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Abstract

Social media platforms have become the primary destination for young consumers seeking infor-
mation and products. In this context, influencers have emerged as a formidable influence on con-
sumer behavior, often commanding more trust than traditional brands. As a result, many brands
have recognized the power of influencers and are now actively engaging them in marketing activities.
The consequence of this is a increase of paid collaborations between brands and influencers, which
can be seen all over social media, especially Instagram.

As the number of brands engaging in influencer marketing increases, there are growing concerns
that its effectiveness may be decreasing. Furthermore, the factors that contribute to the uncredibility
in influencer marketing remain unknown. Therefore, the aim of this research is to investigate the
various factors that contribute to the perceived uncredibility of influencer-brand collaborations on
Instagram from the perspective of millennial consumers, who are a significant group in the online
sphere and play a role in determining credibility.

The study employed a qualitative research approach and interviewed seven millennial female
members who were all active on social media and knowledgeable about social media influencers.
The study’s framework was informed by various theories that impact consumers’ attitudes, includ-
ing the persuasion knowledge model, source credibility, match-up, and online content value. The
research findings supported these models and identified gaps in previous literature related to un-
credible influencer marketing, providing new insights. The study found that untrustworthy and un-
relatable influencers, poor brand-influencer fit, too many paid collaborations, poorly made content,
lack of information, and financial incentives all contribute to the uncrdibility in paid collaborations.
Additionally, the study’s findings indicated that similarity is more important than attractiveness in
determining credibility.

This thesis has provided valuable insights into consumers’ attitudes towards paid collaborations
on social media, specifically focusing on the factors that undermine the credibility of influencers’
paid collaborations and subsequently affect the effectiveness of the overall advertisement. The re-
search adds to the existing literature by shedding light on the elements that negatively impact the
credibility of influencer marketing. Additionally, the study sheds light on millennials’ attitudes to-
wards influencer marketing. For the managerial implications, this study suggests implications for
both marketing professionals and social media influencers.

Keywords social media, social media influencer, influencer marketing, paid collaboration, spon-
sored post, source credibility, Instagram
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Tiivistelma

Sosiaalisen median alustoista on tullut nuorille kuluttajille tarkea paikka etsiessdin tietoa ja tuot-
teita. Tassd yhteydessi sosiaalisen median vaikuttajat ovat nousseet vaikuttaviksi tekijoiksi kulutta-
jakayttaytymisessa, jotka saavat usein enemmaén luottamusta kuin perinteiset brandit. Monet bran-
dit ovatkin tunnistaneet vaikuttajien voiman ja hyodyntéavit heitd aktiivisesti markkinoinnissaan.
Taman seurauksena briandien ja vaikuttajien viliset kaupalliset yhteisty6t ovat lisddntyneet, mika
nakyy kaikkialla sosiaalisessa mediassa, erityisesti Instagramissa.

Yhi useampien brandien hyodyntidessa vaikuttajamarkkinointia isona osana markkinointistra-
tegiaansa, on noussut kasvava huoli sen tehokkuuden heikkenemisesta. Lisdksi tekijat, jotka vaikut-
tavat vaikuttajamarkkinoinnin epiluotettavuuteen, ovat edelleen tuntemattomia. Taman vuoksi
tdman tutkielman tavoitteena on tutkia erilaisia tekijoitd, jotka vaikuttavat Instagramissa
esiintyvien kaupallisten vaikuttaja-brandiyhteistdiden koettuun epiluotettavuuteen milleniaaliku-
luttajien ndkokulmasta, jotka ovat merkittava ryhma online-maailmassa.

Tutkimuksessa kaytettiin laadullista tutkimusmenetelmii ja yksilohaastatteluja. Tutkimukseen
haastateltiin seitseméa milleniaalin naista, jotka olivat kaikki aktiivista sosiaalisen median kayttajia
ja seurasivat vaikuttajia omissa kanavissaan. Tutkimuksen viitekehyksena kaytettiin eri teorioita,
jotka vaikuttavat kuluttajien asenteisiin, mukaan lukien lahteen luotettavuutta, vaikuttaja-
brandisopivuutta sekd mainosarvoa. Tutkimustulokset tukivat néditd malleja ja tunnistivat aukkoja
aiemmassa kirjallisuudessa, tarjoten uusia nikokulmia. Tutkimus osoitti, etti epaluotettavat ja ei-
samaistuttavat vaikuttajat, huono vaikuttaja-brandisopivuus, liian monet kaupallista yhteistyot, hu-
onosti tuotettu sisdlto, tiedon puute ja rahalliset kannustimet kaikki vaikuttavat epaluotettavauteen
kaupallisissa yhteistoissa. Lisdksi tutkimuksen tulokset osoittivat, ettd vaikuttajan samaistuttavuus
on tarkedmpaa kuin viehattavyys uskottavuuden maarittamisessa.

Tutkielma tarjoaa arvokkaita nikemyksid kuluttajien asenteista vaikuttajien kaupallisia yhtei-
kaisujen uskottavuutta ja siten koko mainonnan tehokkuutta. Tutkimus tukee aiempaa kirjallisuutta
ja lisaa siihen selkeyttamalla niita tekijoita, jotka vaikuttavat negatiivisesti vaikuttajamarkkino-
intiin. Lisdksi tutkimus valaisee milleniaalien asenteita vaikuttajamarkkinointia kohtaan.
Johtopaitoksissa tutkimus antaa suuntaviivoja brandeille seka vaikuttajille kohti parempaa vaikut-
tajamarkkinointia.

Avainsanat sosiaalinen media, sosiaalisen median vaikuttaja, vaikuttajamarkkinointi, maksettu
yhteisty06, sponsoroitu julkaisu, Instagram




TABLE OF CONTENTS

1.

INTRODUCTION .....cuuiieiiiieiiiiiiiiiieeirieiirieitrasitsesirsessrsasstsessrasssrsessrssssrnssssassssnsssenssssnssnsnssrnes 4
1.1, BACKGROUND ...ccottiiiiiiiiiiiiiiiiintiit ettt t ittt eeee e s s s e s s e bt e et e e e e aaaeassessaa s sbbbabeeseeeseasanseses 4
1.2.  IDENTIFYING THE RESEARCH GAP.......outtitiiiiiitiettetitieiiiissrierertetetteeeessssesessesssnsbesaeeeeeeseesessssss 6
1.3, PURPOSE .....oeeiiiiiiiiieiiiii ittt e e e e r e b ettt e e e e e e e e e e s e s s e e e et e e e e e e e as 7
1.4.  RESEARCH OBJECTIVES AND QUESTIONS ....ccctttieiiiiiiiiiiiiiinnriniietiteteeseessesssessesssnsnressessesesessesseses 8
1.5, DELIMITATIONS....ccotiiiiiiiiiiiiiiiitt ettt ee e et e e e e s e s e et e et e et eeaess s s e s s ns bbb bbaaeeeeeseaaeesssees 10
1.6,  STRUCTURE OF THE THESIS .....cuuuuiniiiiiiiiiiieteeteenssesieiieisssierrereteeteeseesessssessansssnressaeseseseaseesssens 11
1.7.  DEFINITIONS OF KEY CONCEPTS ......outvtrtttiieieereessinsioiiainssserrerteeeteesessessssessssssnssssssssssseseseeseesssns 13

LITERATURE REVIEW. .......cuuiiiiiiiiiiiiiieiiiiieiiineireeineesnesssasssassseassnsessssessssesssassssnssssnssnes 16
2.1.  INFLUENCER MARKETING ON SOCIAL IMEDIA .......ccuttiierierieniiiniiiiinnriirreteteeseeeeesssessesssnsssessesseees 16

2.1.1. S0CIal MEAIA INFIUENCEL .evvveeeiiiiaieeeeieeee ettt est e e et e e s ssataa e s s ssssaees 16

B N 1) i [V [=Taol=] g s To 1 =4 1 1 Lo U PUUUUU ROt 17

2.1.3. Influencer marketing 0N INSEAGIAM .....ueeeeeeeveieeeeeesiiieeeeessiiteeeessstreaeeeessirraaasessiseeeas 19

2.1.4. Influencer marketing as a form of WOrd-0f-mMOuUth .........cccccuveeeeeeeciiiieeeeessiiiieeeessiiieenn. 20

2.1.5. Influencers’ effectiveness and Credibility ........uuuuwiieeeeeeeeeeeeeeeeiiiieeeeieeeaa e e eecc e 22

2.1.6. INflUENCEIS’ [0St APPOAI ceueeeeeeeeeeeeeeeeeeeteeee ettt aaa e e e e e e e e e e e s s s s s ssssranes 25
2.2.  ATTITUDE TOWARDS ADVERTISEMENT ......cuuuutririitiireriereensissiinisssnrreereteeeeseesssssssssessansnssssssesseees 27
2.3, SOURCE CREDIBILITY ....evtttttteeterterssinniaiissstriereteetestesssssssssassasssssressetseseseesesssssssessanssnssssssesseees 29

2.3. 1. TTUSEWOITNINGSS eeveeessiiiieeeeessiiieeeeeseiiteeesessttte e e e s sststteasessstsasessssstseaesesssssssaasssssssssnes 31

B T =5 {01 d A Y =3P 31

2.3.3. ATLTOCHIVENESS ..ot ettt e e e e e e e e e e e e e e e e et e teteaat st aaene e e ees 32

2.3, SIMUIGEITY weveeeiiieee ettt e e ettt e e e sttt e e e e st e e e s s sssttaeasssnssaeaaessnsssssnaeas 32
P T 1Y 7. ol LU PP PP OPPPPPTPI 33
2.5.  ONLINE ADVERTISING VALUE........cceiiiiiiiuninitiiiiittitetteeeess s e s s beesetete et eeeeess s e s sessnnssranaeeeeees 34
2.6.  THEORETICAL FRAMEWORK ....ccccotiiiiiiiiininntiinitttttetteeeessssssesssssbesreteeseseeeeesssessesssnnnsrasaesseees 36

1T = 10 0 N 39
3.1, RESEARCH CONTEXT ....uttiiitiiitieeeetssiiiiiiinssssriertteeteteeseessssssessssssssbaabateteeseaeasssssssessasnnnssassanseees 39
3.2, RESEARCH SETTING ....otvtiiitiietiertensiiniiiiistiierttettetteeeessssssaa b baabaeateeseasaesssessassnsnnnsrassanaeees 40



3.3. RESEARCH APPROACH AND PHILOSOPHY ....cuuivniiuniunienteunetntesernetneesessnseneesnsensesnssnessessnsensssnsensennes 41

3.4. [0 1.y - N olo TN 1 =og 1 T N I 43
3.5. DIATA ANALYSIS . .eutitniin it ettt ettt ettt taeesasenssnsensesstnsesssnssnesessnsesssnsensesnssnsssessnsensssnsensernes 46
3.6. [0 .Y N o 107N 1 1 AT 49

4.,  FINDINGS AND ANALYSIS c.ueiiiieieieititirerererereresesasasesesesssssseresssessssssssssssssssssssssssasesssssssssnsasans 51
4.1. INFLUENCER MARKETING ON INSTAGRAM.......cvuiiutitniintitttntetetnetneeseeeneeneesnseneesssnessessnsensssssenserne 51
4.2, ATTITUDE TOWARDS INFLUENCERS’ PAID COLLABORATIONS ......etvrneeteneeteneeeenesesnneeeseneesesnnesesennss 54
4.3. INFLUENCER AS A SOURCE CREDIBILITY ...evuttuntrntiuneuntensesneensesernerneeseesnseseesnseneesnesneessssnsensssnsensernes 57
4.3, 0. T USTWOIENINOSS eeeeeeeeeeeeee ettt e et e et e e et e e et e e e e tees e taessetsasataasssannasananasenes 59
3.2 EXPDOITISO ettt e ettt eaaaaeees 62
G T Y 40 (o1 W 1YL =d LAk 63
B [ 011 o T4 1A U UUUR 65

4.4, INFLUENCER AND BRAND IMATCH .uvvutitniiniunetneiuetnsenesnetnsesnesnssneesssnseseesnsensesssnessessnsensssnsensernes 66
4.5, INFLUENCERS’ ADVERTISEMENT CONTENT VALUE .....oevvueeiteneeettneeeetnseeteessesnesestnnesessnesessnnesessnesens 68
4.6. INUMBER OF COLLABORATIONS. ....uttutirniinttunerneenernrensesetnsesesnetneesessnsessesnsensesssnesssssnsensesnsensernes 72
4.7. IMIONETARY ELEIMIENT «.euutvntrniunetntensernernesnesnsenssnsensesnssnsssssnsssesssnsessssnsensesnssnssssssnsensesnsensernes 75
4.8. SUMMARY OF FINDINGS.....cutuuttnttueuntentententeneesnerneesssnesneessensessssnsessssnssnsesessnsssessssensessesneseses 77

B DISCUSSION .. uiuiitteeeerererereteererereresesesesesssasassssssssssssssesesesesasssssssnsssssssssssssssssssseresssnsasnsnsanans 84
5.1. RESEARCH SUIMIMIARY ...utuuitniunetntennennetneseesnsenessnsensesnssnsssnssnssssssssnsessssnsensesnssnesssssnsensssnsensernes 84
5.2. THEORETICAL CONTRIBUTIONS ....evuitntirntintennetntenernetneesnesnsenesnsensesnssneesessnsensesssensesessnessessneensesns 85
5.3. IMANAGERIAL IIMPLICATIONS ..evuvvuitunirnitneunerneenesnsensesetnsesssnssnessssnsesessnseneesnssnessessnsensssssensernes 87
5.4. LIMITATIONS AND FUTURE RESEARCH ....ovutivniintinniunieneunetnteserneeneeseesnseseesnssneesnssnessessnsensssnsensernes 90
REFERENGCES ....cuceieitiiitiririrererereteresasesesesssssseseseseresesesesassssssssssssssssssssesesesssssasssnsasasassssssssasesasasnnns 93
APPENDICES ...cuceieitititirirererereteterneesesessseseesesesesesesesssssssssassssssssssesesssesssssnssssssssssssssssesasesesasasnsnss 108
APPENDIX 1: INTERVIEW QUESTIONS AND STRUCTURE vutuuivnienetntenrernerntenesneenseseesnsesserneessesnsrneesessnsensennns 108



LIST OF FIGURES

FIGURE 1. NUMBER OF #AD POSTS ON INSTAGRAM FROM INFLUENCERS (KLEAR, 2019) .........ccoocvveeriiieecireeenee 5
FIGURE 2. STRUCTURE OF THE THESIS .....cetttttttttuuuuuuieaaaeeeeeeeeetereetteeessnsnaaaassssseseaeeeeereemeenesssnnnnnnnsnseseeeeeeees 12
FIGURE 3. INFLUENCERS’ EFFECTIVENESS (SAUKKO & VALIMAA, 2018) ........ooeviiiiieeiiiie e ecieeeesieeeesiaee e 23
FIGURE 4. DIVISION OF INFLUENCE FACTORS (SAUKKO & VALIMAA, 2018) .........c.ooviviiiieeiiiieeeiieeecireeeeivee s 24
FIGURE 5. REASONS THAT ERODE CONSUMERS’ TRUST IN AN INFLUENCER (SLICKTEXT, 2021) .........ceevvvveeennneenns 26
FIGURE 6. THEORETICAL FRAIMEWORK.......cccetttutuuuuuuiaraeeeeeeeeerettettenennnuaaaaeaeasaeeeaeeeeereeteerensnnnnnnnnensaeeeeeeeees 37
FIGURE 7. TYPES OF COSMETICS ACCORDING TO COSMETICS EUROPE (2022)..........ceevvuvieenrieeeriieeesiieeesiaeeenns 41
FIGURE 8. DATA STRUCTURE ......ceiiiiiiieiiitititttnusiua s aaeeeeeeeetettettetessssaaaaaaesaeeeaeeeeereeeeenessssnnnnassnssseeeeeeeees 47
FIGURE 9. RESEARCH PROCESS FOLLOWING MILES & HUBERMAN (1994) ........cccvviiiiiiieeiiee e eieeeeevaee e 48

FIGURE 10. THEORETICAL FRAMEWORK: ELEMENTS AFFECTING INFLUENCERS’ PAID COLLABORATIONS PERCEIVED

(o210 ] [ W 1 1 AR 83
LIST OF TABLES
TABLE 1. INTERPRETIVISM APPROACHES & FEATURES (COLLIS & HUSSEY, 2014)..........cccvvvvieeiiieeeireeccieee e 42
TABLE 2. INTERVEWEES ....evueunitnttnniunttnenetnteneesnesnsssssnssnssnsensesnssnssssssnssnsessensesessnsessesnssnsssessnsensssnsensennes 45
TABLE 3. INTERVIEWEES’ GENERAL AND IMMEDIATE ATTITUDES TOWARDS PAID COLLABORATIONS .......vvvevvnnreennnn. 55
TABLE 4. MANAGERIAL IMPLICATIONS FOR INFLUENCERS AND BRANDS ... ..ucuuttuitntinteuneenrenernerneeseesneensesnsensenns 89



1. INTRODUCTION

1.1. Background
In todays’ world, social media has become a normal part of our lives, and its use has become an
everyday habit for many people — especially for millennials and younger generations. Therefore, it
is important that companies are reachable through social media, as most potential consumers use
it daily (Viira, 2017). According to a survey by Statista (2021a), 89 percent of respondents aged 16
to 24 years and 81 percent aged of 25 to 34 years follow social media daily. Lou and Yuan (2019)
suggest that the increased use of social media among young adults is driven by their urgent need to
acquire information from social media and other users, which has become more important than

ever before.

According to research conducted by The New York Times, people tend to trust content shared on
social media by unknown individuals more than a brand’s own advertising (Schaefer, 2015). For
instance, Twitter’s and Annalect’s research reveals that 49 percent of Twitter users rely on
recommendations from social media influencers, and 56 percent trust recommendations from
friends (Kirkpatrick, 2016). This suggests that consumers view social media influencers as
trustworthy and relatable, much like their friends. In fact, O’Neil-Hart and Blumenstein (2016)
found, that 40 percent of consumers believe that their preferred social media influencer has a better
understanding of them than their close friends. As many as 92 percent of European consumers
interacts with influencers on social media and nearly half of them had purchased an item after
seeing an influencer using it (Bazaarvoice, 2018), suggesting the level of trust consumers give to

influencers.

As a result, many brands have taken notice and are actively seeking out social media influencers to
integrate them into their word-of-mouth marketing strategies, particularly to recommend their
products (Buttle, 2021). Influencers are even more desirable for spreading the word about brands
than traditional celebrities, due to their devoted online followers (Buttle, 2021). Consumers prefer
to follow influencers who look like everyday people and act like us, instead of celebrities (Santora,
2022a). This is supported by research conducted by Troot (2021), which shows that 43 percent of
respondents buy a product based on the suggestion of a social media influencer, while only 31

percent do so based on a celebrity’s recommendation. Brands have recognized the potential of



partnering with social media influencers to advertise their products and services on social media,

and as a result, the term “influencer marketing” has become widely accepted (Glucksman, 2017).

In recent years, many brands have acknowledged the effectiveness of utilizing influencer marketing,
and this trend has only accelerated due to the Covid-19 pandemic. As a result of the lockdowns,
people were spending more time on social media, leading to an increase in consumption of
influencer content, particularly among those aged 18 to 34 (Lekowski, 2020). As a result, brands
have turned to influencers to reach their audience online, and in 2020, 59 percent of the worldwide
advertising expenditure was allocated to digital media (Smith, 2022). During the pandemic, there
was a 72 percent increase in advertisement content from influencers, highlighting their significance

for brands (Buttle, 2021).

The growth of influencer marketing has been significant also on Instagram. Klear’s (2019) statistics
show that the quantity of influencer ad posts on Instagram increased by 48 percent from 2.11 million

in 2018 to 3.02 million in 2019. This is depicted in figure 1, following of Klear’s research.
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Figure 1. Number of #ad posts on Instagram from influencers (Klear, 2019)

This growth has continued, with 3.8 million #ad posts being posted worldwide in 2021 according to
Statista (2020). This growth is in line with global spend on Instagram influencer marketing, increased
from 5.67 billion US dollars in 2018 (Statista, 2021b) to 13.8 billion US dollars in 2021 (Geyser,
2022a), and it is forecasted that it will increase to 16.4 billion US dollars by 2022 (Geyser, 2022d).



However, the oversaturation of the market has led to concerns about the transparency and
effectiveness of influencer marketing, as well as influencer fatigue and rejection (Bakhtiari, 2020).
In fact, four from ten people reported that they see an excess of branded content from influencers
on social media (Marketing charts, 2020a). Bazaarvoice’s (2018) study found that 47 percent of
surveyed audience are tired of influencers’ repetitive posts on social media platforms, such as
Instagram, and multiple studies have shown that influencer advertisement content is often received
negatively by consumers (Eisend, Van Reijmersdal, Boerman & Tarrahi, 2020; Gerrath & Usrey, 2021;
Rajamaki, 2021).

1.2. Identifying the research gap
From a societal perspective, influencer marketing is perhaps more interesting and relevant than
ever, but at the same time, in commercial terms influencer marketing is in crisis. Distrust of the
authenticity of the commercial content produced by influencers drives influencer marketing to the
point where ways of doing it need to be reconsidered. (Haapanen, 2020). Real and unfiltered
content has been increasing especially in 2021 and followers are asking authentic content more than
ever before (Ekholm, 2021). Joe Rohrlich says that influencers’ current use may differ from this value
of authenticity, as consumers are aware of monetary rewards and their ability to read social media
call into question the credibility of influencers (Bazaarvoice, 2018). Solis (2012) contended that an
excessive utilization of influencer marketing can lead to inauthenticity, and he predicted that this
heavily relied upon marketing technique will eventually face a fate similar to that of traditional mass

marketing.

There are alarming signs that the effectiveness of influencer marketing may be decreasing as more
and more brands are using it. The number of paid collaborations on Instagram is perceived to be
quite high, and 36 percent of users feels there are too many of them. Instagram is the second-
highest platform for this issue among all social media channels (Troot, 2021). According to Troot’s
survey (2019), approximately 35 percent of customers aged 15 to 35 have even unfollowed
influencers because of too many paid collaborations in their channels. This is the same kind of
phenomenon that Tripp, Jensen and Carlson (1994) observed when a celebrity promoted various
brands. According to Tripp et al. (1994), if the same celebrity indorsed numerous different brands,
it had a damaging impact on their credibility in consumers’ eyes. Sometimes influencers have agreed

to a wide variety of collaborations without questioning them too much. Quantity has replaced



guality, and abundance has led to a backlash in which the credibility of influencers has been tested.
In this case, collaboration can come at high price as the main currency for the influencers is not the
number of followers but the trust of their followers (Haapanen, 2020). This issue is widely
acknowledged by both social media users and literature, which has given rise to the notion of

credibility in influencers’ paid collaborations.

Stubb and Colliander’s (2019) research shows how consumers perceive social media influencers’
“not sponsored” posts and product reviews. According to their research, consumers perceive “not

III

sponsored” posts as more credible than posts with the label “sponsored”. However, they propose
that disclosures are crucial not only when a post is sponsored but also when it is not, as the absence
of labels can undermine the post’s credibility. This study demonstrates that consumers’ perceived
credibility towards the post is lower for sponsored posts, but the research does not address the

characteristics that make sponsored posts appear uncredible. This is where the research gap lies.

1.3. Purpose
The beneficial impact of social media influencers in marketing has been extensively examined,
leading to the widespread adoption of influencer marketing as a common promotional strategy on
social media (Reinikainen, Munnukka, Maity & Luoma-aho, 2020), but still the negative sides of
influencer marketing are quite much unidentified (Jin, 2018; Jin & Mugaddam, 2019). A survey, done
by Troot (2019), indicates this same kind of phenomenon, focusing only positive sides of influencer
marketing, ignoring the possible negative aspects of this activity. Troot’s survey inquired from
consumers whether a sponsored collaboration had a positive impact on their perception of the
endorsed product or service, but failed to investigate or clarify whether the collaboration had any
negative influence on their perception. This same more positive aspect towards influencer
marketing is seen most of the consumer research and less indicates or identifies the negative sides
of influencer marketing. The scarcity of research regarding negative sides of influencer marketing
may cause marketers to plan their influencer marketing unsuccessfully and potentially effecting the

credibility of their marketing message.

As the subject, influencer marketing, is quite new and still emerging, research around influencer

marketing credibility is very limited. The trustworthiness, expertise and attractiveness of the



endorser have been recognized as the factors for credibility around celebrity endorsement (Bhatt,
Jayswal & Patel, 2013; P6yry, Pelkonen, Naumanen & Laaksonen, 2019), which is widely researched
topic, but mostly limited to concern only traditional celebrities, not influencers. For example,
Djafarova and Rushworth’s (2017) study focuses on the credibility of celebrities’ Instagram accounts
and how they affect users’ purchase decisions. Furthermore, Bhatt et al.’s (2013) investigation on
the influence of celebrity endorsers’ credibility and attitude towards the advertisements is focusing
only to traditional celebrities. Therefore, recent studies have integrated source credibility models
from celebrity endorsements into the study of influencer marketing (Djafarova & Rushworth, 2017;

Lou & Yuan, 2019). However, the factors for uncredible influencer marketing are still unidentified.

Furthermore, apart from the scholarly interest in this topic, it is imperative for companies to identify
these uncredible elements to optimize their influencer marketing strategy more effectively, trying
to avoid these “pitfalls”, in order to consumers to believe their marketing message. The factors that
contribute to uncredible influencer marketing through sponsored collaborations have yet to be fully
identified. However, it is essential to take these factors into account while selecting suitable social

media influencers for partnerships or designing influencer collaborations.

The purpose of this research is to identify what are the elements which makes influencers paid
collaborations seen uncredible from consumers’ point of view. The aim of this paper is to enhance
comprehension of how the characteristics of influencers, the compatibility between influencers and
brands, and the content and execution of paid collaborations impact the lack of credibility in the
intricate social media environment, ore more broadly, the hazards associated with influencer
marketing. Considering the current research gaps on the negative aspects and source credibility of
influencer marketing, the obje ctive of this study is to obtain a more profound comprehension of
the topic, thereby minimizing the possibility of implementing untrustworthy and inefficient

influencer marketing strategies.

1.4. Research objectives and questions
To understand why consumers are perceiving influencer marketing negatively, we must identify the
factors that affect their attitudes and the elements that make paid collaborations with influencers

appear uncredible from their perspective.



The credibility of influencer marketing remains a relatively under-researched topic in the literature.
Furthermore, the limited studies that do exist tend to emphasize the favorable aspects of influencer
marketing’s credibility. However, individuals may also consider negative aspects that can damage

the credibility of the influencer-brand collaboration as a whole.

Hence, the aim of this study is to elucidate the factors that undermine the credibility of influencer
marketing, with a particular focus on paid collaborations, as perceived by consumers. The research
is based on the presumption that consumers can recognize a paid collaboration being
advertisement, which aligns with the persuasion knowledge model presented by Friestad and
Wright (1994). This persuasion knowledge model is closely linked to consumer’s attitudes and
therefore, consumers attitudes play a significant role in this research, and requires understanding
of the elements affecting these attitudes and through that the perceived uncredibility of the
collaboration post. There are numerous factors that have potential to impact and shape consumers’
attitudes towards influencer collaboration posts and their overall credibility. An influencer’s
credibility as an individual can play a significant role in shaping these attitudes, but there may also
be instances where the influencer is perceived as trustworthy while their paid collaboration post is
not. Therefore, it is crucial to investigate the underlying factors that contribute to the uncredibility

in paid collaborations.

This thesis aims to achieve the following objectives:

1) To comprehend the factors that influence consumers’ attitudes towards credibility
2) To recognize the elements that cause influencer’s paid collaboration posts to be perceived

as uncredible from the consumers’ point of view.

From these objectives, the two research questions for this thesis were formed:

1. What factors contribute to consumers’ attitudes towards paid collaboration?
2. What are the elements that affect consumers’ perception of uncredibility in paid

collaborations by influencers on Instagram?

This research seeks to explore the diverse factors that influence the perceived uncredibility in

influencer-brand collaborations on Instagram. The investigation will focus on the perspective of



millennial consumers, who are a significant group in the online sphere and play a role in determining

credibility.

1.5. Delimitations
This research focuses on the social media platform Instagram, as it is one of the most popular
platforms for executing influencer marketing. With the influencer industry continuing to grow, the
adaptation of Instagram cannot be overlooked, especially for business-to-consumer companies.
Approximately 67 percent of brands use Instagram for their influencer marketing, making it their
primary platform. (Prager, 2022). Not only is Instagram a popular channel for influencer marketing
among brands, but it is also the platform where the most influencers are active. According to a study
by InfluencerBD, more than half a million active influencers prefer Instagram or use it as their only
channel for influencing (Droesch, 2019). Another study by influencer marketing agency Activate
showed that a higher proportion of global influencers — nine in ten — have increased their utilization
of Instagram for promotional initiatives compared to the previous year (Enberg, 2018), indicating

an increase in the use of Instagram for influencer marketing.

To provide clarity, this research focuses only on social media influencers, excluding classic celebrities
from examination. There are differences between influencer and celebrity endorsements (Poyry et
al. 2019; Pnc Solutions, 2018), even though both parties have significant social media audiences and
are part of different marketing campaigns. This delimitation is necessary because these two options
serve different functions and provide very different results (Pnc Solutions, 2018). Celebrities have
gained their audience through traditional media based on their career or other merits, while
influencers have gained their fame through new media channels, namely social media (Eksioglu,
2021; Pnc Solutions, 2018). Another difference between the two is that celebrity endorsement uses
the celebrity’s fame to make a product or brand more notable, while influencer marketing creates
hype by using word-of-mouth (Pnc Solutions, 2018). Social media influencers have proven to be
more effective than traditional celebrities in promoting products and services (Djafarova &
Rushworth, 2017), and for most brands, influencer marketing is more beneficial than celebrity

endorsement (Barkes, 2022). Therefore, this research is limited to social media influencers.
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The consumer market for cosmetics is growing, and the digitalization of cosmetics is predicted to
increase rapidly in the next few years. However, cosmetics are still preferred to be purchased from
brick-and-mortar stores rather than digital platforms. (Kaupan Liitto, 2019). This poses an
interesting challenge for cosmetic brands: how to effectively market their products in online
formats, such as through influencer marketing. Additionally, as cosmetic products can be
challenging to showcase online in terms of demonstrating their effectiveness, texture, and scent,
along with the fact that many cosmetic products are not suitable for all skin types, this sets a unique
challenge and interesting delimitation for this research within the product category. This research
focuses on cosmetic products in general, encompassing everything from makeup products to

shower gel, to provide an example supporting the obtained results.

Consumers who purchase the most cosmetics from digital platforms are under 35 years old, and
almost a third of millennials buy cosmetics online (Kaupan Liitto, 2019). As per Statista (2022), most
Instagram users worldwide are also millennials who have witnessed the platform’s evolution from
publishing everyday photos to becoming a more commercial platform. This shift may explain why
consumers aged 25 and above (i.e., millennials) have the most negative attitudes towards
influencers’ paid collaborations compared to younger generations (Troot, 2021). In light of the focus
of this research on uncredible influencer marketing, this study is delimitated to the millennial age
group, who were born between 1981 and 1996 (Worldline, 2020). Additionally, this research is
limited to females as they spend considerably more time on social media and Instagram (Nielsen,
2013; Bojkov, 2022), consume more cosmetics than males (Kosmetiikka- ja hygieniateollisuus), and

follow influencers more than males (Geyser, 2022b).

1.6. Structure of the thesis
The structure of the thesis consists of five different chapters. Thesis’ structure is shown in figure 2,

Structure of the thesis, where each chapter is shortly presented.
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Introduction

This chapter provides background information and justifies the importance of the topic.
This section further presents the objectives and research questions, and in the end
explains the key concepts of this thesis more deeply.

()

Literature Review

This chapter presents comprehensive review of existing literature related to
influencer marketing, consumers’ attitudes, source credibility, match-up theory
and online advertising value.

5

Methodology

The third chapter provides an overview of the research context and setting, as
well as the research approach and philosophy. It describes the methodology
employed in this research and explains how the study was conducted.

o

Findings and analysis

This section presents the empirical findings of the research, along with an analysis
of the relationship between the key findings and the existing literature.
Furthermore, it introduces new and interesting insights and challenges some of
the previous research findings.

)

Conclusions

Last chapter displays the conclusions in relation to the research objectives and research
questions. The chapter presents theoretical contributions and managerial implications, and
finalizes with suggestions for future research. Research limitations are also evaluated.

()

Figure 2. Structure of the thesis

The first chapter starts with background information, which gives some base knowledge and justifies
the importance of this topic. It further discusses more deeply about the problem in hand and
explains more, why this topic is important to research for. It also gives a purpose for this thesis and
presents the objectives and the research question. This thesis delimitations are discussed to provide

more clarity and defines the key concepts of this thesis.

Second chapter familiarizes the key theories and models regarding influencer marketing and
forming advertisement credibility. First influencer marketing and its different concepts are
presented. Then the thesis moves to advertisement credibility, which provides an insight of
consumers attitudes towards advertisement in general, and The Source credibility model, which

focuses on the influencer’s personal characteristics. The Match-up Hypothesis, which relates to the
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influencer’s connection with product and brand, is presented and online advertising value, which is

built through collaboration’s content, is also discussed.

In chapter three, an outline of the research methodology implemented in this study is presented,
which involves a qualitative research approach. Given the limited availability of academic literature
on the research topic, a qualitative research approach was deemed appropriate since it is
considered the most appropriate method for generating insights into emerging phenomena
(Eriksson & Kovalainen, 2008). This research utilizes semi-structured interviews as the means of data
collection. The choice of the interview method was made to allow the interviewees to share their
perspectives openly and without reservation regarding the topic, rather than being restricted by a
set questionnaire. Also, according to Saunders, Lewis and Thornhill (2007) interviews are a crucial

technique for conducting qualitative research.

Chapter four presents and analyzes the empirical findings of the research in conjunction with
previous literature. New and interesting discoveries are introduced, and dedicated chapters are
created to explore them in depth. At the end of chapter four, the empirical findings are summarized

in the form of a theoretical framework.

The final chapter, chapter five, presents conclusions related to the research objectives and research
question. It provides a comprehensive summary of the research, highlights the theoretical
contributions and managerial implications, and offers suggestions for future research. Additionally,

it evaluates the limitations of this research.

1.7. Definitions of key concepts
This chapter introduces and clarifies the essential concepts that underpin this research to facilitate
its comprehension and follow-through. The selected key concepts were based on their frequent
occurrence in the relevant materials and their significance in providing a foundation for
understanding this study. The following terms are explained and are present throughout the
research: social media, social media influencer, influencer marketing, paid collaboration, sponsored

post, source credibility and Instagram.
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Social Media: social media is technology-based platforms, such as websites and applications, which
allows people to share their thoughts, ideas and information through virtual networks and
communities. In social media people can create content such as photos, videos, information and
documents, and share it with the public fast in real-time. (Dollarhide, 2020; Hudson, 2020). Social
media is basically content created by its users, that is consumed by technology that provides a
platform for producing, commenting, and distributing this content (Leino, 2010, p. 215). Nowadays
social media enables lots of networking opportunities, such as from seeking a job to finding new
relationships (Dollarhide, 2020). It has become a significant part of companies’ business plans, as it
allows them to communicate straight with consumers. Social media is effective tool for
communication and marketing with comparably low cost. (Kaplan & Haenlein, 2010; Dollarhide,

2020).

Social media influencer: Buttle (2021) characterizes social media influencers as “micro-celebrities”
who have collected an extensive online following by leveraging their social capital. Unlike traditional
celebrities such as actors and singers, influencers are individuals who have gained prominence and
followers through self-branding and original content creation on social media platforms (Kapitan &
Silvera, 2016; Khamis, Ang & Welling, 2017). These individuals are regarded as influencers due to
their ability to sway opinions in their favor and exert an impact on others (Santora, 2022a). With
their authority, status, or relationship with followers, social media influencers possess the ability to

influencer purchasing decisions (Geyser, 2022a).

Influencer marketing: Influencer marketing refers to commercial cooperation between brands and
influencers with the aim of promoting brands’ products or increasing brand awareness (Kilpailu- ja
kuluttajavirasto, 2019). Influencer marketing is a form of marketing communication, where brand
collaborates with a social media influencer to target consumers and market its products or services
(Nadanyiova et al., 2020; Geyser, 2022a). It is done through influencer’s platform and when
influencer is part of brand’s campaign. It helps brands to build their brand and boost their sales
through an authority that consumers know and trust (Nadanyiova et al., 2020). Sudha and Sheena

(2017) define two forms of influencer marketing; earned and paid.

Paid collaboration: Paid collaboration is influencer marketing activity, which is cooperation between
influencer and brand for monetary compensation. Prefix “paid” simply means that brand has paid

the influencer for the publication (Tribe), where influencer promotes a product or service the brand
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has provided for them (Vargas, 2020). Paid collaborations must clearly indicate its commercial
purpose and on whose behalf, it is being marketed (Kilpailu- ja kuluttajavirasto, 2019). Paid
collaborations are referred also to as paid sponsorships, which is a hyponym for sponsored posts,

and basically means paid advertisement (Storm, 2022).

Sponsored post: Sponsored posts are like native ads, just different in their nature. The content in
sponsored posts is more entertaining and educational than in traditional ads. (Ledgard). There are
two ways of sponsored posts to be done; first that brands pay for Instagram to boost their own or
influencers’ posts (called boosted posts, promoted posts or Instagram advertising) or that brand
pays for influencer to promote them via influencer’s Instagram post (called paid sponsorship). This
research focuses on paid sponsorships, where a brand pays straight for the influencer, even using

phrase “sponsored post”.

Source credibility: Credibility, according to Alder and Rodman (2000), refers to the extent to which
the speaker is perceived as believable by the listener. The credibility of an advertisement can be
influenced by both the brand and the messenger delivering the message (Goldsmith et al., 2000).
Source credibility, therefore, can be defined as the level of trust and belief in what other people say
about a particular product or service (Cambridge Dictionary). Also, Pornpitakan (2004) discovered
that source credibility can affect communication effectiveness, and it is commonly used to refer to

the positive features of a communicator (Bhatt et al., 2013).

Instagram: Instagram is a free social media platform that allows users share pictures and videos. It
has over a billion registered accounts and is nowadays owned by Facebook. Essentially, Instagram
is a primarily visual social network, and upon launching the application, users are directed to the
main feed featuring recent posts from accounts they follow. In Instagram users can post content,
follow, like, comment and send direct messages to other users. There are several ways to post
content to Instagram such as feed posts, story releases, reels videos, Instagram live and Instagram

TV. (Antonelli, 2022).
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2. LITERATURE REVIEW

2.1. Influencer marketing on social media

“The art and science of engaging people who are influential online to share brand messages with

their audiences in the form of sponsored content” (Sammis, Lincoln, & Pomponi, 2016, p. 7).

The use of celebrities and famous people to promote brand and its products or services dates back
even to the previous century. It has always been seen as a positive way to engage consumers with
the brand and it has generated the expected result in terms of product purchase and brand loyalty.
(Krishna & Karthik, 2016). The use of celebrities and celebrity endorsement have been recognized
as beneficial for brands in the previous literature, but over the last few years this the increasing
popularity and widespread use of social media has led to a transformation in marketing strategies.
New form of celebrities has entered the field of marketing called social media influencers to almost

replace traditional celebrities.

2.1.1. Social media influencer

In the realm of social media, the opportunity to create and distribute content is open to anyone,
which means that anyone can potentially become an influencer. Social media users who have gained
a significant following based on their own content are referred to as social media influencers (later
referred as influencers) (Kapitan & Silvera, 2016). They are identified as such due to their influence
on others, especially to their followers (Santora, 2022a) and their ability to affect their followers’
purchase intentions (Geyser, 2022c). Bandura’s (1971) social learning theory elucidates how human
behavior is influenced by social situations. According to the theory, individuals acquire knowledge
through direct experiences or by observing the actions of others. Based on the feedback they
receive, they form assumptions about the most effective behavior patterns, which subsequently
guide their future actions. As a summary, this helps to understand why influencers are influential
and how they set an example for their followers. Influencers represents a modern form of third-

party endorsers, who have ability to influence the opinions and beliefs of their followers through
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their social media platforms (Freberg, Grahm, McGaughey & Freberg, 2010) like Instagram,
YouTube, Facebook, and blogs. Influencers leverage their social media platforms to produce
branded content aimed at increasing their follower count and raising awareness for the promoted

products (Glucksman, 2017).

Influencers are individuals who have built their reputation based on specific topic of their expertise
and knowledge (Geyser, 2022c), such as beauty, fashion, interior, or fitness to name a few. They are
today’s opinion leaders and for many they are role models to look up to (Venus, Aziz & Ehri, 2019).
Influencers can be categorized in multiple ways, but the most widely used methods are by reach
and niche. An influencer’s reach is determined by the size of their following, whereas their niche
pertains to their specialized area of knowledge or expertise. (Insider Intelligence, 2021). The
classification of influencers based on their number of followers is a topic of debate, with no clear
consensus on definition. Sanders (2022) categorizes influencers into five groups: nano, micro, mid-
tier, macro and mega influencers. Some divide influencers into micro, macro and celebrity
influencers (Saukko & Vialimaa, 2018). Maybe the most used division separates influencers into four
categories: nano, micro, macro and mega influencers. Nano-influencers are the smallest group with
around one thousand or less followers, who mainly consists of friends and people who are
interested in the same things as the influencer. Micro-influencers have about 1 000 to 10 000
followers, who are committed to the influencer due to the smaller number of followers. Macro-
influencers have 10 000 to 100 000 followers, and they are usually perceived as experts, who are
mainly posting collaborations. Mega-influencers have 100 000 or more followers and through them
brands can reach widest target audience. (Tahti consulting, 2021). With niche brands can utilize
certain type of influencers, who are reaching more intentionally targeted audience (Insider

intelligence, 2021).

2.1.2. Influencer marketing

Brands have acknowledged the benefits of collaborating with influencers (Glucksman, 2017), and
influencer marketing has emerged as a vital component of marketing communication, providing a
powerful means of reaching prospective customers and the brand’s target audience. It involves

using the influence of individuals to reach a specific audience, making it a valuable marketing
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channel (Padia, 2018). Influencer marketing is based on collaboration between a brand and
influencer, who promotes brand’s products or services, but in some cases the collaboration can be
less concrete — brands are working with influencers just to increase their brand recognition (Geyser,
2022a). Influencers share opinions about products or services on social media platforms, which
helps conversation about the brand going viral on online (De Veirman, Cauberghe & Hudders, 2017)
and as a result, they are engaging in sponsored post agreeing payment for what they publish. In
2021 many brands increased their share of paid collaborations with influencers and now, there is

an equal split between paying money and sending free products to influencers (Geyser, 2022d).

Using their own social media platforms for promoting brands and products, influencers frequently
create the perception that they have personal relationship with the brand and the items, rather
than commercial (Guiffredi-Kahr, Petrova & Malar, 2022). Native advertisement blurs this fine line
between advertisements and content generated by endorsers, making it challenging for consumers
to recognize it as an advertisement. Therefore, when influencers publish paid collaborations, it can
be difficult for consumers to accurately distinguish whether the influencer is giving a personal
recommendation or simply promoting a product for monetary reward. (Campbell & Grimm, 2019).
For this manner, to avoid confusion, regulators such as Federal Trade Commission (FTC) have
developed guidelines for influencers and social media advertising. The FTC guidelines (2019) state
that to prevent social media content from being misleading, any material connection or sponsorship
post between an influencer and a brand must be clearly disclosed on social media. The FTC
guidelines requires that if there is a connection between an endorser and an advertiser that might
affect the credibility the consumer is giving the endorsement, the relationship should be visibly
disclosed. As a general rule, the advertisement disclosure should be stated at the very beginning of
the publication, along with the name of the brand being advertised. In short, disclosing a partnership
with a brand is a way to communicate to consumers that the post is an advertisement. These

regulatory guidelines apply to all influencers, whether big or small, and celebrities.

The most common way to execute influencer marketing is a single influencer marketing campaign,
where a few selected influencers share their experiences of the product or service at an agreed time
and in agreed channels (Saukko & Valimaa, 2018). In addition to shared content, collaboration posts
may include competitions, raffles, discount codes or affiliate links. Usually, influencers’ posts have

two purposes, which are according to Kay, Mulcahy and Parkinson (2020) to increase purchase
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intention of their followers and to improve their product knowledge. In practice, influencers create
and post content that includes information about the product features to improve their followers’
product knowledge (Lou & Yan, 2019). Furthermore, they strive to imbue the product they endorse
with their own charm and qualities, in order to motivate their followers to buy it (Atkin & Block,
1983, cit. Schouten, Janssen & Verspaget, 2019). Consumers can interact with an endorsed product
through social media by watching influencers use it, which can make them feel more informed when
making a purchase decision (Glucksman, 2017). Influencer marketing combines traditional and
modern marketing techniques by bringing the idea of celebrity endorsement to modern, content-

based social media platforms (Geyser, 2022a).

2.1.3. Influencer marketing on Instagram

Instagram is considered the most important and influential social media platform for influencer
marketing (Promoty). As previously shown, influencer advertising posts on Instagram have seen a
significant increase (Klear, 2019). Instagram is the preferred platform for both brands and
influencers, with almost 80 percent of brands using it to engage with influencers (Geyser, 2022d).
Moreover, 73 percent of potential consumers follow influencers on Instagram, while only 36 percent

follow brand accounts (Annalect, 2017).

Instagram is a social media channel, which is completely based on visual esthetics and filtered
images (Djafarova & Rushworth, 2017), and has both features to publish content; images and video
publications, which makes it suitable platform to promote cosmetic products. The most common
form of collaboration is sponsored feed posts or stories in the influencer’s own profile where the
influencer presents brand’s products or services to her or his followers. Typically, an influencer will
create an appropriate photo or video featuring a brand’s product or service, share it on their profile,
and receive compensation from the brand in the form of products or money as part of a promotional

campaign. (Promoty).
Instagram provides a simple and quick method for posting genuine content and showcasing brands

by tagging them in the published content. By tagging a brand, potential customers can easily find

their way to the source of the product (Glucksman, 2017). Instagram users can shop for endorsed
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products directly within the app by tapping on the tagged products in the content. While this feature
is not available to all users, it gives brands another compelling reason to collaborate with influencers
in their niche. Another somewhat new feature is Instagram Collabs, where users can co-create
content, meaning that the collaboration post will show up on both users’ Instagram feed. For
brands, this is another reason to collaborate with influencers to reach larger audiences. (Sheikh,
2022). Instagram videos supports brands to build trust among their target group and to be seen as
authentic and human (Sheikh, 2022). For example, for marketing purposes, Instagram stories are
useful to present new products, promotions, or releases (Geyser, 2022e). Usually, it is the most
convenient for the influencer to make product reviews on Instagram stories, where it is possible to

share thoughts and opinions a bit more freely and longer time (Promoty).

According to Djafarova and Rushworth (2017) research, influencers are considered more credible
and relatable sources than traditional celebrities in influencing purchase intentions, as shown by
their impact on Instagram. Influencers can present a product or service in an authentic and
trustworthy manner (De Veirman et al., 2017), making endorsement a strategic method of
influencing consumer behavior. Additionally, influencers’ ability to build strong and intimate
relationships with their followers on Instagram increases the perceived value of their content

(Childers, Lemon & Hoy, 2018).

In 2020 and 2021, the most frequently posted niche by influencers on Instagram was lifestyle, which
is unsurprising given its broad coverage of everyday life (Geyser, 2022d) making it widely
recognizable. Moreover, it is a topic that lends itself to visually appealing content sharing. Beauty,
which pertains to cosmetic products, was the second most common niche for influencer posts on
Instagram during the same period (Geyser 2022d). Given that Instagram’s core audience comprises
women aged 25 and 34, it is no surprising that beauty influencers are prevalent on the platform

(Geyser, 2022d).

2.1.4. Influencer marketing as a form of word-of-mouth

Social media channels have become extremely important for brands not only because their potential

consumers and target groups are present on these platforms but also due to the more interactive
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ways of spreading information. Influencers can contribute to word-of-mouth advertising through
their posts, pictures, and social media profiles. This can be beneficial for marketers who want to

engage in digital conversations about their brand. (Forbes, 2016).

Word-of-mouth (WOM) marketing, a widely employed approach for brand promotion, has been
found to be particularly effective when utilizing celebrity endorsement. By leveraging the popularity
of a notable figure, a brand can reach a vast audience. This is because individuals often look to the
endorsements of their favorite celebrities and the brands they represent, which in turn can
influence their peers to adopt similar purchasing decisions. (Krishna & Karthik, 2016). Numerous
studies have researched the power of WOM and how consumer-to-consumer WOM generates more
sales compared to paid ads, making it more powerful as a form of recommendation. Furthermore,
influencer marketing is essentially WOM marketing but with the distinction that it has the potential
to reach and influence a larger audience. It is worth noting that sales driven by WOM are still 37

percent higher than other types of marketing. (Padia, 2018).

Influencer marketing, a contemporary form of WOM advertising, has become a prevalent presence
on social media channels. Influencers are often encountered when navigating these platforms.
Instagram has seen a surge in popularity, resulting in high engagement and strong WOM advertising
as users actively share and comment on the platform (Blystone, 2022). Brands stand to benefit
greatly from influencers on Instagram as they can effectively disseminate information about new
products, shape trends, and ultimately drive sales (Jin, Mugaddam & Ryu, 2019). This is achieved by
leveraging the trust and influence of individuals who have a significant presence on social media

(Geppert, 2020).

With the emergence and popularity of social media, a new form of WOM advertising, known as
electronic word of mouth (eWOM), has evolved. Social media has become a popular means of
sharing information and experiences among consumers (Hsu, Lin & Chiang, 2013). Brands endeavor
to create eWOM by utilizing endorsement strategies to expand the reach of their advertisements

and improve their effectiveness (Djafarova & Rushworth, 2017).

In addition to Bandura’s (1971) social learning theory, eWOM can also explain what makes
influencer strategies used and successful. As eWOM indicates to favorable or unfavorable

statements about a product or service made by potential, current or former consumers through
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electronic channels, such as Instagram, and WOM is widely recognized as the most reliable and
trustworthy form of marketing, influencers possess an exceptional ability to carry out eWOM. They
have a role of shaping the perceptions of consumers towards products and services through eWOM.
(Glucksman, 2017). Thus, influencers have this ability and are experts of eWOM, studies in the field
of electronic word of mouth marketing have discovered, that its effectiveness is affected by

credibility of the endorser (Erkan & Evans, 2016).

2.1.5. Influencers’ effectiveness and credibility

Influencers have been acknowledged as more successful to promote products and services than

celebrities (Djafarova & Rushworth, 2017), but what is the reason behind that?

Influencers and celebrities, who have been traditional opinion leaders, have similar characteristics
such as being influential and valued among their audience. However, compared to traditional
celebrities, influencers are perceived to be more authentic, approachable, familiar, and relatable as
they share their personal life with their followers. (Abidin, 2016). They also differ from each other
in the way they have gained their fame. Celebrities often become well-known through their status
as athletes, TV personalities, or musicians (Pnc Solutions, 2018). In contrast, influencers build their
personal brand by creating and sharing content on social media platforms (De Veirman et al., 2017).
One reason why consumers tend to trust influencers more than celebrities is that influencers
promote brands as part of their everyday lives, which makes them relatable to common consumers
(Glucksman, 2017). This sense of closeness increases the perceived credibility of the influencer and
boosts the influence of their recommendations on purchasing decisions (Alma Media, 2018). As a
result, influencers appear more authentic to their followers, which helps them build trust (Influence
Hunter, 2021). Additionally, because influencers may have fewer followers than celebrities, they can
be seen as more trustworthy sources. However, it is also essential to consider the factors the that

contribute to an influencer’s effectiveness, not just their size of following.

Influencers’ effectiveness can be seen as the multiplication of four different areas. The metric (figure
3) by Saukko and Valimaa (2018) below shows that brand effectiveness consists of both qualitative

and quantitative factors. The diagram applies to the formation of influence of any brand, even
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influencers, who have built their own personal brand through social media (Saukko & Valimaa,

2018).
Quantity
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Figure 3. Influencers’ effectiveness (Saukko & Vilimaa, 2018)

The model is a great reminder, that reach does not tell the whole truth. The strength of the model,
but also its weakness, is based on its broad purpose of use and its practical application is quite
challenging. The effectiveness of influencers is largely based on the fact that their recommendations
are trusted. However, reliability does not only apply to influencers — reliability and transparency
between marketer and influencer are also key factors when working together. Effective influencer
campaigns planning requires strategy and ability to interpret the target audience, performance and
most importantly credibility. The effectiveness of influencers’ is based on the simple characteristic:
an influential person communicates the brand’s message to followers in a credible way. (Saukko &

Vilimaa, 2018).

The experience of perceived credibility of the recommendation is decisive. This raises a question
how followers can recognize that the recommendation is genuine? According to Professor Luoma-
Aho from Jyvdskylda University, this depends on various factors, such as who is making the
recommendation, what their intention is, and whether they stand to gain from it. The followers’
assessment of the truthfulness of the content also affects its credibility. Typically, the more
spontaneous or unplanned the recommendation appears, the more credible the content is

perceived to be. (Alma Media, 2018).

Followers’ receptiveness remains better when the recommendation feels authentic (Alma media,
2018). But there are many more factors that are affecting overall influence of influencer marketing.
Below, the concrete infographic (figure 4) according to Saukko and Valimaa (2018) shows all the

different aspects of influencing, which largely determine the success of influencer marketing. The
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table shows the wide range of different aspects of influence and points out that audience size is only
one definition that is often emphasized over other factors. Table’s idea is to offer a variety of
different tools from which the brand can choose the most suitable criteria for its goals and target

group. The sub-areas below together make up the effectiveness. (Saukko & Vilimaa, 2018).
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Figure 4. Division of influence factors (Saukko & Vilimaa, 2018)

Influencers are commonly used in brand marketing, and they are often paid significant amounts of
money to endorse products and services through their social media posts (Kay et al., 2020). While
research has primarily focused on the positive aspects of influencer marketing, a study by Rajamaki
(2021) found that the general public holds a largely negative view it, despite its popularity. To gain
a better understanding of this trend and the underlying reasons for it, it is important to examine the

issues surrounding influencer marketing.

24



2.1.6. Influencers’ lost appeal

Influencer marketing, once an effective marketing format, has recently become increasingly less
credible. The use of influencers to promote products and services has grown in popularity, but this
has led to a rise in consumer distrust. Consumers are quick to recognize when there is a commercial
purpose behind a message, and the more “advertising-like” the collaboration is, the more likely
followers are to perceive it as “just an advertisement”. In such cases, it becomes more difficult to

trust that the influencer genuinely stands behind the product (Rajamaki, 2022).

Chitrakorn (2022) noted, that there is a significant trust issue among consumers regarding
influencers with large followings, who are often viewed as unreliable sources of product guidance.
Consumers have expressed concerns about misinformation provided by influencers, questionable
promotional tactics, and an overabundance of sponsored posts. The erosion of trust in influencer
content, which was once a reliable source of product recommendations, is a cause for concern for
brands, particularly those in the beauty industry that heavily rely on influencer marketing (Digital

Marketing Institute, 2021).

The problems of influencer marketing may also be influenced by its history. In the very beginning
the initial influencers were called as bloggers, who published classily filtered content about fashion,
food, fitness, beauty and travelling, building their communities with followers. Back then, they felt
like normal people with slightly polished lifestyles, but as social media platforms grew and followers
among it, this has changed. A considerable number of influencers are facing difficulties in retaining
the authority they initially acquired as they are no longer able to connect with their audiences. One
of the contributing factors is the contrast between their current lifestyle and the ones that drew in
their followers initially. Due to the significant success attained by influencers, they have transformed

into celebrities and are no longer perceived as relatable as they once were. (Chitrakorn, 2022).

Consumers have become digitally sharp to know that information shared on social media is not
always accurate and with the regulations from FTC (2019) and ASA (the Advertising Standards
Authority, 2021) around influencer gifting, consumers have begun to realize the number of financial
rewards influencers get for giving recommendations (Chitrakorn, 2022). The Trustpilot (2020)

consumer report found that between 9 and 14 percent of respondents trusted information shared
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through social media, influencers, or advertising. Influencers were among the least trusted sources.
Conversely, consumer and expert reviews were considered highly trustworthy sources, with 29 to
41 percent of respondents indicating trust in this type of information. These findings are consistent
with those of another consumer study, conducted by Marketing Charts (2020b), which revealed that
approximately half of respondents trust information received through reviews from other users or
customers of a product, while only 15 percent trust information provided by influencers. In fact, as
many as 48 percent distrust influencers as a source of information. This phenomenon is likely the
result of increased media literacy among consumers, and their recognition that influencers have
endorsement contracts, resulting in recommendations that may not be impartial and are often

limited to specific brands with whom they have financial arrangements.

Authentic reviews are important when building trust, but they are also the main factors when
consumers make their online purchase decisions, a majority saying that impartial reviews from
influencers would win their trust (SlickText, 2021). But what makes consumers to lose their trust on
influencers? The results of the survey conducted by SlickText (2021) reveal that excessive sponsored
posts were identified as the primary factor that undermines trust in influencers by consumers, which
is shown in figure 4 by SlickText. Specifically, one in tree respondents reported that a high volume
of sponsored posts diminishes their trust in an influencer. Additionally, almost one in five
respondents stated that involvement in politicized content also contributes to a loss of trust. Other
factors that were identified as eroding trust in influencer include the use of heavily edited

photographs and stereotypical influencer language.

O Too many sponsored posts (31,07%)

O Using stereotypical influencer phrases (14,33%)
O Photos that look too edited (14,23%)

D Politicized content (17,78%)

O Promoting too many similar products (8,05%)

[0 Over-enthusiastic endorsement (10,04%)

O Not sharing enough of their daily life (4,5%)

Figure 5. Reasons that erode consumers’ trust in an influencer (SlickText, 2021)
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As examined on SlickText’s (2021) survey, in addition to understanding the consumers trust towards
the influencer themselves, it is important to also consider attitudes towards the collaborations.
MarkkinointiUutiset and IROResearch conducted a joint investigation into attitudes towards
influencer marketing, specifically the commercial collaborations of influencers. The findings
revealed that a majority of respondents generally do not trust influencer collaborations and many
expressed irritation towards paid advertisements by influencers. Out of a sample of one thousand
participants, only one in five viewed influencer collaborations as credible, indicating that 80 percent
did not see them as credible. More than half of the respondents reported feeling slightly annoyed
by paid collaborations, with 24 percent expressing a high level of annoyance. Additionally, the
research revealed that only a small portion of respondents were generally interested in product
recommendations made through collaborations. (Rajamaki, 2021). Annalect’s (2017) research
supports this by showing that while 49 percent of respondents found product and services featured

III

in influencers’ Instagram posts useful, 59 percent found them “not very useful” or “not useful at
all”. The study of influencers’” commercial collaborations also reveals that 29 percent of females
viewed influencer collaborations as reliable. On average, younger consumers tend to trust
influencer collaborations more than older consumers, although among 24- to 35-year-olds, only 25
percent viewed them as reliable. Despite the popularity of influencer marketing as an effective

marketing format, research shows that the attitude towards paid collaborations is generally

negative and is perceived as uncredible. (Rajamaki, 2021).

To fully comprehend this phenomenon, it is necessary to recognize the factors that influence
consumers’ attitudes. By understanding these factors, we can determine why paid collaborations

are often seen as uncredible and ineffective in the eyes of consumers.

2.2. Attitude towards advertisement
Attitude has been an important part of marketing research in order to understand different
consumer behaviors and preferences, and it can be regarded as an individual’s internal perception
and evaluations of an objects, people, and themselves. Individuals’ evaluations are influenced by
their experiences, which can be behavioral, cognitive, or affective, and these evaluations guide

corresponding processes (Petty & Cacioppo, 1986). Attitudes can be classified as either negative or
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positive and include a bias towards perceiving an object as favorable or unfavorable (Petty &

Cacioppo, 1986; Smith, Brief & Stevens, 2008).

Attitude toward advertisement is generally understood in the literature as a person’s inclination to
respond positively or negatively to a specific advertising stimulus in a specific context (Biehal,
Stephens & Curlo, 1992). It has an important role as it affects directly or indirectly on consumer’s
attitude towards brand and their purchase intention (Sallam & Wahid, 2012). De Veirman et al.
(2017) found that consumers are often skeptical of advertising. Uzunoglu and Kip (2014) also noted
that due to increased technology, consumers are more informed and able to resist manipulation by
companies. However, recognizing an advertisement as such has become more difficult on the social
media, particularly with influencer marketing, as it can be difficult to distinguish between user-
generated content and advertising. Therefore, many regulations have been made concerning this
issue and it has concluded that it is crucial for the influencer to disclose if their post is an

advertisement.

Petty and Cacioppo (1986) studied how people’s attitudes can change and be persuaded. They said
that for an individual to be convinced by a persuasive message, they must possess the motivation
and the cognitive ability to comprehend the message effectively. The literature on ad literacy in
relation to social media often references the persuasion knowledge model proposed by Friestad and
Wright (1994). This model explains how people acquire understanding and strategies for dealing
with persuasive efforts and how their knowledge of persuasion impacts their reactions to these
efforts. Research by Campbell and Kirmani (2000) has found that millennial consumers who are
aware of being exposed to persuasion methods are more inclined to form negative attitudes. When
consumers recognize a message as an advertisement, they are more likely to adopt a critical or
skeptical attitude towards the message, as a way of coping with it (Rozendaal et al., 2011). Several
previous studies investigating ad literacy in the context of social media and influencer marketing

have utilized this framework to grasp how consumers perceive paid collaborations.

Recent studies have shown that when sponsorship disclosures reveal a message as an
advertisement, it can lead to negative effects on the outcome of the campaign, such as negative
attitudes towards the content, brand, or endorser (Van Reijmersdal, 2020). This is particularly
relevant in the context of influencer marketing. Evans et al. (2017) found that clear disclosers in

influencers’ sponsored posts activate followers’ persuasion knowledge. When sponsorship
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disclosures are included in influencers’ sponsored posts, it helps consumers recognize these as
advertising. This recognition activates their persuasion knowledge, allowing them to develop
skepticism or negative attitudes towards the posts and influencers (Evans et al.,, 2017). Van
Reijmersdal et al. (2020) discovered that exhibiting a disclosure prior to an influencer-sponsored
video led to increased recognition of the advertisement, resulting in more critical attitudes towards
the content and less positive attitudes towards the brand and influencer, compared to showing the
disclosure concurrently with the video’s start. However, some studies have also found that when
influencers clearly disclose their sponsored content, it increases their followers’ trust and credibility
in them (Shanesh & Duthler, 2019). Similarly, Kay et al. (2020) found that sponsored posts with clear
disclosures posted by micro-influencers resulted in higher purchase intentions than posts without

disclosures.

The basic assumptions about the negative impact of sponsored posts on consumer reactions to
persuasive messages are challenged by these findings and notions (Lou, 2021). It is expected that
followers will have a more critical attitude and increased skepticism towards influencer posts or
influencers after recognizing them as advertising through disclosures. But as there is inconsistency

about the findings regarding this matter, it is important to find more reasons behind this.

Previous research has shown that the credibility of the source has a significant impact on shaping
consumer attitudes and on persuasion. Also, Fishbein and Ajzen’s (1975) study supports this by
demonstrating that the credibility of the source can influence a person’s attitude toward an
advertisement. The significance of source credibility in shaping consumer attitudes towards
advertisements has been validated through research, making it essential to understand the

dimensions that make up source credibility.

2.3.  Source credibility
While influencer and celebrities are distinct group of endorsers, influencer marketing shows
similarities with other third-party endorsements, like celebrity endorsements. In fact, there are
various factors that contribute to celebrity endorsements which are also relevant to social media

influencers. For example, the credibility and attractiveness of a celebrities have been observed to
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significantly impact the effectiveness of celebrity endorsements. Similar attributes have been

identified as key drivers in the credible influencer marketing campaigns.

Research has demonstrated that source credibility plays a major role in the effectiveness of
advertisements, both in terms of overall effectiveness (Ohanian, 1991) and in shaping consumer
attitudes towards the advertisement (Clow et al., 2006). This is supported by the finding that the
credibility of an endorser is particularly effective in shaping attitudes towards an advertisement and
the brand it represents (Erdogan, 1999). The credibility of a communicator or the source of a
message has been recognized as a crucial element in its ability to persuade (Hovland & Weiss, 1951).
The concept of source credibility, first discovered by Hovland and Weiss (1951), has been broadly
accepted in marketing as having a significant impact on successful communication. Their initial
research examined the connection among the trustworthiness or untrustworthiness of a source and
the likelihood of the audience accepting the information provided that source. The model of Source
Credibility proposed by them primarily asserts that the persuasiveness of a message hinges on the

endorser’s perceived trustworthiness and expertise.

Ohanian (1991) similarly conceptualized source credibility as a multi-faced construct, comprising of
trustworthiness, expertise, and attractiveness. It asserts that the efficacy of a message is dependent
on how the intended audience perceives the endorser’s level of trustworthiness and expertise. Also,
attractiveness is suggested to be a feature of source credibility, referring to endorser’s physical
appeal and likeability. Munnukka, Uusitalo and Toivonen (2016) proposed source credibility to
consist of a four-dimensional framework, which includes trustworthiness, expertise, attractiveness,
and similarity. In their model, perceived similarity of the source to the recipient, such as

demographic or ideological characteristics, is referred to as similarity.

Despite the passage of time, the theories remain relevant today, particularly regarding the
examination of how social media influencers convey their credibility on social media channels. In
order to gain a comprehensive understanding of the source’s perceived credibility, this research
focuses on Munnukka et al. (2016) model of source credibility, examining the impact of four

different sources of credibility.
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2.3.1. Trustworthiness

Much attention has been devoted to not only investigating the function of source credibility in the
persuasion process, but also determining the components of source credibility. The model of source
credibility, which is frequently utilized in studies of endorsers, generally identifies trustworthiness
and expertise as the primary elements of credibility (O’Keefe, 1990, cit. Munnukka et al., 2016).
Trustworthiness of the endorser plays a crucial role in shaping the receiver’s perception and
determining the efficacy of the message being conveyed, regardless of the perceived level of
expertise (Seiler & Kucza, 2017). It concentrates on the authenticity of the information provided and
the assessment of the trustworthiness of the source. The trustworthiness of a source refers to the
perception of its honesty, sincerity, and truthfulness by the receiver (Ohanian, 1991). It can be
understood as the probability that the endorser communicates the claims that they believe to be
most truthful (Munnukka et al. 2016). If the audience perceives that the endorser is benefitting from
recommending a product or service, e.g. financially, it can negatively impact the trustworthiness of

the source (Hovland, Janis & Kelley, 1966).

2.3.2. Expertise

In addition to trustworthiness, expertise plays a role in the way in which message receiver perceive
the credibility of the sender (Hovland & Weiss, 1951). It refers to a source’s competence to make a
claim, such as experience, knowledge, or skills (Munnukka et al. 2016). It is the degree of expertise
to which the consumer gives the endorser as a credible source of information; in another words,
how educated or competent the endorser is about the topic. Previous studies have indicated that
consumers’ perceptions of an endorser’s expertness is more significant than the endorser’s actual
expertness (Erdogan, 1999). The effectiveness of peer endorsers in conveying their expertness is
rooted in their personal experience and satisfaction with the advertised product (Munnukka et al.

2016).
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2.3.3. Attractiveness

The third component of source credibility, as proposed by Ohanian (1991), is attractiveness based
on the source attractiveness model by McGuire (1985). According to McGuire (1985) the
attractiveness, referring to the physical appearance or likeability of the person endorsing a message,
also contributes to the credibility and effectiveness of the message. If the receiver perceives the
source of information as attractive, it is likely to be considered credible. The concept of
attractiveness is not limited to endorser’s physical appearance alone, but also encompasses other
qualities in an influencer such as lifestyle, intelligence, or personality traits (Hu & Ritchie, 1993).
According to some researched the attractiveness of an endorser has a positive impact on the
credibility, especially when advertising products that relates to physical appearance (Till & Busler,
2000). As a result, endorsers of cosmetics are often individuals who are considered attractive
(Kamins, 1989). However, some studies suggest that the impact of attractiveness on the credibility
may be minimal or even negative (Till & Busler, 2000), and that it may also negatively affect
consumers’ buying intentions (O’Mahony & Meenaghan, 1998). When highly idealized endorsers
are used, consumers may experience increased dissatisfaction with their own physical appearance.
Therefore, using endorsers who are similar to the target consumers in terms of characteristics would

lead to better acceptance of the message.

2.3.4. Similarity

The McGuire’s (1985) source attractiveness model typically encompasses familiarity, likeability, and
similarity. However, in this research, similarity is distinguished from attractiveness as it represents
a different aspect. Like trustworthiness and expertise have been found to have individual impacts
on credibility, meaning that a source can be considered highly expert but not necessarily
trustworthy (Ohanian, 1991), attractiveness and similarity have also been observed to have
separate effects. For example, the credibility of a source in the context of endorsements for beauty
products is believed to be closely tied to attractiveness (Martin & Gentry, 1997). Based on social-
comparison theory, when individuals view an advertisement featuring an idealized endorser and
compare themselves to the endorser, it may lead to negative attitudes towards the advertisement

(Bower, 2001). Therefore, advertising beauty products, the more consumers can relate to the
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endorser, meaning seeing similarities in them, the more effective the advertisement (Saad, 2004).
The similarity of the source in this context, pertains to how closely the source is perceived to be
similar to the receiver in terms of demographics or ideology. According to O’Keefe (1990) the
greater the similarity between the endorser and the audience is, the more credible the endorser
becomes. (Munnukka et al., 2016). People may often consider individuals more likable when they

are similar to themselves than dissimilar.

In addition to influencer’s perceived credibility by consumers, their perception of a message can
also be affected by promoting products and brands that align with influencer’s personal interests

and knowledge (Lou & Yuan, 2019). This leads us to the match-up theory.

2.4. Match-up
In addition to evaluating the characteristics of the endorser towards advertisement attitudes and
the credibility of paid collaborations, research has shown that consumers also consider factors
related to the relationship between the endorser and the brand. One important factor is the
compatibility or “match-up” between the endorser and brand. This relationship is often evaluated
based on how well the endorser aligns with the product, service, or brand they are promoting. Seiler
and Kucza (2017) suggested that the better match between the product and the endorser effects in
positive attitudes towards the advertisement which leads, according to Jain & Roy (2016), to
effective advertising. But if these factors are perceived negatively, it can negatively impact the

credibility of the endorsement.

Scientists believe that relying solely on source models is insufficient for fully comprehending the
idea of endorsements. It is important that there is a compatibility between the endorser and the
brand, as well as the image of the endorser and the image of the brand. (Krishna & Karthik, 2016).
This leads to the match-up hypothesis, which suggests that endorsers are more effective when there
is a fit between the endorser and a brand or product being promoted (Kahle & Homer, 1985). Also,
Erdogan (1999) posits that for an ad to be successful, there needs to be similarity between the
endorser’s image and the product’s message. The match-up hypothesis has become the dominant
paradigm in the endorsement literature, focusing on the role of congruence between endorser and

the product or brand (Kahle & Homer, 1985; Erdogan, 1999; Krishna & Karthik, 2016).
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The match between an endorser and the brand they are endorsing is determined by the degree of
perceived similarity between the two. When the endorser’s image is highly consistent with the
product, it results in greater credibility for both the brand and the endorser. In contrast, when the
image of the endorser is not as consistent with the product, it leads to lower credibility. (Krishna &
Karthik, 2016). If there is a mismatch between an endorser and the product they are promoting, it
may cause consumer to believe that the endorser has been “paid-off” to endorse the brand

(Erdogan, 1999).

Match-up hypothesis can also be applied to the field of influencer marketing (Poyry et al., 2019),
which involves the use of individuals who can influence others’ purchasing decisions through their
social media platforms and other channels. In this context, match-up theory suggests that certain
combinations of influencer characteristics and marketing strategies may be more effective than
others in influencing consumers. When an endorser has a strong association with a product, it tends
to result in a significant match-up relation (Misra & Beatty, 1990). In another words, influencers
chosen to represent a brand should have characteristics that align well with the features of the
product. When an influencer aligns well with a product, it can greatly enhance the effectiveness of
the advertising efforts. According to Poyry et al. (2019), it is important for brands to ensure a
genuine alignment between the influencer endorsing and the brand, and for the sponsored content

to align with the influencer’s typical style.

Nowadays it is understood by many brands that for influencer collaborations to be successful, there
must be compatibility between the brand and the influencer. However, there have been numerous
instances where influencer collaborations on social media have failed due to lack of alignment

between the influencer and the brand.

2.5. Online advertising value
Sheth and Uslay (2007) posit that marketing activities facilitate the creation and exchange of value
and suggest that marketing offerings can fulfill consumers’ needs. In the realm of advertising, the
term “advertising value” pertains to how consumers perceive the relative worth or usefulness of

advertising (Ducoffe, 1995).
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Ducoffe (1996) conducted a study to identify the attributes that define the worth of online
advertising, specifically focusing on advertising’s ability to provide information, entertainment, and
annoyance. The study posits that consumers’ perceptions of advertising value have a positive
correlation with their attitudes towards online advertisements. He defines advertising
informativeness as the extent to which advertising offers information about available products,
ultimately leading to greater consumer satisfaction with their purchases. The concept of advertising
as a form of entertainment aligns with the principles outlined in uses and gratifications research
(McQuail, 1983), which classifies advertising as a type of media content and acknowledges its ability
to entertain audiences (Ducoffe, 1996). Advertising irritation refers to the negative effects of
advertising on consumers, such as annoyance, offence, manipulation, and diversion of attention

from important matters (Ducoffe, 1996).

Dao, Nhat Hanh Le, Cheng and Chen (2014) analyzed the correlation between the value of social
media advertising and the intentions of consumers to make online purchases. The results showed
that the advertising’s informativeness, entertainment value, and credibility were key factors in
determining consumers’ perceptions of advertising value, which ultimately influenced their
intentions to make a purchase. That is why advertising irritation is left out of this research, as it

reflects more reactions towards advertisement rather than value.

Lou and Yuan (2019) claim that consumer trust in influencers’ branded posts is influenced by the
informative and entertaining value of the content. Influencers create regularly post updates on
social media in their area of expertise, providing persuasive messages to their followers that
combine informative and entertaining content. These updates give followers information about
products and other relevant information. They also include personal aesthetic touches and unique
personal twists, that usually makes the posts enjoyable experience creating entertainment value.
The way followers react to specific branded posts may be influenced by the overall informative and
entertainment value of influencers’ content, regardless of whether they choose to publish

sponsored posts. (Lou & Yuan, 2019).
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2.6. Theoretical framework
The concept of influencer marketing has gained attention in recent years, but more research is
needed to understand its potential negative effects. It is crucial to identify factors that may lead to
uncredible paid collaboration, which can ultimately undermine the effectiveness of influencer

marketing and the overall marketing message.

The theoretical basis of this study are founded on the ideas presented in earlier chapters, as
demonstrated by the theoretical framework illustrated in figure 6. The model investigates three
major factors, found in literature, that affect consumers’ attitudes towards advertisements and
through that, how they perceive the credibility of influencers’ paid collaborations. The research
examines consumers’ perceptions and experiences with influencers’ paid collaborations and the
factors they consider when evaluating uncredibility in collaboration posts. When assessing the
credibility of a paid collaboration, consumers must be aware that it is essentially an advertisement.
Therefore, itis crucial to keep in mind that consumers have a growing understanding of social media
advertising and the persuasion knowledge model outlined by Friestad and Wright (1994) previously

discussed.

According to Clow et al. (2006), consumer attitudes and perceptions of credibility towards an
advertisement are influenced by the consumer’s credibility towards the endorser. According to prior
research the credibility of endorsers is impacted by factors such as expertise, trustworthiness,
attractiveness, and similarity (Munnukka et al., 2016). Consumers assess these elements in
influencers, which contribute to their attitude towards paid collaboration and how they perceive
the credibility of the content. As these are features that influencer have, it is referred to as the

“influencer-influenced” source in the framework.

In addition to evaluating various features of influencers, consumers evaluate the “match” or “fit”
between the influencer and a product or brand. It has been acknowledged that a good fit between
the brand and the endorser is crucial for the collaboration’s effectiveness and reliability. This has
been demonstrated through research showing that consumers evaluate the fit between the
endorser and the product or brand (Poyry et al., 2019; Till & Busler, 2000). Therefore, the theoretical
model refers to this aspect as the “influencer and product/brand influenced” source. Even though
it may be evaluated by consumers, the ultimate determining factor of credibility is the relationship

between the influencer and the product or brand they are promoting. Seiler and Kucza (2017)
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suggested that the better match between the products and the endorser effects in attitudes
towards the advertisement, which leads, according to Jain & Roy (2016), to effective advertising. If

these factors are perceived negatively, it can negatively impact the credibility of the endorsement.

As Lou and Yuan (2019) found, consumer trust in influencers’ branded posts is influenced by the
informative and entertaining value of the content. These factors modify the content’s advertising
value perceived by consumers, and how they see the actual content itself. Ducoffe (1996) suggested
that consumers’ perceptions of advertising value predicted their attitudes toward the ad,
influencing the branded post’s credibility. As this aspect and evaluation is focusing on the
collaboration post’s content, meaning how informative or entertaining it is, this is shown in the

theoretical model as “content-influenced” source.

As the way consumers perceive and form attitudes towards collaborations is based on their
assessment on these three different dimensions, that affect their attitudes, the model presents

attitudes as “consumer-influenced” source.

Match-up Online advertising Source credibility _
(influencer + content value (Influencer)
product/brand) (content)

Attitudes towards ads
(consumers) —

Effectiveness of advertising

Credibility of paid
collaboration

Figure 6. Theoretical framework

The aim of this study is to examine the factors that lead to consumers perceiving a paid collaboration

as uncredible. To accomplish this goal, the research employed literature from celebrity
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endorsement, influencer marketing, and advertising to construct a framework that specifically
addresses this phenomenon. The framework identifies the factors that consumers take into account
when evaluating the credibility of a paid collaboration from four perspectives: the consumer’s point
of view, the influencer’s point of view, the match between the influencer and the product/brand,
and the content. This framework is utilized in the interviews, and its question pattern supports the

discussions of findings in the upcoming chapter.
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3. METHOD

3.1. Research context
Context for this research, where the research problem is investigated, is Instagram that is a free
mobile application for photo and video sharing. It was launched in October 2010 in Silicon Valley,
San Francisco. Ever since, the application has grown exponentially and nowadays it has over 1 billion
users every month. (Blystone, 2022). Due to this high popularity of Instagram, it has become

extremely common way to connect brands, celebrities, and consumers (Antonelli, 2022).

At first, the focus in the application was to feature photos, especially those ones taken with
Instagram’s built-in camera through mobile device (Blystone, 2022). But after Instagram’s launch
and its huge popularity the options in the app has multiplied. Nowadays users can edit and filer their
uploaded photos and add locations and hashtags to them. Instagram allows interaction between
other users by liking or commenting the published content and “follow” each other’s content when
the published content appears to your main feed. (Blystone, 2022). Nowadays users have more
options to share their content than just posting photographs, which was the initial focus, on their

feed.

In 2016, Instagram introduced Instagram Stories as one feature to create and publish content in a
15 second photo or video format, which will disappear after 24 hours inspired by Snapchat (Geyser,
2022e). Also, Instagram Live has been there alongside IG Stories, which is great way to interact with
followers in real time (Sheikh, 2022). Another way to add videos in Instagram is IGTV, which allows
users to publish videos lasting up to one hour (Sheikh, 2022), and are comparable to YouTube
videos. Instagram Reels is the newest video feature, and response to TikTok’s short-form video
revolution, which allows to share 15-second short entertaining videos with music and several special
effects (Viitasalo, 2021). It is clear, that Instagram strives to answer to consumers’ needs and wants

in a same platform concerning the ways of content consumption.

All Instagram’s features are built to catch the young consumers’ attention, who primarily use the
app, the largest percentage of users falling to age gap between 18 to 34. These features are also
easily adapted to marketing purposes, whether a brand is looking to buy advertisements or

marketing organically. (Geyser, 2022e). For brands marketing in Instagram is not a new strategy, but
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rather evolving over time, by Instagram’s adapting their commercial needs and developing new
features constantly. For example, Instagram Shop, which was launched in 2020, was established for
businesses to sell their products Instagram’s in-app browser (Instagram, 2020) and nowadays
products can be tagged to photos or IG Stories for consumers to shop them straight from the
content (Sheikh, 2022). Instagram has seemingly taken steps towards more commercial side with

its different updates, its first focusing purely on sharing images.

3.2. Research setting
The empirical setting for this research was chosen based on which would help the most to capture
the phenomenon under study. Cosmetic industry was chosen as the empirical setting, as it provides
accurate scenery within this study and represents the studied phenomenon. This research setting

serves as an example that supports the findings, helping to gather solid conclusions.

According to influencer marketing platform Traackr, consumers’ engagement towards influencers’
cosmetic content has fallen; even the number of Instagram’s sponsored posts across makeup, skin
and haircare has increased, the user engagement has dropped quarter after quarter (Chitrakorn,
2022), showing the underlying problem among cosmetic industry. Also, because of its visuality
beauty products relies heavily on influencer marketing (Digital marketing institute, 2021) and as the
industry is a dynamic field and requires innovative products and marketing strategies for businesses
to succeed (Kumar, et al., 2006), these make limiting the empirical setting to cosmetics even more

accurate.

According to Cosmetics Europe (2022), the European trade association for the cosmetics industry,
the cosmetic products contain different types of cosmetics: skin care, body care, hair care, Sun care,
perfume, decorative cosmetics, and oral care. In figure 7, is division by Cosmetics Europe (2022) to
give an understanding of the categories and types of different cosmetic products. This research is
exploring cosmetics as a general, but mostly mentioned types among interviewees were skin care,

decorative cosmetics and hair care.
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Figure 7. Types of cosmetics according to Cosmetics Europe (2022)

3.3. Research approach and philosophy
Research methods used around influencer marketing consists of both, quantitative and qualitative
methods. However, as the topic influencer marketing is quite new phenomenon and research
considering negative sides of it extremely limited, this research is executed with qualitative
methods. Due to limited amount of academic literature of the research topic and as the qualitative
method is usually seen as the most suitable research method for relatively new phenomena to
provide more information, this method was chosen. Qualitative approach concentrates to
understanding and interpretation when quantitative approach is more explaining and testing
hypothesis. (Eriksson & Kovalainen, 2008). As this research focuses on elements making influencer
marketing seen uncredible, it focuses on understanding how millennials perceive influencers’ paid
collaboration posts. Each individual experiences and sees things differently, making this highly

subjective phenomenon, and because qualitative research focuses on individuals’ experiences and
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understanding of certain events, this thesis therefore falls within the scope of qualitative study
(Eriksson & Kovalainen, 2008). Qualitative research is intended to finding similarity and consistency
(Van Maanen, 1979), which this thesis is aiming for in order to find the elements for uncredible

influencer collaboration.

The research philosophy of this thesis is interpretivism, which is based on the idea that the world is
subjective, interdependent, and influenced by external factors and individuals. It seeks to gain an
interpretive understanding of social phenomena by exploring complexity in particular context.
(Collis & Hussey, 2014, p. 45). This research adopts an interpretivist perspective to gain insight into
context of social media, which is founded on people’s experiences and social events. Also,
interpretivism involves the process of explaining and comprehending the significance of events
happening naturally in society by analyzing, translating, and interpreting them (Van Maanen, 1979),
and this research investigates consumers’ perceptions towards influencer paid collaborations,
explaining, and analyzing them. This research is based primarily on consumer research, which is
common approach within the interpretive paradigm, thus this thesis falls to interpretivism
philosophy. The most commonly used terms to describe the approaches and features under this
paradigm are shown in table 1 following Collis and Hussey’s (2014) view, which all support the

researched phenomena and the methodology for collecting the data.

Interpretivism Interpretivism tends to:

Qualitative Use small samples

Subjective Have a natural location

Humanist Produce rich, subjective, qualitative data
Phenomenological Allow findings to be generalized from one setting

to another similar setting

Table 1. Interpretivism approaches & features (Collis & Hussey, 2014)
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3.4. Data collection
Qualitative, semi-structured single person interviews were conducted to determine the key factors
considered by consumers when assessing the uncredibility of paid collaborations. As the purpose of
this study is to investigate the perspective of consumers, particularly individual representatives of
millennials towards paid collaborations shared by influencers on Instagram, this research adopts an

interpretive paradigm.

In an interpretivist paradigm, statistical analysis of research data is not conducted for the purpose
of generalizing from the sample to the population. Therefore, there is no need to choose a random
sample. This research gathered participants through a convenience sampling strategy, which entails
selecting individuals from a population based on their ease of accessibility and availability, rather
than through a random or systematic selection process. (Collis & Hussey, 2014, p. 131-132). This
method also has its limitations, but Frey (2018) suggests three ways to overcome the limitations and
improve research credibility: 1) providing a comprehensive representation of the demographic and
other characteristics of the sample, 2) making sure that all intended participants are approached to
prevent response bias or self-selection from affecting representativeness, and 3) ensuring that the
interviewees selected for the study are relevant to the study’s theoretical framework rather than

only based on convenience.

In this research Frey’s (2018) guidelines were followed and sample of this research was chosen
among individuals who met specific criteria, identified according to the research topic. The criteria
included (1) being a Finnish female millennial, (2) who is present and active on Instagram, and
follows influencers there, (3) and has seen influencers’ paid collaborations multiple times and
understands their being advertisements. The researcher’s decision to choose Finland as a
convenient location was influenced by their personal connections and the accessibility of
information. The research focuses on the uncredibility experienced by Finnish millennial women in
influencers’ paid collaborations, as all interviewees were Finnish. Table 2 presents their
demographic and other characteristics. In order to guarantee a diverse range of participants,
interviewees were selected from multiple cities across Finland, with a focus on including millennials
of different ages. Lastly, the research applied criteria for participant selection based on previous
academic literature. Interview candidates who met these criteria were identified through personal

networks.
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Data collection through interviews involves asking questions to chosen interviewees to gather
information about their actions, thoughts, and emotions (Collis & Hussey, 2014, p.133). In the
interpretivist paradigm, the focus of interviews is on uncovering shared understandings, opinions,
memories, attitudes, emotions, and similar aspects of people’s experiences (Arksey & Knight, 1999,

p.2).

The semi-structured interview will be utilized in this research as a qualitative methodology for
several reasons. The approach provides researcher with the versatility to tailor the set of interview
guestions based on the responses of the interviewees during the interview process (Horton et al.,
2004). Semi-structured interviews are often considered an effective method of conducting
interviews in situations where there is limited prior research available on the subject (Eriksson &
Kovalainen, 2008). Methodology also allows for a relaxed atmosphere where interviewees can freely
express their opinions and highlight significant points of interest. This leads to researchers gaining
not only insightful answers but also discovering new perspectives during the interview process. As
the research objective is to understand the individual perception of consumers regarding uncredible
influencer paid collaboration and the factors that contribute to this perception, personal interviews
were selected to avoid the influence of social factors, which are often present in group interview

methods.

This study involved conducting seven semi-structured interviews of Finnish female millennials who
were familiar with social media influencers and followed several of them on Instagram. Interviews
in the capital area were conducted face-to-face, while interviews outside the capital required
remote video meetings, which were held through Microsoft Teams. A semi-structured interview,
guided by an outline, allows structured yet flexible conversation. The questions were crafted to align
with the nature of qualitative research, avoiding straightforward yes or no responses from the
interviewee. Given that the aim of this study is to investigate the subjective interpretations of
individuals, it would be advantageous to delve deeper into the interviewee’s thoughts and
encourage them to elaborate on the topic, rather than providing brief responses. Appendix 1
contains the complete interview outline for reference. The interviews were designed to facilitate
natural conversations, with a relaxed and informal atmosphere. In order to aid this, interviewees
were allowed to have their phones with them during the interview, which could be used to provide

examples from their Instagram if needed.
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All the interviews were scheduled to take place between February 10" and 22, 2023, and lasted
for an hour to an hour and a half to ensure comprehensive responses. The interviews were
conducted, both face-to-face and remotely, from the interviewees’ homes, in a distraction-free
environment. Prior to conducting the interviews, the participants were informed about the purpose
of the research and asked for their consent to record the conversation. They were assured that the
only person who would listen to the recordings was the researcher. The interviews were conducted
in Finnish, and quotes from the interviews were manually translated into English using recordings

and transcriptions to facilitate further explanation of the research findings.

Interviewee Year of Duration of Location Occupation Present in social media Social media
birth the interview channels usage per
day

Instagram, Facebook,
1994 1:28 Espoo Finland Student at Aalto University LinkedIn, TikTok, 3-4 hours
Snapchat, YouTube

B 1993 1:26 Helsinki, Finland | Employed part-time, Instagram, Facebook, 1 hour
student at Haaga-Helia Linkedin, Pinterest

Instagram, Facebook,

C 1992 1:03 Helsinki, Finland | Employed full-time LinkedIn, Twitter, 2-3 hours
Pinterest, TikTok,

Snapchat, Jodel

D 1990 1:35 Ouly, Finland Employed full-time Instagram, Facebook, 1-2 hours
LinkedIn, Pinterest,
YouTube

Instagram, Facebook,
Employed full-time LinkedIn, Twitter, 3 hours
Pinterest, Snapchat,
YouTube

E 1992 1:23 Turku, Finland

Instagram, Facebook,
F 1989 1:12 Espoo, Finland Employed full-time LinkedIn, Pinterest, 1,5 hours
Twitter

Instagram, Snapchat,
G 1994 1:32 Lahti, Finland Employed full-time, student | Facebook, TikTok, Jodel, 2-4 hours
at Helsinki University YouTube, Linkedin

Table 2. Intervewees
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3.5. Data analysis
The general analytical procedure was utilized when analyzing data, which according to Miles and
Huberman (1994) contains three steps: 1) data reduction, 2) data display, 3) and drawing
conclusions, followed by verification of the validity of those conclusions. In interpretivist research,
a significant amount of qualitative data is typically collected, which may include published materials,
field notes, and interview transcripts. Regardless of the chosen analysis method(s), the data must
be thoroughly reviewed, analyzed, and interpreted (Collis & Hussey, 2014, p.157). The analysis
process involves data reduction, which includes selecting, simplifying, discarding, summarizing, and
reorganizing qualitative research data (Miles & Huberman, 1994). By creating a data display,
researcher can graphically present the information in a way that allows them to make valid

inferences and draw meaningful insights from the data. (Collis & Hussey, 2014, p.159).

The interviews were captured using the recording app on a mobile phone and transcribed promptly
thereafter. In total, there were seven interviews, which amounted to 579 minutes of recorded
content. By analyzing the audio recordings and notes, the process of data reduction was initiated.
The process involved transcribing the recordings and categorizing the answers under each question
according to Appendix 1. Subsequently, the transcripts were read several times to become familiar
with the data and distinguish the most frequent themes. Once the data was well internalized, the
next step was to reduce it through a systematic approach by identifying relevant concepts from the
data through coding (Collis & Hussey, 2014, p.159) and categorizing them. By coding the data, it
gives the ability to classify information into distinct categories based on their shared features (Collis
& Hussey, 2014, p. 162). In figure 8 the data structure is shown, how ten categories were found from

data (transcripts) and linked to each theoretical framework theme.
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Data

Categories

Theoretical framework

“When there are campaigns where brands buy many influencers, and everyone
posts the same thing at the same time. When the same message comes from so
many people, it irritates me, and it undermines everyone’s credibility, especially that
of the brand.”

“If there are too many paid collaborations, it becomes very uncredible because an
influencer cannot genuinely like everything and recommend it all the time, which
makes it inauthentic.”

“Money has a big impact on the credibility of collaborations because | am unable to
determine whether the influencer genuinely holds the opinion or if they have been
paid to say so.”

“If every other post is @ paid collabaration, it becomes apparent that the influencer
Is doing a lot of collaborations with various brands just to earn money.”

“If @ product or brand doesn’t fit the influencer at ali, the post can’t be credibie.”
“Values play a big role in whether there is a match or not. Brands do talk about their
values and what they represent, so if these align with the influencer’s lifestyle, it’s
believable.”

“Sometimes you see a collaboration and wonder why the influencer has done this,
because it doesn’t suit them at all.”

“I see a fit, if the influencer uses the product in their daily life otherwise or uses a
similar product, so there is already history for the usage. Or in general the same kind
of content being regularly posted.”

“A poorly executed content affects credibility because it’s not good advertising for
anyone. If it reflects a lack of interest putting in the effort, it could turn people off.”
“Of course, it makes a different if you put effort into that collaboration post,
because then we know that it’s at least somewhat important to the influencer.”

“It decreases paid collaborations credibility if there is not enough information
presented comprehensively. It is crucial to disclose both the positives and negatives
of a product, as well as demonstrate how it functions.”

“It is important that paid collaborations are informative and especially that it is
clearly informed that it is a paid collaboration with a brand.”

“ see it absolutely affects influencer’s credibility, if they for example post something
they would not normally use.”

“It requires that | see the influencer uses the product. Especially cosmetic products.
It increases the trustworthiness towards influencer and thus the cellaboration, as
then | know for sure product is used and | see how it is used and working.”

“The most important thing is of course influencer’s trustworthiness. It doesn’t
matter what you are saying or promoting, if it feels untrustworthy, the collaboration
is broken, and | am not buying it. Of course, consumers want authenticity and
influencers to be real with them.”

“If you can identify with an influencer or have similarities with them, their content
appears to be more credible.”

“If I share the same values with an influencer, it naturally makes me feel more
similar and relatable to them, and as a result, | tend to trust them more.”

Figure 8. Data structure

Collaborations done
simultaneously

Number of paid
collaborations

Paid collaborations
done solely for
money

Poor fit between
brand and
influencer

Poor match between

paid collaboration and
influencer’s usual style

Paid collaborations
done with little
effort

Lack of information
inthe
collaborations

Influencers not
actually using the
product

Influencers’
authenticity and
trustworthiness

Influencer’s
relatability

Number of paid
collaborations

Money

Match-up

Quality

Online advertising

content value
Informativeness

Trustworthiness

Source
credibility

Similarity

To code the data, different concepts were highlighted in various colors on the transcripts. This

process resulted in ten distinct colors, each representing a separate category. The ten categories

included: 1) collaborations done simultaneously, 2) paid collaborations done solely for money, 3)

paid collaborations done with little effort, 4) influencers not actually using the product 5) poor

match between paid collaboration and influencer’s usual style, 6) disclosure of collaborations, 7)

influencers’ authenticity and trustworthiness, 8) influencer’s relatability, 9) poor fit between brand

and influencer, and 10) number of paid collaborations. After identifying these categories, which

appeared the most during interviews, the data was restructured by categorizing the features using

a theoretical framework that aligned with relevant concepts in the literature review. The ten



categories were placed in the theoretical framework according to the themes in which they
appeared based on the interviews and the literature review. After reducing and restructuring the
data, the final step was to display the data by summarizing it graphically in the form of figure (figure
10, revised theoretical framework) and do conclusions from it. The research process, depicted in
the form of a figure 9, offers a comprehensive insight into the techniques employed for gathering
and analyzing qualitative data, utilizing the approach outlined by Miles and Huberman’s (1994)
methodology. It separates the collection process in blue and the analysis process in red. Throughout
the data analysis, the prior literature was considered, and the empirical findings were compared

against it.

DATA COLLECTION

1. Planning data collection

Planning the interviews and developing the interview outline
to align with the theoretical framework

2. Collecting data

Conducting the interviews and recording each interview as a
separate audio recording

DATA ANALYSIS

The interviews were transcribes into written form and
carefully reviewed several times to gain familiarity with the
data before starting the general analytical procedure

1. Data reduction

a) The transcripts were categorized under each question
according to Appendix 1

b) Relevant concepts were highlighted and selected through
coding, leading 10 different categories

c) The categories were linked to the appropriate themes within
the theoretical framework based on the interviews and the
literature review

2. Data display

Graphically presenting founded results by creating revised
theoretical framework in form of figure 9

3. Drawing conclusions

Drawing conclusions from graphically presented figure 9

Figure 9. Research process following Miles & Huberman (1994)
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3.6. Data quality
There are several standards available to evaluate an interpretivist study comprehensively, which
can be utilized to determine the quality of the analysis. It is recommended to employ four criteria
to assess an interpretivist study: credibility, transferability, dependability, and confirmability

(Eriksson & Kovalainen, 2008; Collis & Hussey, 2014, p. 172).

According to Collis and Hussey (2014), the importance of credibility in research lies in the extent to
which the subject of study is accurately and completely identified and described. Chapters one and
two of this research were devoted to establishing its credibility, achieved by introducing the topic
and conducting a review of previous literature on the subject matter. Also, Eriksson and Kovalainen
(2008) define credibility in research as the use of appropriate data, along with logical
interpretations. Despite conducting only seven interviews, the data collected for this research was
deemed of high quality and provide valuable insights. The interviews were concluded once the
respondents’ answers reached a consensus. Furthermore, the interviewees represent a suitable

sample of the research’s target group, which is female millennials who are active on Instagram.

Transferability in research refers to the extent to which it shares similarities with existing literature
(Eriksson & Kovalainen, 2008). The results of this research and the interviews conducted are able to
draw links between previous literature on source credibility, match-up theories, online advertising
value, and attitudes towards ads. While it presents both contributions and challenges to the existing

literature, the main connections have been identified.

The significance of dependability in research stresses the need for a well-organized, thorough, and
adequately documented research process (Collis & Hussey, 2014). Maintaining dependability
requires a clear and comprehensive reporting of the research process. In this regard, the data
collected from interviews, in the form of recordings and transcripts, were carefully managed,
analyzed, and presented. The process was systematically organized and thoroughly documented, as

is reflected in this study.

In conclusion, conformability denotes that the linkages between the interpretations and empirical
evidence are easily discernible (Eriksson & Kovalainen, 2008). The research process is presented in

a coherent manner, allowing readers to comprehend how data and findings are connected. To

49



establish the linkages between findings and data, direct quotes from the interview transcriptions

are employed throughout the analysis.
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4. FINDINGS AND ANALYSIS

The results of this study were consistent with the existing academic literature on consumer research
and celebrity endorsement. Nevertheless, they also brough to light areas that have been
understudied, thus filling gaps in the literature on influencer marketing. These results have been
categorized into separate chapters to align with the literature review chapter and additional

chapters have been added based on the findings.

4.1. Influencer marketing on Instagram
All interviewees expressed that their most frequently used social media platform is Instagram, and
they also encounter influencers most often on Instagram. This finding supports the accuracy of the
research on this topic and specifically on this social media platform. It also corroborates Statista’s
(2022) findings that majority of Instagram users are millennials, and that Instagram is a popular
platform for executing influencer marketing. Furthermore, the interviewed individuals reported
following influencers primarily in the lifestyle or fashion niched, seeking inspiration and relatability

from them.

Understanding that social media influencers are professionals and analyzing paid collaborations
critically while utilizing ad literacy was a significant takeaway among all interviewees. This finding is
consist with previous research (Uzunoglu & Kip, 2014) that suggests consumers are now more
informed and resistant to being “manipulated” by brands due to technological advancements. The
interviewees fell roughly into two categories: those who were very skeptical of influencer marketing
and viewed it negatively, and those who viewed it more neutrally and accepted it as a part of
influencers’ job. None of the interviewees believed that influencer collaboration posts would be
good unless they were exceptionally well executed, which is rare, or the collaboration had significant
social importance. Age or location did not appear to be important factors in these differing
viewpoints, which seemed to be influenced more by past experiences on social media, personality,

and work history.
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Interesting enough, when interviewees were asked about their general understanding of influencers
and influencer marketing, almost all of them mentioned that they see it as a purely business tactic
and influencers as “business minded” individuals. They also mentioned that it often starts as a hobby
or a passion, but over time it has become more commercial and business oriented, which was not
expressed positively. This aspect is interesting because it supports Chitrakorn’s (2022) statement
about the underlying problem with influencer marketing’s history: influencers were originally

bloggers who were seen as normal people at the time.

“I think previously it was a hobby and done for fun, but nowadays it is a business like any other. Most
influencers are former bloggers who used to post about their daily lives. Influencers have gradually
made it more professional and now have more collaboration posts, which can damage credibility

when there is another motivation for posting them.” (B)

During the interviews, all of the respondents who has stopped following an influencer cited an
excess of paid collaborations as one reason. This was by far the most common answer, which
supports Marketing charts’ (2020a) statement that consumers perceive an abundance of branded
content from influencers negatively. Troot’s survey (2019) also found that almost one in three
individuals aged 15 to 35 have unfollowed influencers due to too many paid collaborations. Other
reasons included changes in the influencer’s values or style, or the fact that the specific niche no

longer interested them.

“When there has been only commercial posts and not that much organic content, | have unfollowed

influencers. The other reason is if the topic no longer interests me.” (E)

All of the interviewees have made purchases based on the recommendation of an influencer. Some
of them clarified that the purchase was not a result of a paid collaboration, while others could not
recall if the influencer’s post was a paid endorsement or an unpaid recommendation. Several
interviewees stated that when they made purchases based on influencer recommendations, they
either had the product in mind beforehand, bought a different product than the one being marketed
in the collaboration, or conducted further research before making the final decision. In other words,
the influencers simply reinforced their existing knowledge of awakened the knowledge of the

product, rather than persuading them to buy it.
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“I don’t think I've ever bought anything through a paid collaboration. As soon as | see a paid
partnership, | get a bit wary. However, there have been times when | have considered if it is a
product, I've already been thinking about purchasing. Or the product I’'ve bought through a
recommendation has not been the actual promotion product but has been a part of the collaboration

as a “side product.” (C)

“I've bought things in a way that I've seen an influencer recommend it, but never directly click to buy
something just because someone says it is good. It makes me want to search for information about

the product, so | don’t make a direct purchase but rather research it.” (F)

During the interviews, participants were asked to define credibility in the context of influencer
marketing, and there were several commonalities in their responses. The most frequently
mentioned factors were the number of paid collaborations and the alignment between the
influencer’s values and the promoted product or brand. Many participants expressed the opinion
that if there were too many paid collaborations, the content would not seem authentic. They felt
uncertain about whether the influencer could genuinely be satisfied with all of the products and
maintain objectivity. In addition, participants stressed the importance of a strong fit between the
influencer and the product or brand. If the fit was not apparent, the content would lack authenticity

and credibility, resulting in a failed message.

“Credibility is when you consider the content carefully. If there’s an influencer who has a lot of paid
collaboration posts, it creates a feeling of doubt about whether they can genuinely say positive

things about all of them.” (A)
“Influencers really consider who they collaborate with so that it fits into their own lives, and they can

genuinely recommend it. If it doesn’t fit into their normal behavior and it’s very obvious that it’s not

a good fit, then | don’t find it credible.” (G)
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4.2. Attitude towards influencers’ paid collaborations
As mentioned earlier, consumers are often skeptical of advertising (De Veirman et al., 2017).
Findings from interviews support this (table 3), as well as research by Campbell and Kirmani (2000)
indicating that millennial consumers who are aware of being exposed to ads are more likely to
develop negative attitudes towards them. Most interviewees reported viewing paid collaborations
with influencers as generally negative, especially their initial reaction. However, a few respondents
noted that they understand it is part of an influencer’s job and were able to view them neutrally.
When executed correctly, they may saw paid collaborations even in a positive light, but mostly
neutral. It was interesting to find that all the interviewees who answered with a neutral attitude

were either students or employees in marketing.

“The first thought is negative because there are so many of them, and | would rather get tips on

other content where | know that money isn’t involved, making it more authentic.” (E)

“My initial reaction is that it’s bad, but if | think about it a bit more, | understand that it’s their job.

When it’s done correctly, | see it as neutral.” (C)
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Interviewee Occupation How interviewee views Interviewee’s immediate
influencer paid collaboration thoughts when seeing
generally paid collaboration

A Marketing student Neutral or bad Bad

B HR student, part-time seller Bad Bad

C Employed full-time in Neutral or bad Bad
management

D Employed full-time in Neutral, sometimes but rarely Neutral
marketing good

E Employed full-time in Bad Bad
accounting

F Employed full-time in Bad Bad
finance

G Communication student, Sometimes good, sometimes Neutral
employed full-time in bad
marketing

Table 3. Interviewees’ general and immediate attitudes towards paid collaborations

These findings support previous literature, which has shown that millennials tend to view
advertisements negatively, particularly when they are exposed to persuasion tactics. When people
identify a message as an advertisement, they often respond with a critical or skeptical attitude as a
means of coping with it (Rozendaal et al.,2011). This model has been widely used in studies on ad
literacy in influencer marketing to understand how consumers perceive paid collaborations and
according to interviews, not positively. The reasons mentioned by the interviewees were mostly

related to money and its questionable effect on collaboration and its authenticity.

Although interviewees perceived influencers’ paid collaborations mostly negatively, they
emphasized the importance of clearly informing followers when a post is sponsored. They stated
that if the sponsorship is unclearly mentioned or not noticeably marked, it affects their attitudes

negatively and decreases the credibility of the collaboration post. This supports the findings from
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Stubb and Colliander’s (2019) research, which suggests that consumers perceive sponsored posts as
less credible, but it is essential to disclose sponsored posts clearly, as posts without any labels
decreases credibility even further. The interviewees felt that if the post is not marked clearly, it
could be perceived as shady and misleading. By marking a post as a paid collaboration, it puts it into
context for consumers and activates their ad literacy, allowing them to understand the persuasive
message. This supports persuasion knowledge model by Friestad and Wright (1994), which
elucidates how people acquire knowledge and abilities for managing persuasive attempts and how
their knowledge of persuasion impacts their responses to such attempts, for example when knowing

it is an advertisement can affect the desire to buy.

“It is absolutely important that it is shown, even if it changes my own attitude, so | don’t have to
wonder if the person likes it or if there is some benefit behind it that the influencer is getting. It

clarifies the context for me.” (B)

As Saukko and Vidlimaa (2018) noted, the effectiveness of influencers is largely based on the fact
that their recommendations are trusted. Disclosing a paid collaboration in an influencer’s post can
have a significant impact on the trust consumers place on the recommendation. While some
appreciate the transparency, others view the disclosure as a sign that the influencer is not genuine
in their promotion of the product. Most of the interviewees noted that when they see a paid
collaboration disclosure, they do not take the product recommendation as seriously. This
observation supports previous research on attitudes towards influencer marketing, which revealed
that only a small portion of respondents were interested in product recommendations through
these advertisements (Rajamaki, 2021). Interviewees feel that the influencer is only making the
recommendation because they are being paid to do so. This sentiment was echoed by another
individual who stated that they only follow people they trust and stop following those who appear
to be promoting products solely for the sake of money. This is in line with professor Luoma-Aho,
who stated that the genuineness of a recommendation depends on who is making the
recommendation and how the recommender may benefit from it (Alma Media, 2018). These
comments suggest that for some consumers, the presence of a paid collaboration disclosure may

indicate that the influencer’s recommendation is not authentic.
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”It affects the recommendation because then I’'m not 100 percent sure if the recommendation is
really genuine or if it’s only 85 percent genuine, that it’s a nice product but nothing mega, but the

influencer still recommends it because getting paid for it.” (F)

However, in cases where the influencer provides background information and context for the
product, the disclosure may not have as significant impact on trust of the recommendation. Some
interviewees pointed out that influencers are selective about their collaborations, and in such
instances, their desire to promote the product may be as genuine as if they had bought it
themselves. This suggest that not all disclosures of paid partnerships are inherently perceived as
eroding trust in the influencer’s recommendation, which aligns with the earlier finding that

followers are more receptive when the endorsement comes across as authentic (Alma Media, 2018).

” I don’t think it’s an unsolicited recommendation unless there’s some background.” (G)

“Of course, if it’s not paid for, | automatically trust it more, but a lot of influencers choose carefully
what collaborations they do, so the interest is pretty much at the same level that they might buy the

product even if it wasn’t free.” (D)

While disclosing a paid collaboration in an influencer’s post may impact the trust consumers place
in the recommendation, the effect is not universal. The context of the post, the influencer’s
reputation, and the perceived authenticity of the recommendation all play a role in determining
whether consumers view the recommendation from a paid collaboration as trustworthy, despite

the disclosure.

4.3. Influencer as a source credibility
The results of this research align with existing literature, which suggests that the perceived
credibility of a paid collaboration is heavily influenced by the credibility of the source. During the
interviews, the credibility model developed by Munnukka et al. (2016) was discussed as a means of
determining the credibility of a paid collaboration. While all the components of the model, including
trustworthiness, expertise, attractiveness, and similarity, were recognized during the interviews,

only some were identified as crucial and affecting factors.
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As stated in the literature review, research has demonstrated that source credibility plays a
significant role in the effectiveness of advertisements (Ohanian, 1991). Furthermore, it has been
found that the credibility of an endorser is particularly effective in shaping attitudes towards both
the advertisement and the brand it represents (Erdogan, 1999). These findings were supported by
interviews, with all participants agreeing that the influencer’s perceived credibility and how they
perceive influencer as a persona can affect the credibility of paid collaboration posts. One
participant even stated that she is more interested in whether the influencer is credible and

promotes the product in a credible way, rather than whether the post is paid or not.

“I usually weight it in such way that the credibility is not primarily affected by whether it is a
collaboration or not, but rather by the credibility of the person presenting the product and how

convincingly they bring up those things.” (E)

Additionally, most of the interviewees answered that they felt paid collaborations could affect the
credibility of influencers, especially if they do a lot of them. This finding supports the results of the
survey conducted by SlickText (2021), which identified excessive sponsored posts as the primary
factor that undermines credibility in influencers. Another concern mentioned by interviewees was
influencers promoting products they would not normally use, which can diminish the credibility of

the influencer.

“Yes, it can have an impact if they do too many collaborations. Because there is a risk that you will

no longer believe in anything they produce.” (D)

“I see it absolutely affects influencer’s credibility, if they for example post something they would not

normally use.” (B)

In addition, the interviewees frequently linked authenticity with both credibility and trustworthiness

and noted that the absence of one could impact the other. Consequently, authenticity was not given

a separate chapter, as it was closely associated with these other already presented elements.
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4.3.1. Trustworthiness

The interviews revealed that trustworthiness is a crucial factor when evaluating an influencer’s
credibility. According to Ohanian’s (1991) definition of trustworthiness, it refers to the recipient’s
perception of the sender’s integrity and sincerity. Since interviewees were aware of the influencers
receiving monetary benefits from collaborations, they constantly assessed their trustworthiness. All
the interviewees emphasized trustworthiness as the most important aspect of an influencer’s
credibility. If trustworthiness was compromised, the entire collaboration was considered

uncredible.

“The most important thing is of course influencer’s trustworthiness. It doesn’t matter what you are
saying or promoting, if it feels untrustworthy, the collaboration is broken, and | am not buying it. Of

course, consumers want authenticity and influencers to be real with them.” (D)

The interviewees discussed various ways in which trust could be gained or lost. One recurring theme
was the importance of concrete examples when promoting products. For instance, before-and-after
pictures or how-to videos helped establish credibility and trustworthiness, especially in cosmetic
products where it is crucial to demonstrate the product’s features or show the results. Interviewees
emphasized that they needed to feel confident that the influencer was genuinely using the product.

The credibility of the paid collaboration was compromised once this trust was shattered.

“It requires that | see the influencer uses the product. Especially cosmetic products. It increases the
trustworthiness towards influencer and thus the collaboration, as then | know for sure product is

used and | see how it is used and working.” (G)

Also, most of the interviewees emphasized the importance of utilizing the promoted product
beyond the scope of paid collaboration, such as featuring it in non-sponsored content, increased
the trustworthiness of the influencer and even the paid collaboration. Hence, the participants were
of the opinion that the influencer truly enjoyed the product. This was also the case with cosmetic
products, as the interviewees pointed out that cosmetics are long-lasting, and you should be able

to use them for a long time if you really use the product. They also mentioned that if they did not
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see the product being used in any other context or by the influencer outside of the partnership, it

would instantly seem untrustworthy.

“If I see that the influencer really uses the product in their everyday life more often and | see that
they have promoted it, it immediately creates trust in the influencer and through that their
partnerships. For example, in cosmetics, those are long lasting products so you should be able to use

it sometime.” (A)

Also, influencers’ pervious usage of the product increased trustworthiness of the influencer. If an
influencer had been using a product for a longer time, it led to an increased commitment to the
brand, which in turn, made the influencer more trustworthy and made it more likely for the

audience to perceive their paid collaboration credible.

During the interviews, it became apparent that the illusion of the influencer using a promoted
product was shattered when they advertised multiple products from the same category but from
different brands, claiming them all as their favorite. For example, an influencer might claim that one
brand’s mascara was their favorite, only to promote a different brand’s mascara as their new
favorite a few weeks later. Interviewees regarded this practice as harmful to the influencer’s
credibility. Furthermore, they pointed out that such behavior would have an unfavorable effect on

any upcoming collaborations with this specific influencer.

“If I see an influencer first promoting a product from one brand and after some time the same
product from another brand, it can make the influencer appear very untrustworthy and can have a

very negative impact on their future collaborations.” (G)

In addition, influencers who presented unedited content are perceived as more trustworthy,
particularly when promoting cosmetic products. The use of filters and edited photos was viewed
negatively, as they do not provide an authentic representation of the product and its results. This
aligns with the current trend in which followers expect authentic and unfiltered content, as
demonstrated by a recent study concluded by Ekholm (2021). This finding also supports SlickText’s
(2021) conclusion that heavily edited photos can undermine trust in influencers. Overall, the

interviewees tended to regard influencers who presented a perfect image of their life as “fake” and
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lacking in credibility. This finding supports the conclusion of Martensen, Brockenhuus-Schack and
Lauritsen Zahid (2018) that a lack of personalization in an influencer’s content can have a negative

impact on their perceived trustworthiness.

“For example, in cosmetics, if you use filters and edit photos a lot when promoting something, it

automatically becomes uncredible because | don’t know how it really looks like.” (F)

According to the feedback from all interviewees, displaying both positive and negative aspects
oneself had an impact on the influencer’s trustworthy and as a result, this improved the attitude
towards the influencer. This principle also applied to sponsored posts. By mentioning both the
advantages and disadvantages of the product, the influencer’s conveyed their genuine opinions
about the sponsored product. Especially in the context of cosmetic products, if the influencer does
not honestly express the slightly negative aspects of the product, and consumers only become
aware them after purchase, it decreases trust in the influencer. Conversely, if the influencer only

emphasized the positive aspects too much, it was perceived as uncredible.

“In my opinion, excessive hype about a product is not credible. It would be much better to give the
pros and cons of the product, so that the influencer also appears more trustworthy. For example, in
cosmetics, it would be honest to say if the product has a strong scent or feels sticky at first. This

increases trust in the collaboration.” (E)

The fact that influencers were compensated for endorsing products caused interviewees to question
their trustworthiness. This led several interviewees to question the trustworthiness of the influencer
in the paid collaborations, as they could not be certain that the influencer was genuinely promoting

the product and would do that even without a payment.

“The money behind collaborations does affect my view on whether the influencer is reliable. It makes
me at least doubt their trustworthiness because | can’t be completely sure whether the influencer is

doing the collaboration out of pure conscience or for the sake of money.” (B)

Trustworthiness was identified as a major factor in determining an influencer’s credibility. During

the interviews, trustworthiness was discussed from various angles, highlighting its impact on

61



credibility within specific contexts. Furthermore, the significance of the relationship between
money and trustworthiness in relation to influencer credibility was emphasized by all interviewees.

Money as a topic was deemed significant enough to warrant a separate chapter dedicated to it later.

4.3.2. Expertise

Regarding theories on source credibility and endorsement, expertise was deemed a significant
factor in establishing the credibility. As stated, according to Erdogan (1999), expertise is determined

by how the consumer perceives the influencer as a credible information source.

According to most of the interviewees, typically an influencer needed to have some form of
expertise to establish. However, the specific context and product being promoted played a role in
determining the necessary level of expertise. The researcher identified two types of expertise:
formal (educational) and informal (experience), which the participants distinguished between. For
promoting low involvement products, informal expertise was considered sufficient for establishing
credibility. However, for high involvement products, formal expertise was a must. For instance, in
cosmetics certain hair and decorative products were perceived as credible even when promoted
with informal expertise. However, for other high involvement products in cosmetics, such as lotions
for acne-prone skin or expensive foundations, formal expertise was necessary for the influencer to

be perceived as credible.

“Being an expert in everything is not necessary for an influencer to be credible, but it depends a lot
on the product. If it’s a basic product, such as eyeshadow, where all you need to know is its staying
power, and you’ve used it before, it already creates credibility in the influencer. But if they’re

promoting something like lotions for atopic or acne-prone skin, then they need to be experts.” (C)

During the interviews, couple of participants pointed out that if an influencer showed genuine
enthusiasm for a product, this could be enough to educate their followers and establish credibility,
even for low-involvement products. The key was for influencer to genuinely believe in the product,

as this created a sense of trustworthiness among their audience.
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“In my opinion, it’s not necessary to be an expert, and it’s wonderful if someone tries something new
and gets excited about it. For example, when testing new makeup or something you have wanted to

try a long time, | think the influencer is credible then even without expertise.” (C)

The absence of expertise was found to be linked to uncredibility of the influencer in certain
instances. As per the interviewees, they had witnessed paid collaborations where influencers
endorsed products, they had no prior experience with and used it incorrectly. This had a negative
impact on the trustworthiness of such collaborations, as explained by the interviewees. The
participants emphasized the significance of informal expertise, which refers to having even

knowledge about how to use a product.

“When an influencer uses a product incorrectly, it can make them seem uncredible because it
suggests that they don’t have a clue how to use the product properly. For instance, | once saw an
influencer apply a hair mist all over her hair, even though the product was supposed to be sprayed

directly onto the scalp.” (G)

According to varying answers, having expertise was not always crucial for being perceived as
credible in paid collaborations. However, possessing informal expertise or a genuine interest in the
subject matter was preferred. When it comes to cosmetics, the level of required expertise (formal
or informal) varied depending on the specific product. Due to the varying aspects in different
contexts, expertise cannot be generalized as affecting influencers’ credibility in the same way as
trustworthiness. Therefore, it is not considered a major factor in influencing the credibility of paid

collaborations.

4.3.3. Attractiveness

The impact of attractiveness on the perceived credibility of influencers in paid collaborations
remains somewhat inconclusive, with inconsistent findings in the research. Couple of the
interviewees stated that they appreciate classical beauty and are somewhat influenced by it,
perceiving attractive influencer as slightly more credible. This supports findings of Till and Busler

(2000), who found that the attractiveness of an endorser has a positive impact on credibility.
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“I am influenced in a different way through classic beauty, as somehow you look up to them and

therefore, | feel it also affects my perception of their credibility.” (D)

However, most of the interviewees stated that attractiveness did not affect credibility at all,
especially if the influencer was perceived as relatable and identifiable. This supports the claim that
attractiveness can even have a negative impact on credibility in some cases (Till & Busler, 2000), if
brands use overly polished influencers that cause consumers to question their own physical
appearance and cannot relate with them. This was an interesting finding from the interviews: many
participants overruled the impact of attractiveness on credibility and instead leaned towards

similarity.

“I don’t see attractiveness affecting on my perceived credibility in the paid collaborations, as | see
that it is clear in these cases that relatability plays a role over attractiveness. Overly polished and
attractive influencers don’t work, because there’s nothing in common with me and they don’t even

seem human.” (D)

In the context of cosmetics, attractiveness was mostly perceived as negative, and overly polished
and attractive influencers were seen as not being real, making it difficult for consumers to identify
with them. This perception negatively impacted the trustworthiness of the collaboration and thus
its credibility. This finding challenges Martin and Gentry’s (1997) view that the credibility of the

source in the context of beauty products is closely tied to attractiveness.

“I don’t see beauty as having any impact, in fact, | almost see beauty as increasing distrust, especially
in cosmetics, if someone who is already attractive promotes a product, it’s not as believable as

someone who is more relatable.” (G)

Based on the interview’s attractiveness as a source of credibility had the least impact from
Munnukka et al. (2016) source credibility model on influencer’s credibility on paid collaborations in
general and in the context of cosmetics. This was overruled by similarity to being more important,

which again supports Ekholm’s (2021) findings, that followers want real and unfiltered content.
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4.3.4. Similarity

One of the primary factors that emerged as a reason to affecting influencer’s credibility on paid
collaboration post was similarity and how well participants were able to relatable to them. This
finding supports O’Keefe’s (1990) conclusion that the better the similarity among the endorser and
the audience is, the more credible the endorser becomes (Munnukka et al.,, 2016). Almost all
interviewees pointed out that relatability was a key factor in collaborations and if the influencer was

not relatable, they felt the collaboration unsuccessful and thus lacked credibility.

“If you can identify with an influencer or have similarities with them, their content appears to be

more credible.” (C)

Initially, the interviewees expressed that they follow various influencers because they can identify
themselves with them on some level. Therefore, it was crucial to maintain this connection when
collaborating on paid promotions. If the interviewees could not envision themselves using a product
that an influencer promoted, it was considered uncredible and unsuccessful. This stems from the
identification they feel with them. Additionally, the influencer’s personality and values were also

taken into account in the means of relatability, leading to a perception of credibility.

“If I share the same values with an influencer, it naturally makes me feel more similar and relatable

to them, and as a result, | tend to trust them more.” (F)

As highlighted in the attractiveness chapter, in the context of cosmetics, similarity was found to be
a crucial element for influencers in paid collaborations to be perceived as credible. Influencers who
appear too polished or model-like are often perceived as distant and therefore, not relatable. This
affects the interviewees’ perception of the influencer’s credibility and supports Bower’s (2001)
social-comparison theory, when individuals view an advertisement that includes an idealized

endorser and compare themselves, it may lead to negative attitudes towards the advertisement.
“In cosmetics products, it is absolutely important that the influencer feels relatable, that there is
something in common between them and me. Then it is easier to think that this product could also

be suitable for me.” (A)
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Similarity with an influencer has been identified as a crucial factor in determining an influencer’s
perceived credibility, both in general and in the context of cosmetics. Research has shown that
perceived similarity can even outweigh attractiveness in influencing credibility. Therefore, similarity
can have a significant impact on an influencer’s credibility, and by extension, the credibility of their

paid collaborations.

4.4. Influencer and brand match
The connection between previous celebrity endorsement theories and the perceived credibility of
a paid collaboration was acknowledged to be influenced by the match (Krishna & Karthik, 2016).
Overall, the credibility of a paid collaboration depends on the match between the brand and the
influencer, as well as how well the collaboration aligns with the influencer’s typical style and
content. This finding not only confirms prior research on celebrity endorsement but also emphasizes
the significance of a suitable match between brand and influencer in determining the credibility of

a paid collaboration.

During the interviews, the significance of a proper fit between the influencer and the brand was
emphasized constantly. It was found that when there was a mismatch between the influencer and
the product or a brand, the interviewees’ attitude towards the paid collaboration was negatively
affected, along with the perceived credibility. These findings strongly support the results of Krishna
and Karthik’s study (2016), which showed that inconsistent matches lead to lower credibility. This
also applies to the contexts of cosmetic products, where interviewees noted that if the influencer
is, for example, a high-end influencer who only uses luxury products, it would be deemed uncredible

to promote cosmetic products that are marketed at a lower level.

“If a product or brand doesn’t fit the influencer at all, the post can’t be credible. For example, if the
influencer is kind of “luxury” influencer and lives high life, it would be weird to see promotions about
normal market cosmetics. If you don’t believe that the influencer would normally use the product

because of its unsuitability and the match just isn’t there, the post is not credible.” (E)
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Most interviewees perceived the influencer as being “bought” and doing the paid post only for
financial gain in cases where the match between the influencer and the product or brand was weak.
This finding is consistent with Erdogan’s (1999) statement that a mismatch may create a perception
that the endorser has been paid off to promote a brand. According to the interviewees, in such
instances, the poor fit was caused by an excessive payment, which diminished the credibility of the
paid collaboration and was regarded as bothersome. In fact, a few interviewees asserted that when
there is a poor brand-influencer match, the influencer’s trustworthiness is directly impacted, as they

may appear to dislike the product.

“Sometimes you see a collaboration and wonder why the influencer has done this, because it doesn’t
suit them at all, which gives the feeling that they have taken any collaboration for the sake of money.

And that is not credible at all and affects also how | am seeing this influencer afterwards.” (A)

Furthermore, the match between the brand and the influencer was assessed by evaluating the
congruence of their respective values. This methodology was also evident in earlier investigations
by Krishna and Karthik (2016), who highlighted the significance of the comparability of the
influencer’s image and the brand’s image. The fit was deemed appropriate when the influencer’s
personal brand corresponded with the brand, its niche in relation to that brand, and the influencer’s

other content in relation to that brand were all in line.

“Values play a big role in whether there is a match or not. Brands do talk about their values and

what they represent, so if these align with the influencer’s lifestyle, it’s believable.” (G)

Many interviews emphasized the match between the influencer’s typical style and the paid
collaboration. This confirms the earlier research findings by Poyry et al.’s (2019) that sponsored
content should align with the influencer’s normal style. The majority of interviewees attributed this
fit to the presence of content related to the paid collaboration that appears outside of the paid
collaboration. For instance, if an influencer regularly creates makeup tutorials or hair styling videos
and then promotes related brands, it appears as a good fit and more credible. This connection not
only contributes to the perception of the collaboration’s credibility but also enhances its
authenticity and trustworthiness. Hence, it is essential to ensure a good fit between influencer’s

usual content and the promoted product.
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“I see a fit, if the influencer actually uses the product in their daily life otherwise or uses a similar
product, so there is already history for the usage. For example, some influencers do daily makeup
routine videos just for fun, so it is more genuine to also promote makeup products then. Or in general

the same kind of content being regularly posted.” (B)

In summary, the match among the influencer and the endorsed product or brand is a critical feature
in the credibility of paid collaborations, regardless of the context. This connection is linked to the
influencer’s perceived trustworthiness and the amount of money involved. A match between the
influencer and the promoted product or brand may result in negative attitudes and affect the overall

credibility of the collaboration.

4.5. Influencers’ advertisement content value
As described in literature, the advertising value concept refers to the perceived usefulness or worth
of advertising from the consumer’s perspective (Ducoffe, 1995). This was observed during
interviews, where the perceived usefulness of paid collaborations affected the advertisement’s
value and, consequently, its credibility. On Instagram, influencers often share sponsored content
that includes informative and entertaining components, as well as a personal touch, resulting in a

more engaging and enjoyable experience for their followers.

During interviews, the participants were asked about the type of content they prefer to see on
Instagram from influencers during paid collaborations. They unanimously agreed that they desire
authentic, genuine, and relatable content. This is also consistent with Ekholm’s (2021) findings that
followers now prefer authentic and genuine content. Interviewees believed that videos can enhance
authenticity as they are more engaging and provide a better understanding of how the product
works, as well as giving a more genuine portrayal of the influencer. This is in line with Sheikh’s (2022)
findings, which suggest that Instagram videos support trust among brand’s target group and are
seen as authentic and human. Interviewees expressed that videos, reviews, and before-after
content were more relatable and trustworthy, especially in the case of cosmetics where the use and

changes can be seen.
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“I want to see authentic and relatable content. | think this can be achieved through videos, allowing
followers to get closer to the influencer and through them, the brand, and get a more genuine idea

of them as well as the product’s usage and effectiveness.” (G)

“Especially in cosmetics, | hope to see videos that show how the products work or how they are used,
as well as reviews and before-after material, especially for products that changes one’s appearance.
These make me believe in the product’s effectiveness and, through that, commercial collaboration

rather than just a picture of the product.” (A)

Many interviewees also emphasized the importance of the quality of advertisement content in
terms of paid collaboration being perceived as credible. They expressed that if the content was
messy and of poor quality, it would decrease the credibility, and it would feel as though the
influencer did not use their time to create the collaboration. According to the interviewees, this lack
of effort would make it seem as though the influencer did not view the collaboration as important
and did it just quickly to gain money, which affected the influencer’s trustworthiness negatively.
This was also the case in cosmetics, as these are visual products, thus interviewees felt that the

quality of cosmetic content is essential to provide credibility for the collaboration post.

“A poorly executed content affects credibility because it’s not good advertising for anyone. If it
reflects a lack of interest putting in the effort, it could turn people off. If it’s done with minimal effort

and just for the sake of making money, it’s no for me.” (B)

“Especially in cosmetics, it’s important to invest in the quality of the content because cosmetics are

visual products. They either produce visual effect or their usage is important to see visually.” (E)

The interviewees emphasized that content that is too commercial felt unauthentic. If there is no
personal touch or similarity to the influencer’s usual way of “talking”, the credibility of the
collaboration decreases. Authenticity and connection are what followers seek from influencers and
their posts, but these are difficult to achieve in scripted ads. This applies to both overall content and
the captions, which should be written in a personal style that matched the influencer’s usual way of
communicating. The interviewees also noted that using overly commercial statements in sponsored

posts, particularly in the case of cosmetics, can immediately reduce credibility. This was also found
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in SlickText’s (2021) research, where participants noted that stereotypical language is a factor that

influences trust in collaborations between influencers and brands.

”Text that sounds too much like an ad, is copied or doesn’t sound like it’s coming from the influencer
is uncredible. For example, in cosmetics can see slogans like “Do you also have a dry scalp? Don’t
worry...” which is very uncredible and creates a very ad-like feeling. In order for collaboration to be

credible it should be tied in some way to everyday life and language.” (D)

All of the interviewees agreed that influencers who demonstrated the functions of the product,
provided both its advantages and disadvantages, were more credible since they gave
comprehensive information. This helped increase posts credibility making it easier to evaluate the
product. Providing detailed information was considered the most crucial aspect of a paid
collaboration to be perceived as credible, as lacking information resulted in a decreased credibility.
Interviewees also felt that showcasing product usage, particularly in the context of cosmetics,

increased credibility by providing informative content.

“It decreases paid collaborations credibility if there is not enough information presented
comprehensively. It is crucial to disclose both the positives and negatives of a product, as well as

demonstrate how it functions. Demonstrating the product is part of being informative.” (D)

“When it comes to cosmetics, it is crucial to show and comprehensively discuss the product, because
that’s the only way to see how it looks on the skin, its spreadability and...which is essential aspect of

cosmetics. This adds to the information provided about the product.” (A)

The interviewees also emphasized the importance of disclosing a paid collaboration as a part of the
informative content. This was viewed as an essential piece of information that must be conveyed to
followers, as failure to do so would result in the post being deemed untrustworthy, as discussed

earlier.

“It is important that paid collaborations are informative and especially that it is clearly informed that

it is a paid collaboration with a brand.” (B)

70



Although the interviewees stated that the informativeness of the advertisement post is crucial for
credibility, many of them mentioned that they would never purchase a product solely based on an
influencer’s collaboration post. Instead, they would check the information provided by the
influencer elsewhere and seek other reviews to support their decision before making a purchase.

Nonetheless, informativeness was still considered significant in terms of credibility.

”I don’t buy anything based on one person’s recommendation. | always look for more information

and other people’s experiences with the product before making any decisions.” (G)

When considering whether to follow an influencer, entertainment value played a crucial role.
According to one interviewee, the use of humor in an influencer’s content created a more authentic
image of them. However, all interviewees agreed that unentertaining content did not decrease the
credibility of paid collaboration. While it was nice to have entertaining content, they did not see it
as a factor that would affect the post’s credibility. This was also in the case of cosmetics and
perceived informativeness to affecting more. In other words, entertainment value could add

credibility but not decrease it, making it essentially neutral if absent.

“In my opinion, entertainment value does not reduce credibility. Of course, it’s nice to have
entertaining content as it makes the experience more enjoyable, but | don’t see its absence affecting

the credibility of the post in any way.” (B)

These findings challenge previous literature, such as Lou and Yuan (2019), who claimed that
consumer trust in influencer’s branded posts is influenced by both informativeness and
entertainment of the content. However, the current study’s interviews showed that all participants
considered the content’s informativeness to be a crucial factor in the credibility of collaborations,
regardless of the context. In contrast, they did not find the entertaining value to affect the credibility
of the posts, at least not in a negative way. Thus, it cannot be generalized that both informativeness
and entertainment value affect the credibility of influencer’s paid collaboration posts in this

research.
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4.6. Number of collaborations
During the interviews, all participants highlighted the number of paid collaborations as the primary
reason of perceiving a paid collaborations as uncredible, why it deserves its own chapter. They
considered an excessive amount of such collaborations affecting their attitudes as uninteresting and
irritating. Moreover, the interviewees observed that a high frequency of paid collaborations could
damage the image of both the influencer and the brand. Notably, this phenomenon was observed

from both the influencers and the brand’s perspective.

Based on the interviewees’ responses, an influencer’s credibility in paid collaboration is
compromised when there is an excess of sponsored posts. The interviewees stated that a high
number of paid collaborations from an influencer can decrease trust in them and thus the
collaboration. This finding is consistent with SlickText’s (2021) research, which identified excessive
sponsored posts as the primary factor that undermines trust in influencers. Typically, a high volume
of paid collaborations leads followers to view the influencer as inauthentic and prompts them to
stop following the influencer completely. Additionally, the interviewees concurred that excessive
paid collaborations from one influencer were not only unappealing, but also gave the impression of

greediness and discouraged followers from engaging with their content on Instagram.

”If there are too many paid collaborations, it becomes very uncredible because an influencer cannot
genuinely like everything and recommend it all the time, which makes it inauthentic. It also feels

greedy for money and can even lead to unfollowing such an influencer.” (C)

The number of paid collaborations that influencers engaged in was also linked to the perception
that they were only promoting products for the money. This was highlighted by all interviewees,
making money a big factor behind collaborations diminishing trust and credibility. This aspect was
linked to the influencers’ trustworthiness being money-driven, as well as the brand’s side.
Interviewees felt that the fit between the brand and the influencer could not always be accurate in
these kinds of situations. Therefore, brands were not investigating and being critical enough

towards the influencers they endorse, which made them appear desperate in these cases.

“If there are too many paid collaborations from influencer, it starts to feel like the influencer takes

whatever just to get paid. But if they feel more selective and infrequent, it’s more credible, because
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it doesn’t seem as money-hungry. Also, brands should be more selective to not be seen pathetic.”

(D)

The interviewees were skeptical about influencers promoting numerous similar products, as they
doubted that the influencers could genuinely enjoy all the products they endorse, especially in the
context of cosmetics. Several interviewees gave an example of how in specific instance, they have
seen an influencer endorse a brand’s mascara, only to later promote similar product from another
brand. This behavior diminished the influencer’s credibility and was identified in SlickText’s (2021)
research as a factor that undermines trust. This issue is related to the influencer’s trustworthiness,

which was discussed in trustworthiness chapter.

“Especially when influencers are promoting the same product, but from different brands, it makes
their endorsements less credible. For example, I’'ve seen an influencer promoting a mascara from
one brand one week, and then another mascara from a different brand shortly after, it makes both

the influencer, and the both collaborations seem untrustworthy and thus uncredible.” (F)

The interviewees also believed that collaborating with multiple brands negatively impacted an
influencer’s credibility and thus the collaborations credibility. This finding aligns with previous
research, which found that the quantity of endorsed brands by the endorser can diminish the
credibility of the endorsements (Tripp et al., 1994). According to the interviewees, endorsing
numerous products from diverse brands compromised the credibility and authenticity of the
influencer. This applied also for cosmetic brands, and interviewees provided an example of how it
would seem strange to promote many different brands at the same time, even from different
product categories. This is because brands have different values, and interviewees felt that the
influencer could not genuinely fit with all of them. They found it hard to believe that an influencer

could sincerely support so many brands, leading to feelings of annoyance and disbelief.

”It is just money driving the advertisement, practically because there are so many different brands.

You can’t be equally invested in all of them or even fit to all brands’ values and images.” (A)

The participants emphasized that an influencer who partnered a particular brand on multiple
occasions was deemed to be more credible. The interviewees viewed this type of collaboration as a
long-term partnership or being an ambassador, which enhanced the influencer’s credibility and

diminished the impression of the influencer being only “hired” for promotional purposes. The
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majority of interviewees regarded a brand-ambassador collaboration between the brand and the
influencer as reliable, whereas shorter collaborations were deemed less reliable, and the quantity
of paid partnerships was associated with these “one-time” brief collaborations. In long-term
partnerships, interviewees trusted that the influencer was genuinely satisfied with the brand and
its products, as it demonstrated the influencer’s desire to commit to the brand. This was especially
true in the context of cosmetics, as interviewees saw that cosmetics are used every day, and

therefore, an influencer must genuinely like the brand’s products as an ambassador.

“Influencers probably do like that brand if they are a brand ambassador and always have that
brand’s products. Especially it creates credibility in the cosmetic products, as then you use them every
day and longer time. It certainly communicates something and tells about the quality and the

influencer’s desire to commit to that brand.” (D)

The interviewees found that a high number of paid collaborations also greatly reduced the brand’s
image, generating negative feelings towards the brand and uncredibility towards its paid
collaborations with influencers. The decrease in credibility could be attributed to the large number
of influencers promoting the brand simultaneously. This strategy was viewed negatively by many
interviewees, as it felt like the brand was suddenly pushing the promotion through many influencers
at the same time. This caused irritation and decreased credibility towards the paid collaboration, as
interviewees perceived them to be part of a campaign rather than the influencer’s genuine

recommendation through a paid collaboration.

”When there are campaigns where brands buy many influencers, and everyone posts the same thing
at the same time. When the same message comes from so many people, it irritates me, and it

undermines everyone’s credibility, especially that of the brand.” (G)

In general, interviewees expressed a preference for long-term commitment in collaborations,

selectively made, that is, not excessively frequent, and for brand loyalty, in order to maintain the

credibility of paid collaboration in general and in context of cosmetics.
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4.7. Monetary element
During the interviews, the topic of money was raised by every interviewee across all themes, which
is aninteresting finding as it demonstrated how people are aware of the monetary incentives behind
collaborations, and how it affects the credibility of the collaboration in various ways such as
attitudes towards advertisement, the influencer’s credibility, the fit between the influencer and the

brand or product, the content itself, and the overall collaborations the influencer engages in.

As previously discussed, interviewees had differing attitudes towards paid collaborations and
influencer marketing. Most found it annoying and negative, while some were more neutral and
viewed it as just another job. However, both groups were aware that influencers were being paid to
promote products and services, and this knowledge impacted their attitudes and thus the credibility
of the paid collaborations. The interviewees expressed uncertainty about the authenticity of the
influencer’s opinions, as they were unsure whether they were scripted by the brand or genuine
expressions of the influencer. This issue was also acknowledged by Campbell and Grimm (2019),
who stated that consumers find it difficult to accurately distinguish whether the influencer is
providing a personal recommendation or not due to the financial incentives behind the

collaboration.

“Money has a big impact on the credibility of collaborations because | am unable to determine
whether the influencer genuinely holds the opinion or if they have been paid to say so. Therefore, |

am unsure about the authenticity of the influencer when money is involved.” (B)

The interviewees recognized that the credibility of influencers was compromised by the fact that
they received payment to promote certain products or services. They expressed concerns about
trusting influencers’ statements completely, as they believed that their motivation for saying certain
things could still be the money they receive, despite their statements might seem trustworthy. Joe
Rolich supports this perspective, stating that influencers’ use for marketing activities may impact
their authenticity since consumers are aware of the monetary rewards, thereby affecting their

credibility (Bazaarvoice, 2018).

“Just because someone gets a large paycheck doesn’t mean their opinions are genuine. They may

like the product, but it still affects their trustworthiness.” (E)
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A poor match between an influencer and a brand or product is often associated with money.
Interviewees felt that if the match was poor, it was likely because the influencer would promote
anything solely for the sake of money. To ensure credibility in collaborations, both the brand and
the influencer need to carefully select partnerships that resonate with followers. However, if the fit
is inadequate, it can harmfully impact the credibility of the partnership. According to interviewees,
this occurs when the influencer accepts any opportunity simply to earn money, even if the product

is not a good fit.

“Specifically, the match between the brand, the product, and the influencer affects credibility. It it’s
not there, it becomes immediately uncredible. You get the feeling that the influencer has accepted

any deal for the sake of good money.” (G)

The money factor was also linked to credibility of the paid collaboration based on the amount of
effort they put into the content. Influencers who dedicated time and effort to their paid
collaborations were viewed as more trustworthy and credible, as it was perceived that they were
not solely motivated by money. The interviewees noted that influencers who put more effort into
their paid collaborations were more likely to be trusted. Conversely, those who quickly created
content with no personal input and simply copied brand scripts were assumed to have done so solely
for financial gain. The interviewees emphasized that in cases where effort was made, the
collaboration would mean something to the influencer and would not be considered insignificant,

thereby increasing credibility.

“Of course, it makes a different if you put effort into that collaboration post, because then we know
that it’s at least somewhat important to the influencer. That is just not copied and done fast, because
then it looks like just producing something quickly for money and then moving on the next

collaboration.” (F)

The interviewees deemed paid collaborations highly uncredible if they sensed that the influencer
was solely motivated by monetary gain. This was particularly applicable to influencers who engaged
in numerous paid collaborations with diverse brands. Interviewees felt that if an influencer was

doing an excessive amount of collaborations, it was impossible for them to stand behind every
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product they promoted and that they were doing collaborations only for money. This affected the

influencer’s trustworthiness and authenticity.

“If every other post by an influencer is a paid collaboration, it’s very implausible that they can
genuinely praise every product and service. In this case, it becomes apparent that the influencer is

doing a lot of collaborations with various brands just to earn money.” (A)

In summary, when the interviewee perceived that the influencer was doing the paid collaboration
solely motivated by the monetary gain, it was regarded as lacking credibility and often irritating, and

the brands were deemed uninteresting.

4.8. Summary of findings
The research findings supported previous research on various advertising models, including the ad
literacy and persuasion knowledge model (Friestad & Wright, 1994), source credibility model
(Munnukka et al., 2016), match-up hypothesis (Erdogan, 1999), and online advertising value
(Ducoffe,1996). The research also identified gaps in previous literature related to uncredible
influencer marketing and provided new insights. The findings overlapped, with the same issues
often highlighted in different themes. Therefore, we can conclude that the factors most frequently
mentioned are those that affect consumers’ negative attitudes, resulting in paid collaborations
being perceived as uncredible. The study found that elements of uncredible paid collaboration
included untrustworthy and unrelatable influencer, poor brand-influencer fit, too many paid
collaborations, poorly made content, lack of information, and financial incentives. Figure 9

summarizes these findings in a simple way.

Overall, the interviewees demonstrated a high level of ad literacy when it came to paid
collaborations. They were cautious about these types of promotions and recognized that influencers
were being compensated for promoting products. It is important to keep in mind that this cautious
perception of paid collaborations is a key factor in all of the study’s findings. This finding is consistent
with prior research on consumers’ improved ad literacy as a result of technological developments
(Uzunoglu & Kip, 2014) and confirms Friestad and Wright’s (1994) persuasion knowledge model

within the framework of influencer marketing on social media. The interviewees’ high level of
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awareness regarding the type of paid collaborations confirms the effectiveness of this model. Also,
De Veirman et al. (2017) findings were supported strongly that consumers have often skeptical

attitudes towards advertising thus affecting the credibility.

Furthermore, this research confirmed the importance of elements that have been identified in
classic celebrity endorsement literature as drivers of endorsement success or effectiveness.
Specifically, the study recognized and challenged the findings of the source credibility model by
Munnukka et al. (2016), which suggests that trustworthiness, expertise, attractiveness, and
similarity are key drivers of effective celebrity endorsement. This research found that loss or lack of
endorser’s credibility was one of the key factors contributing to the consumers’ attitudes as

uncredibility towards paid collaborations.

Edgoran (1999) identified trustworthiness as the most significant feature in source credibility, and
this finding was corroborated by the interviewees in the research. During the intnerviews,
participants were asked to rank several features according to their importance for credibility, and
trustworthiness emerged as a critical factor that was closely linked to the perceived credibility of
influencers. These findings are consistent with Seiler and Kucza’s (2017) research, which showed
that trustworthiness plays a vital role in shaping the receiver’s perception and determining the
effectiveness of the message, regardless of the perceived level of expertise. Thus, trustworthiness
appears to be more critical for consumers than expertise. Trustworthiness was not established if the
interviewees felt that: 1) the influencer did not use the product and provide concrete examples, 2)
the influencer did not continue using the product after collaboration, 3) the influencer promoted
multiple brands in the same product category, 4) the influencer presented a flawless image and used
edited photos, 5) the influencer’s only motivation for the collaboration was money. These factors
reduced their credibility and undermined the paid collaboration. Also, Hovland et al. (1996)
discovered that if the audience believes that the endorser is receiving financial benefits for

endorsing a product or service, it may harm the credibility of the source.

During the interviews, authenticity was frequently mentioned by the participants, primarily in
relation to the perceived trustworthiness of influencers. It was discovered that authenticity has a
major influence on the credibility of influencers. Demonstrating the influencer’s personality was

observed to impact their credibility, as some participants viewed it as a sign of authenticity and
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therefore increased trustworthiness. Dajfarova and Rushworth (2017) also emphasizes the crucial
role of authenticity in driving the effectiveness of influencer marketing. However, authenticity of
the influencer was compromised if the paid collaboration did not reflect the influencer’s personal
voice, making it seem like a brand-driven promotion. According to Martensen et al. (2018),
influencers who lack a personal touch may be viewed as fake by their followers, as also observed in
this study. Participants highlighted the significance of demonstrating one’s authentic self as a critical

factor in achieving authenticity.

Regarding influencer credibility, expertise was identified as a factor in certain contexts, such as the
cosmetic industry, that can impact the influencer’s credibility. However, it cannot be generalized as
a fundamental factor that affects consumer perceptions of an influencer’s credibility, as its
relevance is context-dependent, and some interviewees did not consider it an important factor. This
finding supports previous research (Martensen et al., 2018) suggesting that expertise is not
necessarily a significant factor in influencer credibility, and further supports the findings of Seiler
and Kucza (2017), which demonstrated that trustworthiness is the primary determinant of message
effectiveness, regardless of the perceived level of expertise. Also, Munnukka et al. (2016) found that
expertise had the weakest influence on attitudes towards ads. According to participants in the study,
expertise can be divided into formal and informal categories. For low-involvement products,
participants believed that formal expertise was not necessarily required, and that informal expertise
or even no expertise at all was sufficient if the influencer was genuinely passionate and had the
ability to educate themselves within their niche. However, for high involvement products, formal
expertise was a must. These varying perspectives on expertise challenges previous findings from
Hovland and Weiss (1951), which suggest that expertise plays a big role in perceived credibility.
However, the findings from the interviews support the findings of Munnukka et al. (2016), which
suggest that when it comes to peer endorser, their effectiveness in conveying expertise comes from

their personal experience and satisfaction with the product.

The relation between attractiveness and the perceived credibility of influencers in paid
collaborations is uncertain, with conflicting literature and research findings. The study did not give
much importance to attractiveness as a factor in determining influencer credibility and found it
mostly irrelevant. Participants were more concerned with similarity than attractiveness when

assigning credibility to influencers. They preferred to see relatable content, indicating that
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attractiveness could even have a negative impact on credibility, as overly polished influencers may
cause consumers to question their own appearance and disconnect form them. This contradicts
McGuire’s (1995) claim that attractiveness contributes positively to credibility and message
effectiveness. The study’s findings suggest that similarity is more important than attractiveness in
determining credibility, which supports the findings of Munnukka et al. (2016) and Ekholm’s (2021)

research that followers prefer real and relatable content.

Previous literature has shown that similarity has a positive effect on the credibility of a source (Lou
& Yuan, 2018; Munnukka et al., 2016). Influencer marketing literature has emphasized the
importance of an influencer’s similarity compared to traditional celebrities (Djafarova & Rushworth,
2017). Consistent with these findings, current research found that the absence of similarity led to
the perception of the influencer as less credible. Participants recognized the importance of similarity
in determining the credibility of an influencer, as they related to the influencer through shared
interests, values, personality, and general relatability. This preference for similarity can be explained
by the desire to follow influencer who generate content that is interesting, inspiring and creates a
sense of belongingness. This finding is consistent with recent research on Instagram users seeking
to connect with real people they can relate to, and with previous research on peer-endorsers where
similarity was an important factor in influencer’s perceived credibility (Munnukka et al., 2016;

Santora, 2022b).

The interviewees in this research evaluated not only the features of influencers, but also the
relationship between brands and influencers, when considering the credibility of paid
collaborations. Seiler and Kucza (2017) find that a better fit between the product and the endorser
leads to positive attitudes towards the advertisement and improved credibility (Erdogan, 1999),
which leads to effective advertisement (Jain & Roy, 2016). These findings were supported by the
interviews, and the match between influencer and brand found to be crucial factor affecting paid
collaboration’s credibility. Interviews showed that a poor match between an influencer and a brand
can lead to the paid collaboration being perceived as uncredible. Furthermore, when there is no
alignment between the influencer and the promoted product, consumers may perceive the
influencer as being paid to promote it, as noted by the interviewees, thus reducing the credibility of
the collaboration (Erdogan, 1999). The research also showed that the match among an influencer’s

normal style and the paid collaboration is important for the collaboration’s credibility, which is
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consistent with the findings of Poyry et al. (2019). If the collaboration is not in line with the
influencer’s values or content, followers may perceive it as untruthful (Haapanen, 2020).
Furthermore, the match between the influencer and the brand was evaluated based on how their
respective values aligned, which is consistent with previous research by Krishna and Karthik (2016),
who emphasized the importance of the comparability of the influencer’s image and the brand’s

image.

In a study by Ducoffe (1996), it was found that consumers’ perception of the value of advertising
has a positive correlation with their attitudes towards online advertisements, and this connection
was supported by the interviews. The participants in the study agreed that authentic, genuine, and
relatable content was desirable, and that videos enhance authenticity. This is supported by Sheikh’s
(2022) finding that Instagram videos support trust among consumers and are seen as authentic and
human. However, the study revealed that poor-quality content, created quickly and with bad
production, decreased credibility and was associated with concerns about the influencer’s
trustworthiness and perceived greed for money. The interviewees also linked commercial language
to quality and stated that too commercial content decreased the credibility of the post and raised
negative attitudes. Rajamaki (2022) also suggests that the more “ad-like” the collaboration is, the

more difficult it is to trust the post and the influencer.

The interviewees considered informative value to be a crucial factor when assessing the credibility
of Instagram influencers, and the lack of proper information was seen as a crucial factor affecting
uncredibility of the post. This is supported by Lou and Yuan’s (2018) research, which found that
informative value leads to influencer credibility and trust in the sponsored post. Therefore,
disclosing the partnership was linked to information value, as it informed consumers that the post
is a paid collaboration. If this was not clearly informed, interviewees saw it as untrustworthy, clearly
affecting collaborations credibility as decreasing it. Stubb and Colliander (2019) also suggest that
disclosures are essential when the post is sponsored, because a post without any labels decreases

credibility.

Although entertainment value, particularly humor, was one of the major reasons for following
influencers, it was not found to affect paid collaborations decreasing credibility. This challenges Lou
and Yuan’s (2019) claim that consumer trust in influencers’ branded posts is influenced by the

entertaining value of the content.
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According to the interviewees, doing a high number of paid collaborations affected their attitudes
negatively and significantly decreases the credibility. Tripp et al. (1994) also found that multiple
endorsements by celebrities reduce their credibility. All participants viewed multiple endorsements
negatively, and influencers who engage in many paid collaborations were perceived as money-
hungry and uninteresting. Interviewees also noted that they tend to skip through paid
collaborations done by such influencers. However, some participants thought that the implications
of multiple endorsements depended on whether it was for the same brand or different, or
competing, brands. Endorsing different brands was viewed negatively as it decreased consistency
and product relevance, leading to a decrease in credibility. Moreover, when many influencers
promote the same brand simultaneously, interviewees found this irritating and perceived such
collaborations as part of a campaign rather than a recommendation from the influencer, leading to

decreased trustworthiness towards both the influencer and the brands.

The most dominant factor affecting the credibility of paid collaborations was found to be money,
which was identified as a significant factor across all themes, including attitudes, source credibility,
match-up, advertisement value, and the number of collaborations. The findings are consistent with
Campbell and Kirmani (2000), who suggested that millennial consumers who are aware of being
exposed to ads are more likely to develop negative attitudes towards them. The interviewees’
negative attitudes were linked to the fact that they knew the influencers were being compensated
to promote products, which affected the credibility of the paid collaborations. The issue of
trustworthiness was identified linked to money, interviewees addressing that influencer were being
paid for their endorsements decreased their trustworthiness. Moreover, when the fit between the
influencer and the product or brand was weak, influencer was perceived as being “bought” and only
doing paid collaborations for monetary gain, which is consistent with Erdogan’s (1999) statement.
Furthermore, the content value was also linked to money and thus perceived credibility of the post.
A rushed collaboration without effort to the content and quality was assumed to be made only for

monetary reasons.

This study’s results enable the refining of the theoretical framework proposed in chapter two. To
better illustrate the revised framework, figure 10 presents the findings. The elements that
contribute to consumers’ negative attitudes and their perception of paid collaborations as

uncredible include various factors, such as an influencer who is perceived as untrustworthy or
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unrelatable, a lack of fit between the brand and influencer, too many paid collaborations by the
influencer, low-quality content, content lacking information, and, most significantly, the financial

incentives behind the collaboration.

The findings and analysis revealed that all the factors of the initial framework were relevant to
consumers’ attitudes towards paid collaborations, but additional factors must also be considered.
Specifically, the study found that the number of collaborations an influencer engages in and money
involved in the collaborations also affect consumers’ perceptions of the collaboration’s credibility.
The new findings are represented in the theoretical framework as circles with red borders. The
elements that were identified as important in previous research and that remain significant have
been highlighted separately in the revised framework above each theme with red borders. All new

and previously identified elements that emerged as crucial in the interviews have a red border.

In summary, the revised framework highlights the multifactored nature of consumers’ attitudes
towards paid collaborations. By taking into account all the relevant factors, brands and influencers
can work together to create more credible and effective collaborations that resonate with their

audience.
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5. DISCUSSION

5.1. Research summary
Due to the novelty of influencer marketing, there is a lack of research on its credibility. Although
influencer marketing has gained popularity as a form of social media marketing and has been
studied for its positive effects (Reinikainen et al., 2020), there is still limited research on the negative
aspects of influencer marketing (Jin, 2018; Jin & Mugaddam, 2019). However, the effectiveness of
influencer marketing is in crisis as more and more brands use it, and concerns have arisen about its
oversaturation (Bakhtiari, 2020). Additionally, multiple studies have found that consumers often
receive influencer advertisement content negatively (Eisend et al., 2020; Gerrath & Usrey, 2021;
Rajamaki, 2021), which is supported by Stubb and Colliander’s (2019) research that showed
consumers perceive sponsored posts from influencers as less credible than non-sponsored ones.
While trustworthiness, expertise, and attractiveness have been identified as factors for credibility
in celebrity endorsement research (Bhatt et al., 2013; Poyry et al., 2019), studies have only recently
started integrating source credibility frameworks from celebrity endorsement research into
influencer marketing research (Djafarova & Rushworth, 2017; Lou & Yuan, 2019). However, the

factors that make influencer marketing uncredible are still unidentified.

To comprehend why consumers view influencer marketing negatively, it was essential to determine
the factors that make paid collaborations between influencers and brands appear uncredible from
their perspective. Unfortunately, there is a paucity of literature on credibility in influencer
marketing, and even existing research has primarily focused on the positive aspects of credible
influencer marketing. However, consumers may also take into account the negative aspects that

harm credibility and, consequently, the entire influencer-brand collaboration.

This study aimed to explore the factors that lead to the uncredibility in influencer’s paid
collaborations, which consequently affects the efficacy of advertising. The primary goal of the thesis
was to gain understanding of consumers’ perceptions of influencer marketing activities, specifically

paid collaborations, and to identify the factors that make them uncredible in the eyes of consumers.

To achieve these objects, two research questions were formulated as follows:
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1. What factors contribute to the consumers attitudes towards paid collaboration?
2. What are the elements that influence consumers’ perception of uncredibility in influencers’

paid collaborations?

To address the two research questions of this study, the first question was answered by identifying
the factors that influence consumers’ attitudes. The research found that source credibility, the
match-up, online advertising value, the number of paid collaborations, and financial incentives all
affected consumers’ attitudes. The second research question was answered by examining the
elements that contribute to the lack of credibility in paid collaborations. The study found that
untrustworthy and unrelatable influencers, poor brand-influencer fit, too many paid collaborations,
poorly made content, lack of information, and financial incentives all contribute to the uncredibility

in paid collaborations.

The most significant outcome of this study was that uncredible influencer marketing can be
ineffective, especially when consumers skip or ignore the collaboration post or even unfollow the
influencer due to perceived uncredibility. In summary, this research highlights the importance of
maintaining credibility in influencer marketing by ensuring a good match between the influencer
and the brand, producing high-quality content, and providing consumers with accurate information

about paid collaborations.

5.2. Theoretical contributions
Since influencer marketing is a relatively new area, the issue of source credibility has not been
broadly studied in academia. However, with the growing significance of influencer marketing in the
field of marketing, it is essential to gain a better understanding of source credibility, especially within
an influencer context where major aspects of source credibility remain unexplored. Furthermore,
the complex nature of social media means that there are still several features of influencer
credibility that need to be recognized. Therefore, an exploratory research study was deemed

necessary to address these gaps in knowledge.

This thesis has provided valuable insights into attitudes towards influencers’ paid collaborations on

social media, specifically on the factors that undermine the credibility of influencers’ paid
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collaborations and subsequently affect the effectiveness of the whole advertisement. The research
adds to the existing literature by shedding light on the elements that negatively impact the
credibility of influencer marketing. In summary, this study offers theoretical contributions to both
influencer efficiency and influencer marketing by identifying the factors that influence their

credibility.

By acknowledging the attitudes of Finnish millennials towards paid collaborations on social media,
this thesis contributes to the existing marketing literature. In contrast to earlier studies, like De
Veirman et al. (2017), this research highlights that these attitudes among consumers are not
positive. Furthermore, the findings suggest that the effectiveness of paid collaborations may be
limited among this demographic, which has important implications for brands seeking to engage

with this audience through social media channels.

Also, contributions to the current gap in influencer credibility research have made. By offering a
more comprehensive understanding of the subject matter, this paper identifies various factors that
influencer millennials’ perception of influencer uncredibility and their paid collaborations on
Instagram. Moreover, this thesis extends the existing marketing literature on source credibility,
emphasizing the importance of trustworthiness as a crucial element, as stated by Seiler and Kucza
(2017). Additionally, this study reveals that source credibility factors are modified and utilized
differently in the context of influencer marketing. For instance, this study indicates that
attractiveness has reduced importance as a source credibility factor and has found evidence that

similarity is more influential than attractiveness.

The research made a significant contribution to understanding influencer collaborations by
identifying the match-up hypothesis as a key factor and highlighting the significance of match
between an influencer’s normal style and a paid collaboration for its credibility. These findings add
to the existing literature, which suggests that a lack of consistency between the endorser’s image
and the product can lead to lower credibility (Krishna & Karthik, 2016), and emphasize that the
credibility of influencer collaborations depends on how well the collaboration aligns with the

influencer’s typical style (Poyry et al., 2019; Haapanen, 2020).
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This research also found that consumer’s attitudes towards paid collaborations are positively
correlated with their perception of advertising value, as previously shown by Ducoffe (1996).
Participants’ attitudes improved when the content was useful, authentic, informative, and
entertaining, with informativeness playing a critical role in credibility. This is supported by Lou and
Yuan (2018), who found that informative value enhances influencer credibility and trust in
sponsored posts. The study also showed that entertainment value has reduced importance as a
credibility factor and can only add value. These findings emphasize the importance of providing
informative and useful content in influencer collaborations to enhance credibility and trust among

consumers.

The study made contributions to number of collaborations and money as an important factors
affecting attitudes towards paid collaborations and credibility. High number of paid collaborations
decrease credibility, as found by Tripp et al. (1994) regarding celebrity endorsement. Similarly,
influencers who are perceived as being motivated solely by monetary gain are viewed uncredible,
in line with Erdogan’s (1999) statement. These previous findings were reinforced by the present

study.

Lastly, this research makes a valuable contribution to previous findings on millennials’ attitudes
towards influencer collaborations, showing that they tend to have mostly negative attitudes (Troot,
2021) and are more likely to form negative attitudes when aware of persuasion tactics (Campbell &
Kirmani, 2000). Interviews with millennials in the study revealed that they immediately formed
negative attitudes towards disclosures of paid collaborations and generally viewed such
collaborations negatively. These findings highlight the significance of transparency in influencer
collaborations and the need for brands to consider their target audience’s attitudes towards paid

collaborations when partnering with influencers.

5.3. Managerial implications
Given that influencer marketing has develop an increasingly common and cost-effective way to
execute marketing on social media, it is critical to recognize the factors that contribute to its success
or failure. As revealed in this study, it is possible for brands to lose consumers and for influencers
followers as a result of influencer marketing, highlighting the need for careful planning and

execution to ensure positive outcomes.
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This study offers implications for both marketing professionals and social media influencers. For
marketing professionals, the study offers insight into how create credible influencer marketing
collaborations and activities, and how to avoid negative attitudes towards collaborations.
Specifically, it highlights the importance of obtaining a comprehensive understanding of the
influencers’ unique features in order to perform credible influencer marketing on social media. By
doing so, marketers can ensure that their collaborations with influencers are authentic and credible,

while can enhance the brand’s reputation and increase consumer trust.

Itis suggested that a limited number of influencers be selected with great cate to promote products.
The selection process should involve evaluating the fit between the brand and the influencer, as
well as reviewing the influencers’ previous posts to ensure that they align with the brand’s values.
Selecting for influencers who are genuinely engaged with the product and brand they are endorsing
and who are not excessively doing paid collaborations is highly recommended. Spam campaigns,
which involve multiple influencers promoting the same content and message, are not effective.
Instead, a continuous influencer collaboration approach where influencers post at different times
and do not share the same content simultaneously is recommended. While identifying an influencer
who possesses the desired characteristics and behaviors that establish credibility may not be a
straightforward task, the findings can provide valuable guidance and stimulate further reflection

and discussion on the subject.

Meanwhile, social media influencers themselves can also benefit from the findings of this research.
The study suggests that influencers should be transparent about their paid collaborations and aim
to provide useful and informative content that satisfies their followers’ needs. This can help build
trust and credibility with their audience, which can ultimately lead to greater success on social
media. It is also advisable for influencers to carefully select a limited number of brands for paid
collaborations that align with their individual style and prefer longer partnerships rather than one-
time collaborations. To achieve success, influencers should utilize their personal voice and creativity

in addition to invest in quality when crafting these collaborations.

Also, influencers’ attractiveness has been given too much importance and has overshadowed their

trustworthiness and relatability. Thus, influencers should concentrate on establishing
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trustworthiness and relatability rather than just being pretty. Recent trends indicate that followers
prefer unfiltered and authentic content (Ekholm, 2021) as demonstrated in this study. Followers are
more interesting in seeing genuine content, including unedited photos, truthful depictions of daily

life, and makeup-free faces.

Table 4 presents comprehensive managerial implications for influencers and brands under each

important theme that affects consumers’ attitudes.

Influencer
Source
* Focus on being truthful, authentic and relatable to your
audience

* Highlight both pros and cons of a product to increase
trustworthiness

* Providing authentic and unfiltered content can enhance
relatability

Content

* Avoid being too commercialized and do not edit the
content heavily

* Use your own voice for authenticity

* Provide comprehensive information and clearly disclose
partnerships

* Put effort into quality content creation

* Make sure the content does fit to your usual style in visual
wise

* Choose brands that aligns with your values and image

* Select brands that fit with your content style

* Prioritize collaborations with brands you have used and
trust

Number of collaborations

* Limit the amount of collaborations

* Prefer longer partnerships than one-time collaborations

* Avoid collaborating with multiple brands offering the same
products

* Research how many other influencers are collaborating
with the same brand

* Work with brands that have fewer paid collaborations in
total and remain loyal selected few

Brand

Source

¢ Prioritize influencers who are trustworthy and relatable to
your target audience. It is important to select someone
who can genuinely connect with your audience and build
trust

* Avoid selecting influencers solely based on their physical
attractiveness. Instead, focus on their ability to
authentically represent your brand and engage with your
audience.

Content

* Give the influencer creative freedom to produce content

¢ Ensure that the influencer has a good understanding of the
information related to the product and make it clear that
the sponsorship is disclosed

Fit

* Choose an influencer who is a good match for your brand

* Avoid partnering with influencers who have questionable
reputation or work with any brand that comes their way

* Prioritize influencers who have incorporated your products
into their everyday routine in a genuine manner. This helps
maintain authenticity in your collaboration.

Number of collaborations

* Avoid choosing too many influencers for paid
collaborations

* Research the number of paid collaborations the influencer
has with other brands. Choose influencers with fewer
overall collaborations

* Avoid spam campaigns with multiple influencers at the
same time

* Focus building authentic, long-term relationships with a
select few influencers

Table 4. Managerial implications for influencers and brands



5.4. Limitations and future research
Like all research studies, this one has its own set of limitations. To draw more general conclusions,

further research on this topic is necessary.

This study’s primary limitation is the novelty of this marketing strategy, leading to the utilization of
a qualitative approach, as it is typically considered the most appropriate method for offering
comprehensive insights into emerging phenomena (Eriksson & Kovalainen, 2008). Consequently,
the comprehensive empirical data collected was limited by the scope of the interviews, making it
impossible to delve deeper into all aspects of the discussion, and thus presenting a limitation of the
study. Also, as the study has a small sample size, it is limited in its ability to make groundbreaking
implications. Therefore, one possible direction for future research would be to conduct a

guantitative study on the same topic.

The context of this research is defined by its limitations, namely that it was conducted in Finland
with female millennial participants. As a result, the findings may only be applicable to this specific
gender and generation in Finland. Furthermore, different age groups such as Generation Z may
produce different empirical data due to their exposure to influencer marketing from an early age
and their unique attitudes towards social media. As research on Generation Z continues to evolve,
future studies should concentrate on exploring this generation to gain further insights into this

phenomenon.

Due to the nature of this study being a thesis, the data is primarily limited to the content posted by
influencers on Instagram. However, given that social media platforms are inherently social, it would
be valuable to examine the interactions between influencers and their followers. Followers
frequently engage with their favorite influencers and develop relationships with them. In future
studies, further investigation of this aspect could help shed light on how followers contribute to an
influencer’s perceived credibility, and how these relationships affect the credibility of the

influencer’s posts.

While this research offers several theoretical and managerial implications, it sheds light on an area
of interest that has not received much academic attention, leaving many research prospects yet to

be explored. The research examines the broad topic of uncredible paid collaborations within
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influencer marketing without categorizing influencers into specific groups, except for differing them
from traditional celebrities. One study by Kay et al. (2020) discovered that sponsored posts by micro-
influencers with clear disclosures generated greater purchase intentions compared to those without
disclosures. This finding is noteworthy and warrants further investigation into the influence of an

influencer’s size on consumer perceptions of credibility in paid collaborations.
y

Furthermore, cosmetics served as a prominent example and context to draw conclusions about the
uncredibility of paid collaborations. However, there were certain themes that diverged depending
on the context. Some interviewees emphasized the importance of having a certain level of expertise
in the cosmetics industry to establish credibility, while others stated that expertise was not always
crucial factor for collaborations to be perceived as credible. To further explore the perceptions of
influencers and experts as endorsers, future research on expertise and credibility could investigate
various contexts and compare these perceptions. For instance, an examination of how expertise and

credibility are perceived in different contexts could be valuable.

According to the interviews conducted, several participants expressed a preference for not relying
solely on influencer opinions and instead sought out feedback and experiences from ordinary
consumer to corroborate the influencer’s review. This observation presents a potential avenue for
future research, which could explore the credibility of both types of reviews and investigate the

underlying factors contributing to their credibility.

The rise of user-generated content is closely connected to this phenomenon. Throughout history,
brands have leveraged social proof to expand their customer base and increase sales. This practice
began with royal endorsements, progressing to celebrity sponsorships, and more recently,
influencer marketing. However, with the proliferation of media channels, influence is becoming
more widely dispersed. We are on the edge of a new era of people-powered marketing, where
regular individuals can collaborate with brands and produce authentic, innovative content.
(Bakhtiari, 2020). This presents an intriguing area for future research, exploring the differences
between user-generated and influencer-generated content and how they impact a brand’s

marketing effectiveness.
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Lastly, in addition identifying the factors that contribute to a paid collaboration being perceived as
uncredible, this study highlights the potential for further research to explore the consequences of
such perceptions. For instance, future research could examine how an uncredible paid collaboration
impacts brand awareness, brand image, and purchase intentions. Categorizing these effects could
provide valuable insights into the potential risks associated with uncredible collaborations and

inform strategies for building more effective collaborations in the future.
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APPENDICES

Appendix 1: Interview questions and structure

The questions have flexibility to change the order and additional questions can be added during

the interview based on interviewees’ answers.

Before the interview

Remember to tell the interviewee that the interview is recorded. The interviewee has the

possibility to use their phone and browse social media during the interview.

INTRO:
Tell me about yourself and your social media habits?
1) Demographics: What is your age, where do you live, what is your occupation/education?
2) Social media usage: Do you use social media, what channels, how often, who do you
follow there and why? What is your most used social media channel? Do you use Instagram

and how often in that case?

THEME 1: GENERAL QUESTIONS ABOUT INFLUENCER MARKETING:

1) Can you tell me about your general understanding of influencer marketing and influencers?

2) In which channel you come across influencers the most?

3) If you follow any influencer, who are you following? Do they have types of niches? Why are
you following them?

4) In what way do you think an influencer can affect a person? Has an influencer affected to
you? Why or why not can you explain?

5) Has an influencer made you buy anything? How did that situation look?

6) Can you remember a specific situation when you stopped following an influencer, and why
you did it?

7) How do you define credibility in the context of influencer marketing?

THEME 2: QUESTIONS REGARDIN INFLUENCERS’ PAID COLLABORATIONS (CONSUMER)
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1)

2)

3)

4)

5)

6)

7)

How do you see paid collaborations done by influencers generally? E.g., Good, neutral,
bad. Why?

How important do you see the disclosing paid collaboration in terms of credibility? What
are your immediate thoughts when you see this kind of post, and can you explain why?
How does this impact on the trust in their recommendation?

How do you see if an influencer is doing a lot of paid collaborations with many different
brands? What if there are many paid collaborations BUT with the same brand?

How do you think influencer’s paid collaboration posts compare to traditional advertising
in terms of credibility?

What are the factors that make influencers’ paid collaborations perceived uncredible?
Why?

Have you ever come across a paid collaboration post that you felt was not credible? Can
you give an example and why you felt that way?

What are the common mistakes that brands and influencers make in their collaborations

that can lead to a loss of credibility for the post?

THEME 3: QUESTIONS REGARDING INFLUENCERS’ UNCREDIBILITY (INFLUENCER)

1)
2)

3)

4)

5)
6)

Do you see paid collaborations impact an influencer’s credibility? How?

How does the influencer’s personal brand affect your perception of the credibility of their
paid collaboration posts?

Have you ever come across a paid collaboration post where the influencer didn’t feel
credible? Can you give example and why you felt that way?

What do you think is an uncredible influencer? How is that influencer? Do you follow any
this kind of influencer?

What you think are the features exact in influencer, that you see affect the uncredibility?
According to studies credible source is perceived expert, trustworthy, attractive, and
similar. Do you see some of these factors would affect influencer being uncredible and why

is that? E.g., if the influencer is perceived not attractive, do you see it is then uncredible?

THEME 4: QUESTIONS REGARDING INFLUENCER’S AND BRAND’S FIT (MATCH-UP)
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1)

2)

3)

4)

How you feel about the “match” between influencer and brand? Do you believe it affects
your perception of the collaboration post? In what way?

What are the key factors that determine the match between an influencer and a brand in a
paid collaboration?

How does the match/mismatch between an influencer and a brand affect the credibility of
the collaboration post?

What role does the type of product or brand being promoted in a paid collaboration play in

determining the perceived credibility of the post?

THEME 5: QUESTIONS REGARDING COLLABORATION CONTENT (CONTENT)

1)

2)
3)

4)

5)

What kind of content do you want to see from the people you follow/What do you feel like
is interesting content on Instagram? (e.g., reviews, how-to, tips, and videos, photos etc.)
What role does the content of the collaboration post play in its perceived credibility?
What impact does the use of promotional language in paid collaboration posts have on
their perceived credibility?

What role does the quality and creativity of the content in a paid collaboration post play in
determining its perceived credibility?

How do you feel about content’s entertainment and informativeness in paid collaboration
posts? Does one of these lacking affects to the perceived credibility? Which one you see
more important in collaboration post? When you see one of these failing (what kind of

post it is then)?

THEME 6: QUESTIONS REGARDING COSMETICS

1)

2)

3)

4)

Have you seen any cosmetic collaborations? What cosmetics were there? Have you bought
any cosmetic product influencer has advertised? Why or/and why not?

How do paid collaborations between influencers and cosmetic brands impact the trust in
the product?

What are some common red flags that suggest an influencer’s promotion of cosmetic
product may not be genuine?

How you see potential conflicts (or are they) of interest when influencer is promoting
multiple cosmetic brands at the same time? How this affects paid collaboration’s

credibility?
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5) What role does influencer marketing play in shaping consumer perceptions of cosmetic
products, and how can this impact the credibility of the given recommendation about the
specific product?

6) What kind of content you would like to see in the paid collaborations regarding cosmetics?
What way you think the content in the context of cosmetics can add/decrease credibility?

7) What makes a paid cosmetic collaboration uncredible? Why?

a. How were they done and why didn’t you like them? (Visuals, language etc.)
b. Did it change the way you perceive the influencer?

8) Have you ever been disappointed in an influencer that has shared some sort of cosmetic
advice? If yes, why?

9) How confident are you in the claimed benefits of cosmetics promoted by an influencer?
Why?

10) On average, how credible do you think the cosmetic advice you receive from influencer?

E.g., Credible, neutral, not credible at all. What is the key reason for this?

Is there something | missed, and you would like to add?

THANK YOU!
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