at the moment. I think lockdown and the pandemic and
the lack of budget is a real things that have played a part in that. So they'll come and say we
need weeds and lifestyle content for our brand channel that shows the product in this
setting. And with this, do you have any influences that could create that content and then at
the same time, obviously, we'll get some Some reach and some engagement at work from
their audience at the same time. So yeah, that's that's what the main ask is at the moment.
Jordian Farahani 15:08
That kind of leads into the next question, which is how do you ensure the right right match
between the firm and the influencer? But I suppose if you're starting with the, with a
content brief that kind of solves that,
Craig Knox 15:21
yeah, yeah, it's got this mixture of the the aesthetic has to match. And then the audience has
to match what they're looking for. And then you and then the engagement needs to be good
enough as well. So
Jordian Farahani 15:36
um, if you're not starting with a with a with a content brief, are there other other cases
where you're starting your path to sort of leveraging influencer marketing is maybe
nonlinear or like you arrive at? Is there instances where it's in your strategy all of a sudden,
okay, we need this. You know, we can maybe tap into influencer marketing for this part of
the strategy. And how would you guess if you're not starting to brief that with the content?
How do you ensure that the brand and the influencers align?
Craig Knox 16:22
So I mean, you said something there about it being a sort of part of a response to brief and
that happens a lot, I think. Sometimes we get, we get approached by brands with quite a big
brief that doesn't even have the word influencer in it, and they'll be like, we need to change
audience perceptions of our brand. We need to we're going through a total rebrand. And it
changes perceptions, or I think someone's about to bring on my doorbell. Sorry, I think the
postmaster Sorry about that. Yep, no, yeah. So um, sometimes we, you know, we're
providing solutions for our clients that aren't necessarily influencer marketing, focus, and
then we'll think implement, some need to be part of that mix. So then you have to consider
how it works with a wider campaign. So if we're doing, you know, an ad, or if we're doing,
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like a social media campaign, with our own content that we're going to create, then we have
to find influencers that complement that and making sure they match up. Yeah, I like I said,
it needs to be the content aesthetic needs to be the same fit, the tone of voice needs to be the
same, the they need to be within the following range that we've decided will be effective for
this campaign. So if it's sales, then then you know, we actually tend to go for smaller
influencers, because they tend to be better at, you know, getting people to buy what they're
saying, if it's just awareness, them attending to go for bigger influences. We always speak
to the influencers, or if they're managed their management, before we commit anything,
because you get a good sense of how easy they're going to be to work with. That's such a
big part of it. You know, we don't want anyone that's going to be a nightmare, that's gonna
miss deadlines, we don't really want to work with them. So we try and get a sense of that
before we commit to anything.
Jordian Farahani 18:34
Why? Why do you think there's this sort of inverse relationship between engagement and
number of followers, so why you said there before, and you get much better results with the
nano and micro, I think
Craig Knox 18:48
it's trust. And this smaller influences, there's a level of personal ability there because you as
debt follower, a part of a smaller crowd of people, and therefore you feel more seen as their
audience. Whereas if you're following someone who's followed by 3 million people yawn,
you're like, well, they're never gonna notice me. And they're not really actually like
marketing to me, and this isn't a This isn't a personal relationship or something based on
interaction, you know, they're just, they're just shouting with a megaphone from a rooftop
to millions of people. Whereas if you're, if you're following someone with 10,000,
followers, everything they say you feel it, you feel part of that conversation. And I also
think that at that size, influencers are able to interact much better with their followers and
their follower base. So they actually they do they put a lot more effort into the interaction
with their followers and therefore, you know, their followers, they think that these people
are their friends, so they trust them.
Jordian Farahani 19:47
That's, that leads into the next question with how do you believe that influencers
established a relationship with the followers
Craig Knox 19:55
I mean, interaction is absolutely key to it. You know, I even know really big influencers
who will always dedicate the first hour or so after posting to reply to comments and, you
know, interacting with their followers, I know big influencers who have group chats on
Instagram with their, like most engaged followers and actually talk to them directly all the
time. So, you know, the different kind of the main difference between influencer and
celebrity when that when the whole world merged together is social media allows
celebrities to talk to their fans directly, you know, the world of celebrity influence, prior to
digital influences was based upon you know, admiring people from afar, but now
influencers are just able to interact directly with their fan base and that's that's where that
entire things come from. That's where the entire markets boomed from.
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Jordian Farahani 20:57
Do you believe that there is there would be something like a core audience with with within
every influencers followings? Do you do you believe in something like that? Yeah,
Craig Knox 21:12
I think you see, a lot of people have second or third channels. So if someone has a main
Instagram feed, and then maybe like a secondary feed for, you know, something more
niche, I don't know, their pets or their food, or that, or whatever it could be the people on
that secondary channel, that's their core audience, you know, if they had 700,000, on their
main channel, and 100,000, on a secondary channel, that 100,000 that's their core audience,
because they really want to know everything that that person is doing in all aspects of their
life. Even the kind of niche specific stuff. So yeah, I definitely think there's a core audience
of, of people that interact the most with them.
Jordian Farahani 21:54
Do you when when you when you guys are auditing an influencer? How do you identify
that core audience? Or Yeah, and yeah. You saw, how
Craig Knox 22:11
do you identify that core audience, you kind of have to look, it's a mixture of things, you
can use some of the analytics tools, which things could be the backend data equally, you
can get the data directly from there, from the influencer, on what on what their audience
and like who their audience are. And we always ask for the stats directly from the
influences before we agree to work with them. Because sometimes those platforms are
wrong. And don't get it quite right. So we was asking screenshots of their stance. And then
you have to kind of look at the sort of content they're producing and how their audience are
interacting with it. The same goes particularly stories are really useful for that, because of
the amount of interaction tools that are available on things like Instagram stories, you
know, with like polls, and ask me any question and things like that, you actually get way
better insight from their recent story stats than you get from any of their main posts and
things like that. The other places is, you know, YouTube is a good platform for that,
because YouTube invites commentary from, from their followers in a more It feels like a
safer environment than Instagram, I think people are more willing to type longer comments,
and then the influencers are more willing to respond in comment form. I also think
YouTube in general, that's always going to be somebody's core audience, if they've got
several platforms, because it requires a little bit more time doesn't it to sit and watch
somebody to YouTube than it does to watch their short form content? So we always look at
across all their platforms, and all of the different tools on those platforms? Who's
interacting with them. So we ask for like a full breakdown of stats.
Jordian Farahani 23:56
And from your experience, are you seeing certain platforms are building different types of
relationships?
Craig Knox 24:04
Yeah. 100% Yeah, definitely. I think. You know, like, I was just saying, YouTube,
YouTube's there to make a real community feel in and tick tock is less about tech talks
about community feel, but it's about encouraging your average person to join in with the
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community. You know, YouTube is very much you're a watcher or your or your filmer.
You know, you're the person that makes videos to the person to watch the videos, tick tock
encourages anybody to get involved. Literally, you don't, nobody has to just be a watcher.
Like you can watch and then stitch two people and get involved in that person's content
directly at first, that you're a part of it. And then Instagram is a tricky one. Because
Instagram is like it's just becoming so shoppable. Now, it's it's a little bit less. It's been very,
it's more Basically Instagram. So it's become a bit of a shopfront. It's not as interactive as
the others
Jordian Farahani 25:10
are you you've obviously been been around in the in the industry for a while are you? Are
you starting to see trends that maybe hint at certain platforms losing their maybe losing
their poll with sort of like influencer marketing like I know Instagrams been sort of the
mecca of that for a while direct to consumer at least rent Do you foresee you know, it's sort
of retaining its its its sort of power in the in the influencer marketing space? Or do you see
trends indicating maybe? Yeah, otherwise?
Craig Knox 25:53
I think a good indication of that is how Instagram reacts to new platforms. And the, then
they saw Tick Tock. And when we're gonna make reels, they, they're good. You know,
they're, they're big enough bully in the marketplace that they can, they can either destroy
the new platforms by the new platforms, or totally copy them to retain that their base. And
what Instagram needs to decide is, are they a platform for creators? Or are they a platform
for brands? And that's what they don't they can't decide on that, you know, unofficially,
their platform for brands, really, they make their money through brands? But they would
probably say, No, no, we're all about our creators, you know, YouTube's a platform for
creators, although they have their ads, and they do their ad revenue. And there's an entire
demand for that. YouTube's community is tailored towards its creators, because they know
that that's what makes them success. And whether that's for from original programming, or
whether it's simply your old school YouTubers. So I think to understand what's going to
happen with the future of it, you have to look at how people's position how people have
reacted so far, and how people's positions have changed. And I think YouTube's always
YouTube and Google, as a company have always said, we're about we're about the
consumer in the community. Instagram and Facebook, have always been about the brands,
and tick tock can't decide yet. And I'd be really interested to see where that goes. And I
think the future of it will be other big tech companies will want a piece of the action. And I
think you can look your use look to China, as a as sorry, it says Bad, bad network quality.
Can you still hear me? Right? Yeah, I can still hear you. All right. Yeah. It's, I think you
look to China to see what the future is going to hold. I think like their online e commerce
platforms like Alibaba have built in. Like, influencer, like an influencer platform onto it.
And it's something that I think Amazon will copy. And they started to try and copy with
their lives, live streaming for influences. So I think you'll get the shopping platforms will
start to build in, you know, influence attack, you know, and that will grow in popularity.
And so people will, you know, popular Instagram influences will start to build an Amazon
profile, that people can just follow them on the shop, you know, instead of Instagram and
going to the shops, they'll just be like that, follow them on the shopping platform. Now.
instead. It's sort of what D pop does in a way, almost.
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Jordian Farahani 28:44
Yeah, that's right. And more and more tech companies popping up and platforms like that
are just popping up. Alright, we're almost down the stretch here. I'm going to go back
actually to the couple questions on the influencers and the relationships with the followers.
And then and then I'll, I'll actually come back to this about the future of influencer
marketing. But question would be, after an influencer has established a relationship with
with their follower in terms of trying to influence a behavioral outcome so to you know,
whether it's drive a click to a website, or whatever it is. Do you believe that they need to
persuade their, their if we're thinking about their core audience, do they need to persuade
them or if they've perhaps already have a relationship with them? Will they just take their
sort of that word of mouth, you know, like they would a friend.
Craig Knox 29:54
I think it defers influencer to employment. So if I'm honest, I think I think it depends how
many brand ads they do to be on as well that if they're posting a lot of ads, then it's gonna
take some persuasion for them to, you know, want to their audience to want to buy it. And
because different influences out there for different things, you know, if someone posts
loads of ads, all of their followers know, right, you know, I'm here for consumer advice,
you know, I'm here for you to tell me what I should be buying next. In which case,
probably don't need to persuade them that much, because you're following that person, you
know, they're just gonna be selling to you all the time. Or at least making you change your
purchase behavior, or at least making you consider what's trendy and what's not and what
you need to be buying next. I think if that if you're not as well established as being someone
who does a lot of ads, it might take a little bit more persuading to say, you know, here's me
doing an ad, here's me selling you something even though I don't normally sell you
something, you should buy it. So yeah, and that's an important thing to think about when
trying to identify influencers to work with, especially if sales is your is your main KPI
which, and that's the trickiest KPI to hit, you know, a lot of the time, I would always say it
depends on the product as well. You know, shifting sales on a high price point product via
influences is just like, really, whereas if you've got a low price point, easy to purchase,
without even having to consider it product, influencers will sell 1000s of it. Yeah.
Jordian Farahani 31:42
So influencers obviously have different domains of interest. And then and then people
obviously follow them for various reasons, right entertainment or information. Are there is
there any sort of are there reasons that people follow an influencer? Are there any of those
factors that would contribute higher to sort of purchase intention? So yeah, like, if I'm just
following you, because I think you ever to get style or your your posting style advice,
clothing stuff?
Craig Knox 32:24
Yeah. I think yeah, I think if you like, sort of a little bit like I was saying, like, if you're an
influencer who's posting consumer advice in a certain category, then their purchasing
power is higher rating because they're like a shopping channel. Right? If you're just posting
nice pictures, then people are following you for the aesthetic. They're not really or if you're
posting nice pictures of yourself and you're like an attractive person, they're following you
for your personal aesthetic then sort of not necessarily following you because they want to
buy what you're buying they just want to look at what you're posting. So I think you know
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categories of influences the beauty industry will always have good selling power from
influences because we've convinced ourselves as a society that we should pay those kind of
prices for beauty products and everyone just does it so that will always have high selling
power beauty fashion will as well and parenting because no one really knows what they're
doing still and then fitness, I think it gets a little trickier, I think you have to there are so
many areas of fitness you have to tailor it to certain areas fitness apparel does well
supplements okay fitness tech is quite tricky to sell and then it slides down sort of the scale
from there you know, into different categories. So, I think I think certain categories
performed better than others for influencer marketing just naturally because of what we
know what can be done with them.
Jordian Farahani 34:07
And what what what factors or components must must be a person if possess too big to
become an influencer or or an influencer must possess
Craig Knox 34:19
well, because we manage influences as well, I can I can answer that with some conviction
works with influencers on a daily basis as well as doing this strategy for brands. They
you've got to work hard, like it's so hard it's really it's it's such hard work to be an
influencer and that sounds ridiculous because they get paid a good amount of money and
they get a lot of stuff for free. But it's it's so much content, you are what you have to be a
one man one woman content machine. So you've got to be working hard with a frequency
of content. You've got to be reactive to trends people it's gonna be reactive to what works to
your audience because if they start right To wear something called humara. You can't be
stuck in your ways, you've got to be fully adaptable, because there will always be a new
platform. And there'll always be a new tool and you've got to learn how to use it and adopt
it quickly. You have to be pretty fearless. And try things that might not always work. You
can't be scared of being embarrassed. You need to have the time to interact with your
audience. You need to listen to your audience because that's what's going to make you
successful. You need to be picky about what brands you work with and put your name to
because once you have grown an audience, you need to keep that audience you need to
keep that audience through being authentic. That doesn't mean you you have to stick to
your guns all the time you can change and your audience will change with you. So yeah,
lots of lots of different factors to be successful influencer. That's that's what happens
overnight more on Tick Tock but then a four way you get so many people get pretty big
pretty quickly on Tick Tock just by being young and sort of on trend. The true test is if you
can convert that audience to another platform like I would not sign anyone for management
who was purely big on Tick Tock you'd need to have a decent Instagram or YouTube
following for me as
Jordian Farahani 36:22
fascinating is that just because it's it's not really viewed as a sort of like a
Craig Knox 36:27
it's not as professionalized as some of the other platforms in terms of just think it's about
how the platform works. You know, you following somebody doesn't necessarily mean
anything on Tick Tock because you're still going to be you scroll content of people you
don't know all the time. So it does is there's less dedication, it doesn't it does not very
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doesn't take much to follow someone on Tick Tock is the real conscious choice to follow
someone on Instagram because your feed is really only made up of people that you know a
lot of the time, whereas the tick tock feed pushes you to just explore and explore and
explore and explore content doesn't have to be from people you follow, although you'll get
served that so it takes me more dedication to follow in to follow someone on Instagram
than it doesn't Tick Tock takes even more dedication to follow them on YouTube. So and
then that translates into how likely is this person going to be to buy something that you're
selling? Tick Tock is so good for awareness of product but not as good as sales. YouTube
is very good for this setting.
Jordian Farahani 37:30
Could you comment on what factors do you think make an influencer likable? I know you
did. You did talk about some of those things in the in the when you talked about how they
you know sort of what factors they need to possess to sort of be a influencer, influence
people and persuade them but is there anything else you would you could you would maybe
add on to that? Just when thinking about sort of likability?
Craig Knox 37:56
I don't know if likability factors into being an influencer? Because like some of the biggest
influences in the world, not like like, like the Jake and Logan Paul are not likable. The
Kardashians aren't really very likable, but people follow them. They have huge influences.
So I actually I don't think likeability has anything to do with being an influencer. I just I
don't think you need to be likable. I think you just need to. You just need to understand
social media and what people want to watch. Because sometimes people want to watch you
because they don't like you. Yep. Yeah, no, that's that.
Jordian Farahani 38:39
That's great. I mean, that's kind of my my, my research interest, which what I what I've
found is that it's the past research factor has likability in these quantitative models, as you
know, leading to as a mediating variable, like leading to person tension. And it seems to me
that, that it's, yeah, it's it's it almost doesn't make a bunch of sense. So that's cool. They
don't need to be likable. Yeah. All right. Well, that's really cool. Last question, then the
future of influencer marketing, what do you what do you think? Yeah,
Craig Knox 39:21
I think I mentioned it earlier. But I think that the big retailers will take back control of, of
the influencer space, and they'll develop their own tech that gets influences creating content
directly on their own shopping platforms. So similar to Alibaba, and Amazon, who are the
huge retailers get, you know, they have their live streaming influences doing unboxings on
the platform. So I think that's one future there will be the big big brands and the big
shopping platforms, trying to bring influences to That platform and have a profile on that
platform. I don't know if you've seen but like, I worry about C based e based in the UK in
Iceland. And Iceland finds that there's a there's a holiday brand here called Thomas Cook.
And they they have launched their own platform. And it's like, a shoppable holiday
platform and to find out what it's called for you. Yeah, that'd be cool. I downloaded it.
Because we had a client do some stuff with them. It's Thomas Cook. Thomas Cook. Yep.
So th o m. a. s. Thomas Cook. And the and the app is Thomas Cook. But it's like content.
Oh, and it's holiday contemporaries. shoppable. So you can click and go and see the
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different holiday people the buyer? Well, this is one talking about the brands are sick of
relying on the image on the platforms to market themselves. So they're just going to create
their own platforms. And that's wait. Oh, is it just Thomas Thomas Cook app? Yeah. So
app, my holiday app? Is that what it is? whereas my app store? Thomas Cook. Looks like
this, that little logo there. Yeah, okay. So thanks, sensors. And the good thing is, is well,
you don't even have to book a holiday via Thomas Cook, you can book it by a different
holiday brand on there. But it's by then then as a travel provider, and so then they can take
commission. And what they launched it by getting influencers to join the platform, hosts
their holiday content on the platform to flood the platform with content and then cross
pollinate it to Instagram and say come sign up to this platform to see all my travel content.
Jordian Farahani 42:02
Interesting, with the explosion of obviously, anybody can be an influencer and anyone
possesses influence. Do you see the industry of just influencer marketing going in some
direction? Like with even professionalizing? Like getting rid of? I mean, there's a lot of
people that try to be Yeah, I mean, you there's obviously a difference between, you know, a
professional, real professional that you deal with, and then just someone who is maybe just
has a big following. Will there be any, any kind of professionalisation? Do you think that'll
happen in the industry, kind of maybe. I mean, when you say to, to sue sort of a b2b
professional, influencer marketing, they think of like a 22 year old or a young through
middle 20s, like good looking person posting on on on Instagram that has a massive
following, like hard to maybe convince those executives the value of what's your
marketing? Do you think there'll be any changes to maybe even the term influencer
marketing or? Hmm, I mean, I
Craig Knox 43:30
think for me, the influences will start to go a lot, the majority of influences have quite short
shelf life. And there's a huge boom, but you know, they fizzle out, then their options are at
this dead, basically, you've got two routes for to make a future as an influencer. And I can
only do this because we manage influences. And so we're always trying to future proof our
talent, you go down the professional route. So you become a professional content creator,
and you get hired by brands to do their videography, or do their photography, or to be their
creative director, or to come up with their social strategy because you know how to do that.
So that's one route for when you're sick of posting about yourself as an influencer. Moving
forward, you have all the skills required to market a brand on social media. So you can go
in and consult with brands on that, or you can shoot for brands with that. The other route is
you just become a full on Celebrity. And you launch IP. So you create your own brand,
because you're sick of selling other people's. You create your own everything, you make
your own business empire, and they're the two options I think you have as an influencer in
terms of having career longevity. So when you ask about it being a professional, No, I
don't. I don't necessarily think so. Because there's there already are two professional routes
for you to go. You become your own business and your own brand and you sell your own
products. You know, you create your own IP and you have you know, you eventually stop
talking about yourself as much as social media or you start fully working for a brand as
their creative director, their creative consultant, their social media strategist. And again, you
back away from the spotlight in that sense, and you just work for that brand so
Jordian Farahani 45:19
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amazing. That's all I have. And I thank you so much for for doing this with me. That's
amazing. Um, yeah. If you'd like a copy of my thesis, I can send that to you. Yeah. till
December, but
Craig Knox 45:40
yeah, for sure. I would love to see a copy and good luck with it. And if you have any follow
up questions, or you need any more info, then just drop me an email. Amazing. Amazing.
Thank you so much. Thanks. Really appreciate Friday and have a good weekend. It was
nice to meet you too. Nice to see you.
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1:03:00 minutes
Duration

Jordian Farahani 00:07
Did you get the notification? Yes. Yeah. All right. All right. Well, we’ll just get right into
it. I want to be super respectful of your time. So I’ll try to get this done under 40 minutes.
Okay. Yeah. All right. So yeah, thank you for taking part this interview. My name is
Jordian. I’m a master student here at the University of Reykjavik doing my thesis on
influencer marketing. So, part of the first part of my, my, my study is qualitative. So doing
interviews with with people that are experienced in the industry. So if you could please
state your full name and elaborate on your experience with with influencer marketing as
well as your firm Takumi that you’re working with?
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Jim Meadows 01:01
Yeah, for sure. So I’m Jim meadows. And I’m the Chief Strategy Officer at Takumi.
Previously, to set up in with Kimi for about 13 months. Prior to that, I ran my own agency
called commit which was also a technology provider in the creative space. Previously to
that, I worked for a couple of years in products and strategy at the my clever group, which
was one of the UK is first dedicated social businesses. And prior to that, I headed up social
media and community at Virgin Media in the UK. So I’ve been working in social media
since around about 2010. So over a decade now, feeling very old saying that. And this, you
know, came from the Virgin Media Team kind of setting up channels for the first time so is
there you know, the day we set up the first Facebook page for that company and have
worked? Yeah, I’ve worked in in social and influencer ever since Really?
Jordian Farahani 02:33
Okay, that’s great. So you gotta, you’ll have a lot to say. Alright, so why do you believe
influencer marketing is, is gaining so much popularity?
Jim Meadows 02:44
Um, I think there’s a, there’s a, there’s a few. There’s a few real reasons why influencer
marketing works, I think, you know, if we look at the basis of marketing, and you look at
something like how brands grow, we know as marketers that we need to expand the volume
of people that see our content. But at the same time, you know, mass, mass appeal
advertising is, is it’s fairly time consuming. And influencer allows you to reach into
communities of people that you may not normally reach, at scale, very affordably, and with
the kind of halo effect of the Creator on your brand, so that you can actually reach into
these communities with a credibility that you may not have been able to, if you were to
kind of just advertise direct in those channels.
Jordian Farahani 04:03
So how would you you’ve kind of I a lot of my questions might you might feel like you’re
repeating a lot of things. So just bear with me, please. But how would you you’ve alluded
to a little bit there, but how would you define influencer marketing?
Jim Meadows 04:16
influencer marketing is well for me is working with you to utilize in someone who has
grown a community or fund to deliver brands product or advertising messages to their
community or in brackets, utilizing creators to create hyper relevant content for specific
niches. And I say those two things because they’re actually fairly different processes. So
Yeah, it’s, you know, you’re either by an influencer for the ability to touch on a specific
community. But with the advent of being able to boost and promote posts outside of that
network, we’re also using kind of influenced so creators to create very kind of authentic,
hyper relevant content that we can, we can now extend the reach of outside of those
communities to a broader audience.
Jordian Farahani 05:35
What are the major advantages?
Jim Meadows 05:39
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Um, well, I think, from my, from my perspective, I think, you know, social media really is
where people are spending an awful lot of their their time. Probably much more time spent,
within social apps, I don’t know the figures. But I’d imagine especially with young people,
there’s a lot more time spent within social communities than kind of watching linear kind
of television.
Jim Meadows 06:28
are interrupting, you know, news feeds, with product messaging, you want to be fairly kind
of respectful about the mode that those people are in and working with influencers, you can
kind of get that you’ve got a real opportunity to get that right to actually get your products
out there in a way, you know, that isn’t just kind of a digital billboard, but something a little
bit more meaningful. There’s also, you know, an aspect of trust. So, we know, and we’ve
done some research, and I can send you a couple of white papers, we’ve got another one to
be amazing. Yeah, we’ve got we do one every year, that I did last years, during this years,
which I think will be released by the end of this month. But we know, we know from that,
that, you know, especially young people, Gen Z, millennials, you know, they trust
influences, the trust influences significantly more than they do brands at the moment. And,
you know, where you’ve been, you know, trust social media and influencers as a source of
news above kind of news outlets and newspapers, right. So I think it’s important that brands
look to influencers that share their their values, and you know, the partnerships themselves
have to be super authentic and open and clear and transparent. For that trust for that trust to
continue and to purvey you know, the right messages and the right endorsements into
brands. What are the biggest challenges and using influencer marketing? So the biggest, the
biggest challenge for me trying to sell influencer marketing is is the fact that it is probably
the only media that a CPM level includes the cost of the creative development. So one of
the kind of blocks that we always have with, with clients and bigger organizations is that
once you when you look at the kind of cpms of different media, you know, if you were to
go to a social agency and you wanted to run a campaign using you know, video or
photography or design, that aspect, that creative aspects, will be in a different kind of
budget sheet somewhere. And that, you know, the figures that get presented back to clients
will just be the, you know, the paid media amplification, maybe blended with some organic
or whatever. And those slow cpms and those kind of programmatic or media lead cpms are
always, you know, cheap compared to influence so which kind of includes the burden of
the, the creative time and it’s very difficult to scale. A variation of that So, for example,
you paying a creator for reach and also comms and also the content production, but it’s
very, very difficult to kind of scale the back a standardized creative price on top of kind of,
you know, performance based results to kind of get a true indication of that. So difficult to
convey back to back to brands and CMOS sometimes, you know, the absolute value of, of
influencer. And I think the with, we’re starting to get to a point where we, we need to kind
of standardize a few things. And there’s, there’s many different reasons for that, and I think
we’re making headway but you have, the economy is changing dramatically with, you
know, web 3.0, or whatever you want to call it. And so you have influences that that have
been around for a while that are doing fantastically well, that have proved themselves time
and time again. And then you have kind of your smaller micro influences that are coming
up through the ranks. And from a brand perspective, following COVID, everything, you
know, is becoming way more kind of attribution focused and reporting and results, results
focus, less less about brand more about performance. And so on the creative side, you’ve
got kind of a lot of media attention on the fact that kind of influencers deserve to be paid,
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more creators deserve to be paid more, that given your creativity, as well as reach, etc, etc.
And to the micro influencers, you know, they see that and they see those messages, and
they know, they want to earn more money, and they demand in, you know, more money
from brands and agencies. And then at the same time, the brand, the brands, and the bigger
media agencies, so your publicists, urography, etc. You know, they’re trying to really, you
know, they think about influencer as a human media, which is, you know, my opinion, not
the way to think about it. And they’re just trying to optimize those cpms as much as
possible. So at the moment, there’s, I think, quite a bit of tension. In that with not many,
there’s still a few, but there’s not many other avenues for for creators to make significant.
Money outside of, you know, working with brands and brand brand advertising. So it’s
kind of come into a bit of a tension point, you know, there’s no, as I say, there’s no kind of
standard variable. The other reason that that’s important is that it’s going to become
increasingly important for brands to, you know, to kind of uphold their diversity and
inclusion policies to know that they are paying, you know, creators from different
backgrounds the same amount of money, right, because it’s just largely unregulated. So,
we’re doing some work at the moment to, to look at how we, we’ve developed an
independent ethics committee, and one of the big questions that they’re looking to answer
for us is how do we how do we do that? How do we respect that effectively everybody
every creator is is effectively you know, a freelancer but how do we make sure that we are
got pulled in for paying and, and across the, you know, across the entire spectrum, whilst
me in you know, several different interpretations of how much people should get, get paid.
And then, you know, on top of that, then what is the value for the brands. The other issue in
the UK, I mean, in the US Takumi have an incredible attribution offering. So something
that we’ve developed really hard over the last over the last year, which is with a an
exclusive agreement with verisk. So various courir payment provide kind of a payment data
company, and they record sales across over 500 of the biggest retailers. In the United
States, and there, we’re able to essentially look at the aggregate audience of an influencer,
see what where they’ve been spending how they’ve been spending over the past year. And
then we’re able to see if that audience post content makes a purchase in store or online. And
that’s done at an aggregate level. So we don’t know who’s spent what. But we know that
influencer a audience purchased, you know, more of a particular skew product at Walmart,
than influence a, b, and it’s, you know, absolutely fantastic issue, the issue that we have to
get that level of attribution in the UK is difficult because, because of GDPR, and a different
level of, of Kind of, yeah, data allowance for the people that hold that information in the
UK, the payment provider data companies can’t use that, that they can’t supply that data for
advertising purposes. So in terms of trying to measure attribution in the in the UK from
influencer, it tends to have to be online, we have to work, too, you know, with a brand’s
ecommerce team to make sure that we’ve got kind of we feed into their attribution
modeling. And that’s going to, you know, that can be wildly different depending on on the
brand that you’re working with. So yeah, I think that’s a bit of an issue already, but the, you
know, the verisk the projects that we’ve run with the various data, really do highlight the
effectiveness of influencer marketing and in delivering short term sales lift. I think our
average sales lift, utilized in those tools is about four acts. It’s been pretty fantastic. And
that’s across a range of products as well. So we’ve, we’ve, we’ve done it with, done it with
beer, we’ve done it with milk, we’ve done it with tequila, we’ve done it with car seats. So
it’s you know, pretty universally, in terms of what I’m seeing it’s, it’s showing that you
know, influencer universally can make a difference to short term sales left, for sure. Is that
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Jordian Farahani 17:51
Is there a consistent strategy that you guys are using, in terms of the numbers of influencers
you’re activating, or the number of followers or types of influencers that you’re activating
for those campaigns or?
Jim Meadows 18:04
Yeah, so if we use in the various piece it makes, you know, the strategy becomes clear,
very, very quickly. So you know, you want to take a look at the influences and look at the
kind of buying habits for their audience. So for example, if I want to sell let’s say, I want to
sell I’ve got a new tequila brand and I want to sell tequila in the US, I’m going to take
maybe about you know, 10 to 20 creators that we think would be a good fit. And we’re
going to run their audiences through through the various various data aggregated and that’s
gonna tell me that you know, influencer one, their audience buys alcohol fairly frequently,
or maybe influencer two not so much. And influencer one their audience shops at Walmart
way more than they shop at Target, to be able to look at some of these different purchase
points. So influence one, you know, you, their audience, are more likely to purchase on
credit card or make spur of the moment, justice, etc. So we can get a good feel of out of that
20 who we’re going to select, you know, for that campaign, in terms of picking influences
on reach, potential with you know, when we look at engagement, so we’re looking at how
effective the content is in making some someone respond. Because and we will always kind
of pitch, what we call a blended approach to to influence. So, you know, we’ll, we like to
go kind of mid to upper tier with maybe you know, 30% on a campaign, and then mid to
lower tier, maybe for the latter 70%. And that allows us that affords us to make sure that
we’ve got a volume of content, a decent volume of content, but that we also have, you
know, the higher reach the higher organic reach and engagement from the, the bigger
influences. And what we do, then we run that content. And once we’ve kind of seen how
that is performing, then we amplify the content. So we boost that content, putting obviously
more money behind the content that’s been most successful. And we just kind of extend the
reach with lookalike audiences of the, of the influencers follow him. Or maybe, you know,
we work with a brand to deliver retargeting as well. So that’s, yeah, that’s really the
approach there, it’s a little bit harder, if you don’t have that, you know, that insight into
how an audience spends, but to kind of facilitate that, in the across the rest of the world.
We’re looking at, we’ve got six years propack proprietry. Data now, since Kim has been
around for six years, and we hold, you know, data points of over, you know, 1000s, of
campaigns. And so we, you know, we’re actually, at the moment, due for launch in
November, we’ll have a data platform, which we’re actually I think Walker gonna verify
for us, which is utilizing all the historical data that Sukhumi have to look at, what’s you
know, what’s worked, when, and for what brands? What’s what, so that we can be a little
bit more predictive in that approach, as a bit of a work around as well. You know, we
always start with the strategy. So we do, we do social listening a lot on a lot of projects, to
establish, you know, who’s talking about what, you know, once we understand the, you
know, what the brand is, is trying to achieve, but who’s talking about what, who’s who’s
interested in whatever it is that we’re, we’re looking at tapping into, and kind of, I always
have an audience centric approach, right? You’re you you have to think audience first. So
I’m not, I’m not picking a creator on how cool they are, you know, how cool they are, how
good their, their content is, I’m looking all the time at the quality of their audience, and
whether that is an audience that we want to reach. So yeah, we use social listening to define
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groups, and push that we actually use pulsar, and a company called audience. So pulsar
allows us to read the internet, see what people are talking about, you know, see who’s
following a brand, see who’s, you know, responding maybe to certain topics or
conversations with different sentiment or different emotion, we can all those groups
through into audience, which helps segment them, but also applies IBM Watson. So that we
can see kind of get, get a good grip on behavioral similarities and behaviors. So
understanding the demographic but also, you know, as I said before, the stuff that we get
from various but getting an understanding of that purchase behaviors there in you know,
that further interests, overlapping interests and things like that, and we can kind of take all
that and that will help us shape a strategy shape a brief and ultimately find creators that are
going to deliver, you know, that are able to deliver to those audiences in a way that’s going
to be relevant. And then our You know, our creators Sukhumi prides itself on the quality of
its creators. So we only, I think accepted about 7% of the creators that apply to be in the
security community. And, you know, we’re looking at all sorts of things on that front,
there’s like a 16 step process from, like, a data perspective. So we look at kind of
engagements, any radical jaunts, we look at the followers, they’re assessed against follow,
you know, you know, fakes, bots, all that sort of stuff. We also look at the, how they’ve
grown. So have they grown, you know, fairly organically and true? Or have they really, like
overly gained their audience, using like follower groups, pods, anything, you know,
contests. And hopefully, you know, that, that means that, you know, they’ll typically have a
much higher engagement rate their audience will be, will be relevant as well, like, so one of
the biggest pitfalls in with influencer marketing, I think, isn’t follow up fraud. Yeah, I still
think that’s, you know, that’s important. I think it’s that, you know, if people aren’t using
the right tools, you could pick someone who’s like, based in the UK with a million
followers, you know, 80% of those followers could be real people, but, you know, then half
of them might be in the US market where your product isn’t available, or, you know, or in
India or in Australia, like, unless people you know, really honing in on who that audience
is. You know, it, it won’t be effective. It won’t be effective. So, audience first. And then
yeah, we go from take the strategy move into creative strategy. We’re trying to work
creative strategy out with with creators as much as possible. So that includes inviting them
into brainstorms and things and we agree day rates, we’ve been running a few programs,
which we’re calling collectives. In fact, we’ve got one on Wednesday, the output of one on
Wednesday for NatWest, which was a girl gaming collective. So NatWest one in wants to
break into gaming because they want to talk about kind of the financial scams and things
that are happening to creators in that space. And, you know, we put together a group of
kind of six girl gamers all from different slightly different backgrounds. We’ve done the,
you know, we’ve done the overall strategy, and we’ve used strategist to deliver that. But
we’ve brought in the creators to workshop with the Bratton’s talk to their audiences to
survey their audiences and to feed in with what is really going to help that brands Connect.
That’s right. Yeah, yeah, we’re actually going to be doing a much bigger project for the
bank, which is running their Youth Advisory Board, which again, is going to be a mix of a
mix of creators helping them with propositions for Gen X, Gen Z, Gen. Zed. And we’re
doing very Yeah, we’re doing similar things across a few more projects as well. But yeah,
being able to bring the creators into the execution rather than just handing them Mike a
brief, you know, his height and everything, I think at the moment. So
Jordian Farahani 29:05
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I spoke to a few people with obviously different different agencies and different different
sort of strategies. Some spoke about how having the creative lead sort of the discovery
process of like, what influences they want to go after. Once they figure out what type of
content they kind of they kind of need, is there a I mean, you kind of spoke about it there
with by having this vetting process that you can be has, I suppose your you guys have a
much quicker turnaround then by being able to discover influencers or you frequently work
with the same ones or
Jim Meadows 29:45
now so we’ve got I think, in the UK, I mean, we’ve got access to we’ve got access, this is a
different thing as well. So you meet a lot of companies that say we Ogilvy is a prime
example. This right if you look at any Ogilvy press release about influences. It always starts
with Ogilvy have access to over a billion influences, which are hard to believe, as it’s like,
one 1/7 of the entire population of the world. But a lot of a lot of influencer companies will
have like, you know, influencer search engines or other tools. Yeah. And people talk about
having access to x million influences and stuff. But that’s only access. That’s only like
contactable access. And of course, we’ve got that as every other agency has. But what we
have is a real thriving community of around about 30,000 influencers that are, you know, a,
tied into our platform via API, that we can, you know, we can track what we can amplify.
And that are in Yeah, that are engaged. And no, we don’t we work. I mean, you know, we
obviously, you know, you find some creators that are very, you know, effective for a
certain thing. We’re doing some studies at the moment, which, with a really interesting
company called this that, which are looking at kind of their an alternative to Nielsen for the
influencer space. And so we’re, we’re kind of understanding that, you know, in some
influencers are going to be able to drive sales, but other influences are going to drive
different lifts for brand and brand associations. So
Jordian Farahani 31:50
are there ways that you guys can that you’re finding that you can measure that through?
Yeah, what ways? I mean, I know. I mean, these days, a lot of people are trying to
qualitatively sort of vet their, you know, influencer audiences and stuff. But yeah, do you
have things to add to this?
Jim Meadows 32:10
Yeah, so I mean, this that is, is a really cool survey in school, they have a, they have a big
control group. And, essentially, we can, we can now kind of, if we’ve whitelisted an
influence, we can advertise to that influencers audience with paid media. And so we can
even see whether, you know, you’ve seen a piece of specific piece of content by that
influence in order to provide like the second part of the story and the retargeting, etc. So
basically taking that media functionality and survey in people that have been exposed to the
influencer, or certainly exposed to the content, or with, you know, a closed group, control
group, you know, we can sit, we can survey those people, or we can match the
demographics with the control group, we can get really, really close. And we can, you
know, we can ask whatever questions we want, or we’re trying to ask is, questions around
recall questions around brand perception, you know, post post content, questions about
recall, you know, affinities within the brand. So, you know, do you feel that this product is
comfortable, do you think it’s stylish, etc, etc, etc. We can do that in comparison to some
competitors as well. So we’re starting to do studies like that at the moment, to unlock kind
175

of who’s good at what, and of course, you know, when we find someone that is just
fantastic at driving a particular metric, we’re going to kind of, you know, we’re going to
and if they’re, you know, their values much the brand, we’re going to, probably going to
get a little bit more work than someone who is not showing that. But we do, you know,
we’re constantly recruiting new talent into into the community. And, you know, the number
one thing is, is making sure that the creator and, and the brand fit, you know, that they that
they do have shared values that they, you know, that it’s believable to the to the audience,
this is an authentic, you know, partnership. So, that comes first and sometimes for that to
happen, we might have to look outside of our community, but those people are Gonna go
through that, that that process also. So over time, yeah, we can be more efficient because
we’ve we’ve kind of got this compound knowledge that that the people that we use are a
good they’re not gonna some point,
Jordian Farahani 35:21
what are the most interesting findings as a result of the using this that the company and in
terms of some influencers drives certain metrics? Is there is there some really interesting
findings from that that you’ve come across?
Jim Meadows 35:40
So we’re only we’re, we’re, we’re currently working on our first first study, but I think I
can put you in touch with those guys for sure. Yeah, because they’ve, they’ve, they’ve done
a number, they’ve been working with a few different agencies as well. But yeah, very, very
interesting, I suppose in terms of the creators, but also in terms of looking at the content
styles, and things. And how you might like read brief creators in the, you know, in the
future, so I’ll take, I’ll take an example of something that we’ve been working on which I
won’t mention the brand, because I don’t know whether I’m allowed to. But it’s a new, a
new shoe, like, athletic wear, shoe, global brand. And they’ve really designed this range,
this almost sub brand for Gen Z, who would definitely not buy the original product. And so,
you know, we want to establish, yes, sales are important, and we kind of run in campaigns
in parallel. So we have a sales campaign, but we also have a brand awareness piece. And
we want to understand kind of how people are feeling about the kind of five principles
behind behind the brand. So comfort, style, utility, kind of street cred, I think there’s one
other. And so we’re able to kind of see who’s driven left across those five, those five
points. And also, because we’ve done the social listening, we understand who who the
competitor set is around those points. And we look at things like Google searches, for
example. So you know, we’ll see who’s the most comfortable shoe between x and y, and
we can look at in the search space, who is who is competing with them across those five
kind of brand brand points. And we can look at the content now that is more effective in
lifting those behaviors or the, the influencer that’s, that’s most likely to influence the way
that people think about each of those, those brand points, and we can also look at the
audience and see you know, what the, what the kind of purchase intent is, is like following
exposure to that content as well. So there’s, there’s just a lot more Intel becoming available
to, to run these Yeah, to run these campaigns. And that’s certainly been something that I’ve
enjoyed. Because we are we do leave a lot of the creative up to creators on the basis that
they know, you know, they know their audience, they know how to drive engagement or
they know how to reach a lot of people then I had to get a lot of likes on their content. But
this sort of thing allows us to just brief them better make sure that the content is going to be
effective and and impactful and it could be you know from I would say there’s there’s
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really three core elements when you breed a creator creative direction comes design and
create a selection There are three main things that you need to you know, you need to get
right and yeah, I don’t think I think creative directions always been a bit wishy washy
because you know the creator Do content needs to look like it authentically comes from a
creator. And if you kind of over engineer the creative direction, it’s not going to fit the
platform algorithms aren’t going to like it creators, like it their audiences, and it’s going to
fail. So there has to be that freedom. But if we can share some examples of things that have
worked at driving a particular behavior, or preference, or affinity, etc, then we can, you
know, we can replay that to the creators, and that they can take it on board and make it
more more effective. And what we can certainly get right is the comms design. So making
sure that, you know, if we’re running a consideration campaign, that we’ve got enough
messaging in there, that the messaging and the proposition that we’re asking the creator to
talk about is actually what what’s going on in the audience’s had, um, you know, you
know, say, I’m a YouTuber, I know that I’m gonna know the content that my audience
likes to see those think about this with fashion, right. So say, I’m advertising to mark, this
Nike t shirt. So I’m advertising this Nike t shirt, I’m gonna put it on an Instagram post to
my audience, which they very low. And, you know, I’ll know that if I work, I’ll know that
if I wear this at the gym, and I’ve got, you know, some great lighting, and I’m looking
amazing that my audience is going to going to respond to that they’re going to like and
engage. But I don’t know, then whether the light be just like me, or my followers, to the
light me to be like, the way I look to the light, my makeup to be like the gym, the fact that
I’m being healthy, there’s a lot of makeup to that engagement, it doesn’t tell me that they
like the T shirt, or they even understand the T shirt. Now, if someone’s in a consideration,
they might be thinking about this T shirt like, what is it heavy? Is it like, is it dry fit is so
um, I visit going to reduce how sweaty I get at the gym. And if we know that the brand is
kind of, if we can do this research and understand, you know, the creative left, we can we
can kind of understand well, how do we balance that creative direction out with columns
designed to actually make a piece of content that’s going to deliver, you know, in moving
someone up the funnel, rather than just awareness?
Jordian Farahani 42:56
Right? Yeah, yeah. No, it does. So yeah. So you, you, would you would you guys like split
tests, then different pieces of creatives? And you know, is it? Is it better if this is more a
front and center of the image, the actual image? Things like that, when you’re thinking of
when you’re speaking of Communication Design? Are you thinking your, your talk what
you’re talking about? You’re talking about non sort of written communication as well
within the image, right?
Jim Meadows 43:27
Yeah, yeah. Both? Yeah, for sure. You know, sometimes it’s great to put a lot of content
within depends what you’re going to use the assets for, as well. And we can’t forget, you
know, that, that the, with the ability to to amplify this stuff. The assets are important,
because you’re almost putting stuff into into a funnel. So, you know, if you can get away
with a creator talking about a product at length in a video, that’s absolutely fine. But in a lot
of cases, that’s just going to be a huge turnoff for our audience. So maybe it is, you know,
simplifying the visuals in order to get more written text into the post. And actually for
influencer a, that’s going to be more effective. But someone who is, you know, constantly
reviewing products or has a bit more of an open dialogue with their audience, maybe we’re
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putting more stuff in the video. And then there’s also the third point of, well, maybe we
need to create some assets that aren’t going to go in feed or on a story that we’re just going
to use from a media perspective. So that we can use in kind of retargeting that we can we
can use more kind of direct CTAs or pushes and stuff like that. So yeah, it’s just trying to
understand how all that can come together. Yeah,
Jordian Farahani 45:01
I, you have such so many good things to say. I want to make sure I asked a couple a couple
questions. And then I also want to pick your brain a little bit more on this research stuff
that. But how do you believe an influencer establishes a relationship with the followers?
Um, I think Yeah, right. Yeah. So I think I guess the first question too, is, because you’ve
got a lot of first hand experience like, is that even the relevant question like, in the
relationship with the viewers, is that the most important when driving purchase intention?
Jim Meadows 45:39
Yeah, I would say so. Yeah, yeah. Yeah. Yeah, I think so. Because I think that we wait, we
waste a thought so. Yeah, I’d like to say, No, I’ve always been, it’s just this battle, right,
this absolute battle, I think most strategists go through is that we know that really, you
know, look at how brands grow. Look at you know, really greens, we know that it’s just
about reaching more people, quite fundamental, they reach more people will sell more stuff.
But there is also a question of behavioral science. And when you, when you’re weighing up
a brand, or you’re weighing up a product, you’re looking at those kind of behavior, those
triggers that, you know, if you all go if you purchase and wear this brand, what’s that going
to say about you, and you know, that’s why we buy brands, and why purpose and values,
and everything is so important. And so influence as a part of that, if, if, if you’ve not seen a
brand before and they advertise to you on, you know, as a lot of kind of new fashion or
beauty brands will do on, on kind of Facebook and Instagram, with just product, the kind of
the first time become aware of that product, you like you, you just don’t know what it’s
gonna say about you, if you wore that, you know, that gym gear with the logo slapped
across it, you don’t know whether people are gonna see you as cool. Or, you know, the
brands gonna tell you that maybe they’ve got some sustainability aspect to the product. And
you can do a bit of research on that to validate it, but that’s kind of a long process, where as
someone that I trust and know, and, you know, have a perceived relationship with, if I see
them wearing it, that’s, you know, that’s that job done. You know, I can evaluate that brand
against that, that creators endorsement and think hurt. Yeah, holy shit, right? If, if this
ethical influences were in that stuff, right, that’s going to be cool for me. May, you know,
get it early, maybe not a lot of people have heard about it. And I’m confident that my
values and the triggers that I want to give off to the people are aligned with that product. So
I think the relationship is important in terms of how a creator builds that relationship, I
think it’s very different for different creators and formats. And that that now we’re in such
a place where where things are varied. You know, you can be you can be a fin fin
influencer on tik tok, talking about banking and finance, you know, that relationship is very
different. Maybe a mommy blogger, helping, you know, women breastfeed for the
struggling and stuff. So it really depends. But I think, you know, consistency is super
important. Consistently, posting Good, good, solid content, listening and engaging with the
community. So making sure that you deliver what that community wants. And I suppose
with consistency, there’s also an aspect of keeping it fresh. So I think, you know, the best
creators, I you know, that I think have grown really well tend to do stuff in almost a series
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mode, where they’ll test out like, I’m going to, you know, maybe I do a weekly blog, but
then I’m going to do like a 666 episodes, kind of series on X, Y, and Z. I’m going to see
how that goes. Or I’m going to start doing stories like this for 30 days, see how it goes. If it
doesn’t work, they’re gonna reinvent it. If it does work, they’re gonna, you know, take that
formula forward, and that’s, you know, I think That’s the kind of good way to deal with it.
And I think the other thing is around being human and transparent, like we want to, as
audiences, we want to know that this person is a human. And I think this is where, you
know, your love Island stars, your this is where we’re influences got a bad name from
people that just almost create a virtual, you know, a virtual environment? No. You know,
people talk about virtual influences, and can they be successful? And I think the answer is
yes. Because, you know, people like the Kardashians, are virtual influences, showing who
they are their true self or identity online, that, you know, they’re basically creating a
formula, so who cares if that’s a, some sort of anime avatar?
Jim Meadows 51:11
I think the more effective influences are people that that really, you know, are as authentic
as we can, can be
Jordian Farahani 51:21
as marketers, how would you quantify the relationship? Or how do you how do you best
measure that relationship? Obviously, you spoke about it a bit here, like with the
engagement rates, and like, which influencers can can actually make more conversations?
Would you say that engagement metrics have positive effect obviously on on influencer
relationships with their followers, and then that having a positive sort of direct effect on
purchase intention or higher? Brand lift? We have?
Jim Meadows 51:57
Yeah, I think that those, those engagements have got to be positive. And as I said, before,
it’s difficult to to understand, like the science of an engagement, and we have this, you
know, we’ve had this issue in social for, for 10 years, like, what is what is that? What is
that like, like, people hit like, for so many different reasons. So I think it’s a blend of all
these things, I think, you know, as a as an absolute starter, you need to look at engagement,
but also look at kind of sentiment on any, any comments and things like that. And there’s
some really good tools out there. Now, that also do not just sentiment, but they do kind of
mood analysis so that you can see, you know, via NLP, whether a comment is the person’s
right in it with optimism or excitement, of fear, or joy, or whatever it might be. And that
stuff’s pretty interesting as well. I mean, in terms of doing anything at scale, I think it’s,
you know, positive engagement, making sure you know, the reaches, and then making sure
that the desired outcome is there. So we do, you know, in outcomes, kind of, say, we have
maybe kind of five or six types of campaigns that we think know, can do well, and that
would be awareness, that would be engagement, that would be traffic. So we, you know, is
this campaign designed to create traffic? Or is it designed to do sales left? Or is it designed
to create amazing assets that are going to be used like in in an integrated marketing
perspective, campaigns can have variables of those things, but those actual objectives have
to be reached in in and measured in specific, specific ways. So, you know, I would say if
someone says, We want an awareness campaign, but we also want sales left, I’m going to
say, Well, how much budget Do you want to put, you know, what, what is the most
important to you? Where are you? Where are we going to put the budget because we’re
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driving to different objectives here. We need to know kind of what’s more important to to
you. And you know, those measures are very different. So, you know, awareness, we are
looking at CPM, we’re looking at reach we’re looking at impressions and engagement
we’re you know, we’re looking at cost per engagement engagements, etc. Traffic, we, you
know, we’re looking at, click through sales left, we’re looking at cost per acquisition. So it
really, really depends. But what we’re trying to do is build up the richest data set that we
can across all our historic work in order to kind of navigate the future Yeah.
Jordian Farahani 55:01
Amazing. Last question. I know with three minutes left, I think longer than I set up for that.
But yeah, and what do you think the future of influencer marketing the near future looks
like? Yeah, well, I think Yeah, well, I
Jim Meadows 55:22
think there’s definitely like, some separations gonna, gonna happen. So, you know, in a few
ways. So I think as everybody starts to become an influencer, and I don’t know the stat, but
I read the percentage of Instagram accounts that were over 100,000 followers, right? It’s
somewhere in the teens, right? She’s his heart like, feels high, right? Feels really, really
high that over 10% of Instagrams population, I’ve got over 100,000 followers.
Jim Meadows 56:06
as young people kind of onboard onto social channels, they can amass these audiences,
because you you’re at the point in life where you’re the most connected, you know, you’ve
got your whole school. You meet new friends All the time. And so from a micro influencer
perspective, what is the difference between a micro influencer and just a regular person?
And I think so in terms of that massive scale for people that are chasing the seap, CPM
have kind of for reach campaigns, they’ve got some really interesting decisions to make.
Do they work on a UGC? Program across customer loyalty circles that drive content and
assets for them? Or do they want to, they want to kind of pay and encourage micro
influencers? And what’s the authentic behind that? And I don’t know, the don’t know, the
real answer there. And I think you have kind of your bigger influences and geick always
kind of talked about category influencers and creators. So cat influencer, in my view is
someone who, you know, knishes down, maybe I’m a beauty influencer or lifestyle
influencer. And I want to, you know, my path forward. And I surveyed a lot of creators,
when I first joined to Kumi to kind of come up with this concept. But you category
influencers, they’re more likely to create their own product, or, you know, write a book or
something like that. And that’s kind of how they see their future of monetization. And then
creators that are creating just content for the audience. You know, the people that are
creating the new kind of TV, if you will, you know, those people are really looking at
interesting ways to, to monetize their, their communities and, you know, access to
exclusive content, collaborations and things like that. And yeah, I think those creators are
going to be extremely valuable to brands and agencies as we enter, you know, the
metaverse, whatever is and how that looks, you know, creators are going to be at the
absolute heart of of that, because, again, you know, social has been hard enough for abre as
I said, At the start of this social has been hard enough for a brand to enter niche
communities with credibility, when we open that up to Yeah, in the inside of video games,
you know, the concept of NF T and rise licensing and sponsorship and all that sort of stuff,
that sort of an AR and VR, all that kind of scale. Brands are going to need even more help
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to get into those to get into those niches and categories effectively. And so I you know, I
think creators really hold the key to a lot of that I think we’ll see creators coming up with
brands that you know, see that kill other companies with the right kind of back in
investment behind them. And, you know, the impact on on agencies as well as brands start
to get a grip on, on working with with with creators. Are they going to be happy paying
You know, multiples multiples of that money to a big holding group agency? I’m not. I’m
not sure. And then I also see, you know, the the rise in bringing creators in house and
Interbrand. So it’s a radical landscape. But I, yeah, I think I think it’s a wide wider, I think
there’s a wider kind of explosion with the gig economy and the new, you know, new ways
of making money, hospital culture, all that sort of stuff. But I think two things are for sure.
I think that creators are going to be the key to the metaverse because they have the fandoms
to kind of experiment. And I think the second thing is that I think, you know, the
generations to come, influence is going to be incredibly important. Their own personal
communities are going to be online, are going to be just as important as kind of our in real
life networks in terms of things like getting a job getting access to funding for projects.
Jim Meadows 1:01:18
yeah, I think it’s it’s that kind of social currency is going to be something that that really
impacts a lot of people.
Jordian Farahani 1:01:27
Wow. Well, I will. I mean, I will, if I could, if I could have you for an entire day to pick
your brain, I would. But thank you so much, Jim, for, for sharing with me today. It was
amazing. I will follow up with an email. And then if you could send me you know, that
stuff that you guys have been working on or if anything’s available, and then I’ll definitely
Yeah, obviously, try to keep me I’m really interested in what you guys are doing at
Takumi. That’s really cool. So yeah, thank you again for today.
Jim Meadows 1:02:03
Man. You’re very welcome. Very welcome. Yeah, we’ll take out some research and stuff as
well. And anything that we can go over here, I hope it all goes really well.
Jordian Farahani 1:02:12
Yeah, yeah, that’s cool. The second part of my research will be more on, though, we’ll be
doing conducting a survey and really trying to look at measuring actually, what I’ve been
finding in the research. Is this the idea of that parasocial relationship being formed with the
audience and then the influencer and and how to, I guess how to quantify it? And then also,
yeah, measuring the level of purchase intention there. So hopefully, that’s Yeah, yeah,
that’s
Jim Meadows 1:02:38
no if you. If you need to access creators, we do serve AR creators. So just reach out if you
have a need to do that. And we’ll see if we can facilitate it.
Jordian Farahani 1:02:56
Yeah, I mean, that would be that would be really cool. Yeah. Well, I think I think what I’ll
do then is I’ll send you over kind of Yeah. When I get there to that stage, which would be a
little bit a little bit from now, but yeah, and if there’s any way that that that collaboration
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needs to be sort of kicked back to you guys, too, with with whatever given creditor and
whoever, that would be amazing, but yeah, I’ll, I’ll definitely be in touch with you. And
thank you so much again, Jim. All right. So good. Okay, have a good day. Have a good
day. You too. By
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Jordian Farahani 00:02
All right. Well, I want to spend too much time talking about the nature of my research
project. Basically, it's Yeah, just influencer marketing, how firms are activating, you know,
influencers to drive sort of digital strategy. Yeah. And part of that is planting my research
questions with some questions is interviewing experts and people with a lot of experience
like yourself. So cool. So if you could, I guess just state your full name. And elaborate on
your experience with influencer marketing? Um,
Kerrie Daly 00:37
yep. Cool. So my name is Carrie Dane. I'm the founder of chi, which is a platform that
provides virtual talent management to influencers. And were at the MVP stage. So we're
really, really early on, we're going to be launching next q. So my experience, I basically
always work with appliances, I started out at Maker Studios, which is Disney's multi
channel network. And then I was a student at u one, which was, again, another massive MC
n. And I also was had a talent at sound bites, which was, well now it's now it doesn't really
have to count anymore. But it used to manage to create as an influencer marketing
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platform, and I guess my experience is just working with influencers on like, mass, massive
campaigns that have been worth like, you know, over a million pounds, then with massive
period through to working on like much smaller campaigns, with brands, and then also like,
just general talent management, etc, etc. So yeah, lots of basically everything that touches
influences, I've done it.
Jordian Farahani 01:39
Amazing. How would you define influencer? marketing?
Kerrie Daly 01:45
Is how that is a really interesting question. How did you find out it's marketing is using a is
getting a creator to leverage that own audience to create authentic content to naturally
market your brand? authenticity is the key word.
Jordian Farahani 02:10
Two part, I guess, to this question, some of the some of the questions will have a lot of
overlap. So bear with me on that. But why do you believe that influencer marketing is
gaining so much popularity? I mean, it's nothing new. We've been using celebrities and
blah, blah, blah for a long time. But why is it gaining so much popularity? And why do you
believe that it works?
Kerrie Daly 02:33
So I'll answer the second question first. So why do I believe it works? It works, because
whilst obviously, you know, celebrities that you've always had influences, like David
Beckham gets a haircut, everyone else gets your haircut. But the difference with influences
is that being an influencer is all about building community. So it's not just a random kind of
person that got famous from like a TV, TV show or music or, you know, whatever. This
person has essentially created content. And it's created as content that's authentic to
themselves. So they choose the creative direction, etc, but as authentic that audience, and so
they've built their audience around their content. And so that basically means that you've
got a super engaged audience, a super engaged community. And so when you speak to that
audience, they're much more likely to be engaged, they're much more likely to convert to
sales or to take what you say seriously, and they are much more invested in you, as a
person as a creator as a celebrity or influencer as a as a war. And then the first question
was, Why is it so big at the moment? I guess, the broader, more macro answer to that is that
the way that we consume media has completely changed or is, is continually changing. So
you know, if you think about the way that really like, I mean, I don't know what the stats
are, but you'd have to look them up but like, the difference in how we consume like TV like
normal terrestrial TV, like BBC One, BBC Two or whatever the equivalents are versus
Netflix and then versus like long forms of Netflix or you know, actual TV show content or
short form. So many people are watching content or all these other platforms like tic tocs,
massive etc. And I think that that is just the way that we've I guess changed our viewing
habits is the reason why influencers is so big at the moment and I guess at the moment why
it's big brands at the moment really want to work with micro influencers because budgets,
advertising budgets are super super tight. They you have a lot more data when you work
with influencers or social media than you do when you work with like a like a TV TV
company, you run and you run at TVC like you can't see engagements you can't see like
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how many people are viewed etc etc. Whereas if you're working with like YouTube or an
influencer, etc. You can really dig deep into the data and what that's telling you
Jordian Farahani 04:58
what are the advantages I mean, you've you've obviously covered a lot of that with what
you said already. But if there's,
Kerrie Daly 05:06
um, I think the main advantage is, well, I guess the main advantage is it's authentic, it
means that you can be super targeted in your approach. So you know that if you want to
attract x audience, you can really be targeted and who, who that audience is and how to get
that audience. And you've already got someone having a dialogue with your potential
customers. So all you have to do is basically jump on the bandwagon and piggyback off
that person who's creating a dialogue. So rather than having and lots of other types of
marketing, you're having to like almost, in some ways speak cold. Whereas you've actually
got someone who knows the audience who's talking directly to that audience. But I think
the most key thing is authenticity that even though obviously, influences are creating ads,
they are ads, but they're not. They're not ads in the sense that they're like, super polished
highly, like, you know, commercial, they're much more tailored to who the actual audience
what eyeball is going to see that content. I think that's why it's like so that I think that's like
the one of the biggest advantages, the authenticity. And what are the biggest challenges?
Um, gosh, that is a very good, that's a very big question. And last, one of the biggest
challenges, I think, I think pricing is a massive challenge, I think know what price they
want to pay? I think, I guess, are you asking the question in terms of from a brand
perspective, or from an influencer perspective, or base, this would be more from the brand
perspective and my perspective. So I think, I think, I guess like it is, it is quite expensive,
not as expensive as using a traditional celebrity. But it is, it can be quite expensive. I think
that you have, you don't have as much editorial control as you would if you were working
on a TVC because when you work with a creator, you're obviously you're giving them a
brief, they need to hit key messaging, etc. But you're not doing a storyboard, you're not
scripting it, it's very much more authentic. So you've kind of got to take the take the foot off
the pedal a little bit and just let the creator do their thing. And I think for some brands, it is
quite challenging, not having the control of what exactly is the the content. And a lot of that
is from the influencer, the way the influencer sees it is it's my art. So an influence even
though if even if it's just you know, like a I don't know, like a makeup tutorial or whatever,
to the influence of that's their art, that's their work, that's something they're really proud
about. And so, lots of influences, might not want to create content, the way that the brand
wants to create it or in the same quality a brand wants to create it. And then I guess
Secondly, you know, what brands hopefully realize, but definitely need to realize is that
they're buying real estate on the on the the creators channel. So that means that creators are
very protective about their like content, their creative, etc. I guess also for the brand
perspective is when you work with influencers is actually can be quite complicated. And
one of the reasons for that is that when you work with like a normal freelancer, or you
know, videographer or an agency or whatever, and there's very strict processes in place, and
deadlines, there's you're working with people whose whose job it is to just kind of, you
know, chat, chat about campaigns, deliver campaigns, but it's really working with
influences. Each influencer works differently. And lots of influences have, you know, some
influences more pressure than others, some influences, haven't done many brand deals, and
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so don't really know how to work with brands. And so you have to do, in some cases, a lot
of hand holding with creators. And I think if you don't know how to do that you don't know
the pitfalls, like it can end up causing lots of problems in running a smooth campaign. And
ultimately, it can, if you don't have somebody knows what they're doing with their printers,
it can ultimately cost a lot and time and resources.
Jordian Farahani 08:57
That's great. What factors contribute to someone garnering a big following. So this would
be more on like the topic of influence. But yeah, what are the major factors that I guess,
that you believe establish the relationship between the influencer and their followers?
Kerrie Daly 09:22
I think the key is community and authenticity. I think the one word that is usually or every
answer to every question about influences offers authenticity. Or the second option would
be community because the only way that you really actually build an audience and a
following that's like, you know, a proper audience. And, you know, a follow that's actually
engaged is actually true to like, you know, so for example, you can have lots of creators or
celebrities that may or may have millions of followers, but their engagement rates are super
low, and obviously, the bigger you get, the lower your engagement rate, but in order to
Build like a, you know, a proper, fully engaged audience. It's all about having big, super
engaging your audience super authentic, asking your audience questions involving your
audience in the conversation and making them feel special. And that can be some of the
best creators, for example, they will constantly ask, ask their audiences to like, hey, like,
what do you think about my new content style? Like, let me know in the comments below,
or blah, blah, they're constantly asking for feedback. And I think it's that like constant
conversation, constant loop of feedback and access to influences that makes audiences keep
coming back and makes them grow and grow and grow. And I think it's an add on to that as
well is that it's being quite, I guess, Nisha is the wrong word. But for argument's sake, let's
say niche like you, the best creators are ones that they know what their content is, or, or
what or, you know, they obviously can change, but they, they do what they do well, and
they create content for that audience in the niche that their audiences in. And obviously, as
you grow, you know, you can change your executive, or whatever, but the challenge there
is bringing your audience with you. So for example, and obviously trying to get all the
answers, so apologies. But when you look at lots of the massive gamers from like, I did a
lot a few years ago, like probably 20 2015 2016 2017, like the big big gamers, like for
example stampy, or even like, even like e ballistic squared, or Ibis it squared. Lots of those
gamers who had millions of followers and like millions of views, they just stayed in their
stage creating the same content that they continue to create and continue to create. And then
that as their audience grew up, so their audience was like super young kids. And then as the
audience grew up, they didn't make the decision to like, move there, move their content
with their audience, or really bring that audience bring that audience with them in like the
the trajectory of their content. And then they ended up having all these followers, but really
low engagement rate. So that's happened to a lot of creators. And so I think, like, there's
one, there's one point about growing your audience and being big, but it's all about then
how do you sustain that audience and it's all about bringing your audience with you and
pivoted. So like, for example, Patricia bright did it really well, when she was, I think when
she was either closer, I can't remember whether she was close to the million mark or around
the million mark. And she started introducing a couple of new content types. I cover all the
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content type site, you'd have to check her channel. But when she did that, she made a slight
pivot and she's slightly changed what she did and she brought her audience with her unlike
she's just continued continue to grow and be really successful. So yeah.
Jordian Farahani 12:49
So then, how would you How would you then define authenticity in influencers
Kerrie Daly 12:57
and influencers and so I think it's, it's creating content that you want to create, I think it's in
its simplest form is creating content you want to create, it's being truthful with your
audience. And that doesn't mean that you have to tell your audience everything. But it's,
you know, if you're someone who if you're someone, say, for example, who who always
creates, creates ads for your so really rubbish example, because it's not very nuanced, but
you're a vegetarian, and you on your channel, your content, you know, you're always
talking about vegetarianism or your or your order, in whatever capacity your audience
knows you're a vegetarian, but then you work with a brand who you work with, like a meat
brand, or you work with leather handbag, or you work with some brand, or crip could do a
collab with or create some content that is contrary to your core values as a channel, your
core content doesn't just have to be values in order to, to either you know, make money or
in order to, you know, try and get affiliate or whatever. There's obviously a difference if
you suddenly decided, you know, what, I don't wanna be vegetarian more than that's
different. But if you're doing creating content, or doing actions or partner with people,
brands, etc, that go against what your channel is about, I think that's, that's, that's where you
have a lack of authenticity, but then also, it's just about like creating, I think it's all about
like, creating content based on your passions, because the best creators, the creators who
are creating content, where it stuff they really enjoy creating that content, and where you
see creates for doubt is where they start creating content that they think their audience will
like, rather than creating content they're passionate about, and then that's where they fall
down because your audience can see right through it because it's just you and a vlog or you
want to use tik tok or whatever. And I think that's that's key. Yeah, Does that kind of make
sense?
Jordian Farahani 14:55
Yep. Yep, it does. I've heard People I mean, authenticity is like a very key word in this in
this in this industry. But do you think utility Trumps authenticity? Then? What do you
mean, in the sense that? Well, like virtual influencers, for instance, but I suppose your
example of authenticity doesn't doesn't doesn't doesn't mean you have to be any kind of real
person, you just have to be and you just have to be the persona. But But utility in the
senses, like, if someone's gonna find something useful from that, that that content creator,
or if I follow a twitch Warzone streamer, because they're like, unbelievable at unbelievable
at playing the game Warzone. And then I follow them for long enough, I develop some
kind of a relationship where perhaps some of the content it maybe maybe it is, maybe it is
authentic, and maybe it isn't, but is does like the you, is there a utility factor that maybe
Trumps authenticity? Or would you say, there is no or,
Kerrie Daly 16:15
um, but I guess like YouTube, I guess, like, utility is built into that authenticity. So for
example, that if you're looking, if your watch out example, you look at evergreen evergreen
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content on YouTube, you know, how to content or whatever, where that is content that is
useful, you as the user getting something from that content. That the past is all about, I
guess the intent of the person who's creating that content. So that person is creating that
content or streaming that game, and they're amazing, okay, because they really liked doing
it. And it's something they're interested in, they're passionate about, I think where it falls
down is if you, you aren't passionate about it, and then you're creating content, just because
you think you have to rather than so that you really like and obviously there are nuances,
because I guess a couple of things a, if that's if that's your career, then obviously you are
going to have to churn out content. And that, you know, means that maybe you do lack
authenticity in its purest sense, but you're still being authentic, I guess, in a more macro
sense. Be like, obviously, Instagram isn't real life. And people put up really, like nice
images or videos being like, hey, my life, so great Bre, blah. And so you're not seeing
100% the real then. So then obviously, there is, there is obviously that's not 100%.
Authenticity. And then yeah, so I guess like it is it is nuanced. So but i think is cool. All of
all of those things, whatever content, you create whatever reason you're watching the, the
content, it's all based on that interaction between you as a content creator and us, the the
viewer or the follower, whatever, that what you're what the, what the content creator is
making is because they they're good at what they're creating, or they like what they're
creating, and this is what they want to create. And then the viewer, this is what you want to
watch on what to consume. Whereas like, so for example, if you were an actor, you might
have to just go on jobs, just because all you are director or producer, and you might have to
go on jobs. And just like, I'm not really passionate about the subject matter. But I have to
do because it's my job. Whereas obviously for some inferences, yeah, it is their job, but the
subject matter, generally, they are passionate about and that's what they're interested in.
And I think that's where the nuances
Jordian Farahani 18:34
are there. So just keeping on to this on this on this line, then it seems like okay, authenticity
is going to be required to build sort of that relationship with that, with that with that content
creator. And is there a point where the relationship is is so strong between a follower that is
that I'll take whatever they promote? And maybe click through and check out or possibly
purchase? Or is there do you? Do you think that there's some type of I mean, they refer they
refer to it, they refer to it as like a parasocial relationships in the research, which is like, I
mean, in that in the old James Bond movies, you would you never had a proper relationship
with James Bond, but you still want to do like go drink a martini that was whatever shaken
or whatever. And in in the influencer marketing literature, there's evidence that suggests
that, that followers are forming this parasocial relationship with the with the influencer.
And so my question then would be, do you do you see that as a factor them developing this
like, sort of strong relationship? And and if if, if so, then do you really need to persuade
that that core audience that you have developed that relationship with or or are you
automatically just gonna have a Don't have influence over them.
Kerrie Daly 20:02
Um, so I think so? I guess the answer is yes. And I only have to look at my own behavior
with like, Instagram and stuff. There are certain people that I follow that if they promote
stuff I will always click through. And even though I understand the mechanics of influence
marketing better than most people, I have bought stuff many times because one of my
favorite influences has bought it or wore it. I think that but I guess, I guess it's, I guess,
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yeah, it is a parasocial relationship in one sense, but I guess, where, where it slightly
differences different is that you do have that potential for dialogue? Because there is the
comments there, the comments, the likes that you can see who's viewed your story, all that
kind of stuff. So I guess like, I guess, it is parasocial in that sense, in the sense of, you
know, James Bond, the analogy that you just gave, but I guess it's, I don't know, with an
added layer of Yeah, but you can actually contact this person if you really wanted to, you
can have dialogue. And then I guess, like, what was the second part, your question about
building?
Jordian Farahani 21:14
But it was it was basically, do you have to then persuade that audience? Or can you after
you develop the sort of that kind of photo Lord grant that parasocial relationship where it is
two way? You would, then it follows that you would just have an influential relationship
with them. So it's, I wouldn't need to persuade them? No, I
Kerrie Daly 21:35
wouldn't, I wouldn't say so. I think like, if you needed to persuade them that I think that
actually like, I guess goes against the point of influencer marketing, because I guess
influencer marketing in a way in a crude sentence is that audience is kind of ripe for
picking for like brands, or if you want to promote something because they're already like a
warm crowd, the crowds warm. And so like, like, I guess, you're when I think about
influencer marketing, I never actually think about it about persuading someone to buy,
obviously, you ask someone to do a CTA, and all that kind of jazz. But it's more like, hey,
like, this is really great. I'm showing you that this is really great. But there isn't really as
much. There's not really it's more like the influencer as the mouthpiece rather than that as
you'd like. They're like a conduit rather than they're actually like, actively persuading
someone to do something. The difference would then be I guess, like, but then I guess it
still isn't persuasion would be you know, if they've got their own brands that they want to
promote, etc. They use their own platforms to promote their own brands. They're trying to
like, build excitement for that. But I think still, you're not persuading your audience. You're
just relaying being like, Hey, this is my recommendation. Like I use it. Like, I think it's
great. And then there is that kind of assumption that it's like, oh, well, if she thinks it's
great, then I should maybe check it out. And I think it's Yeah, I think it's I think it's not
really about persuasion.
Jordian Farahani 23:03
Okay. All right. I'll ask one question. I kind of left out the a lot of the questions that I would
have asked regarding, like, firm stuff.
Kerrie Daly 23:13
I will probably do. I can probably do another 1015 minutes.
Jordian Farahani 23:16
If I'm okay. Okay. 10 minutes would be great. Yeah. Then I could ask a couple more I was
gonna have okay. I'm just trying to try to ask the ones that kind of cover, you know, two or
like with your answer will probably cover a couple of them, but what what firms have to
consider before you know achieving a successful influencer marketing campaign.
Kerrie Daly 23:41
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Um, so you have to consider so I guess you need to consider what your goals are. So like,
what actually are the goals are the goals that you just want? You actually want to convert
sales and stuff? And all your goals, you want to have brand awareness? And then Who do
you want to target? Who are you actually targeting? exist people who are like your existing
customer? Or do you want to target people who are not like your existing customer? And
you need to really narrow down what type of create what type of audience you want to
work with? And I guess then you also have to decide like, what, so I guess, obviously,
budget is important, but it's kind of chicken egg and egg in a way like because you can
figure out, you can fit you can either be like okay, well this is the amount of like rough
engagements, I want rough followers or you know, rough reach I want, or I've got this
budget I need, like how much reach or how much whatever I can get. And I guess you've
got to you've got to figure out and figure that out. But I think as well, you've got to figure
out what is the reason you're working with the creators. Are you working with them
because you just want to like, get lots of like, data or lots of like, hey, I've reached a million
eyeballs. Or do you want to work with creators because you want an authentic partnership
and you want to build something long term? Because I think really with influencer
marketing, it's like, I guess crudely can be divided into two ways. You're either doing it in
like a very much like, you know, a million likes or in this room or a blog, or you're doing
okay, now actually, we're building authentic partnerships, thinking more long term. I think
that's the kind of key things you need to think about. And obviously, long term is, in my
opinion, always better. But, yeah.
Jordian Farahani 25:30
So then, after you've sort of determined all that stuff, the next step then would be actually,
you know, discovering influencers or like seeking them out. Could you maybe comment on
making sure the brand and influencer fit best? The best way? I guess, I don't even know
how to phrase that question. But yeah, how do I how do I influence your brand fit? To drive
drive results?
Kerrie Daly 26:07
Um, that's a good question. I guess. Like, I guess it's all about? Well, in that case, I guess
it's all about you have to figure out okay, obviously, as I answered before, like, what, what
is the kind of what is the kind of audience you want to target? But I guess, to actually think,
Okay, can I guess, like, content wise, or audience wise, I guess the tactics you would
employ, which I guess is what you're asking is when I so if I had a brand, and I was okay, I
need to work with Coke, Coca Cola to do a campaign. Obviously, I would want to know
from the brand, okay, like, what kind of demographics are we looking at? And then when
I'm actually looking at the individual creators, I'm looking at, okay, or what type of content
do they currently create? What type of content could they create based on the overall
campaign? architecture? So the overlay, because normally when you look at the brand, like
they'll have like, a creative, rough, creative already, or messaging or whatever, I'll also look
at Okay, what other brands has the credit worked with? also look at who I guess like who,
who they've kind of worked with before as in like other other creators, not just brands. And
then I think you have to really think about brand safety because because brand fit, I think, is
not just about like, Oh, you know, they're really going to drive, like, you know, views for
the channel. So for a good example, well, maybe it's not a good example for another crude
example is on YouTube, you have lots of people doing those McDonald's Mac bangs, or
like Domino's Pizza, muck bangs, where you eat like, you know, loads and loads of food.
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And you would think, Oh, this all the audience for this person, this creator is perfect for
working in McDonald's or Domino's, or whoever because they're people who spend money
on fast food they like watching fast food stuff, they obviously are fans of fast food, but the
brand itself would never ever work with that creator because that stuff that they kind of
show on their channel go is contrary to all the brand guidelines. So like you can't show this
and similar with like alcohol brands or similar with you know, working with like, I think
we're co creators who are big on YouTube or Tick Tock who do like prank content or
content that's a bit like laddie content I think they find it quite difficult to get brand deals
because they just don't they're not brand safe. And so I think it's like two pronged I think it's
like looking at your audience looking at the content that that creator makes and can you see
your brand fitting in nicely with that content? And then the next step is like okay, but
actually is it brand safe? And then I think with the brand safety, which is becoming more
and more of a thing because like a few years ago, like no one you know is very you know,
people weren't vetting creators that that much whereas like now so lots of companies they
like that where the creators are you know, are okay to work with a brand and that a lot of
the times misses manual so you would look at like the last like three at least maybe
sometimes even six months worth of content just to see if there's any like brand flags
basically.
Jordian Farahani 29:16
Cool. Um, last question, I will I will bother you for is what do you what do you think the
future of influencer marketing will be or has in store for us?
Kerrie Daly 29:31
Um, interesting question. I think that I think that they will still like focus on smaller
creators. So I think it will be I think the days of like the big million millions of creators are
not long gone. But is it I think that that's not really where I think we'll see growth the big
growth of isn't micro influencers because everybody create content, create content at macro
voices have really engaged audiences. So I think It's gonna be Yeah, basically working with
much smaller creators. I think that lots of creators will look to do it themselves. I think that
obviously, there are lots of people who manage creators and creators who are signed up to x
y Zed. But I think, as the mark as the demand gets bigger as there's more more conferences,
like, I think lots of critters will manage themselves. So you'll probably have. So there's so
much, there's so much noise in the background here. I don't even hear it. I can just find,
Okay, perfect. And I think that I think that much more money is going to go into influencer
marketing. So I think it's like people are seeing that it actually does work. But what I will
say is, I think that it's going to be more I think that for influencer marketing is good for like,
driving sales, etc. But I do think it's probably more of a brand awareness piece as a whole,
then like, you know, I put expanded or something and then I'm gonna get x results. And
what I do think is probably going to get get gone is I think, paid, I think gifting and stuff
like that is is not going to be here in the future. So as in, I think pay is like a massive
problem in the influencer industry, like paying creates value, which is something that create
a kind where like, and I'm personally super passionate about because, like I've seen some
creators get paid like shocking, shocking fees, and I've spoken to creators who do not get
paid fairly at all. And I think that is going to be like a massive challenge to the influencer
industry. And therefore I think that gifting and using, you know, being like, Oh, hey, like, if
I give you like this product, can you do like free posts? For me? I think that's going to be
dead as a dodo,
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Jordian Farahani 31:47
though, it'll professionalized and creators a bit like, Well, no, that's not how we work
actually. Like, yeah, if you Yeah.
Kerrie Daly 31:54
And also, I think that, obviously, like, standalone events, marketing campaigns are really
good. And obviously, everyone, everyone does them, but I think that the future is definitely
looking at more like long term partnerships, because ambassadorships for example, are like
really good. I've run some ambassadorships before, and they've always been, like, super
successful. So
Jordian Farahani 32:15
last extension. So knowing that there's this inverse relationship between followers and like
engagement Do you think that we will see smaller creators try to get developed like their
own human brand more and monetize their, their followers, knowing that they're, you
know, are more engaged, sort of following? Why do you say human human brand? You
mean, when I say human, but I just mean, like, someone developing an influencer, we see it
all the time with like Twitch streamers, or you developing their own merge, and like,
whatever after their name, like, who's a name? Yeah, just just Aiden and then his, his name
is his brand. And then he starts selling merch, but he becomes his own human brand,
basically. Yeah.
Kerrie Daly 33:08
I think like those are creators are doing that already. I think. And small creators are doing
that already. Because all low YouTubers, specifically really love having like much, because
it's really cool. Is that makes them feel like a celebrity. Yeah, I definitely. I think so. I think,
though, that I don't know whether that's necessarily like, I don't think necessarily
engagement has much to do with, like, the fact that smaller creators have better
engagement, then then bigger crowds, and obviously, that's not necessarily across, like,
everyone, that's reality as wherever, because, like actually doing much, I think, like, if
you're a smaller creator, like it is quite, you know, you need to partner with someone to do
much like unless you have a side business and you're doing other stuff, like I think it is it
like much it can be quite difficult to sell much like not all creators, even when they're
massively successful at selling much. So I think that creators might start doing their own
brands, but lots of creators, I think that yeah, I think that yes, and know the reason Yes,
because it is quite easy these days to drop ship and do stuff like that. So if you want to
create much and you want to build your own brand, you can do it. I think, potentially
whether no is is that it is like, quite like the reason it's quite difficult. And the reason why
creators with massive followings are able to have March is because you only need you
know, if you've got a million followers, 1% of a million followers is still quite a lot of
people. So yeah, and I think like I think also create is, it all depends on what kind of
content they create. Because if you're a gamer, it makes sense for you to have much. If
you're a lifestyle person, does it make sense for you to have much? Probably not if your
audience are like, you know, mid to late 20s. Where it does make sense is for you to partner
with If you want to do your own brand and like so, for example, lots of creators had like
Saturday by Megan ellaby I don't know if you know Megan ellaby she's, um, she's like,
she's really cool. She's managed by gleam. She's got like, I can't remember how many
followers but she's, I think she's got like, she's definitely got over 100,000 on YouTube.
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And then but she's not productivity issue. She's been on Instagram anyway. But she's
basically started her own clothing brand called Saturday by Meghan lb. That is it as far as I
can tell. It's very successful. And it's really, really cool. And I think for creators like her and
for lifestyle creators who are having a they are targeting a slightly older audience, I think it
will be more they're building brands and yeah, they use their their influencer platform to
market that brand, but I don't think it's necessarily like, the brand isn't necessarily her. It's
the brand is separate, but it's like it's almost like the brand powered by the influencer.
Whereas I think with credit with younger audiences, and gamers and tik tok and all that
kind of stuff, like, yeah, much, it makes sense. But yeah, so I think that's, that's my answer.
Jordian Farahani 36:08
Well, no, that's really interesting. Um, but so the focus for like, creating for your, for your
company, creator is then what you've Well, what you spoke about at the at the roundtable,
but then also, you alluded to a little bit today, which was, which is, yeah, like getting
getting professionalizing for the the industry in a way that it creators get sort of what
they're worth.
Kerrie Daly 36:30
Yeah. So essentially, what what what we are creating is, essentially, we're providing talent
management services for micro influences on like a, on an automated basis. And the
purpose of that is so that, if you need management, you don't have to have like a manager,
you don't have to sign up, you don't have to go it alone. And the purpose of that is to help
professionals create is also to almost have to have, I guess, like a sounding board for
creators, because if you're not managed by someone, you don't know someone in the
industry, how do you know who to ask? And even like, I've definitely seen in my career,
like lots of people even you know, even when it's your when it's like teenagers, and you're
talking to their parents about like, and it's the parents, obviously, working teenagers is the
parents that need to, like, do the negotiation stuff, and they don't really understand it. And
so, you know, I think there's, there's definitely, like management do that job for you. But if
you don't have management, you can access management, or if you have bad management,
then Like, who do you turn to? And the answer is, well, Google, but then how do you then
verify what information is correct? And so that is, what we're doing is Yeah, professionals,
professionals in helping creative professionals but also giving them access to support and
management services that they either wouldn't otherwise be able to get or they don't want to
sign up to like giving her a revenue split, etc. So
Jordian Farahani 38:03
I'm excited to follow your your guys's journey there. Yeah, I will leave it at that. Thank you
so much for your time. I really, really, really appreciate it. And if you don't mind, I'll throw
you a connection on LinkedIn.
Kerrie Daly 38:18
Yeah, no, of course. No, definitely get and if you have any other questions in the meantime,
just send them over and I can send your what was send your number, whatever. And I'll
send you a WhatsApp voice note back after it. If there are any ones that will just need to
mop up. Yeah, so yeah. Thank you. Thank you so much. No problem. Well, good luck with
the thesis, etc. Yeah, yeah, speak soon. Yes. Thank you. Take care. Bye. Thanks. Bye bye.
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