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Foreword 
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Abstract 
Social media is used by billions of people on daily basis, and it has become one of the most 
popular channels for marketing (Appel et al., 2020). The present study examined the effects 
of social media promotions from influencers and their impact on purchasing behaviour of 
users. The study focused on the difference of purchasing behaviour of promotions from 
influencers marked as advertisement (#Ad) compared to gift (#Gift). Alongside the likelihood 
of users purchasing a product from an Icelandic social media influencer compared to a 
foreign influencer. Also, if higher education affected their purchase behaviour of a product 
advertised from a social media influencer. This study was conducted through an online 
survey, and participants were social media users (N = 101). The results of the study did not 
show a significant difference between purchase behaviour and purchase intention when 
comparing promotions marked as an #Ad and a #Gift. Results also showed that participants 
were more likely to purchase a product promoted though an Icelandic social media 
influencer. Moreover, there was not a significant difference between a higher education 
resulting in lower purchase intention. However, further research on this topic in Iceland is 
needed to better understand the effects of social media promotions on purchase behaviour in 
Iceland. 
 Keywords: promotions, purchase behaviour, social media, social media influencers, 
social media users 
 

Útdráttur 
Samfélagsmiðlar hafa milljarða notendur dag hvern og hafa þar af leiðandi verið eitt af 
vinsælasta verkfæri markaðssetnigar (Appel et al., 2020). Markmið rannsóknarinnar var að 
skoða áhrif auglýsinga frá áhrifavöldum á samfélagsmiðlum á kauphegðun notenda. Einnig 
var skoðuð kauphegðun í kjölfar auglýsinga sem merktar voru samstarf (e.advertisment) 
samanborið við auglýsingar merktar gjöf (e.gift). Ásamt því var skoðað hvort einstaklingar 
væru líklegri til að kaupa vöru auglýsta af íslenskum árhifavöldum á samfélagsmiðlum 
samanborið við erlenda og hvort aukin menntun hafi minni áhrif á kauphegðun einstaklinga á 
samfélagsmiðlum. Rannsóknin var spurningakönnun sem dreift var á samfélagsmiðla og voru 
þátttakendur rannsóknarinnar notendur samfélagsmiðla (N = 101). Niðurstöður sýndu að ekki 
var marktækur munur á kauphegðun fólks á auglýsingum merktum samstarf samanborið við 
gjöf. Einnig að þátttakendur voru líklegri til að kaupa vörur auglýstar af íslenskum 
áhrifvöldum. Ekki sást marktækur munur á því að aukin menntun leiddi til minnkandi 
kauphegðun notenda. En vöntun er á frekari rannsóknum á Íslandi hvað varðar kauphegðun 
útfrá auglýsingum á samfélagsmiðlum til að fá dýpri skilning á efninu og áhrifum þess.  

Lykilhugtök: Auglýsingar, kauphegðun, samfélagsmiðlar, samfélagsmiðla-
áhrifavaldar, samfélagsmiðlanotendur  
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How Social Media Promotions from Influencers Impact Purchasing Behaviour of Social 

Media Users 

 Social media can be described as an internet service that allows users to engage in 

online discussions, contribute user-generated content and participate in online community. 

Instagram, Facebook, Pinterest, YouTube and TikTok are examples of social media sharing 

sites that users can download in their mobile phones or operate through the internet on their 

computers. The sites allow users to create their own profile in order to express feelings, 

follow other profiles, and share photos or videos (Carr & Hayes, 2015).  

According to a study conducted in Croatia in 2018 where 325 respondents answered a 

questionnaire, 94.5% used Facebook and spent most of their time on Facebook compared to 

other social media platforms (Zeljko et al., 2018).  Next came Instagram where 71.1% of 

respondent used, then LinkedIn with 21.5%, Google with 15.4%, Snapchat with 14.2% and 

Twitter with 5.5%. Only 3% of respondents did not use any social media platforms (Zeljko et 

al., 2018).             

Billions of people use social media on daily basis and it has become one of the most 

popular marketing channels (Appel et al., 2020). Women are more active on social media 

when compared to men (Khan, 2017). It has been shown that live experiences are more 

successful, and consumers find more joy in watching them (Appel et al., 2020). They are also 

more likely to watch them for a longer time compared to a pre-recorded one (Appel et al., 

2020). Social media can also be used by companies in order to market their products or 

services (Freberg et al., 2011). Companies can use social media to increase their revenue and 

brand communication, often done by advertising through influencers. Social media 

Influencers (SMI´s) are the social media users that can shape attitudes of other users, they can 

be identified by their number of followers and number of shared posts. Companies have the 

ability to promote their product or service and gain new target audiences through SMI’s 
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(Freberg et al., 2011). Marketing a service or product through SMI’s is also known as 

conversation marketing, which is described as a new way of marketing by communicating 

with customers (Gillin, 2007). It is beneficial for the company and its customers by 

exchanging information through SMI’s rather than providing a message. It gives a better 

understanding of who your customers are, builds trust and leads to further lasting relationship 

(Gillin, 2007).  

Similarity is believed to be a convincing factor when it comes to trust, in fact the 

social cognitive theory states that social figures such as SMI´s can more easily influence 

people if they share similarities with them and are therefore more likely to purchase a product 

from someone they share a similarity with (Sokolova & Kefi, 2020). 

A study done 2016 showed that if the content that SMI’s bring to social media users is 

new information, it is thought to be more important and therefor more accepting according to 

followers (Pang et al., 2016). SMI’s have the power to influence purchasing behaviours of 

social media users by gaining trust and credibility with their followers through word of mouth 

(WOM) marketing (Ghaphery, 2021).  That directly relates to customer satisfaction, when a 

customer is satisfied with its purchase they are more likely to recommend the product to 

friends and family, which can positively influence the company’s sales and marketing. 

According to The Federal Trade Commission when SMI’s are sponsored to advertise a 

product they are obliged to somehow mark the advertisement as sponsored to prevent any 

confusion regarding users (Ghaphery, 2021).  

According to law 57/2005 Icelandic SMI’s are also obliged to declare their sponsored 

advertisements as sponsored. An example of a marked sponsored advertisement is displaying 

#sponsored or #ad when publishing the advertisement of the product or service (Valsdóttir, 

2018). Regardless of these laws’ SMI’s do not always disclose if advertisements are 

sponsored or not, resulting in users being misled by undisclosed sponsorship (Kim & Kim, 
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2021). According to study done 2013 by Langford and Baldwin half of social media users 

that follow celebrities that promote products are unaware if the advertisements are sponsored 

or not.  

Recent study showed that when SMI’s disclose advertisements as sponsored the users 

perceived the post as persuasion information, which resulted in negative reactions from 

consumers such as brand attitude, purchase behaviour, and WOM. Although if the product 

that is being advertised by the SMI match their liking and entity, they can use their own 

personal content to support their endorsement and can therefore minimize the negative effect 

of sponsorship disclosure. However, it will remain to have negative affect on advertising 

recognition. In summary this study shows that social media users respond more positively if 

the promoted product is not declared as sponsored and is considered as a genuine message 

from the SMI but shows negative affect towards advertising recognition (Kim & Kim, 2021).  

A study done by Weismueller et al. in 2020 suggests that the greater the follower 

count of an SMI the attractiveness, purchase intention, and trustworthiness increases. 

Furthermore, when an SMI did a statement on disclosure of sponsorship the greater the 

attractiveness, and when they disclosed the sponsorship with a hashtag it lowered their 

attractiveness. Neither of the disclosures, statement or hashtag influenced their 

trustworthiness. The results confirmed the positive impact from attractiveness and 

trustworthiness on purchasing intention. However the results indicate that an hashtag 

disclosure of sponsorship can lead to lower purchase intentions among consumers, it is also 

thought to be less clarifying compared to a statement (Weismueller et al., 2020). 

According to a study done by Zeljko et.al in 2018 social media users’ probability to 

maybe purchase a product or service that they see as a sponsored advertisement (not through 

an SMI) on social media is 44% out of 325 respondents, while the probability of maybe 

purchasing a product or service advertised from an SMI on social media is 34.8%. However, 
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in both cases when seeing the advertisement as sponsored content or seeing it through an SMI 

11.1% of respondents answered they will probably purchase the product or service. 0.9% of 

users will purchase the product or service when seeing it as sponsored content, and 2.2% will 

purchase if they see an SMI advertising it. The probability of users not buying the product or 

service was more significant (28.9%) when SMI advertised it, compared to when they see it 

as a sponsored post (27.1%). The likelihood of users not purchasing the product or service is 

significantly higher when coming from an SMI (23.1%) when compared to the users seeing it 

as a sponsored post (16.9%). This study indicates that more users are willing to purchase the 

product or service if it is advertised from an SMI compared to seeing it as a sponsored post 

however, the majority of users are less likely to purchase the product or service when coming 

from an SMI compared to seeing it as a sponsored post (Zeljko et al., 2018). 

A study done by Hermanda et al. in 2019 where 219 women answered a questionnaire 

after seeing an SMI promote a cosmetic brand. The findings of the study indicated that SMI´s 

do not directly influence purchase behaviours of their followers, rather they are more likely to 

create a positive image for the sponsored brand. The results also showed relationship between 

positive brand image and purchase intentions. The cosmetics brands that attracted more 

interest were products of higher quality, had various colours to choose from, had 

sophisticated packaging, and were affordable, which indicates that product positioning plays 

a great role when sponsored through an SMI (Hermanda et al., 2019).  

Dhanesh & Duthler did a study in 2019 that suggested that when a SMI advertisement 

is not marked as paid partnership the social media users were more likely to buy the product. 

However when examining the relations between the SMI and the followers, the followers 

related more strongly to the SMI if they marked their advertisements as paid partnership 

(Dhanesh & Duthler, 2019). These findings are similar to another study, where the results 

were that when the SMI directly mentioned the brand that was being advertised the followers 
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found the SMI’s more trustworthy compared to when they didn´t directly mention the brand 

when advertising (Hu et al., 2020).    

Zak and Hasprova did a study in 2020 on 430 participants that responded a 

questionnaire to dictate SMI’s effects on consumers purchasing behaviour decisions. 

Participants were from different age groups and the survey took place through the internet. 

The results of the study showed that the most trusting SMI type were individuals in the sport 

field where 44.5% of respondents answered. It also showed that only 32.8% of respondents 

thought the advertised product by SMI were of high quality. Only 21.9% of respondents were 

encouraged to buy a product solely because their favourite SMI sponsored it. The study also 

showed that 45% of respondents were impacted from SMI when purchasing an item of 

clothing. This suggest that when comparing popularity, attractiveness, intelligence, product 

experience, and skills the most rewarding way to influence purchasing behaviour is by 

reaching an SMI that has a certain skill or expertise (Zak & Hasprova, 2020).   

Recent studies on tourism where purchasing decision were examined show that SMI’s 

have the ability to influence followers travel intentions, therefor SMI’s can increase the 

likelihood of visitors in a specific destination (Pop et al., 2021).  A study was done by Pop et 

al. in 2020 where 162 participants answered a questionnaire. The study found that trust 

towards the SMI had a positive effect towards travel desire. It also showed that trust had a 

positive effect on travel information searching, where participants often use social media for 

information searching on their next travel. Furthermore, the results indicated that evaluation 

of choices found a positive reaction towards trusting the SMI, therefor trust in the content 

produced by the SMI has a strong favourable impact on the evaluation of choices. Moreover, 

SMI’s trust has a favourable impact on decision making of the consumers, 44.9% of 

participants had visited a destination because of an SMI recommendation and were more 

probable to make a closing decision linked to booking a trip or purchasing a tourist product 
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because of the SMI. In addition, participants were satisfied with their purchasing choices 

recommended by SMI’s, believing that the option they chose was clever, and were satisfied 

with their travel experience suggestions (Pop et al., 2021).  

The aim of the study is to get better understanding of how promoted content through 

SMI´s influences purchasing behaviours of social media users. How sponsorship disclosure, 

frequency of the sponsored product, education, and SMI type plays a role in the purchasing 

behaviour. Three hypotheses were proposed. 

1. People are more likely to purchase a product promoted through an SMI if it is 

disclosed as gift (#gift) compared to an advertisement (#ad). 

2. Icelandic people are more likely to purchase a product promoted through an 

Icelandic SMI compared to a foreign SMI. 

3. People with higher education are less likely to purchase a promoted product 

through an SMI. 

Method 

The goal of the study was to detect how promotions from influencers on social media 

impact purchasing behaviours of social media users. The period of the data collected for the 

study was from the 16th of February until the 13th of March 2022. The method of the study 

was a quantitative study.  

Participants 

The number of participants in the study that completed the questionnaire were N = 

101 and the targeted participants were active users of social media at the age of 18 or over. 

The age group with the highest participation was M = 18-25 years. 

The gender ratio was 87.1% females, and 12.9% males. Part of the participants had 

finished a high school degree (26.7%), a few had only finished elementary school (7.9%), 
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some had apprenticeship (5%), some participants had an unfinished university degree 

(10.9%), the majority had a university degree (36.6%), some had a postgraduate degree 

(10.9%), and the minority had a 2nd level university degree (2%). The number of participants 

that had less than 400.000 ISK in personal income was (37.6%), some had 400.000-649.999 

ISK (30.7%), some had 650.000-899.999 ISK (13.9%), the minority had 900.000 ISK or over 

(7.9%), and some did not want to disclose their personal income (9.9%). To prevent dropout 

and encourage people to participate, the study contained unchallenging questions and took a 

short amount of time to answer. The study had low a dropout rate, total of 19 numbers of 

dropouts. Participants were volunteers and were not paid for participating. 

Design 

A questionnaire was used to measure the goal of the study. The questionnaire 

consisted of fifteen questions and were in Icelandic. The questions were cautiously written to 

ensure that all participants understood the questions. The questionnaire was created through 

questionpro.com. Before answering any questions, participants were informed about the 

definition of a social media influencer to get a better understanding of how to answer the 

questions. The questionnaire took about 4 minutes to answer and the same questionnaire was 

used for each participant. 

The dependent variables were sponsorship display (sponsored vs. gift), and influencer 

type (Icelandic vs. foreign), and the independent variable was purchase behaviour. The 

questionnaire contained only closed questions. 

Measures 

The questionnaire contained 15 questions and was split into four demographic 

questions about gender, age, education, and income, and two questions where participants 

were asked about what kind of social media apps they use and what kind of SMI´s they 
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thought to be the most trustworthy. Lastly there were questions related to SMI´s and purchase 

behaviours.  

Purchase behaviour was the independent variable, and questions about participants 

purchase behaviour were six. The questions were answered on a 5-point Likert scale from 

“very unlikely”, “unlikely”, “neither unlikely nor likely”, “likely” to “very likely”. Questions 

included the likelihood of them buying a promoted product, gifted product, or a non-

promoted product, if they followed more Icelandic or foreign SMI´s and which one they were 

more likely to purchase a promoted product through. The likelihood of them buying a product 

that they have seen promoted more than once from the same SMI, and the likelihood of them 

buying a product seen promoted from more than one different SMI.  

Procedure 

To obtain data needed for the study, a convenience sample with an online 

questionnaire was used and distributed on the personal Facebook and Instagram page of the 

researcher. The questionnaire was issued through the social media platforms to get 

participants that are active users of social media. This way the researcher did not have to 

think about contagious effects from gathering information in regards of COVID-19. 

Participants were informed that answers could not be traced back to them, and to please 

answer the questions honestly. Before participants answered the questions, they were given 

information on how social media influencers are defined as, which stated “social media 

influencers are defined as individuals who influence society through their social media 

account, as well as having more followers compared to the traditional social media users”.  

Data Analysis 

The data obtained from the QuestionPro survey for this study was imported into The 

Statistical Package for Social Sciences (SPSS) to analyse statistics. ANOVA was used for 

analysing the results.  
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To examine the differences of education on purchasing behaviour, the question of the 

participants highest education status was divided into two parts. Elementary school, high 

school, apprenticeship, and those with unfinished university degree were combined into one, 

and university degree, postgraduate degree, and 2nd level university degree was also 

combined into one. The two of them were then tested for a paired sample T test. In addition, 

to analyse the results of the difference between the likelihood of purchasing a product 

promoted as an #Ad compared to #gift through an SMI, and the difference of purchasing 

behaviour when seeing a product promoted more than once compared to only seeing it 

promoted once, a paired sample t test was also used. All figures of the study were made using 

Microsoft Excel. 

Results 

The purpose of the study was to conduct how social media influencers can influence 

purchase behaviour of its users. ANOVA was used to analyse variance in the results of the 

study. When asked about what kind of social media platforms participants used where they 

could choose multiple answers, most of them answered Facebook (23.1%), followed by 

Instagram (22.4%), Snapchat (21%), YouTube (14.7%), TikTok (11%), and the least used 

platform was Twitter (7%), 1.4% answered other.  
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Figure 1 

The most trustworthy social media influencers according to participants. 

 

As seen in Figure 1, when asked about the most trustworthy SMI´s most participants 

answered food related SMI´s (16%). After that came fashion related SMI´s with 15.2% 

answers, followed by health and wellbeing related SMI´s with 14.3% answers, home related 

SMI´s had 12.8%, makeup related SMI´s had 11.1%, athletic related SMI´s had 7.9%, while 

music and technology related SMI´s had the same answer percentage of 4.7%, kids related 

SMI´s had 5.3%, art related SMI´s had 3.8%, and animal related SMI´s had 2.6%, while 1.8% 

answered others. 
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Figure 2 

The likelihood of a participant purchasing a product promoted by an SMI. 

 

 

 

 

 

 

 

 

 

 

As seen in figure 2, results showed that 86% of participants would be willing to 

purchase a product promoted through an SMI. However, when participants were asked about 

the likelihood of them buying a promoted product through an SMI, most participants 

answered not unlikely nor likely (40.6%) and 14.9% answered that they were rather likely, 

and 2% answered they that they were very likely to purchase a product promoted through an 

SMI, the rest answered rather unlikely (36.6%) and very unlikely (5.9%).  

Results showed that participants at the age from 56-65 years old are most willing to 

purchase a product promoted through an SMI. However, when looking at the likeliness of one 

purchasing a product, younger participants around the age of 18-25 were the likeliest to  

purchase a product promoted through an SMI.  
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Table 1 

  Likelihood of purchase behaviour 

As seen in table 1, a paired sample T test did not show a significant difference on 

purchasing intention when SMI´s disclosed their promoted product as an #Ad (M = 2.48, SD 

= 0.96) compared to as a #Gift (M = 2.41, SD = 0.95; t(100) = 1.30, p = .195) these results 

reject the first hypothesis where people are more likely to purchase a product if disclosed as a 

#Gift compared to an #Ad.  

Participants were more likely to follow an Icelandic SMI compared to a foreign, 

however the results were similar, 44.6% said they followed more Icelandic SMI´s, 42.3% 

answered they didn´t and the rest didn´t know (12.9%). However, when asked about if 

participants were more likely to buy a promoted product through an Icelandic SMI, results 

varied.  
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Figure 3 
The likelihood of a participant purchasing a product promoted by an Icelandic SMI. 
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answer was rather likely (30%), then rather unlikely (17%), then very unlikely (9%), and 

finally the least common answer was very likely (6%).  

A paired sample T test did not show a significant difference on the likelihood of a 

person purchasing a product through an SMI with a university degree (M = 2.66, SD = 0.85) 

compared to a person without a university degree (M = 2.75, SD = 0.89; t(99) = 0.49, p = 

.624). These results reject the third hypothesis where people with higher education are less 

likely to purchase a product through an SMI. 

Discussion 

Results of the study indicate that 86.1% of participants are willing to purchase a 

product promoted by an SMI. Of those participants 2% are very likely to purchase a product 

promoted by an SMI, and 14.9% are rather likely, which makes 16.9% of the people who are 

willing to purchase a product likely to do it. Furthermore 43% of participants are not likely to 

purchase a promoted product. This means that even though participants are willing to 

purchase a product promoted by an SMI, it does not indicate that they are likely to do it. The 

topmost used social media platforms were Facebook, Instagram, and Snapchat. This was also 

shown in a recent study where Facebook and Instagram were the two most used social media 

platforms (Zeljko et al., 2018). It would therefore be reasonable to promote through those 

platforms, however age group may vary between usage of different platforms. For instance, 

by looking at the results of the study Facebook was the most used platform for older age 

groups, which could be the right platform to promote through influencers and Instagram 

could be the most beneficial platform to advertise for younger age groups.  

When participants were asked about their likelihood of purchasing a product through 

an SMI that is promoted as an #Ad compared to as a #Gift the results showed no significant 

difference and therefor the hypothesis that people are more likely to purchase a promoted 

product through an SMI if it is disclosed as a #Gift is rejected. This means that participants 
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are not more likely to purchase a product if it´s disclosed as a #Gift. The results also showed 

that participants were not more likely to purchase a promoted product disclosed as an #Ad 

compared to the likelihood of purchasing a product overall. Paired samples T test showed a 

significant effect between the difference of likelihood purchasing a product promoted by an 

SMI (M = 2.70, SD = 0.87) and the likelihood of purchasing a product promoted and 

disclosed as an #Ad by an SMI (M = 2.48, SD = 0.96; t(100) = 3.83, p = .001). From those 

results it is concluded that people are less likely to purchase a product if it is disclosed as an 

#Ad or a #Gift. These results are similar to another study where sponsorship disclosure as a 

hashtag lowered people´s purchase intentions (Weismueller et al., 2020). Another study also 

showed a negative effect towards the brand image and on purchase behaviour when 

disclosing a sponsorship when advertising (Kim & Kim, 2021). 

When analysing the data of frequency of the promotion related to purchase behaviour, 

results showed that there is no significant difference between the purchase behaviour when 

seeing a product promoted more than once by the same SMI (M = 2.99, SD = 0.10) compared 

to seeing it more than once promoted from a couple of different SMI´s (M = 3.07, SD = 0.11; 

t(98) = -1.157, p = .250). However, when looking at the likelihood of purchase behaviour 

compared to both the likelihood of seeing the promoted product more than once from the 

same SMI or couple of different SMI´s the results showed that people were likelier to 

purchase a product if they had seen it promoted more than once compared to seeing it 

promoted once. 

Participants chose the three topmost trustworthy SMI´s to be food related, fashion 

related, and health and wellness related influencers. These results differ from a previous 

research where sport related influencers were thought to be the most trusting influencers (Zak 

& Hasprova, 2020). These results show evidence of who people are most willing to purchase 

a promoted product from. But previous researches show that trustworthiness has a positive 



SOCIAL MEDIA PROMOTIONS ON PURCHASING BEHAVIOUR 20 

impact on purchase intention (Weismueller et al., 2020). This can also be related to a 

previous research where it was shown that people were more likely to purchase a product if it 

was promoted through their favourite influencer, and they often felt the product being 

promoted was of higher quality (Zak & Hasprova, 2020). 

 When participants were asked if they followed more Icelandic SMI´s 

compared to foreign ones, the majority answered they followed more Icelandic SMI´s, and 

40% of participants answered to be more likely to purchase a promoted product through an 

Icelandic SMI, and 27% answered they were not more likely to purchase a product through 

an Icelandic SMI. These results may be connected to trustworthiness related to similarity. 

Participants were all Icelandic and therefore may relate further to SMI´s that share the same 

nationality. Similarity is believed to be an important factor when it comes to trust and 

purchase behaviour (Sokolova & Kefi, 2020). Additionally, trustworthiness has been shown 

to positively influence purchase behaviour (Weismueller et al., 2020). 

Limitations of the study 

The study has examined the effects of promotions from SMI´s on purchase behaviour 

of 101 participants. The size of the sample may have influenced the results of the study, as 

well as the gender variance of the study being biased. Women were 87.1% of participants. 

However, it must be taken into consideration that women are more active on social media 

compared to men (Khan, 2017). To generalize the results of the study it would be important 

to use a greater sample size, alongside more distinct gender variance. This study was 

distributed through the researchers own social media platforms, which could lead to the 

sample being homogeneous. That could explain why women were majority of the 

participants. This complication can be reduced by distributing through various divergent 

profiles on social media, rather than only using one distributing profile. 

Future researches 



SOCIAL MEDIA PROMOTIONS ON PURCHASING BEHAVIOUR 21 

In future researches it would be interesting to see if people are more prone to purchase 

specific products that they see promoted from SMI´s, for instance if beauty products induce 

further purchase behaviour compared to clothing’s. Additionally, if there is a specific price 

cap that people are willing to spend on a product they see online promoted from an SMI. That 

way it is also possible to conclude the trustworthiness people have towards SMI´s. It would 

also be interesting to examine the differences between disclosure of advertisements on 

purchase behaviour with real examples. By advertising a specific product through an SMI 

disclosing it as an #Ad, compared to advertising it again through a similar following group 

SMI, as a non-disclosed advertisement, and finally examine purchase intention of the SMI´s 

users. It would therefore be possible to better conclude if advertisements are more effective 

when disclosed as an #Ad or not disclosed at all. Participants in this study chose the topmost 

trusting SMI´s to be food related, fashion related, and health and wellness related. However, 

these results can differ from countries. This study was done in Iceland, it could be beneficial 

in relation to marketing strategies to further examine differences between countries on who 

the most trusting SMI´s are thought to be. 
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Appendix A 

The questrionnaire of the study 

1. Hvert er kyn þitt? 

Karlkyn 

Kvenkyn 

Annað 

2. Hver er aldur þinn? 

18-25ára 

26-35 ára 

36-45 ára 

46-55 ára 

56-65 ára 

66-75 ára 

Eldri en 75 ára 

3. Hvert er hæsta menntunarstig þitt? 

Grunnskóli 

Framhaldsskóli 

Iðn-/ tækni-/ starfsnám 

Háskólamenntun, ekki gráða 

Háskólamenntun, grunnnám 

Háskólamenntun, framhaldsnám 

Háskólamenntun, önnur gráða 

4. Hverjar eru mánaðarlegu einstkalingstekjur þínar, fyrir skatt? 

Minna en 400.000 krónur 

400.000-649.999 krónur 
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650.000-899.999 krónur 

900.000 krónur eða meira 

Vil ekki svara 

5. Hvaða samfélagsmiðla notar þú? 

Facebook 

Instagram 

TikTok 

YouTube 

Twitter 

Snapchat 

Annað 

6. Myndir þú kaupa vöru auglýsta af áhrifavaldi á samfélagsmiðli? 

Já 

Nei 

7. Áhrifavaldar sem þér þykja hvað mest traustvekjandi falla undir eftirfarandi 

flokk? 

Tísku  

Förðun 

Heilsu og vellíðan 

Börn 

Íþrótt 

Matargerð 

List 

Tónlist 

Dýr 
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Heimili 

Tækni 

Annað 

8. Ég fylgi að meðaltali fleiri íslenskum áhrifavöldum samanborið við erlenda? 

Já   

Nei 

Veit ekki 

9. Hversu líklegt eða ólíklegt er að ég kaupi vöru sem áhrifavaldur auglýsir á 

samfélagsmiðli?  

Mjög ólíklegt 

Frekar ólíklegt  

Hvorki ólíklegt né líklegt 

Frekar líklegt 

Mjög líklegt 

10. Hversu líklegt eða ólíklegt er að ég kaupi vöru sem er merkt sem auglýsing (#ad) 

af áhrifavaldi á samfélagsmiðli? 

Mjög ólíklegt 

Frekar ólíklegt  

Hvorki ólíklegt né líklegt 

Frekar líklegt 

Mjög líklegt 

11. Hversu líklegt eða ólíklegt er að ég kaupi vöru sem er merkt gefins (#gjöf) af 

áhrifavald á samfélagsmiðli? 

Mjög ólíklegt 

Frekar ólíklegt  
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Hvorki ólíklegt né líklegt 

Frekar líklegt 

Mjög líklegt 

12. Hversu líklegt eða ólíklegt er að ég kaupi vöru sem ég hef séð auglýsta oftar en 

einu sinni af sama áhrifavald samanborið við að sjá vöruna einu sinni auglýsta? 

Mjög ólíklegt 

Frekar ólíklegt  

Hvorki ólíklegt né líklegt 

Frekar líklegt 

Mjög líklegt 

13. Hversu líklegt eða ólíklegt er að ég kaupi vöru sem ég hef séð auglýsta frá fleiri 

en einum áhrifavald samanborið við að sjá vöruna auglýsta frá einum 

áhrifavald? 

Mjög ólíklegt 

Frekar ólíklegt  

Hvorki ólíklegt né líklegt 

Frekar líklegt 

Mjög líklegt 

14. Hversu líklegt eða ólíklegt er að ég kaupi frekar vöru af íslenskum áhrifavaldi 

samanborið við erlendum? 

Mjög ólíklegt 

Frekar ólíklegt  

Hvorki ólíklegt né líklegt 

Frekar líklegt 

Mjög líklegt 
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