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Resumé 
Værdiskabelse på Instagram med influencer marketing 

- Et studie af brand equity og forbruger adfærd 
 

Sociale media har udviklet sig til at være et særdeles effektivt talerør som muliggør, at alle kan 

publicere indhold, meninger og anbefalinger om brands på internettet. Det har radikalt ændret 

kommunikationsmønstret mellem brands og forbrugere. I dag lytter forbrugerne i stigende grad 

til anbefalinger fra personer de har tillid til, som en af de stærkeste drivkræfter i deres 

købsproces. Den moderne forbruger forholder sig langt mere kritisk til traditionel marketing 

kommunikation og bruger sociale media til, at navigere imellem brand indhold som de stoler på. 

Netop derfor er influencer marketing blevet en så populær og anvendt marketings platform og er 

i dag en central del af virksomheders markedsføringsstrategi. Især beauty industrien har evnet 

at udnytte fordelene ved denne nye kommunikationsform med stor succes.  

I takt med influencer marketings popularitet er det også blevet vigtigt for virksomheder at have 

bedre indsigt i, hvilken brandværdi influencer marketing potentielt kan skabe. Brands har i særlig 

grad fokus på den brandværdi influencer marketing på Instagram kan repræsentere, hvilket gør 

Instagram til en særlig vigtig kommunikationskanal. 

 

Denne kandidatafhandling har til formål at undersøge netop dette emnefelt og ser nærmere på 

hvordan influencer marketing på Instagram kan skabe brandværdi ud fra et forbrugerperspektiv 

og hvorledes digital forbrugeradfærd på sociale medier kan påvirke denne proces. Dette gøres 

for at kunne determinere influencer marketing fra et brand management perspektiv. Hvilke 

elementer ved influencer marketing på Instagram, bidrager særligt til denne brand 

værdiskabelse, og hvilke motivations og identifikations-faktorer spiller en betydelig rolle for, 

hvordan denne brandværdi skabes, vil være nogle af de centrale spørgsmål denne afhandling vil 

besvare. 

Funderet i afhandlingens socialkonstruktivistiske afsæt, er der foretaget tre primære kvalitative 

empiriske dataindsamlinger, som understøttes af ti kvalitative og én kvantitativ empirisk 

dataindsamling. Det metodiske design består af to ekspert interviews, ét survey, ti influencer 

interviews, samt online observationer af influencer data.  
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Afhandlingen konkluderer blandt andet, at det særligt er influencer marketing på Instagrams 

iboende egenskaber til at kommunikere følelser, brand associationer, fællesskabsfølelser og 

stærke holdninger, der i særlig grad bidrager til at skabe brandværdi. Derudover konkluderer 

afhandlingen desuden, at influencer marketing på Instagram kan have særlige egenskaber, der 

kan underbygge forbrugeridentitet og derved knytte stærke brand relationer samt, at indre 

motivationsfaktorer er den primære årsag til at forbrugere benytter influencer marketing.  
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1 Introduction 
In the digital age, where consumers are increasingly empowered in their interactions with brands 

and branded content, both through new digital platforms and a change in consumer behaviour, 

brands are becoming acutely aware of the role consumers play in shaping their brand DNA. 

Long gone are the days of one-way or even two-way brand communication. Instead, brands are 

embracing the fact that they need to find new ways to navigate and leverage the triadic digital 

communication between brand and consumer and between consumer and consumer, which will 

have a significant impact on their brand and its perceived value.   

One highly popular way brands are dealing with this new consumer relationship is by leveraging 

the power of user generated content (UGC). Brands are now creating brand value by 

empowering and encouraging consumers to become brand representatives and enabling them 

to spread authentic brand messages organically in their own tone of voice through a trusted peer 

to peer digital network. One of the major digital platforms for this consumer empowerment is 

Instagram, with its integrated tools to create, share and engage with branded content on a 

seemingly endless scope. As such, influencer marketing on Instagram has proven to be an 

effective marketing avenue for brands to build effective brand relationships in a cost-effective 

manner, with potentially vast brand equity impact.    

As such, this thesis is centred around this exact intersection between how influencer marketing 

can create brand equity and how the dynamics of consumer behaviour on Instagram affects this 

process.  

1.1 Research motivation 
When beginning this research, it became clear that research on influencer marketing is very 

limited. Even though influencer marketing itself is versatile, there is limited research about how 

influencers can affect and create brand equity and what role consumer behaviour plays in this 

dynamic. This is one of the reasons why the perspective of both brands and consumers is an 

interesting thesis subject.  
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1.2 Research question 
How can influencer marketing build brand equity in the beauty industry and how does consumer 

behaviour on Instagram affect this dynamic? 

1.2.1 Sub-questions 

1. How do different elements of influencer marketing create brand equity? 

2. What motivational factors drive consumers to engage with brands in digital communities?  

3. What are the challenges and opportunities when implementing influencer marketing? 

1.3 Delimitations 
In an effort to limit the research scope, comparisons to other brands leveraging influencer 

marketing will not be included in this thesis. Instead of comparing branding initiatives across 

industries, this thesis will focus on getting a deeper understanding of how influencer marketing is 

used for the specific context within the beauty industry and with the American beauty brand 

Glossier. The main argument for this limitation is that Glossier is one of the few brands that 

based their entire marketing efforts so heavily on influencer marketing and was at the forefront in 

terms of integrating influencer marketing as a fundamental part of their brand identity.  

 

Even though it is acknowledged that several social media platforms can be considered relevant 

and important in their own right as an influencer vehicle to create brand equity, this research will 

be limited to Instagram. The object of this thesis is not to determine the most valuable social 

media vehicle for influencer marketing, but rather to better understand the specific dynamics at 

play for one of them in a specific industry context.  

 

Furthermore, this thesis will not include financial aspects of brand equity, but only focus on the 

consumer-based interpretation of brand equity. It will also be limited to the United States in 

scope, since this is Glossier’s primary market and the object of the thesis is to get an in-depth 

understanding of the dynamics at play for this specific context. 

1.4 Thesis structure 
This section provides an overview of the thesis structure which starts with an introduction of the 

paper. It includes the research question, motivation, delimitations and thesis structure. 
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Subsequently the thesis’ methodology will be highlighted. This section will describe and argue 

for the choice of scientific approach. Furthermore, I describe my research approach and 

techniques applied to collect and analyse data. In addition, I present the chosen brand.  

Then the theoretical framework will be introduced. This section is divided into three parts, which 

will account for the theoretical discourse relevant to the research question. Afterwards the 

analysis of this thesis will be presented. The analysis is divided into three parts that relates to 

each of the three sub-questions. Sub-question one and two will be addressed in part I and II of 

the analysis. However, sub-question three will be partly answered in part I and II as well as part 

III. Next the discussion and reflection of the findings of the analysis will be illuminated. Lastly, I 

will summarize the research results and conclude on how this answers the research questions. 

 

 

Introduction Methodology Theoretical  
 

Analysis Discussion Conclusion 

Figure 1 - Thesis structure 
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2 Methodology 
The following chapter will explain and clarify the academic reasoning and methodology behind 

the thesis. Furthermore, this chapter will detail the scientific approach and research approach as 

well as the theoretical framework.  

2.1 Scientific approach 
There are different research philosophies that can help clarify the research design and illuminate 

decisions. Research philosophy deals with the source, nature and development of knowledge. In 

simple terms, a research philosophy is the belief about the ways in which data about a 

phenomenon should be used. As such, each scientific approach has its own view of the world 

and how knowledge should be collected and analysed (Saunders, Lewis & Thornhill, 2009), 

hence the choice of research philosophy is important in order to construct the research design. 

     

The paradigm adopted in this thesis is within the socially constructed approach. Generally, 

constructivists believe that there are multiple realities and that knowledge needs to be 

interpreted to discover the underlying meaning. 

According to social constructivism, knowledge is a human product, which is socially and 

culturally constructed in an active manner and not something which can be discovered 

(Fuglsang & Olsen, 2013). Researchers adhering to the social constructivism paradigm believe 

that objects traditionally thought of as natural, meaning they are believed to be existing and 

independent of human interaction, are actually socially constructed and maintained through 

social practices (Collin, 2012). As such, this paradigm is a counter reaction to the positivistic 

approach.   

In addition, social constructivism works under the assumption that reality is a social construction 

and that humans are affected by the way they interact with one another. In other words, the 

world is made up by different assumptions and people therefore make their own view in 

correlation with the interaction they have made with other people. To this extent, social 

constructivism allows for multiple realities to co-exist (Fuglsang & Olsen, 2013). 

As a consequence of socially constituted worlds, social constructivism as a social science is 

neither objective nor completely subjective, meaning there is no unambiguous truth. Since the 

social constructivism approach is not objective, researchers will, to some extent, always be co-
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producers in the search of meaning (Fuglsang & Olsen, 2013). This thesis, therefore, 

acknowledge that the author's personal background cannot be separated completely from the 

research, meaning that it will influence the design, research techniques, interpretation process 

and understanding. 

The paradigm of social constructivism is particularly suitable for this research, as it 

acknowledges the uniqueness and complexity of brands and social media as an ever-changing 

entity in the digital environment. What makes the social constructivism approach seemingly even 

more relevant, is the fact that social media as a platform can be viewed as social constructions 

of the reality, we live in. Digital influencers share their opinions on Instagram, thereby influencing 

their audience’s view on reality. In effect creating a sense of shared reality. The very acts of 

liking, commenting and sharing influencer content on social media and the brand meaning it 

creates, can be seen as a social construction between influencers and consumers, which makes 

this scientific approach even more relevant for this subject matter. 

2.2 Research approach 
This thesis adapts an abductive research approach. The abductive research approach is a 

combination of the deductive approach in which research evolves from theory to empirical data 

and the inductive approach in which research evolves from empirical data to theory. Using an 

abductive research approach entails a logical reasoning between the theories used and the 

particular cases involved (Saunders, Lewis, & Thornhill, 2009).   

The common distinction between inductive and deductive is inductive research typically starts 

with a specific observation, which ultimately leads to conclusions about general rules, where 

deductive research starts with general rules, which is used to conclude on specific observations.  

As it is often the case for abductive research, this thesis starts with a surprising observational 

fact about the prevalent use of influencer marketing, especially within the beauty industry. The 

thesis then forms a plausible theory about why this might occur; influencer marketing must 

represent meaningful value for the company and this value can be expressed in brand equity. By 

combining the inductive and deductive approaches, this thesis tries to understand the 

observations and interviews by connecting them to general rules. Meaning, the thesis will not 

pursue to create a new theory or verify an existing theory. Instead, this thesis will try to 

recognise and analyse patterns within the beauty industry and how they seem to successfully 

leverage influencer marketing to create brand equity. This is done by applying theory that is 

presumed to help the understanding of how digital consumers behave in community networks, 

theory on marketing management decisions and general digital market conditions. As such, 
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using the abductive approach typically involves analysing both observations, interviews and 

theory to better understand the social context of the subject matter you are analysing (Saunders 

et al. 2009). One of the main premises of the abductive approach is that it is circular. Meaning, 

the research should not progress in a linear motion without iterations, but rather abductive 

research should go back and forth between empirical data and theory in accordance with the 

research progression (Saunders et al. 2009).   

To ensure that I had sufficient basic knowledge about the research matter, I reviewed relevant 

literature before I started to collect research data. Which, in turn, enabled me to collect higher 

quality data, because I was better able to ask the right questions and interpret relevant 

behaviour. As such, sometimes theory has led me to new interview insights and sometimes 

interview insights has led me to take a critical stance on theory. 

2.3 Case study 
In 2010, Emily Weiss set up ‘Into the Gloss’, an online magazine, that shares insider beauty 

secrets from celebrities and industry experts. This blog quickly became an instant hit and today 

has a monthly audience of 1.5 million readers. In 2014, Emily Weiss launched Glossier with just 

four products. It has since expanded to a full line of skincare, makeup, body and fragrance 

products. In terms of marketing, the brand does not rely on traditional marketing or celebrity 

endorsements. Instead, they leverage the power of social media recommendations and co-

creation. The brand did not even have a marketing team in the beginning but focused heavily on 

the social media platform Instagram. 

In this way, Glossier is the first purely socially-driven beauty brand by way of customers 

engaging and co-creating content to support the brand messages. Along with the slogan, “Skin 

first, beauty second”, Glossier’s campaign images feature genuine fans of all shapes, sizes, 

ethnicities and ages. Even the packaging is catered towards social media and co-creation by 

being wrapped in resealable pink bubble wrap with emoji-like stickers for customers to share on 

social media. Prices are affordable and accessible, ranging between $12 and $45. 

Glossier only distributes through its own website and stores in the US. The company has more 

than 150 employees and has recently expanded abroad, with offices in London and Montreal. 

2.4 Empirical framework 
The following section will detail the main arguments behind the empirical framework in relation to 

the choice of primary data and secondary data. 
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 Primary data Secondary data 

Qualitative data  Expert interviews 

Influencer interviews  

Online influencer observations 

Articles 

Company website 

Company social media 

Videos 

Quantitative data Survey Social media statistics 

Articles 

Figure 2 - Overview of empirical framework 

The most common research approach is to distinguish empirical quantitative data from 

qualitative data, as well as primary and secondary data. The different types of data also differ on 

the appropriate research method. Quantitative data is typically easily quantifiable and can be 

represented numerically (Saunders et al. 2009). This type of approach aims to get a bigger 

sample size and is therefore contextually nuanced, but easier to generalise. 

Qualitative data, on the other hand, is typically represented through descriptive texts, videos or 

photos and not easily quantifiable nor represented numerically. Qualitative methods aim to 

provide a complete picture of a phenomenon to get an in-depth understanding of its scope. 

 

The distinction between primary and secondary data revolves around the involvement and 

intervention of the researcher. As such, primary data is typically conducted by the researchers 

themselves. Whereas, secondary data can be included in the empirical framework and analysis, 

but the data itself is typically conducted by other researchers, institutions or organisations.   

This thesis combines both qualitative and quantitative research and, in this way, uses multiple 

methods research designs, where more than one data collection is used to answer the research 

question (Saunders et al. 2009).  

2.5 Primary data  
The primary data for this thesis is collected through qualitative and quantitative research 

methods. The data consists of twelve in-depth interviews, ten of which include Glossier 

influencers and two expert interviews within the field of influencer marketing: co-founder of 

Brandheroes, Rina Hansen, and influencer marketing expert, Celine Sidani, from one of New 

York's leading influencer agencies, Pulse Advertising. Furthermore, this research conducted 
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online observations of ten Instagram profiles of Glossier influencers and a survey with 100 

respondents. 

2.5.1 Qualitative research   

2.5.1.1 In-depth interviews 

The two expert interviews conducted for this thesis were done as isolated and unrelated 

interviews. By doing so, they generated qualitative primary data as experts within their 

respective fields and provided the thesis a unique and updated understanding of the research 

field. Similarly, the Glossier influencer interviews were also conducted isolated and unrelated to 

give a comprehensive understanding of each individual influencer. While some of the theoretical 

framework is somewhat dated, the purpose of the twelve interviews is to bridge this gap in the 

research field and give current and valuable insights into the subject matter. 

2.5.1.2 Expert interview with Celine Sidani 

Celine Sidani is the brand partnerships manager at Pulse Advertising. Pulse Advertising is a 

leading influencer agency located in New York. The company specialises in developing, 

managing and building successful digital campaigns for well-known global brands. The team 

includes social media experts, project managers, creatives and strategists.  

2.5.1.3 Expert interview with Rina Hansen 

Rina Hansen is the co-founder of Brandheroes. Brandheroes originated in Copenhagen and is a 

leading provider of local micro-influencer marketing. The company helps lifestyle brands market 

their products, services and experiences through carefully selected and authentic brand 

ambassadors.  

 

It is acknowledged that it will not be possible to conduct the interviews completely without bias, 

but it has been a conscious objective to ask questions that will reflect the respondents’ view only 

and not my own. To ensure that important aspects of the interviews are taken into consideration, 

interview approach is inspired by Kvale’s (2011) “Seven stages of an interview inquiry”. This 

insight was used as a guideline for appropriate research techniques and helped ensure high 

subject quality in the interviews. 
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2.5.1.4 Seven stages of interview inquiry 

Thematising 

This thesis seeks to explore and understand influencer marketing. How influencer marketing can 

create brand equity and what role consumer behaviour plays in this dynamic. Therefore, 

explorative interviews were conducted from both experts as well as influencers to develop in-

depth understanding of the field of influencer marketing. 

Designing 

The twelve interviews will be built up around semi-structured interview guides with open 

questions. By utilizing a semi-structured factual interview method, it was important to keep the 

interview situation as open as possible. Therefore, questions were formulated cautiously being 

aware of the impact it could have on the respondent’s answer (Kvale, 2011). 

Overall, the interview respondents were chosen under the assumption that they could add 

valuable insights into the thesis´ subject matter: understanding how influencer marketing can 

build brand meaning and ultimately brand equity. To better understand this complex issue, it was 

necessary to have two approaches to the interviews. First, it was important to approach the 

subject from an agency level to understand the macro and client perspectives and how agency 

experts value influencer marketing. Second, it was important to get a hands-on understanding of 

how influencer marketing works in practise and what value propositions brands view as the most 

important when entering into an influencer marketing partnership.  

Personal network affiliations were excluded to avoid loss of validity in the thesis findings. All 

influencer interview respondents were chosen from the US market to give a better understanding 

of how Glossier has strategically approached the US market as their benchmark for a potential 

global approach. Finally, interview respondents with an Instagram following between 500-10,000 

were chosen to give the best possible insights into how Glossier leverages micro-influencer 

marketing to build brand equity on a large scale.  

 

Despite several attempts, it was not possible to get an interview with Glossier; however  

the influencer interviews were found through Glossier´s affiliation program and chosen using the 

following criteria. Influencers chosen for the research needed to be active on social media to 

ensure that they had a basic understanding of influencer marketing on Instagram. In addition, 

they needed to have an established partnership with Glossier as a Glossier representative in 

order to help the research understand how Glossier leverages influencer marketing on scale to 

build brand equity.  
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Name/handle Country Followers Profession 

@aubreykrekler USA 1.571 Glossier Representative 

@bellsxwhistles USA 2.294 Glossier Representative 

@glowbetter USA 5.297 Glossier Representative 

@molliemax USA 929 Glossier Representative 

@billieanne USA 572 Glossier Representative 

@WhatsUppAsh USA  947 Glossier Representative 

@liv.detomato USA 976 Glossier Representative 

@theblushedilly USA 3.802 Glossier Representative 

@Imagelli USA 1.751 Glossier Representative 

@Courtney.denton USA 948 Glossier Representative 

Rina Hansen  Denmark  Brandheroes 

Celine Sidani USA  Pulse Advertising 

Figure 3 - Respondents characteristics 

Each interview lasted a duration of 30-45 minutes. When beginning the interview, each 

respondent was introduced the thesis subject matter and the case. To help ease the 

conversation and create more comfort, the respondents were told that there are no right or 

wrong answers, but rather that the goal of the interviews was to get a better understand of their 

individual points of view. Furthermore, every interview had a concluding conversation with an 

option to elaborate on answers given.  

Interviewing 

The main premise of the thesis was shared with respondents prior to starting the interviews. This 

was done to help ensure transparency and subject accuracy in every interview (Kvale, 2011). 

Furthermore, the interviews were conducted in the respondent’s native language to help make 

them feel relaxed and comfortable and help support a natural conversation without loss of 

subtleties. As a result, eleven interviews were conducted in English and one in Danish. All 

interviews were audio recorded and transcribed afterwards. 
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Transcribing 

For the purpose of the analysis, all interviews were transcribed, in order for them to be 

thoroughly analysed and dissected to unearth deeper understandings of the subject matter. 

Although the transcription is objective, it doesn’t follow strict procedures. Filler words, for 

instance, were left out (Kvale, 2011). 

Analysing 

All interviews were analysed using an ad hoc approach in the sense that an array of different 

techniques was used to uncover meaning from the interviews (Kvale, 2011). Subsequently, 

specific passages were explored deeper where it was found relevant, and thereby themes were 

identified throughout the interviews. Furthermore, meaningful quotes were highlighted and taken 

out for use in the analysis. 

Validity/Reliability 

It is assumed that research reliability will be somewhat lower due to the case study 

methodology. By basing the research on a specific case study, the research will likely not yield 

the same results as it would if it was based on another case. None of the interviewees have a 

personal relation to the researcher. As such, this thesis claims to have been as objective as 

possible in its segmentation. The validity of the interviews will depend on the quality of the 

interviews and the credibility of the answers given by respondents. As such, open questions 

were used rather than closed questions, in an effort to maximize the research validity and give 

respondents ample opportunity to answer truthfully and freely. 

Reporting 

The interview findings will be used later in the thesis and referenced in my own words, but also 

directly quoted as examples. When conducting in-depth interviews there are some ethical 

aspects which have to be taken into consideration (Kvale, 2011). It was very important to make 

the interview as comfortable as possible for the interviewee and make sure that they do not feel 

violated when sharing information. To ensure this, every interviewee was asked whether they 

wished to be anonymous or if their names could be used in relevant quotes. 

2.5.1.5 Social media participant observation 

The following section will detail the academic reasoning behind how and why online data was 

collected. One of the main reasons for collecting and analysing an array of actual digital 

influencer posts was to exemplify the theoretical arguments for how influencer marketing creates 
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brand equity and to better understand which specific elements of Glossier’s influencer 

representative program on Instagram might be responsible for creating the most value in terms 

of building brand equity.  

 

By researching Glossier’s representative online platform, ten Glossier influencers were chosen 

almost at random, although there were a few criteria that guided the selection in an effort to 

enhance reliability and validity. All influencers and posts were chosen 2 June 2018 and not 

collected over time. To the extent it was possible, influencers were chosen, who had at least ten 

posts in their feed about Glossier, excluding posts that talked about multiple brands or products 

in the same post. This was done to get the best possible base level of data, that could be 

compared and analysed as one set of data. Next, respondents with an Instagram follower count 

between 500-10,000 were chosen to focus exclusively on micro influencers. Finally, because 

empirical data would be collected both as observational and as interviews, subjects were chosen 

that would be willing to participate in both. The observational data of the ten Glossier influencer 

representatives were collected and categorised using the theoretical framework of Keller’s 

Customer Based Brand Equity framework (CBBE), meaning that each influencer post was 

meticulously scored using the CBBE model’s different phases of brand equity building. As such, 

each post was scored to each level of the CBBE model separately. Individual scores were given 

to brand salience, brand performance, brand imagery, brand judgement, brand feelings and 

brand resonance, being the most important level of brand equity building. This building block 

was, further divided into and scored separately as behavioural loyalty, attitudinal attachment, 

sense of community and active engagement. Each post was evaluated and awarded one point 

for each category if the post showed signs as illustrated in the table below. 
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Figure 4 - CBBE Analytical Overview 

Scores were then accumulated for each CBBE category to give an overall percentage score 

representing how much this particular CBBE category contributed to the overall brand equity in 

comparison to the other categories. As such, categories with the highest cumulative scores were 

attributed the most significance in terms of building brand equity through this particular influencer 

marketing program. Furthermore, individual post engagement rates were calculated. As such, 

average influencer engagement rates and an average engagement rate across all influencer 

posts were calculated to better understand to what extent influencer marketing on Instagram is 

able to contribute to the brand equity process. These engagement scores were used to 

understand how the CBBE term sense of community has positively affected the brand equity in 

an influencer marketing program, such as the one deployed by Glossier. 

Validity & reliability of social media participant observation 

Generally, participant observations are viewed as having a high level of validity, mainly because 

it inherently revolves around the study of social phenomenon’s with social actors in a neutral 

setting (Saunders et al. 2009). Similarly, this research arguably also has a high level of validity 

because it meticulously studies the social phenomenon of influencer marketing on Instagram, 

using a carefully selected number of actors and a thorough and theoretically-based scoring 

principle, to evaluate the brand equity significance of each specific element of influencer 

marketing. In this thesis, the social media participant observation is conducted to provide 

qualitative data, which will be used to better understand the specific correlation between 

CBBE category 1 point awarded if the Instagram post: 

Salience Promoted product giveaways, explicitly named multiple products, mentioned product launches or promoted representative discounts 

Brand performance Expressed objective and functional characteristics of product, such as the products ingredients, style and design 

Brand image Expressed intangible brand associations, like which users or situations the product is suited for or expressed support of personality brand traits  

Brand judgement Passed judgement on brand image or performance, like supporting performance claims with personal experiences 

Brand feelings Evoked a positive and emotional consumer feeling or response. For instance, that the product makes them feel pretty or improved sense of self-

respect or social approval 

Resonance: Behavioural 

loyalty 

Expressed behavioural loyalty or action. For instance, that the individual purchased the product multiple times 

Resonance: Attitudinal 

attachment 

Expressed a special personal and emotional attachment to the brand. For instance, if the influencer expressed that they loved the product 

Resonance: Sense of 

community 

Deliberately appealed to community engagement by asking questions for instance 

Resonance: Active 

engagement 

Showed signs that the influencer has invested significant time and effort into creating high quality images, giving extra thought to product staging 

and storytelling 
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influencer marketing on Instagram and how each individual element of such posts can potentially 

correlate to brand building layers and sub-categories in the CBBE model. Each step of the 

CBBE model was scored separately and meticulously using the thoroughly documented 

research method detailed in Appendix 5 in order to achieve high level of validity in the research 

results. However, because this research is very specific to an industry context and subjective in 

its qualitative nature, reliability will be low. Furthermore, all data was collected 2 June 2018 in 

order to ensure that all the data was collected under the same circumstances. 

2.5.2 Quantitative research 

2.5.2.1 Survey 

In order to answer the research question, a survey was conducted as part of my quantitative 

research. The purpose of the survey is to understand the dynamics between consumer 

behaviour on Instagram and how this in turn can create brand equity.     

  

Closed-ended questions were used to let respondents quickly and easily answer without writing 

(Saunders et al. 2009). Building the majority of the survey using the same question types makes 

the results more suitable for comparison, because the same methods have been used to collect 

the data. The survey questionnaire (Appendix 6) primarily uses rating questions, more 

specifically the Likert-style rating, where the respondents are asked how strongly they agree or 

disagree with the following statements on a five-point scale.  

The survey data was collected online 16 May 2018 using the paid SurveyMonkey audience 

panel. A total of one hundred survey responses were collected in the US, divided more or less 

evenly between male and female, and with no specific age segment targeted.  

 

The thesis subject matter is not limited to a specific age group or demographic which is why the 

survey design isn’t limited either. However, the cost of conducting the survey has played a role 

in the choice of data design. As such, the methodological design, has been limited in terms of 

the number of survey responses gathered.  

Survey validity & reliability  

The majority of the survey questions were designed to give a better understanding of key 

elements of the theoretical framework, specifically dealing w ith Russell W. Belk’s (1988) theory 

on consumer behaviour and elements of Keller’s CBBE framework (2013). Similarly, knowledge 

on consumer behaviour and influencer marketing from the expert interviews also guided the 
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survey design and questions. Basing the questions on key elements of the theoretical framework 

and key insights from the qualitative data helps support the validity of the results. By basing the 

majority of the survey questions on closed-ended questions in a Likert scale and not the forced 

choice questions, respondents had the opportunity to answer neutrally if they were unsure of the 

subject or context, which was a deliberate research strategy to increase the validity of their 

answers. In addition, respondents were collected anonymously out of ethical concerns, which 

should also support higher validity because respondents can freely answer questions truthfully. 

Even though using SurveyMonkey’s paid audience panel limited the final survey design in terms 

of targeting and question types, it also helped secure an unbiased and unrelated audience pool, 

which can be argued to have increased the validity of the survey results. However, this survey 

has not been limited in scope in terms of age demographics, which also mean that it has not 

been possible to dissect data of specific, isolated age segment. This can be argued to have 

influenced the research validity slightly. 

Even though surveys are generally designed to have high reliability from a research perspective, 

the context specific nature of the research conducted for this thesis means that survey data have 

lower than normal reliability. On the other hand, using the paid audience panel enabled the 

survey to reach a higher volume of respondents, compared to if all respondents were collected 

through private network only. The higher volume of respondents should have contributed to a 

somewhat higher reliability in the survey results.  

2.6 Secondary data 
This thesis uses both qualitative and quantitative secondary data, which by definition has not 

been conducted for the sole purpose of this thesis (Saunders et al. 2009). As such, the majority 

of the basic knowledge about the Glossier brand and how it leverages influencer marketing on 

Instagram has been gained from secondary qualitative data sources, such as company 

websites, various company social media accounts, web shops, business articles on marketing 

and the founders’ reasons for leveraging influencer marketing. Lastly, a qualitative look at their 

representative program and individual influencer representatives has also been used to get a 

better understanding of the subject matter.   

To gain a basic understanding of how consumer behaviour relates to influencer marketing, 

secondary quantitative data such as Instagram statistics and journals on marketing, branding, 

social media and consumer behaviour have been applied.    
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3 Choice of theoretical framework 
The upcoming section will describe the theoretical framework chosen in this thesis. As stated 

earlier, the purpose of this research is to understand how influencer marketing can help build 

brand equity and, furthermore, how consumers contribute to the dynamic of this process on 

Instagram. To answer my research question and maintain an acceptable level of reliability and 

validity, theories have been selected critically. This section will highlight the major theories. 

 

This thesis will discuss the brand management perspectives of Heding, Knudtzen & Bjerre 

(2009), namely The Community Approach. This is done in order to understand the development 

as well as the challenges brands are facing today. Furthermore, Kevin Lane Keller’s CBBE 

Framework (2013) will be explicated to provide comprehensive knowledge of how to build strong 

brand equity. Next, the theoretical field of consumer behaviour will be explored with Russell W 

Belk´s (1988) theory regarding Possessions and the Extended Self as well as Extended Self in a 

Digital World (2013). This is done to illuminate the relationship between possessions and sense 

of identity in the realm of social media. To add to Belk’s perspective on extended self, Aaron C. 

Ahuvia and his concept of Love Objects (2005) will be integrated. This will provide an 

understanding of how strong emotional connections might be forged to digital influencers. To 

provide an understanding of what role online communities play in regard to consumer behaviour, 

this segment will also underline brand community theory by drawing upon Albert M. Muniz. & 

Thomas C. O’Guinn (2001). Lastly, Richard M. Ryan & Edward L. Deci’s (2000) theory regarding 

intrinsic and extrinsic motivation will be applied to understand what motivational factors are at 

play when consumers interact in online communities. Next, the influencer marketing field will be 

accounted for. In order to understand influencer marketing, the term Electronic Word-of-Mouth 

will be explored. Furthermore, the characteristics of influencer marketing and their relevance 

today will be explained through Elihu Katz & Paul Lazarsfeld’s Two- step- flow communication 

theory (1955) and Hcin-Chen Lin, Patrick F. Bruning & Hepsi Swarna (2018), who all contribute 

to the notion of what influencer marketing is today. Hcin-Chen Lin, Patrick F.Bruning & Hepsi 

Swarna (2018) will also be employed to highlight some of the marketing implications of 

implementing influencer marketing. In addition, this thesis will draw upon Marijke Veirman, 

Veroline Cauberghe & Liselot Hudders (2017) as well as Elmira Djafarova & Chloe Rushworth’s 

(2016) theoretical perspectives regarding trust and credibility and how that relates to influencer 
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marketing. This is done to give a better understanding of the dynamics at play between digital 

influencers and their audience, with whom they forged close and emotional connections.  

 

Collectively, the above-mentioned theories enable the thesis to understand the field of brand 

management, consumer behaviour and influencer marketing and thus answer the research 

questions of this thesis.   
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4 Social media landscape 
In order to understand in what ways influencer marketing can create brand equity on social 

media, the characteristics of social media and web 2.0 will be elaborated in this section. 

Afterwards, a description of Instagram will be included to understand the specific context of this 

social community and what role it plays in the process of creating brand equity. 

 

Inherent in web 2.0 is a technical empowerment of consumers, granting them a powerful voice, 

that brands are increasingly either actively leveraging or at the bare minimum trying to influence 

or control (Li & Bernoff, 2008). 

This consumer empowerment leads to new ways of communicating, where consumers can 

become an important part of the brand DNA, when they congregate in digital communities 

sharing their passion for brands and products (Friedman, 2006). 

The internet is so readily available that consumers will rarely make a purchase without first being 

influenced by reviews or recommendations online. Adding to that, consumers place greater trust 

in their social network than they do claims from the brand themselves (Li & Bernoff, 2008). This 

has resulted in a new breed of customers that increasingly value branded interactions in social 

communities higher than brand interactions with the brand itself. The challenge for brands then 

becomes, how to ensure some level of brand image control. Furthermore, brands need to 

navigate in a space where the technologies behind web 2.0 has greatly increased the volume of 

user generated content to choose from, meaning the flow of brand communication has shifted 

significantly from being primarily a push communication to a pull communication, wherein 

consumers are able to pick and choose which content to consume and expect that brands listen 

and interact on a very individual level (Dinesen, 2008). One such social community platform that 

leverages this change in brand communication, is Instagram.  

4.1 Instagram 
Instagram was originally created by Kevin Systrom and Mike Krieger in 2010, exclusively as a 

photo and video sharing social network. What initially set Instagram apart from other social 

networks such as Facebook and Twitter, was its dedication to just photo and video. As such, the 

platform did not, and to some extent still do not allow users to share links to external sites, which 

is quite a significant difference from Facebook and Twitter. Instead, Instagram enables users to 
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attach geo-location and subject (meta) tags to their image and video posts, making them 

instantly searchable and discoverable. Users can have private or public profiles, allowing 

everyone to like or comment on content they share. A brand can only create corporate profiles 

on the same terms as privates. However, the most recent development made by Instagram, 

creates the opportunity for clearly disclaimed sponsored content, which allows commercial 

content in users private news feed. Instagram also pioneered the use of styling filters to enhance 

the look and feel of shared content. Instagram was acquired by Facebook in 2012 for $1billion 

and has 800M users as of September 20171.       

                                                 
1 https://www.cnbc.com/2017/09/25/how-many-users-does-instagram-have-now-800-million.html 
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5 Theoretical framework 

5.1 Part I: Brand management  
This section will detail the different theoretical framework behind brand management and how 

consumer- and community-centric approaches are the most relevant theoretical approaches 

when trying to determine how brands and brand managers can leverage influencer marketing on 

Instagram to create brand equity. 

 

In the book, Brand Management: research, theory and practice, Heding et al. (2009) provide a 

complete overview of brand management by presenting seven approaches to brand 

management. The theoretical framework describing brand management has undergone 

significant changes. The traditional prevailing sentiment was that of the dyadic approach to 

brand equity, between consumer and brand. However, a more modern theoretical framework 

has recently been widely accepted as the norm. Namely, that of the triadic brand management 

framework and a view of brand equity that includes the nonlinear relationship between consumer 

and consumer and consumer and brand (Heding et al. 2009).  

The identification of the seven approaches is based on an extensive analysis of the most 

influential brand research articles published between 1985 and 2006 (Heding et al. 2009). The 

seven brand approaches are:  economic, identity, consumer-based, personality, relational, 

community, and cultural approach (Heding et al. 2009). Each approach represents 

fundamentally different views of the nature of the brand, the brand-consumer exchange, and 

how brand equity is created and managed. However, it is important to emphasise that the 

evolution of brand management and the beginning of new approaches does not imply the end of 

the traditional viewpoint, but rather that approaches from different time periods are 

complementing each other in building a long-lasting brand strategy (Heding et al. 2009). 

 

The following section will detail the shift from the relational approach to the community 

approach, which includes brand meaning created in communities. This is an essential 

understanding to the research question because it is this particular condition of community 

created brand value that is the prerequisite for influencer marketing.  
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5.1.1 The community approach 

The brand relationship approach is based on 

a “dyadic” brand-consumer relationship, 

implying an equal and on-going exchange 

between brand and consumer, where each 

counterpart has equal influence on the brand 

value creation. Meaning consumers are 

sometimes more brand owners than the 

brand itself (Heding et al. 2009).  However, in 

recent years, environmental factors such as 

technological and cultural changes have 

profoundly changed the way in which humans consume brands giving way to the community 

approach. The community approach theory is predominantly structured on ethnographic studies 

of brand communities, in which the brand is the focal point of observational research or 

participant observation of social interaction among dedicated consumers (Heding et al. 2009). 

The main aspiration of the ethnographic research is, to understand the consumer in their own 

environment and from their unique perspective.  

In the community approach, brand meaning is no longer created in a dyadic relationship 

between a brand and a consumer as in the traditional brand perspective, but negotiated in a 

triadic relationship between a brand, a consumer and the social sphere that the consumer is part 

of (Heding et al. 2009). As such, brand communication is no longer a dialog with only one 

consumer, but with potentially many consumers at once. In contrast to the dyadic relationship 

between brand and consumer, a triadic relationship between at least two consumers and a 

brand is prevalent in the community theory of brand management (Heding et al. 2009). As such, 

multiple consumers migrate around a set of shared brand experiences and passions in often 

digital communities that can have far reaching impacts on the consumer based perceived brand 

equity. 

 

This condition of creating brand meaning through interaction in a social community is greatly 

multiplied by the abundance of online social platforms that empowers consumers to easily 

engage and connect to like-minded consumers. A brand community is created when a group of 

consumers interact with one another (Muniz and O'Guinn, 2001). These communities, which 

transcend geography, demonstrate certain structured social relations that are derived from a 

Brand 

Consumer Consumer 

 Figure 5 - The triadic brand-consumer relationship 
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shared identity (Muniz and O'Guinn, 2001). The dynamics and importance of communities will be 

explored in further detail later in the thesis. 

 

Even though the relational and community approach thoroughly explains the underlying 

conditions of brand meaning and value creation, it can be difficult to trace the steps that actually 

created that value. To understand the steps in which brand value or equity is created, the next 

section will explore the concept of consumer-based brand equity, which is pivotal to the 

understanding of the research question of this thesis.  

5.1.2 Customer based brand equity 

There have been different approaches to quantifying and measuring brand equity. Both Kevin 

Lane Keller (2013) and David A. Aaker (1991) have contributed significantly to the 

understanding of brand equity. Although Aaker (1991) and Keller (2013) conceptualized brand 

equity in slightly different ways, both defined brand equity from a mainly customer-oriented 

perspective. Aaker defines brand equity as, “... a set of brand assets and liabilities linked to a 

brand’s name and symbol that add to or subtract from the value provided by a product or service 

to a firm and/or that firm’s customers” (Arker,1991). Keller introduced and developed an 

influential framework for understanding the creation of brand equity called Customer Based 

Brand Equity (CBBE) framework (Keller, 2013). Keller defines brand equity as, “The differential 

effect of brand knowledge on consumer response to the marketing of the brand” (Keller 2013).  

Aaker takes a broader approach to quantifying brand equity than Keller and includes external 

factors in his measurement. Keller, on the other hand, relies mostly on perpetual and 

psychological measures in his framework of brand equity and emphasises the company 

approach and the effect brand equity can have on how the marketing message is perceived by 

consumers.   

 

This thesis relies on the sources of brand equity as defined by Keller, as his framework is 

centred around the marketing effect and how brand communication is perceived by consumers, 

and as such, becomes a valuable tool and guiding principle for marketers on how to structure 

their marketing efforts in order to achieve brand equity.   

 

A central part of this thesis’ research question is to understand what value or brand equity 

influencer marketing can represent for a brand. Brand value creation commonly take an either 

financial or consumer perspective. Where the financial brand equity framework is largely based 
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on the financial value of the brand, the consumer-based framework takes into consideration both 

cognitive and emotional dimension. Furthermore, the customer framework is better able to detail 

the relationship between consumer and brand (Keller, 2013). This is why the CBBE approach is 

the theoretical framework chosen for this thesis.   

5.1.2.1 Customer based brand equity framework (CBBE) 

To illustrate how to build strong brand equity, Keller developed a four-step program to brand 

equity. In order to gain significant brand equity, the top of the pyramid must be reached (Keller, 

2013). The pyramid contains of six brand building blocks. 

 

The pyramid contains a branding ladder that 

lays out how brand identity is translated into 

meaning, which turns into consumer meaning 

and then consumer response and ultimately a 

consumer relationship (Keller, 2013). The 

emphasis here is that it is considered a ladder, 

meaning that brands cannot achieve brand 

meaning unless the brand identity is first 

established and cannot forge a valuable 

relationship with consumers before evoking 

the corresponding consumer response first. 

Furthermore, the left side of the CBBE model represents a more rational ladder to brand equity, 

whereas a more emotional ladder to brand equity is prevalent on the right side of the CBBE 

model (Keller, 2013). In the following section, the steps outlined in the customer-based brand 

equity model will be broken down and addressed step by step.  

5.1.2.2 Brand salience 

The first stage of the CBBE model relates to brand identity and brand salience as a measure of 

the overall brand awareness. As such, brand salience is a term describing the breadth and 

depths of brand awareness, meaning how noticeable, important, prominent and widespread the 

awareness and knowledge about a brand is in the mind of the consumer. The extent to which a 

brand is recognised in different circumstances (breadth) and to which a brand can be recalled 

(depth) when presented with the brand product category. The strategic implications being that it 

is not sufficient to be “top-of-mind”, but also to be top-of-mind in the right time and place (Keller 

2013). In other words, achieving the right brand identity entails identifying which basic functions 

Figure 6 - Keller's Customer Based Brand Equity 
Framework 
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the brand is intended to satisfy. Thus, brand awareness and salience become an important first 

step in building brand equity, but it is seldom enough to sway purchase decisions. Consumers 

look to brand meaning and brand image to help influence their purchase consideration.    

 

When brand salience is achieved, the next step on the brand ladder is to create meaning by 

strengthening functional and social and psychological associations to the brand. Brand meaning 

can be divided into two categories of different brand associations, which are brand performance 

and imagery (Keller, 2013). 

5.1.2.3 Brand performance 

Brand performance relates to how the product or service meets customers’ functional needs. 

Keller (2013) divides brand performance into five categories: (1) primary ingredients and 

supplementary features, (2) product reliability, durability and serviceability, (3) service 

effectiveness, efficiency and empathy, (4) style and design and (5) price. These can all affect the 

meaning of the brand. Brand performance is a measurement of how well the brand performs on 

objective assessments of quality.  According to Keller (2013), the perceived quality is necessary 

for successful brand equity.  

5.1.2.4 Brand imagery 

The other main type of meaning is brand imagery. According to Keller (2013), brand imagery is 

the extrinsic properties of the product, including the ways in which the brand attempts to meet 

customers’ psychological or social needs. It deals with what people think about a brand on a 

more abstract and intangible level. Imagery associations can be created through consumers 

direct experience with the brand or other type of information, such as advertising, events and 

other individuals. Keller (2013) categorizes these intangible brand associations into user profiles, 

purchase and usage situations, personality and values, and lastly, history, heritage and 

experiences.  

 

Together the brand performance and imagery block collectively build the brands image and 

meaning. The third building block relates to the consumers personal opinions and evaluations of 

the brand, which consist of Judgments and Feelings.     

5.1.2.5 Judgments 

Brand judgment is the personal opinion of consumers that has been established from evaluating 

brand performance and imagery. According to Keller (2013), consumers can make a variety of 
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brand judgments, but for a positive response to occur the brand needs to possess a certain 

amount of either quality, credibility, consideration and superiority compared to other brands 

(Keller, 2013). 

5.1.2.6 Feelings   

Brand feelings can be described as the consumers emotional response and the reactions to the 

brand (Keller, 2013). Six types of brand-building feelings such as warmth, fun, excitement, 

security, social approval and self-respect are all elements that elicit a positive emotional 

consumer response (Keller, 2013).             

  

5.1.2.7 Resonance 

The fourth and final step of the pyramid is called resonance. This level focuses on the ultimate 

relationship and the degree of identification and loyalty the customer has with the brand. It refers 

to a type of relationship, where customers are “in sync” with the brand, meaning that there is a 

deep psychological bond between brand and consumers that makes consumers loyal and active 

participants in the relationship.  

Brand relationship is made up of two dimensions: intensity and activity (Keller, 2013). Intensity is 

characterised by the strength of the bond the customer has with the brand, whereas activity is 

measured through repeat purchases, but also consumer engagement with the brand’s different 

activities and other members of the community. 

Furthermore, Keller (2013) divides intensity and activity into four categories: behavioural loyalty, 

attitudinal attachment, sense of community and active engagement (Keller, 2013). 

 

Behavioural loyalty relates to the number of repeat purchases and/or how much customers 

purchase from the brand (Keller, 2013). 

Attitudinal attachment occurs when customers buy a brand, not only because they have a 

positive attitude toward it, but also because the brand means something special to them in a 

broader context. A personal attachment can make the customer refer to the branded product as 

their favourite possession, and they may state that they love the brand (Keller, 2013).  

The next category is Sense of Community, which refers to identification with a brand community. 

Consumers, and brand loyal consumers in particular, may join in informal affiliation communities, 

in which members have a feeling of a shared consciousness and discuss their feelings about the 

brand in question. They may even form traditions or rituals in these communities (Keller, 2013) 
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similar to what Muniz & O’Guinn (2001) describe as the second marker of communities being 

shared rituals and tradition. 

Active engagement is, according to Keller (2013), one of the strongest affirmations of brand 

loyalty and occurs when consumers become representatives or ambassadors of a brand, e.g. 

when consumers invest time, money and energy into the brand, beyond what they did when they 

first purchased the brand and actively took part in the brand building and brand community 

(Keller, 2013). 

 

The above steps are all created in the minds of the consumers through communication. These 

steps are equally important in the brand equity building process. According to Keller (2013), the 

CBBE model gives the true measure of the strength of a brand, that is, how consumers really 

think, feel and act in regard to that brand. In this way, the CBBE model can give great insights 

into the needs and wants of consumers. According to Keller (2013), the strongest brands are 

those that excel at all of the phases of the CBBE model, and that, specifically, have broad and 

deep brand awareness, favourable and unique associations, positive brand responses and, 

lastly, intense and active relationships. In other words, strong brands are appealing to both 

rational and emotional needs of their consumers. The key point in the CBBE model is, the power 

of the brand resides in the minds of consumers (Keller, 2013). It is through their learning and 

experiences with a brand that they can end up thinking and acting in such a way that the brand 

can capitalise on its brand equity (Keller, 2013). 

       

The CBBE model is widely accepted as one of the most influential brand equity models, as it 

details the blueprint for how brands can build strong brand equity. As such, Keller’s CBBE model 

will be used as the underlying framework for analysing how Glossier uses influencer marketing 

on Instagram to build equity.  

 

Brand equity is constructed through the social interaction within communities. Therefore, 

community theory can be seen as the foundation of the triadic brand perspective and, as such, 

plays an important part in understanding brand equity in the influencer marketing space. The 

following section will address consumer behaviour and community theory in detail. 

5.2 Part II: Consumer behaviour        
The theories chosen as the basis for this section are selected as a means to answer the 

question of what dynamics are at play between influencer marketing and consumer identity.  
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The concept of identity can be defined as all aspects of our individual and collective behaviour. 

Our actions, our interactions with each other, the notion of our core self and, lastly, what identity 

traits one beholds in the eyes of others. As such, active participation on social media platforms 

can have significant influence on individuals’ sense of identity, amplifying the role consumers 

inhabit in the social collective.  

5.2.1 Brand community 

Muniz and O’Guinn (2001) first introduced the idea of brand community in 2001. The authors 

define a branded community as, “a specialized, non-geographically bound community, based on 

a structured set of social relations among admirers of a brand” (Muniz & O’Guinn 2001, p. 412).  

According to Muniz & O’Guinn (2001), brand communities are composed of people who possess 

a social identification with others who share their interest in a particular brand. 

 

The authors describe three assets and markers of brand community. The first indicator is 

consciousness of kind, the idea of a shared consciousness is often a term used to describe how 

individuals identify with larger groups (Muniz & O’Guinn, 2001). The second indicator of a 

community is shared rituals and tradition. This refers to the community’s shared history, culture 

and traditions, a set of social practices that help establishing behavioural norms and values that 

are typical for the community (Muniz & O’Guinn, 2001). The final community marker is sense of 

moral responsibility to the community, which refers to a felt sense of duty or obligation to the 

community as a whole or its individual members (Muniz & O’Guinn, 2001). According to Muniz & 

O’Guinn (2001), social media allows people to interact and easily share thoughts about brands, 

which can make the community spread and reproduced very efficiently. 

 

Due to new communication technologies, communities are no longer restricted by geography. 

Muniz and O’Guinn’s (2001) research move away from the traditional dyadic communication 

between brand and consumer to a triadic communication were consumers communicate directly 

with each other in digital brand communities on social media. The authors argue that brands are 

both socially constructed and social objects and, therefore, consumers can actively engage in a 

brands social creation (Muniz & O’Guinn, 2001). 

As the relationship becomes triadic, brand meaning, and brand value is negotiated and co-

created within the brand community, where consumers not only interact with the brand but also 

with each other. In this way, consumers and other stakeholders gain a much greater voice and 

are greatly empowered, compared to the traditional dyadic relationship.  
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According Muniz & O’Guinn (2001), developing a strong brand community could be a critical 

step in truly actualising the concept of relationship marketing. A strong brand community can 

lead to a socially embedded and entrenched loyalty and brand commitment, and in this way, 

have a clear effect on brand equity (Muniz & O’Guinn 2001). As such, brand communities can 

become a sort of social structure to the relationship between consumer and marketer, and can 

carry out important functions, such as sharing information, preserving the history and culture of 

the brand, and providing actual assistance to consumers. Thus, a brand community with a 

strong sense of community becomes very valuable for a marketer (Muniz & O’Guinn, 2001). 

5.2.2 Extended self 

The concept of Extended Self was proposed in 1988 by Russell W. Belk. Since it was 

formulated, many digital changes have dramatically affected the way we consume, present 

ourselves, and communicate. However, in 2013 Belk updated his theory and placed it in a 

modern digital context. The following section will underline the original as well as the updated 

theory regarding Identity and the Extended Self by Russell W. Belk. 

 

In the article, Possessions and the Extended Self (1988), Russell W. Belk examines the delicate 

relationship between possessions and sense of identity. Belk claims that to truly understand how 

possessions help shape our identity, we must first consciously and unconsciously think of 

possessions as actual parts of ourselves. According to Belk, we cannot truly grasp the nuances 

of consumer behaviour without thoroughly understanding the meaning consumers attribute their 

possessions (Belk,1988). 

The concept of extended self refers to the phenomenon in which an individual counts objects 

outside the physical self to be an integral part of his or her identity (Belk,1988). In this way, 

brand identity can be explained by an extension of self through property or belongings 

(Belk,1988). According to Belk (1988), possessions are seen as a part of “the self”, and 

individuals can be seen as the sum of their possessions. “We are what we have” (Belk 1988, 

p.139). Belk argues that the sense of self is associated to physical possessions, such as cars, 

clothes and technology, but may also include members of one's network, such as family 

members, colleagues or friends. In addition, it is also possible to create an identity through 

various non-branded possessions (Belk,1988). As such, Belk clearly takes the view that 

possessions are not limited to physical objects.  
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Belk argues that we form our individual sense of identity through these conscious and 

unconscious possessions, which is simultaneously communicated to others (Belk,1988). 

By participating in the interaction and the virtual community that is inherent in social media 

platforms, we actively shape our own sense of identity and the perception of identity others hold 

on us. Commenting, sharing, liking, etc. becomes a manifestation of our sense of self and help 

shape our identity within the social community (Belk, 1988). As such, the concept of extended 

self, as Belk details it, can be seen as an integral part of influencer marketing, the value of 

influencer marketing and why individuals choose to engage in branded communities. 

5.2.3 Extended self in the digital age 

Belk returns to the question and nature of extended self in the article Extended Self in a Digital 

World (2013). According to Belk (2013), the processes on how identity is created and expressed 

have changed dramatically. Today, technology and media act as part of our extended self, 

enabling the co-construction of the extended self. According to Belk (2013), the rise of the 

internet and social media results in identity being more co-created, more public, jointly 

possessed with others and shared and documented digitally (Belk, 2013). As such, consumers 

can easily create and manage multiple identities and have great control over the representation 

of oneself. 

 

Another difference from the pre-digital age is that the extended self now belongs to and is 

created by both the individual and other consumers, who help co-construct a joint extended 

sense of the self. Through network sites such as Instagram, sharing of content is done to 

explicitly construct our self-identity and to receive feedback from others, which enables us to co-

construct individual identity, sometimes resulting in a sense of shared identity within digital 

communities (Belk, 2013).  

When virtual possessions are jointly owned, they can become even more relevant to aggregate 

sense of self. As Belk argues, the acts of sharing, commenting, rating and interacting, enabled 

by the digital age and enhanced by the sense of jointly owned possessions, can have the ability 

to enforce the sense of community and aggregate extended self. As such, even shared spaces 

and the entire cyberspace can be considered part of the aggregate extended self, shared with 

other community members (Belk, 2013). The end result being strong feelings of community and 

aggregate sense of self with individuals who you would not otherwise identify with.   
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Even though Belk initially authored the notion of extended self in the pre-digital age, it is clear 

that the concept is still extremely relevant in digital age. Perhaps even more so. As Belk (1988) 

initially argued about aggregate levels of self from a purely individual perspective, it seems to be 

more appropriate to the concept as a joint project that is co-created and partly owned (Belk, 

2013).  

5.2.4 Love objects 

Belk’s theory regarding possessions and extended self is further underlined in Ahuvia’s article 

from 2005, Beyond the Extended Self: loved Objects and consumers’ Identity Narratives. 

Although Ahuvia acknowledges Belk’s theoretical framework and the identity functions of 

possessions as extensions of self, he introduces the concept of love objects, referring to the way 

consumers use possessions that they have especially strong emotional connections with to 

create meaning and purpose in their lives (Ahuvia, 2005). As such, love objects can have a 

significant influence on consumers sense of identity and can have a great impact on consumers’ 

lives. Consumers who devote significant time and energy to love objects (Ahuvia, 2005), 

effectively setting them apart from more common possessions, enhance the impact that they can 

hold on their identity and sense of place within social communities (Ahuvia, 2005). 

 

Within brand and influencer communities, the emotional connection and sense of individual 

influencer or brand loyalty can sometimes be characterised as what Ahuvia coined as love 

objects. In which case, the emotional connection to the community will significantly shape the 

consumers sense of identity and, in some instances, effectively surpass the emotional 

connection to the product or brand, in which case, the community is perceived as more 

important and more defining to the identity of the consumer than the actual brand or product.  

 

To sum up, the notion of extended self and love objects in virtual brand communities, as detailed 

above, all relate to the consumer’s motivation for engaging with branded communities, such as 

the community around influencers and social media. The next section will examine this 

consumer motivation in greater detail. 

5.2.5 Intrinsic & extrinsic motivation 

This following section details what motivational factors drive consumer behaviour, meaning why 

consumers act the way they do and what factors determine their actions. As such, there is not 

one theory about consumer motivation with singular academic support. On the contrary, there 



 35 

are many different motivation theories. However, according to Richard M. Ryan and Edward L. 

Deci, individual consumers are fundamentally motivated by two factors: intrinsic and extrinsic 

motivation (Ryan & Deci, 2000). One of the key elements of the Self-Determination Theory is to 

distinguish between intrinsic and extrinsic motivation. 

Intrinsic motivation is defined as the inherent inner personal motivation and is considered as 

objectively truthful and sincere. “Intrinsic motivation is defined as the doing of an activity for its 

inherent satisfactions rather than for some separable consequences” (Ryan & Deci 2000, p. 56). 

Furthermore, it stems from personal needs and interests (Ryan & Deci, 2000).  

Extrinsic motivation, on the other hand, is typically referred to as externally motivated because it 

is determined by factors other than inner personal desires.  “... extrinsic motivation is a construct 

that pertains whenever an activity is done in order to attain some separable outcome” (Ryan & 

Deci 2000, p. 60). As such, one of the main drivers in extrinsic motivation are external 

conditions, such as the desire for individual success and status (Ryan & Deci, 2000). According 

to Ryan & Deci, extrinsic motivation is typically influenced heavily by social and cultural norms, 

such as the desire for recognition. Individual motivation, however, should not be considered 

independently. In certain situations, extrinsic motivation can inhibit intrinsic motivation. A prime 

example of this is when rewards or recognition become the main motivational driver (Ryan & 

Deci, 2000). Extrinsic motivation also has the ability to turn into intrinsic motivation and extrinsic 

elements, such as feedback can help enhance the intrinsic motivation (Ryan & Deci, 2000). 

5.3 Part III: Influencer marketing 
One of the main research areas of this thesis is to examine to what extent influencer marketing 

on Instagram, in particular, can help generate positive brand equity. The inherent brand equity 

potential is partly responsible for this being a marketing phenomenon on the rise. However, what 

market and consumer behaviour conditions have paved the way for influencer marketing to 

become such a valuable marketing discipline?    

5.3.1 The emergence of influencer marketing  

The development towards a more interactive and multi-flow internet seems to be the most 

significant prerequisite for influencer marketing as we know it today. Commonly referred to as 

web 2.0., it signifies that the technology behind and user behaviour on the internet have shifted 

significantly to emphasise and facilitate both user generated content, end usability and 

connectivity between different systems to a much higher extent than before. As such, the 
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development has been the catalyst for virtual communities and social networks where 

consumers participate and interact on a completely different scale than before. In effect, sharing 

personal details about themselves and their affiliation to different brands. As such, consumer 

freely create, co-create and share brand related information and voluntarily share their brand 

preference through their social interactions in social networks or communities (Veirman et al. 

2017). 

 

Consumers today also bear the characteristics of being extremely marketing savvy and critical of 

traditional brand-driven advertisement, while being empowered to bypass it by skipping digital 

ads or installing ad-blocking software (Veirman et al. 2017). This, together with the convergence 

of social networks and the increased volume of user-generated content, has led to a situation of 

vast media saturation. Consumers have so much content to freely choose from and to freely 

consume that is in line with their personal interests and values (Veirman et al. 2017). As such, 

brands are now, in effect, competing for consumer’s attention in an actual attention economy, 

where an unprecedented number of communicators are competing across an increasing number 

of screens for the attention of a more disperse and distracted audience (Khamis, Ang and 

Welling, 2017). As a net result, distinctiveness and an ability to stand out has become a 

premium commodity for brands and the power of electronic word-of-mouth (eWOM) through a 

social vehicle such as influencer marketing has become a popular way for brands to create 

lasting and valuable connections to consumers (Khamis et al. 2017). 

5.3.2 Electronic word-of-mouth (eWOM) 

Word-of-mouth (WOM) and electronic word-of-mouth (eWOM) is at the very core of influencer 

marketing. The term and how it differs from the classical term of word-of-mouth, merits further 

examination. 

WOM relates to experiences consumers have when purchasing and consuming market 

offerings. According to Kotler (2009), WOM can be defined as, “interpersonal communication of 

products and services (marketing offerings) where the receiver regards the communicator as 

impartial” (Kotler et al.2009 p, 703). The classic offline word-of-mouth describes a process when 

the information is transmitted orally from one person to another. However, the rise, 

democratisation and consumer empowerment of the internet has increased consumers’ ability to 

obtain opinions on products and brands (Hennig-Thurau & Walsh, 2014) and enhanced the 

opportunity to easily spread these opinions to a large number of people. This way of 

communication is referred to as eWOM. It is important to note that contrary to the classical 
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definition of word-of-mouth, eWOM can be viral, visual and in text form, and can go from one 

influencer to many consumers. Tapping into the web 2.0 properties of the internet and the 

convergence of social communities, consumers can easily publish their opinions, express their 

brand related thoughts, feelings and viewpoints on products, and services to the public at large. 

As access to and usage of the internet empowered social communities continues to grow, the 

importance and potential power of eWOM also increased accordingly (Veirman et al. 2017). 

According to Phua, Jin & Kim (2016), transmitting brand-related content through eWOM can be 

much faster and has the potential to reach a much larger and more responsive target audience 

than most traditional media. 

 

Furthermore, eWOM effectively taps into the digital trend of consumers actively crafting, 

modifying and collaborating on brand related content online - a trend that can be leveraged by 

brands if they successfully implement them as important distribution channel members to spread 

brand messages, which can represent a great value proposition for brand. This digital trend of 

consumers actively crafting, modifying and collaborating on brand-related content, supported 

and enabled by the convergence of social media and web 2.0 characteristics of the internet, is 

typically referred to as user generated content or UGC (Ahrens, Coyle & Strahilevitz, 2013). 

 

Due in part to the highly cluttered content space, consumers rely heavily on recommendations 

and referrals for the majority of their purchasing decisions. According to Ahrens et al. (2013), 

brand-related information provided by other consumers through social media sites is perceived 

as more valuable to consumers than information provided by marketers. Consumers tend to 

regard eWOM as more credible than traditional marketing information. In fact, it can even seem 

more timely and personal, when the information is delivered by what is considered to be more 

trustworthy source (Ahrens et al. 2013). 

However, eWOM not only represents a value proposition for consumers, it is of great interest for 

brands as well. Not only does it have the potential to be a highly cost-effective communication 

strategy, but it can also help create strong brand connections. This move from a traditional 

understanding of opinion leaders to a digitally enabled and empowered opinion leaders will be 

the focus of the next section. 

5.3.3 From opinion leaders to digital influencers  

Whether it has been for political, religious, or lifestyle reasons, there have always been leaders 

that have directed and affected others in their decisions and in their way of thinking. 
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Katz and Lazarsfeld (1955) were amongst the first to recognise the value of this form of 

interpersonal communication with their publication of the two-step flow communication theory 

(Uzunoglu & Kip, 2014). The two-step flow theory of communications gives an understanding of 

how mass media influences decision making by refining the ability to predict how messages will 

have an effect on audiences and why certain communication can change opinions. Katz and 

Lazarsfeld (1955) introduced an intermediary between the sender and the audience. This 

intermediary, which is referred to as influentials or opinion leaders, are those who set the tone of 

subsequent word-of-mouth communications. It is through their sharing of information, attention 

can be directed towards a specific topic and potentially change opinions of audience members. 

Opinion leaders play an influential role and have the ability to widely spread personally tailored 

information, which gives that information more meaning and value (Uzunoglu & Kip, 2014). 

Even though the two-step flow theory was established in 1955, parts of the communication 

theory are still very relevant today. In that sense, bloggers, instagrammers and other digital 

influencers bear many of the same characteristics as the offline opinion leaders considered in 

the two-step flow theory. As such, digital influencers can act as communication intermediaries 

that help spread and add value to brand-related information and communication, making them a 

crucial marketing asset for brands. 

 

But what is a digital influencer and how are they used by marketers today? In its essence, digital 

influencer marketing is a type of marketing that focuses on using key opinion leaders within a 

certain community area, to drive a brand message to the larger audience with more effect, trust 

and credibility (Veirman et al. 2017). As such, brands partner with social media influencers with 

a substantial following on one or more major social media platforms to indirectly or directly 

promote their products or services. In effect, brands hire influencers to act as the intermediary 

between brand and consumer, adding reach and credibility to the brand message. As such, this 

communication strategy leverages the fact that people are highly influenced by information 

received from peers and their social network and are more likely to base their purchase decision 

on this information. 

“This is particularly desirable for brands as it appears to be more effective than traditional 

advertising tactics, due to higher authenticity and credibility, which subsequently leads to lower 

resistance to the message” (Veirman et al. p.798, 2017). 

 

Digital influencers come in many different forms, but what is generally the case for all of them, 

and at the centre of value proposition for the brands, is that they have a substantial number of 
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followers within the context of their specific digital community. Further, those followers are highly 

engaged with the influencer, resulting in an above-average commercial engagement rate, 

meaning consumers will engage, trust and interact more with the influencers communication 

than they would with commercial brand communication (Mediakix, 2018). What is special about 

digital and social influencers is that it can be regular people who have just accumulated a 

substantial following and have the potential to greatly influence purchasing decisions of those 

followers (Lin, Bruning, Swarna 2018). As such, a digital influencer can be defined as an 

individual who shares their opinions and feelings through the internet (Unzunoglu & Kip, 2014). 

“... any positive or negative statement made by potential, actual, or former customers about a 

product or company, which is made available to a multitude of people and institutions via the 

internet” (Veirman et al.p.801, 2017). In this way, influencers have the power to affect 

consumers’ purchase decisions through eWOM due to their authority, knowledge, position, or 

relationship with the digital community. 

 

It is important to note that there are different types and levels of influencers. According to Lin et 

al. (2018), experts have a skill or a specialized knowledge within a given industry and tend to 

have a large professional following giving their prominent status within a particular domain. In 

this way their personal life and professional life are highly related (Lin et al. 2018). Celebrities 

are characterised as someone famous, who already has a large social and or offline following; 

additionally, their personal brand is fully integrated with their profession (Lin et al. 2018). Micro-

celebrities can be described as individuals who are made famous through self-branding activities 

on social platforms. Their personal brands are fully integrated with their role or profession on 

social media. Micro-celebrities typically have a very large social following which is specific to 

social media. In addition, this category of influencers typically has a high engagement rate and, 

contrary to celebrities, they treat their followers as valued fans, since they are the basis of their 

professional business (Lin et al. 2018). Micro-influencers, on the other hand, are individuals on 

social media platforms such as YouTube, Instagram, or Snapchat, or bloggers with  

a relatively smaller follower base. However, this category typically has a very high engagement 

rate from attentive social media users. In contrast to celebrity and micro-celebrity influencers, 

micro-influencers have a natural tendency to interact much more with their followers, creating an 

even higher engagement rate, effectively strengthening the relationship between consumer and 

influencer and potentially between consumer and brand (Lin et al. 2018). This paper will focus 

on micro-influencers and how they can be leveraged to help build brand equity.  
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When brands enter into a paid partnership with a digital influencer, they would typically expect 

the influencer to create, co-create and share brand-related content on their behalf, which 

provides endorsements of the brand, its products or services (Veirman et al. 2017). The aim of 

influencer marketing is to turn relevant influencers into brand advocates by offering them a 

scalable brand experience that is relevant to their target audience that they are willing to talk 

about on their social platform of choice (Lin et al.2018). This is done by connecting, inspiring and 

engaging consumers on behalf of brands and changing brand perception, by sharing their story 

with consumers. Usually the promotion is indirect because influencers will casually talk about 

using certain products or services and integrate the brand into their daily lives, rather than 

obviously redistributing a strategic brand message (Veirman et al. 2017).  

By consistently creating content and building a relationship with their followers, influencers are 

perceived as very accessible, relatable and trustworthy, and gain credibility among their 

followers (Khamis et al. 2016). In addition, by partnering with influencers, brands can transfer 

personality characteristics such as sophistication, sincerity, competence from the influencer to 

the brand and give it human-like qualities; thus, potentially influencing the consumer and brand 

relationship towards a more favourable one (Khamis et al. 2016).  

Since the current iteration of the internet offers so many different ways consumers can actively 

create, co-create and share brand-related content and opinions to a theoretically unlimited target 

audience, the role of the opinion leader has shifted, and now digital influencers are considered 

more impactful for brand marketers than ever before. This inherent snowball effect of digitally 

organized social communities and influencers within that community, can represent a great 

value proposition for brands. It can be a very cost-effective way of reaching a potentially vast 

number of consumers, through an array of trusted intermediaries. Potentially lifting brand 

awareness, driving traffic to the branded website, new customer acquisition and increasing sales 

(Veirman et al. 2017).  

5.3.4 Trust & credibility  

With the emergence of ad fraud and ad blocking, brands are increasingly exploring how to 

leverage earned media and organic distribution that can reach the right audience with a more 

authentic brand message. Influencers play a crucial role in this communication strategy. As 

previously mentioned, studies in marketing have shown that consumers are likely to trust peers 

more than they trust a brand message (Lu, Chang & Chang, 2014). But research have shown 

that some influencers gain much more credibility than others. 
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According to Veirman et al. (2017), it is essential that brands choose the right influencers to 

endorse their brand, as part of the image and credibility of the influencer, intentionally or 

unintentionally, may transfer to the brand. The average assumption is that the number of 

followers someone has, indicates that this person functions as an influencer and attracts the 

right audience. It implies that this opinion leader is more trustworthy and attractive to its 

audience and will therefore be able to reach a larger audience and engage with them, more so 

than a person with a smaller audience or follower count (Djafarova & Rushworth, 2016). This is 

due to the content being broadcasted to every follower who could potentially re-post the 

information on their own pages, thereby expanding the reach. However, Veirman et al. (2017) 

state that a high number of followers may not always translate into true influence, nor is sheer 

popularity or number of followers necessarily the most important aspect of engaging with the 

audiences. Having an influence is far more than having a large audience or following. It is about 

the relationship between the influencer and their followers and the expertise and credibility of the 

influencer in the eyes of the consumer.  

5.3.5 Source credibility theory 

When determining the persuasive effects of an influencer, source credibility theory is often 

applied. “Source credibility is the extent to which the target audience views the source in order to 

gain expertise and knowledge in their understanding of the product/service” (Rushworth & 

Djafarova, 2016). As such, it is based on the trustworthiness, attractiveness, expertise of the 

communicator and what is often referred to as the argument quality, meaning the pervasive 

strength of the endorser and the credibility of the review. An influencer-communicated message 

will be validated by the perceived strength of public perception as well as elements of its 

relevance and timeliness, meaning the extent to which an influencer’s review or endorsement of 
a product or brand is perceived as relevant and applicable for consumers.   

Rushworth & Djafarova (2016) claim to have identified a consumer pattern supporting the source 

credibility theory, highlighting the importance of perceived influencer attractiveness, argument 

quality in the sense of image quality and composition as key indicators of consumer trust and 

credibility in an influencer. Rushworth & Djafarova (2016) suggest there is a strong link between 

eWOM, trust and, ultimately, the purchase behaviour of consumers and influencers serving as a 

way to reduce purchase risk by trusting the opinions of influencers. Furthermore, Rushworth & 

Djafarova (2016) state that consumers believed it to be unlikely that influencers would abuse 

their influence by posting disingenuous reviews or endorsements. Effectively meaning that the 
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financial incentive digital influencers might have for brand or product reviews, does not 

negatively influence consumers purchase intention derived from that communication. 

5.3.6 Product type & awareness 

The above findings are supported by Chang et al. (2014), who argue that sponsorship type has 

no significant effect on influencer branded communication. However, Chang et al (2014) argue 

that the product type and brand awareness play an integral part in how trusted and credible the 

influencer communication is perceived and argue that there is a correlation between consumer 

attitude, behavioural intention and purchase intention. 

Here, Chang et al (2014) distinguish between what is commonly referred to as experience goods 

and search goods. If information about a product and its attributes are easy to acquire, is 

objective in its nature and can be easily compared without interacting with the brand—and when 

second-hand information about the product is deemed sufficient for pre-purchase decisions—

then the product is considered a search good. Information about experience goods, on the other 

hand, is considered difficult and costly to obtain. Consumers need to make subjective and 

personal evaluations. As such, the features and attributes of search goods are considered more 

stable and consumers tend to believe recommendations of experience goods less than search 

goods, because of their unstable and subjective nature (Chang et al. 2014). As a result, 

influencer recommendations about search goods are considered to be more easily verified and 

thus more trusted.     

 

Furthermore, Chang et al. (2014) argue that brand awareness is a component of brand 

knowledge and if consumers have actively or passively obtained knowledge about a brand, their 

brand awareness towards a certain product or service is high. When consumers are familiar with 

a brand, their confidence towards to the brand will increase and they will be more likely to trust 

the brand and branded message (Chang et al. 2014). High familiarity with a brand or brand 

awareness is defined as when consumers are able to recognise and recall that a specific brand 

is a member of a product category. As such, consumers will consider well-known brands as 

more reliable than unknown brands and believe that brands with high brand awareness are less 

likely to deploy deceptive marketing tactics on them (Chang et al. 2014). As a result, consumers 

will have a more positive attitude towards influencer brand communication and view it as more 

credible if the brand has high awareness, than communication about brands with low awareness 

(Chang et al. 2014).   
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Lastly, Chang et al (2014) argue that if a consumer is willing to believe and trust the content of a 

sponsored influencer recommendation, then they are more likely to form a purchase intention 

regarding the product recommended. As such, proving a direct correlation between branded 

influencer communication, consumer attitude and purchase intention. 

5.3.7 Marketing implications of influencer marketing 

This section will be dedicated to examining what managerial implications the new found focus on 

influencer marketing has on brands in their effort to cultivate valuable relationships with 

consumers. 

5.3.7.1 Utilitarian and Hedonic Values 

It seems quite evident that different social platforms have different strengths and weaknesses 

and differ in what type of value they can potentially help cultivate, shape and strengthen (Lin et 

al. 2018). As such, it helps to distinguish between utilitarian and hedonic values. Utilitarian 

values being provided through the fulfilment of functional needs and typically referred to as 

having to do with the rational decision-making process. Hedonic values, on the other hand, are 

referred to as more subjective and symbolic values, which can be expressed by implied social 

status or implied social authenticity of using or being affiliated with a given brand or product (Lin 

et al. 2018). When opinion leaders or digital influencers support or directly endorse brands, they, 

in effect, transfer part of their social status or personal brand to the promoted brand. In other 

words, parts of the hedonic values of that digital influencer is applied to the brand, potentially 

strengthening the connection between brand and consumer. Transfer of utilitarian values are 

seen when digital influencers utilise their domain specific authority to provide trusted and timely 

information about a brand that can help customers in the pre-purchase decision phase. 

Utilitarian information promoted through an influencer is typically considered more credible and 

trustworthy than direct brand sponsored information because opinion leaders and digital 

influencers are not considered to be purely motivated by commercial interests (Lin et al. 2018). 

Studies by Lin et al. (2018) suggest there is a significant difference between social platforms and 

how they are suited to promote utilitarian and hedonic values. One might argue that Instagram's 

focus on image, video and minimal text makes this platform better suited for promoting 

subjective, symbolic and hedonic values that are more likely to affect the implied social status 

and authenticity of brand affiliation and thus strengthen the brand connection and purchase 

intent.   
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However, there are also inherent risks associated with influencer marketing. When a 

communication message gets diffused virally through eWOM, it can change and sometimes 

transform the brand message to have negative connotations. As such, influencer marketing 

becomes a balancing act between handing over control of a strategically crafted brand message 

to an influencer in hopes of it generating positive eWOM, and on the other hand, keeping firm 

control of that brand communication. Freedom to tailor the brand message specifically to an 

influencers actual audience has the potential to generate better eWOM and brand commitment, 

but at the risk of losing control of a uniform brand voice (Unzunoglu & Kip, 2014).    

5.3.7.2 Brand Guide for Influencer Marketing  

According to (Lin et al. 2018), there are different academic guidelines that map out how to 

effectively manage the process of using digital influencers. Lin et al. (2018) introduce a 5-step 

guideline for working with digital influencer which is essential for brands when leveraging 

influencer marketing to create brand equity. 

Planning   

Step 1: Planning and establishing the marketing objectives that the digital influencer is supposed 

to support. This will most commonly align with the overarching marketing strategy of the brand 

and heavily affect which influencer is relevant, for what timeframe, and the nature of the contract 

and content. Specifically, which markets are being targeted would help determine the popularity 

(number of followers from a certain demographic) of the influencer. What marketing specific 

outcomes are essential, meaning increased awareness, brand attitude change or conversion 

focus.  

Recognise and identify 

Step 2: Recognise and identify the right influencer. This means finding an opinion leader with 

personal or brand characteristics that illustrate high social appeal, demonstrated alignment with 

desired target audience, has an established social media activity as well as an established and 

growing social following. Furthermore, finding an influencer who fits the budget scope of the 

marketing initiative is of importance for the marketer. 

Aligning 

The next step is to align the influencer with the social platform and brand, meaning choosing the 

right platform for the desired marketing outcome and mix between utilitarian and hedonic values, 

because different platforms are best served for different purposes.  
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Motivate and reward 

Step 4: Motivating and rewarding influencers according to their network role to ensure their 

continued authenticity.  

Coordinate, negotiate and monitor 

The final step for brands and marketers who wants to work with digital influencers is to 

coordinate, negotiate and monitor over time to ensure that marketing objectives are met.  

 

In addition, Unzunoglu & Kip (2014) argue that finding an influencer with the right match to the 

brand is an essential requirement. Similarly, the influencer’s tone of voice should be in-line with 

the brand identity. Even though Unzunoglu & Kip’s (2014) academic approach is based on 

bloggers, which arguably makes tone of voice even more important, it is highly applicable to 

influencers working in visual mediums as well. Here, tone of voice refers to the visual tone of 

voice in the images or videos shared. Unzunoglu & Kip’s (2014) definition of bloggers further 

underlines that their framework has merit with digital influencers as a whole.  

Lastly, Unzunoglu & Kip (2014) list number of followers as defining to the influencers reach, the 

influencer content within sets of interests areas and, finally, consumer perceived reliability as 

major significant factors managers should consider when venturing into influencer marketing.  
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6 Analysis 

6.1 Part I: Brand management customer based brand 
equity 

6.1.1 Introduction 

The subject of this thesis is to better understand how brand equity can be created through 

strategic influencer marketing. In the theoretical framework, it was determined that the customer-

based brand equity (CBBE) model gives one of the most thorough guides to the different 

aspects of the brand equity building process and how they relate to the value perception, that 

brands hold in the mind of the consumer. The following section will go through each step of the 

customer based brand equity model and analyse its significance in relation to different sets of 

empirical data: in-depth interviews with Glossier brand representatives, online observations of 

their Instagram accounts, as well as in-depth interviews with marketing professionals and 

influencer experts. 

6.1.2 Salience 

The first building block, or step on the brand ladder, of the CBBE model relates to brand 

salience, which is a term that describes how aware consumers are of a particular brand.  

 

In my research of Glossier brand representatives and their brand communication on Instagram, I 

found that 17.44% (App.5) of the total amount of posts analysed contained elements of brand 

salience. Most frequently, salience was present when Glossier representatives included 

communication about Glossier product launches, effectively lifting the brand to top of mind. 

Furthermore, this was frequently done with a clear reference to the product category lifting the 

breadth and depth of brand awareness, as can be seen in App.3.9.7 and App. 3.10.8. Both posts 

lead with the launch of a new Glossier product and highlight some of its main product features. 

Brand salience is clearly crucial when creating brand equity, as co-founder of Brandheroes Rina 

Hansen states “awareness is fundamental when building a brand. In order for consumers to 

interact with a brand they have to be aware of a brands existents” (App.1.2). This sentiment is 
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also supported by Keller (2013) who argues that brand awareness and salience is an important 

first step in building brand equity. The online observations of the 86 Instagram posts from 

Glossier representatives revealed that 17.44% of the posts showed significant brand salience 

(App. 5), meaning that even though brand salience is clearly evident in this form of marketing, 

most of the brand awareness must have been established prior to the influencer marketing on 

Instagram that this thesis observed. This is substantiated in several Glossier representative 

interviews  

“I tend to favour well-known brands because it is easier for me to promote. If my followers know 

the brand and its value, then I can just focus on what I like about the particular brand or product” 

(App. 4.6). This was similarly substantiated in the influencer interview with Mollie (App.4.8), “I 

tend to have better experiences with larger, more established brands. I would need to put in 

more info in my review or post if it is a less known brand, if I feel like people have no idea of the 

brand or what they do”.  

 

As indicated above, it seems evident that particularly influencers on Instagram tend to favour 

other building blocks than salience in the CBBE model. They prefer to express their personal 

opinion about a brand, their feelings and express intangible brand assets like which 

psychological or social consumer needs the brand fulfils. A tendency that is supported by Lin et 

al. (2018), who argue that Instagram is better suited for promoting subjective, symbolic and 

hedonic values, rather than utilitarian values, which arguably is more likely to affect the implied 

social status and authenticity of brand affiliation and thus strengthen the brand connection and 

ultimately the purchase intent.   

Even though the online observations did not show overwhelming evidence of salience being 

deployed in the online observation, the Glossier representative interviews and theoretical 

framework clearly states that brand salience is important for building consumer trust. As Chang 

et al. (2014) argue, high brand salience leads to consumers trusting the brand and branded 

communication more. When consumers trust the brand, they are likely to engage in the branded 

communication, which this research also found evidence of. “Personally, it would not make a 

difference for me if the brand is well known or not. However, I do tend to get more likes when I 

do post about more established brands. Maybe because people know more about the brands” 

(App. 4.9). As stated in the interview, more established brands with more brand salience tend to 

have better brand engagement because consumers know and trust the brand and the branded 

communication more.  
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6.1.2.1 Summery 

To summarise, the research has found both theoretical and empirical evidence supporting that 

brand salience is a very important stepping stone for brand equity. Even though brand salience 

in and of itself is not sufficient to create brand equity and might not be overwhelmingly evident in 

the research’s online observations, it is clear that in order for influencer marketing to climb the 

brand ladder and reach higher levels of brand equity, well-established brand salience must be 

present.   

6.1.3 Performance & imagery     

As mentioned in the theoretical framework, the second building block contains performance and 

brand imagery, which together constitute brand meaning. Here, brand associations are 

assembled in the minds of the consumers, according to Keller (2013). As underlined by Rina 

Hansen of Brandheroes, “Brands can strengthen functional, social and psychological 

associations about their brand by actively choosing to work with influencers that support the 

brand” (App 1.2).   

6.1.3.1 Performance 

Through my online observation of Glossier’s influencer program, brand performance is present 

in 37% of all the influencer posts analysed (App 5). The overall sentiment regarding Glossier’s 

brand performance is that the brand is perceived to be reliable, durable, and has desirable style 

and design. As such, influencer posts have been observed to highlight brand performance 

characteristics by combining Instagram images and text to show how the brand is reliable and 

durable. As exemplified in App. 3.4.3, the post cleverly conveys brand associations of durability 

and reliability by implicitly stating that not only has she been using the product for an entire year, 

but the product is so reliable that she purchased it again the following year. Similarly, in other 

posts, influencers effectively convey brand performance features, such as the product being well 

suited for travel due to the packaging, style and design (App. 3.6.5). Influencers also utilise the 

social platform and its hashtags feature to effectively communicate specifics about the brand’s 

primary ingredient, thereby conveying brand performance features (App 3.8.1). The sentiment 

that influencer marketing on Instagram is well suited to communicate brand associations about 

brand performance characteristics like style and design is furthermore supported by the Glossier 

influencer interviews, “On Instagram, beautiful packaging, style or design stand out, so that is 

also nice to highlight” (App. 4.4) and in App. 4.9, “I always try to emphasise on how the products 

perform. I really love style and design, so I try to talk about that in my posts”. However, there 
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seems to be a slight contradiction between the online data and the in-depth interviews in regard 

to the significance of brand performance, specifically price. Respondents mostly said that price 

is not a factor they focus on much (App. 4.8), contradicting the online data analysis which 

suggests that a lot of the brand performance evident in the online data is directly related to 

influencers talking about price in their Instagram posts, mostly due to the nature of the 

representative and affiliation program.  

 

The fact that brand performance is evident in 37% of the analysed posts, presumably has a lot to 

do with Glossier’s representative and affiliation program. This means that even though many 

posts convey brand associations about design, durability and reliability, a large part of the brand 

performance is cantered around price and discounts due to the affiliation program.  

6.1.3.2 Imagery  

The second most represented brand equity block in the online data analysis is the brand 

imagery, which is present in 45% of all the influencer posts (App. 5). Brand imagery is the 

extrinsic properties of the brand, including the ways in which the brand attempts to meet 

customers’ psychological or social needs. As such, brand imagery is the brand associations 
about user profiles, usage situations, personality and values and brand history (Keller, 2013). 

 

The online data from Glossier influencers that was analysed successfully communicated brand 

associations about brand imagery and, in particular, brand associations about brand values—

which user profiles and what usage situations the brand is suitable for. Examples of this are 

shown in App. 3.8.9, which communicates brand values by emphasising that Glossier is cruelty 

free in the caption. The emphasis on conveying brand values is also supported in the Glossier 

representative interviews, “It is really important to me that brands have good values and are 

ethical and cruelty free and are using good ingredients. So yes, I definitely try to emphasise the 

personality trait of the specific brand or product” (App. 4.9). The overall sentiment in the online 

data and interviews is Glossier communicates positive brand personality and value associations 

about being forward thinking, inclusive, cruelty free and innovative.  

 

Furthermore, different aspects of brand imagery are present in Appendix 3.3.10, which 

effectively communicates usage and profile associations by engaging storytelling in the 

Instagram caption. Through this storytelling about the New York subway, the influencer builds 

associations about being a modern woman living in a cosmopolitan city, which then becomes 

part of the brand associations. Furthermore, Appendix 3.2.1, among others, clearly 
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communicates brand associations about user profiles in the image styling, which indicates which 

age and gender demographic this brand is most suitable for. In this case, the associations from 

the image styling, caption and emoji use, indicate a brand user profile being urban, modern and 

young women. 

 

From the Glossier representative interviews, it is evident that influencers’ self-brand is extremely 

important to them, “I think as an influencer it is important to be true to your personal brand rather 

the brand of the company. I think it breaks trust with people if you change your image and the 

way you work because the brand tells you to” (App. 4.6). Meaning brand alignment can 

potentially have trust implications. Furthermore, the interviews show clear indications that the 

theoretical framework behind extended self (Belk,1988) plays a significant role in how 

influencers perceive and enter into brand promotion partnerships, “Anything that I promote I 

make sure it goes along with my branding too. I want to make sure that the product reflects in 

my image” (App. 4.5), meaning that for the most part influencers will only partner with brands 

that they feel reflect their own brand or more importantly their desired image, rather than their 

actual image (Keller, 2013)— a circumstance that is most often seen in publicly-consumed 

product, as Keller (2013) underlines, of which beauty products in this situation should be 

considered. This is further underlined by Rina Hansen of Brandheroes, “The secret to working 

with influencers is to find influencers that already uses and loves your brand and therefore would 

love to spread the word about the brand” (App 1.2). By choosing influencers who already have a 

deep connection to Glossier, the brand effectively leverages what Belk describes as extended 

self (Belk, 1988). As such, the individual sense of identity can be formed through conscious and 

unconscious possessions, which can be communicated to other consumers who participate and 

interact in virtual communities, who then talk about these possessions (Belk, 1988).  

6.1.3.3 Summery 

The overall research sentiment is that the Glossier influencer program has positively affected 

both brand performance and brand imagery. The analysis shows that imagery is clearly more 

evident than performance in both online data observations and interviews, which indicates that 

Glossier has successfully managed to build brand equity by especially strengthening consumer 

associations about the psychological and social needs. In other words, Glossier influencers have 

successfully created brand associations through three of the four main pillars of brand imagery: 

user profiles, usage situations, personality and values. By doing so, the brand has managed to 

create strong, favourable and unique brand associations, ultimately creating strong brand 
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meaning and a strong brand image. This brand meaning will eventually help Glossier produce 

brand responses in the judgement and feelings block of the CBBE model.  

6.1.4 Judgement & feeling  

Both brand judgement and feelings are measured responses of the brand meaning created in 

the previous CBBE block: performance & imagery. The distinction between brand responses 

created through brand judgement and feelings largely depend on whether they are created 

through the “head’ or the “heart’ of the consumer (Keller, 2013). 

6.1.4.1 Judgement 

The online observation of Glossier’s influencers demonstrates that judgement is present in 21% 

of the posts, making it the second lowest brand equity block and thus contributing the second 

least to the overall brand equity of Glossier (App. 5). Judgement is primarily evident when 

Glossier influencers communicate their honest opinion about brand quality, credibility, 

consideration and superiority. As such, App. 3.3.8 shows how an influencer can make brand 

judgements using two of the four main pillars of brand judgement in just one post. By stating that 

this is the only product that she will ever need, the influencer clearly communicates brand 

judgements of superiority and her consideration to use and buy this product. App. 3.3.7 shows 

how an influencer can communicate brand judgements on quality and consideration by breaking 

down her perception of the product quality and indicating her brand consideration by stating that 

she will repurchase the product. Brand judgements on quality are also highlighted in the Glossier 

representative interviews, “… if I’m promoting a product, it’s because I believe it has some 

beneficial qualities or values. If the product isn’t great, either I will suggest an alternative or not 

speak about it at all” (App. 4.4). App. 3.8.3, on the other hand, is a great example of how brand 

judgements on credibility can be clearly communicated through influencer marketing. Here, the 

influencer clearly discloses she is part of a Glossier representative program but maintains that 

the brand is highly trustworthy and likeable, thus conveying brand feelings about credibility.  

 

As Lin et al. (2018) argue, brand judgements can be viewed as a transfer of utilitarian values 

when Glossier influencers leverage their authority within the social community to provide trusted 

and relevant information about a brand. This can ultimately help sway customers in their 

purchase decision. One of the major strengths of influencer marketing is that it will typically be 

considered more credible and trustworthy when utilitarian information is promoted in this way 

(Lin et al. 2018). However, in the interviews with Glossier representatives, there is also a clear 
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tendency to favour positive reviews, meaning that representatives will actively choose a positive 

tone of voice, rather than a negative one, “Honestly I would feel bad talking really bad about a 

product. I don't feel comfortable doing that. So, if I can't find anything positive to say about the 

product, I won't talk about it” (App. 4.8). One might argue that this could eventually end up 

challenging the perceived influencer trust, if the monetary trade-off from brand promotion 

partnerships are considered to be more important than sharing truthful and honest brand reviews 

and recommendations.    

6.1.4.2 Feelings 

Brand feelings are present in 38% of the online data, making it the third largest building block for 

brand equity (App. 5). Brand feelings constitute the emotional responses consumers have to 

Glossier due in large part to the marketing program. As such, it is the social and emotional 

currency evoked by the brand, specifically which emotions of fun, warmth, excitement, security, 

social approval and self-respect consumers have about the brand (Keller, 2013). 

 

The overwhelming sentiment in the analysis of the brand feelings in the CBBE model was 

positive, meaning the analysis suggests that influencer marketing within the beauty industry is 

particularly well suited to convey positive brand feelings about fun, excitement, social approval 

and self-respect—a point that is supported by Rina Hansen of Brandheroes, “By leveraging 

talented influencers, that are great at crafting emotional brand placements in their posts, images 

and captions, brands can effectively influence brand opinions and feelings of consumers” 

(App.1.2). 

App. 3.4.1 is a great example of how influencers can communicate brand feelings cantered 

around social approval, exemplified by the way the influencer gives an engaging account of the 

compliments she received from both males and other females when using a Glossier fragrance. 

One might argue that this type of brand feeling routed in social approval is directly related to 

what Belk (1988) describes as extended self, meaning the influencer in question refers to 

objects outside the physical self to be an integral part of her identity. In this way, Glossier’s 

brand identity becomes an extension of self through the possession of a Glossier product.  

 

Similarly, Appendix 3.3.10 shows how influencers can effectively communicate brand feelings 

about self-respect. Here, the influencer includes physical appearance issues in her 

recommendation of a Glossier product, making the branded communication much more relatable 

and trustworthy.  
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In addition, the analysis shows many instances of how influencer marketing can be effective in 

communicating brand feelings about fun and excitement, “Depending on what I'm promoting I 

will emphasize certain feelings, makeup for example can be fun and exciting so engaging with 

my friends/followers and letting them know my honest opinions and feelings of a product will 

naturally come through and I think that element is important” (App 4.7). As illustrated by this 

quote, both the beauty industry and influencer marketing on Instagram seem to lend itself well to 

cultivating brand equity through brand feelings.  

6.1.4.3 Summery 

Overall, both brand judgement and feelings, with their 21% and 38%, respectively, have 

contributed positively to Glossier’s accumulated brand equity. However, brand feelings clearly 

played a more substantial role in building brand equity for Glossier. With the third highest overall 

data score, communication routed in brand feelings must be considered an integral part of why 

consumers engage with social communities, such as Instagram, and can effectively serve as an 

expression of one's extended self.  

6.1.5 Resonance 

The final step in Keller’s CBBE model and the highest level of brand equity is brand resonance. 

As mentioned previously, this building block focuses on the ultimate relationship between brand 

and consumer, and measures to what extent consumers feel they are in sync with the brand 

(Keller, 2013). As such, it can be used to gage how loyal and actively participating consumers 

are with a particular brand. Consumer brand resonance is arguably one of the most important 

sections of the CBBE model and what brands will ultimately aspire towards, which is also why it 

is dissected into further sub-categories of resonance called: behavioural loyalty, attitudinal 

attachment, sense of community and active engagement. The analysis will use these 

subcategories to better understand which elements of consumer resonance can be present in 

influencer marketing.      

Analysis of the online influencer observations revealed behavioural loyalty was present in 6% of 

the data, 34% of the posts showed indications of attitudinal attachment, 13% showed indications 

of sense of community and, lastly, 30% showed evidence of active engagement (App. 5). 

Cumulatively making resonance the most significant CBBE category with 82% of all the online 

data collected, showing some signs of consumer brand resonance.  
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6.1.5.1 Behavioural loyalty 

While only present in 6% of the data, examples of behavioural loyalty are clearly seen in the 

creative use of image storytelling in App. 3.4.3, by aligning two identical Glossier products next 

to each other, one empty and one full, with the simple post caption; “2017 vs 2018”. As a result, 

the influencer effectively conveys her individual brand loyalty and, more specifically, her 

behavioural loyalty by communicating she has done repeat purchases. Similarly, with App. 3.4.7, 

the influencer primarily uses text to convey a very personal story of how she associated different 

fragrances with different parts of her life, which is why she never repurchased fragrances, until 

she was introduced to Glossier. Behavioural loyalty is also highlighted in the Glossier 

representative interviews: “I consider it to be a successful post, when people buy the product 

that I posted about ... Obviously, if it gets a lot of likes that's good, but to me, a lot of likes doesn't 

matter, if you don't get a lot of purchases. I would rather just get 100 likes, but 6 people actually 

went online and bought the product I promoted” (App. 4.5). This clearly supports the notion that 

elements of behavioural brand loyalty can be achieved through influencer marketing. As such, 

behavioural loyalty shows itself in the brand message influencers are indirectly communicating 

but can also serve as major motivation for influencers and why they enter into brand 

partnerships. This is what Ryan & Deci (2000) refer to as extrinsic motivation. In above-

mentioned example, the Glossier representative is influenced by external conditions such as the 

desire for individual success and status. One might argue the desire to sell Glossier products, or 

at least increase her social status within the social community, is one of her main goals of being 

a Glossier representative. 

6.1.5.2 Attitudinal attachment 

Attitudinal attachment was also present in the online data underlining that influencer marketing 

on Instagram is particularly well suited to convey very positive and personal feelings of brand 

attachment. As such, 34% of the data showed signs of attitudinal attachment (App. 5). Most 

significantly, when influencers expressed how the Glossier brand has special meaning to them 

by using statements like “absolute favourite”, “loved this one”, “what dreams are made of”, 

“obsessed with it”, and “adorable”, and using heart emojis, etc. Clear examples of this type of 

attitudinal attachment is evident in App. 3.3.3, 3.8.8, 3.2.10, 3.3.7, 3.4.7 and 3.6.5. Similarly, 

evidence of attitudinal attachment is also present in the influencer interviews, “I try a lot of 

products, but there are only a few that is a desert island for me, and I will say that. If there is 

something that I really love I will go over and beyond and really emphasise how much I love it” 

(App. 4.10). As this quote clearly underlines, sometimes a special and very strong emotional 
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connection can be forged between a consumer and a brand. One might argue that this can be 

referred to as what Ahuvia (2005) describes as love objects. As such, when brand connections 

turn into love objects, consumers use possessions to create meaning and purpose in their lives. 

In this way, love objects can have significant influence on consumers sense of identity and can 

have a great impact on consumers lives (Ahuvia, 2005). Examples of how consumers derive 

meaning and purpose from possessions are clearly seen in the interviews conducted with 

Glossier representatives, “I would let people know if I can't live without a product. Some products 

are in my everyday ritual, I have a personal attachment to them, and I show that in my posts” 

(App. 4.8). 

6.1.5.3 Sense of community 

Furthermore, 13% of the online data showed signs of the resonance subcategory sense of 

community (App. 5), which is most clearly evident when the influencers directed questions to 

their community of followers, asking them about the beauty recommendations, or when 

influencers promoted a product giveaway. In both cases, effectively engaging their community of 

followers at a higher level. Creative examples of this are seen in App. 3.6.8 and 3.8.4. In the first 

example, the influencer asks her community of followers how they would store Glossier products 

and shows how she repurposes old candle glasses to that effect. In App. 3.8.4, the influencer 

creatively asks her community for very specific beauty recommendations, empowering her 

audience and effectively engaging in a triadic brand communication.  These posts are clear 

examples of brand meaning being created between not only brand and consumer, but also 

between the brand, the consumer and the social sphere that the consumer is part of (Heding et 

al. 2009).  

 

Digital communities such as Instagram, which enable sharing of content, can help construct 

consumer’s self-identity (Belk, 2013). As Belk argues, the acts of sharing, commenting, rating 

and interacting have the ability to enforce the sense of community and aggregate extended self, 

meaning even shared online spaces can be considered as part of the aggregate extended self 

(Belk, 2013). The end result being strong feelings of community and aggregate sense of self. 

This is further underlined by Rina Hansen, “I really think Glossier has been successful partly 

because they are authentic. They have created a community that allows them to engage and 

listen to consumers” (App.1.2).    
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When brand relationships become triadic, brand meaning and, ultimately, brand value is co-

created within the brand community. In this way, consumers gain a much greater voice and are 

empowered more than they would typically be in a more traditional dyadic brand relationship.  

This sense of community is further reflected in interviews with Glossier representatives, “I just 

love everything about the brand, they are inclusive, they are communicative, and they build this 

huge community which is so much fun to be part of “(App. 4.6). “I love that the company listens 

to customers’ needs and involve the reps in different aspects. Also, they have created this huge 

community that I love to be a part of” (App. 4.8).  

The ultimate goal being that a strong brand community can lead to socially embedded and 

entrenched consumer brand loyalty and commitment, which will have a significant effect on the 

overall brand equity (Muniz & O’Guinn, 2001). 

Engagement rate relation to resonance: sense of community 

As previously described, the analysis showed that only 13% of the online data had elements of 

the CBBE sub-resonance category: sense of community. A relatively low number considering 

the significance of the community in socially-based marketing programs and how attachment to 

communities can help shape personal identity and brand loyalty. However, this analysis did not 

take Instagram likes and comments into account, but solely focussed on qualitative aspects of 

the Instagram post, meaning, it focussed solely on image quality, message, stylistic styling and 

image sentiment in addition to qualitative aspects of the caption text and its intended meaning 

and message. However, a more quantifiable measure of community engagement, and thus 

sense of community, can be measured by calculating the actual engagement rates of each 

influencer post. Dividing the number of likes and comments each post generated by the number 

of followers the influencer has will give such a quantitative percentage. As such, social media 

engagement rates provide valuable insight into how prevalent the sense of community is, on 

average, for a particular social media account, be it a branded account, personal or influencer 

account. This engagement rate can then be compared to industry benchmarks by calculating 

influencer and accumulative marketing campaign average. In the social media space, where 

algorithms that determine brands organically reach potential are constantly being altered to 

favour advertisement dollars, brands should prioritise the engagement rate more as a guiding 

principle for how their influencer marketing is performing. As such, micro-influencer social media 

strategies, such as the one Glossier has been spearheading, are a direct result of this kind of 

insight. Meaning, a micro-influencer strategy can often yield better engagement results than 

more traditional large-scale influencers. This is underlined by Rina Hansen of Brandheroes, who 
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states that micro-influencers are much more authentic, and they have a much higher 

engagement rate (App. 1.2). 

As detailed in App. 5, the Glossier representatives analysed have a cumulative average 

engagement rate of 12.6% and some of the influencers have average engagements rates as 

high as 24% (@theblushedilly) and 20% (@WhatsUppAsh), while the rest average about 10% 

with @aubreykrekeler at 9%, @bellsxwhistles at 12%, @glowbetter at 9%, @molliemax at 9%, 

@billieanne at 11%, @Courtney.denton at 17%, and @liv.detomato and @lmagelli scoring 

lowest with 6% and 5%, respectively. Even though there is not one universal industry benchmark 

for Instagram engagement with which brands should compare, there are numerous 

benchmarking reports that even distinguishes between different industries. One such benchmark 

report lists the engagement median for Instagram across all industries at a mere 1.73%2. With 

industry specific averages for health and beauty at an even lower 0.98% and influencer specific 

averages for Instagram at 1.87%.  

 

Compared to these beauty industry and influencer-specific engagement rate averages, an 

overall engagement rate average of 12.6% for all the analysed Glossier representatives and 

+20% for the two best performing influencers must be considered to have contributed vastly to 

the overall brand equity of Glossier. As such, a micro-influencer program such as the one 

Glossier has employed by way of empowering an army of brand representatives must be 

considered to have a huge positive impact on the resonance sub-section of the CBBE model 

dealing with sense of community. It must be concluded that a very high degree of resonance and 

specifically sense of community is created by Glossier’s influencer program. Meaning, the 

influencer marketing program analysed in this paper has very significantly and positively 

influenced the brand equity of Glossier.     

6.1.5.4 Active engagement 

Lastly, 30% of the online data had clear evidence of the resonance sub-category active 

engagement. Clear examples of this are seen in App. 3.8.1–3.8.10. These posts clearly show 

how this particular influencer have not just reused official Glossier product pictures or low-quality 

images of her own, but actually invested extra time and energy into taking high quality images 

with appropriate styling and mood. These images can help support her own statements and 

feelings she is trying to convey, which ultimately can help strengthen the overall brand meaning. 

This sentiment is supported by Rina Hansen of Brandheroes, “It is important that brands choose 

                                                 
2 https://www.rivaliq.com/blog/2018-social-media-industry-benchmark-report/ 

https://www.rivaliq.com/blog/2018-social-media-industry-benchmark-report/
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influencers that already love the brand. That is one of the major secrets of working with 

influencers. Choosing influencers that already has a clear emotional connecting to your brand 

and would be more than willing to help spread the brand message” (App. 1.2).  

 

It should be noted, however, that all 86 influencer posts could be considered as active 

engagement because of the fact that these influencers are already Glossier representatives. 

Meaning, they are brand ambassadors already, which, according to Keller (2013), is the 

strongest affirmation of brand loyalty, categorised as active engagement. However, because this 

paper aims to understand how influencer marketing can achieve different levels of brand equity 

and how they relate to each other in the CBBE model, it was important to analyse each level of 

the CBBE model to get a comprehensive understanding of how influencer marketing can create 

brand equity.  

6.1.5.5 Summery 

To summarise, even though brand equity cannot be created solely through the fourth and final 

step on the CBBE brand ladder, it does hold some of the strongest affirmations of brand loyalty 

and attachment, which is why it is typically the aspirational end goal of any socially driven 

marketing program striving to create positive brand equity. As a marketing vehicle for a beauty 

brand such as Glossier, behavioural loyalty in influencer marketing on Instagram might not have 

proven to be overly strong in affirming brand resonance. It did, however, prove exceptionally 

strong in other aspects of brand resonance, namely attitudinal attachment, sense of community, 

if one includes more tangible measurements of brand community, and lastly, active engagement.     

6.1.6 Part I sub conclusion 

The overall purpose of doing such a thorough analysis of the CBBE model, combining online 

observational data with interview data, is to better understand how the different brand ladder 

steps relate to each other and determine if some levels are more important or prevalent 

specifically for Glossier and potentially for the beauty industry as a whole.  
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Customer Based Brand Equity in Glossier Influencer Program 

 Rational Emotional Rational Emotional Brand Resonance 

Salience 

Brand 

Performance 

Brand 

Imagery 

Brande 

Judgement 

Brand 

Feelings 

Behavioural 

Loyalty 

Attitudinal 

loyalty 

Sense of 

Community 

Active 

Engagement 

Brand 

Resonance 

Total 

17.44% 37.21% 45.35% 20.93% 38.37% 5.81% 33.72% 12.79% 30.23% 82.56% 

   Figure 7 - Brand equity in Glossier influencer program 

As such, the analysis found both theoretical and empirical evidence to support that, indeed, all 

steps in the CBBE model are important for influencer marketing programs in the beauty industry. 

The research found clear evidence of all the different CBBE steps with behavioural loyalty being 

the only step with a significantly low score of 5.8%. What’s more, significant differences were 

detected between the left, more rational brand equity steps and the right more emotional, 

intangible brand equity steps. As seen in the table above summarising the analytical results, the 

influencer program analysed scored markedly higher on steps of the CBBE models’ right side. 

Supporting the notion that influencer marketing on Instagram is best suited at conveying 

emotional brand communication—most clearly evident with the 45% and 38% score of brand 

imagery and feelings, respectively.   

 

A relative low salience score also supports the theoretical arguments stating that other social 

platforms such as Facebook and Twitter might be better suited than Instagram at achieving 

brand awareness. However, as also thoroughly argued in the salience section, salience is a 

fundamental and necessary ingredient in all brand equity aspirations because consumers tend to 

trust brands and branded communication more when salience and brand awareness is high. 

Meaning, most of the salience must have been established prior to the influencer interaction on 

Instagram.  

To no big surprise, the most significant CBBE step by far was the resonance step with a 

cumulative total score of 83%, which clearly supports the argument that resonance by definition 

is and should be the aspirational goal of any brand equity building marketing effort, and that the 

resonance step has a very significant and positive influence on the brand equity Glossier creates 

with their influencer program.  

 

A very significant and somewhat surprising research finding, however, was that brand imagery 

was so prevalent in the analysis. With the second highest score of 45%, Glossier´s influencer 

program has been very successful in creating strong, unique and favourable brand associations, 

which has ultimately helped create strong brand meaning and a strong brand image.    
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6.2 Part II: Consumer behaviour survey analysis 

6.2.1 Introduction 

The following section will analyse the survey data and compare the findings to the theoretical 

framework as well as the other empirical data. In particular, the survey is meant to better 

understand how consumer behaviour affects influencer marketing on Instagram and how this in 

turn can positively influence brand equity. As such, it will analyse some of the key motivational 

drivers for why consumers engage in influencer marketing. The analysis will also illuminate how 

consumer trust and sense of identity, in addition to product type and brand awareness, are 

affecting consumer behaviour.  

The survey was conducted online with 100 respondents using Survey Monkey. It is focussed on 

American respondents with a 45%–55% split between male and female respondents, 

respectively, primary age group being 18–29 (39%), 30–44 (35%) and 45–60 (17%) as detailed 

in (App. 6). 

What is your preferred platform for following and engaging with influencers on social 
media? 

Survey data shows that Instagram is clearly the most popular social platform to follow and 

engage with influencers, with respectively 9% for Facebook, 19% for YouTube, 11% for Twitter, 

only 3% for SnapChat and 58% preferring Instagram (App. 6.1). This preference for Instagram 

might be due to its superior ability to convey hedonic values (Lin et al. 2018). Meaning, 

Instagram is superior to other social platforms in its inherent ability to build emotional brand 

connections with consumers (Rina Hansen, 2018). Even though there is both theoretical and 

empirical evidence supporting why Instagram is the preferred and superior social platform for 

engaging with influencers, one might also argue that the age disparity in the survey could be at 

least partly responsible, an argument that is supported by social media statistics, which shows 

Instagram is mostly used by the 18–29-year-old demographic3. 

Which characteristics do you consider when engaging with an influencer on social 
media? 

Influencers can play a crucial role in brand communication strategy; however, there are different 

factors at play when consumers decide to engage and trust influencers on social media. Some 

of the most important factors being the popularity of the influencer (Djafarova & Rushworth, 

                                                 
3 https://www.statista.com/statistics/246199/share-of-us-internet-users-who-use-instagram-by-age-group/ 
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2016), consumers seeking expert advice and recommendations, the pursuit of quality content 

and being part of a community (Lin et al. 2018), which, according to the survey data, all seem to 

be some of the main drivers when consumers engage, follow and trust influencers on social 

media (App. 6.2). Data from the survey suggest that influencer popularity, meaning the number 

of followers an influencer has, does not directly correlate to higher engagement. This is also 

supported by Rina Hansen of Brandheroes, who argues that a micro-influencer approach will 

more often than not lead to higher engagement rates than a celebrity influencer (App. 1.2). The 

survey conducted showed 41% of the respondents strongly disagree that popularity is important 

for engagement and only 30% agrees and strongly agrees that popularity is important (App. 6.2). 

As such, survey data slightly contradicts Djafarova & Rushworth’s (2016) theory, which implies 

that influencers with a large number of followers are more trustworthy and attractive to its 

audience, which in turn will lead to higher reach and more engagement. This theoretical 

contradiction could be due to the fact that consumers tend to favour authenticity above 

popularity, which also seems to be substantiated by several interviews with Glossier influencers 

(App. 4.7, 4.8 & 4.9).  

 

The survey data also revealed that high-quality influencer content played a very significant role 

in respondents’ reasons for engaging with influencers on social media. As such, only 8% 

disagreed or strongly disagreed and 72% agreed or strongly agreed that high-quality content 

played a role in whether they would engage with an influencer on social media (App. 6.2). 

Findings that are supported by Rina Hansen of Brandheroes, who argues that influencers have 

the ability to produce catchy, yet emotional and authentic content. Content that can be very 

appealing to consumers, which in turn makes it a valuable asset for brands (App. 1.2). As such, 

user generated influencer content can be an effective way for brands to circumvent some of the 

traditional communication barriers and build what the CBBE model refers to as emotional brand 

meaning, brand response and ultimately brand resonance (Keller, 2013). In effect building 

positive brand equity and value for the brand.  

Lastly, the survey data also confirms that respondents view sense of community, as detailed in 

the CBBE model or what Muniz & O’Guinn (2001) label as consciousness of kind, as a strong 

motivational factor for engaging with influencers on social media. Only 16% disagreed or 

strongly disagreed, while 59% agreed or strongly agreed that engaging with influencers gives 

them a sense of community (App. 6). As Belk (2013) argues, creation of identity in the digital 

world is largely a process of co-creation by engaging with social content, which becomes an 

expression of identity and, thereby, an extension of self, meaning that consumers engaging with 
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a community of partly branded influencer content becomes an expression of their own identity, 

knowingly or unknowingly forging a strong and valuable relationship with the brand as well as 

the community. This has a significant positive impact on the brand equity and more specifically 

the resonance sub-category of the CBBE model called sense of community. However, it, 

arguably, also positively affects the attitudinal and active engagement sub-categories of the 

CBBE model, depending on how emotionally connected consumers are to the brand and how 

actively engaged they are in the community respectively.  

What makes you trust an influencer on social media? 

At the very core of eWOM and influencer marketing, lies the fundamental understanding that 

brand recommendations from friends and family or digital influencers who consumers already 

have a connection with or view as contextual experts, will always be superior when it comes to 

how trusted the brand message is and how authentic it is deemed by consumers (Lin et al. 

2018). This understanding is supported by Celine Sidani from Pulse Advertising, who claims that 

consumers see influencers as peers they aspire to imitate, authentic personas, who they choose 

to keep track of voluntarily, their recommendations seem much more attainable and trustworthy 

(App 1.1). 

Following on the heels of that fundamental understanding is the notion that the brand message 

is also viewed as more relevant in the eyes of consumers because it emanates from a trusted 

source that consumers already have an established relationship with and have aligned interests 

and preferences.  

 

This understanding was thoroughly substantiated in the survey data, showing strong 

confirmation, with only 8% disagreeing or strongly disagreeing and 69% agreeing or strongly 

agreeing, that authenticity was viewed as an important element to whether survey respondents 

would trust influencer content (App. 6.3). Similarly, 74% of the survey respondents agree or 

strongly agree and only 6% disagree or strongly disagree that relevancy plays a role in whether 

they would trust influencer content on social media. Adding to that, 70% agree or strongly agree 

and only 6% disagree or strongly disagree that they would be more likely to trust an influencer 

they view as an expert within their field (App 6.3). These three elements, trust, expertise and 

relevancy together make up what Rushworth & Djafarova (2016) coined source credibility, which 

they argue has a huge significance on the perceived strength of public perception of the 

influencer communicated message, which in turn ultimately defines to what extent consumers 

purchase intent will be influenced by the influencer marketing program. 
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When it comes to consumer trust, the survey data strongly supports the notion that the 

respondents would be very susceptible to branded influencer messages. One of the main 

reasons for this is the inherent perception of digital influencers as having high source credibility. 

This is very significant in terms of brand equity because it means that there is a high probability 

that influencer marketing programs, like the one Glossier is pursuing, will significantly influence 

consumer purchase intent. When marketing programs positively affect consumer behaviour and 

in particular consumer purchase intent, it must be concluded to have a significant positive impact 

on the overall brand equity of that particular brand. As such, when it comes to consumer trust 

and credibility of the brand message, influencer marketing must be concluded to have great 

potential to affect brand equity.  

Why do you follow or engage with digital influencers on social media? 

Understanding why consumers engage with digital influencers on social media is crucial for 

brands that have a desire to pursue influencer marketing. It helps brands better understand 

consumers’ main motivational and behavioural drivers and helps brands understand how to most 

effectively leverage this behaviour to build a strong brand connection. This brand connection will 

ultimately influence the brand equity positively.  

 

When analysing the survey data some significant connections can be made, which indicate that 

respondents in this survey are highly motivated by what Ryan & Deci (2000) labels as intrinsic 

motivation. As detailed previously in the theoretical framework, intrinsic motivation is fuelled 

solely by personal interests and desires in contrast to extrinsic motivations, in which consumers 

are motivated by a separable outcome (Ryan & Deci, 2000). Examples of intrinsic motivation are 

found in App. 6.4.1,6.4.2, 6.4.5 and 6.4.6, and partly in 6.4.3, where respondents 

overwhelmingly agree that admiration, product reviews, personal interest, emotional connection 

and sense of community are all reasons they follow and engage with digital influencers on social 

media.  For survey question 6.4.3, the data should only be considered partly intrinsic because 

sense of community can also be seen as being motivated by extrinsic motivations. This occurs 

when consumers are primarily motivated by feedback, recognition or status within the 

community, which all are viewed as a separable outcome from the personal interest in the 

community. Extrinsic motivation is only evident in survey question 6.4.4 and partly in 6.4.3, 

which speaks to the same avenues of motivation, namely recognition and feedback. However, 

only 35% of respondents disagreed or strongly disagreed and 54% agreed or strongly agreed 

that the extrinsic motivation of recognition and feedback is important for whether they would 

follow or engage with digital influencers on social media, which is not a huge disparity.  
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Determining that survey respondents are primarily intrinsically motivated to follow and engage 

with digital influencers on social media adds to the overall value of influencer marketing as a 

marketing program, meaning that if consumers are primarily intrinsically motivated, motivation is 

considered more pure and sincere and rooted in an inner personal interest and desire. As 

opposed to extrinsic motivation, which is considered less sincere because the main motivation 

revolves around a separable outcome (Ryan & Deci, 2000). One might argue that marketing 

programs that leverage consumers intrinsic motivation are superior to those that are purely 

extrinsically motivated, in the sense that they are more pure and rooted in personal interest and, 

hence, more likely to forge emotional brand connections with consumers. This revelation can 

have significant managerial implications for brands in the sense that cantering the marketing 

message around consumers inherent and personal interest in the brand is more valuable than 

the pursuit of separable extrinsic outcomes.   

When deciding on a purchase, which product reviews would you value more? 

A fundamental principle of influencer marketing is that consumers tend to value product reviews 

from friends and family higher than statements from the brand itself. In other words, it is 

assumed that eWOM has a significant potential to influence consumer purchase intent and 

influence it more than traditional branded communication. Survey data seems to strongly confirm 

this assumption. 47% of respondents do not value brand communication, while 21% value it, 

which is especially significant when compared with survey data on how respondents value 

influencer reviews (App. 6.5). Here, 47% of respondents indicate that they value influencer 

reviews and only 30% do not value them, a significant affirmation that respondents in this survey 

value influencer product reviews much higher than traditional brand communication. This also 

affirms that influencer reviews have a higher impact on their purchase intent. As Rina Hansen of 

Brandheroes puts it, “[They value it more] because it is real! It isn’t viewed as an ad but viewed 

as part of their life … 90% of consumers trust their peers over a marketing message. Being able 

to see the product in use by friends and family, and people they view as cool, adds life and soul 

to the brand” (App. 1.2). Even though this survey firmly suggests that influencer marketing is 

indeed superior to traditional branding, it should also be noted that pure eWOM from friends and 

family is viewed as vastly superior to both influencer marketing and traditional branding. An 

overwhelming number of respondents (81%) valued recommendations from friends and family, 

and only a very small number of respondents (4%) did not (App. 6.5). As such, this consumer 

insight also confirms the value of marketing programs, such as the micro-influencer programs 

that, in essence, try to emulate eWOM in its purest form. Instead of using large scale celebrity 
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influencers, micro-influencer programs use small scale digital influencers, very similar to your 

personal friends and family, who are much easier to identify with and trust. From a brand equity 

standpoint, this means that there is significant brand equity potential for brands if they utilise 

influencer programs that to some extent emulate eWOM in its purest form.    

How important is it for you that social media influencers clearly disclose paid 
promotions? 

On this particular question, the survey data seems to contradict the theoretical argument made 

by both influencer marketing expert Rina Hansen of Brandheroes, Rushworth & Djafarova 

(2016), and Chang et al. (2014), showing that the sponsorship type of influencer marketing, 

whether it is direct or indirect monetary compensation, does not significantly affect consumer 

attitude. Meaning, the financial incentive digital influencers have to do a sponsored brand or 

product reviews does not negatively affect the brand communication because it is viewed as 

unlikely that influencers would abuse their influence by posting disingenuous reviews or 

endorsements (Rushworth & Djafarova, 2016). The survey data clearly suggest otherwise, with 

5% disagreeing or strongly disagreeing and 74% agreeing or strongly agreeing that it is 

important to disclose paid promotions (App. 6.6). A clear signal that survey respondents 

consider it very important for digital influencers to clearly disclose and distinguish their 

sponsored content from the personal content.    

Certainly, there are many creatives ways of disclosing paid promotions on social media, some 

more subtle than others, and respondents might be answering that it is important for them in 

principle to disclose, rather than how it would negatively affect their brand attitude. Nevertheless, 

there is a contradiction between the theoretical framework and empirical data, which would 

significantly affect how much positive brand equity an influencer marketing program like 

Glossier’s influencer program is likely to create. Apart from clearly disclosing paid sponsorship, 

the theoretical framework suggests that product type and category might actually have an even 

greater impact on consumer attitude and ultimately the positive brand equity created by 

influencer programs.  

How likely are you to buy these products based on influencer recommendations on social 
media? 

The survey data on this question, for the most part, confirms the theoretical assumptions made 

by Chang et al (2014), who stated that brand awareness is a component of brand knowledge 

and that consumers’ ability to trust brands and branded communication is influenced by whether 

they can recognise or recall a brand as being part of a specific product category (Chang et al. 
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2014). As such, only 23% of respondents disagree or strongly disagree and 42% agree or 

strongly agree that they are more likely to have an overall positive brand attitude towards brands 

that they recognise as being well known (App. 6.7), effectively proving the theoretical argument 

presented by Chang et al (2014) that brand awareness and salience is a very important first step 

towards building brand equity because consumers will be more likely to trust brand messages 

from brands with high awareness, which, in turn, will influence their purchase intent. 

 

However, on the question of product type, or more specifically, if consumers are more likely to 

develop positive brand attitudes towards search goods rather than experience goods, there is an 

interesting anomaly. On the one hand, survey data reveals that 25% of respondents disagree or 

strongly disagree and 51% agree or strongly agree that they are more likely to form a positive 

brand attitude if the brand is a search good (App. 6.7). Empirical data seems to support the 

theoretical argument that consumers are more likely to develop positive brand attitudes towards 

search goods from influencer reviews and recommendations. This is further supported by Celine 

from Pulse Advertising, who stated that beauty products, which are considered search goods, 

are ideal when using influencer marketing (App. 1.1). However, almost identical data shows that 

21% disagree or strongly disagree and 51% agree or strongly agree that they are likely to 

develop positive brand attitudes towards experience goods recommended by an influencer (App. 

6.7). This seems to directly contradict the theoretical argument presented by Chang et al (2014) 

that information about experience goods is inherently subjective, personal, difficult and costly to 

obtain, which makes consumers less likely to trust third party information about experience 

goods, such as influencer recommendations (App. 6.7). This apparent contradiction between 

theory and survey data might actually help illuminate one of the major inherent advantages of 

influencer marketing compared to traditional marketing programs. The fact that influencer 

marketing seems to help bridge the gap in, especially, experience goods by providing an 

extremely cost effective and convenient platform to both access and process information about 

experienced goods. Contrary to the theoretical argument presented by Chang et al (2014), 

consumers are likely to trust this information even about experience goods, because they have 

already established a close relationship with an array of influencers who can process and 

convey this information for them, ultimately giving consumers much easier access to valuable 

brand reviews and recommendations about otherwise complex experience goods that will 

heavily influence their brand attitude and, ultimately, the overall brand equity. 
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6.2.2 Part II sub conclusion 

Overall, the survey analysis substantiated the value of influencer marketing. Data showed an 

overwhelming preference for using Instagram to follow and engage with digital influencers. 

Arguably because of its inherent superiority to convey hedonic values that can build emotional 

brand connections. 

   

The analysis revealed a slight contradiction to the theoretical argument that popular influencers 

with large followings are viewed as more trustworthy and attractive by consumers, which might 

be explained by consumers valuing authenticity over popularity.  

 

On the subject of content quality, the analysis revealed that consumers value high-quality 

content when engaging with digital influencers, which is considered a valuable asset for brands 

and a way to circumvent traditional communication barriers. 

  

Survey data also demonstrates that consumers tend to value community engagement highly 

when choosing to engage with digital influencers, which can be viewed as a co-creation and 

expression of identity, which in turn, can have a significant positive impact on the resonance 

sub-category on brand equity.  

 

Respondents clearly valued all three elements of source credibility, which speaks to the strength 

of the influencer brand message and ultimately its ability to influence consumer purchase intent 

and, concurrently, the potential to influence brand equity positively.  

 

In terms of consumer motivation, survey analysis clearly proved that respondents were primarily 

intrinsically motivated to engage with influencers on social media. This is very significant in the 

sense that intrinsically motivated marketing programs are considered inherently more pure and 

rooted in personal interest, which makes them more likely to establish emotional brand 

connections with consumers—ultimately positively affecting brand equity.  

 

Furthermore, the analysis demonstrated a clear tendency for respondents to value influencer 

reviews and recommendations more highly than brand statements. However, it also showed that 

respondents still value recommendations from friends and family the highest, which is 

considered eWOM in its purest form and something micro-influencer programs are effectively 

trying to emulate in the pursuit of brand equity. 
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The survey analysis further suggests a contradiction from the theoretical significance of clearly 

disclosing paid promotions and raising the possibility that it could negatively affect respondents 

brand attitude. 

Similarly, the survey analysis showed an interesting contradiction with the theoretical 

assumption on search goods and experience goods, showing that the apparent disadvantages 

of experience goods being subjective, difficult and costly to obtain information about, to some 

extent, is circumvented with social platforms such as Instagram. Ultimately giving consumers 

easy and trusted access to otherwise complex product and brand reviews within the experience 

goods sector.   

6.3 Part III: Influencer marketing challenges & 
opportunities 

Just like other more traditional marketing programs, influencer marketing comes with its own 

opportunities and challenges. Some of the most prominent opportunities being the brand equity 

potential it represents, while still being very cost effective compared to traditional marketing 

programs. As this thesis has hopefully demonstrated by now, the ways in which influencer 

marketing can help support or directly create brand equity are plentiful and nuanced. At its very 

core, one of the main arguments for influencer marketing is that it is more impactful than 

traditional marketing. As Celine from Pulse Advertising stated, “peer-to-peer recommendation is 

far more influential than the types of recommendations you see in traditional ads … Followers 

see the influencers they follow as peers they aspire to imitate, whether it be through acquiring 

the same style or trying out the same restaurants” (App. 1.1). This directly supports the 

theoretical argument presented by Belk (2013) on how the affiliation to a virtual community and 

even the sense of co-ownership that consumers feel when sharing, commenting, rating and 

interacting, should be considered as an extension of consumer identity, which can have 

significant brand equity implications. 

 

Part of the reason influencer marketing should be considered as more impactful than most 

traditional marketing programs, is its inherent ability to humanise brands and make the brand 

message much more relevant in the eyes of the consumer. “… influencer marketing makes it 

possible to humanize brands and have products come to life through the creative visions of 

diverse people located worldwide” (App. 1.1). As such, the brand message can be conveyed in a 
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much more diverse tone of voice, allowing for a multitude of different perspectives, which 

ultimately serve to make the brand message hyper-relevant to its audience. This, however, is 

also one of the main challenges of influencer marketing. The more creative freedom brands 

allow for influencers and brand ambassadors to interpret and convey the brand message in their 

own voice, the more they lose control over the brand image. “… if done correctly ... brand 

messages can be relayed in a positive, exciting way, that aligns with their overall vision … 

influencers have to be given enough direction through creative briefing, while at the same time 

feeling like they have the freedom to bring the message to life and add their personal touch — 

and brands must be willing to trust influencers to do what they think will resonate best with their 

audience while ensuring they follow requirements …” Celine, Pulse Advertising (App. 1.1).  

 

In other words, brands need to be willing to give up control over some aspects of their brand 

image, in order for influencer marketing to be the most successful and ultimately create the most 

brand equity. It should be considered a trade-off between having absolute control over brand 

image and taking advantage of the ability of influencer marketing to circumvent some of the 

more traditional marketing communication barriers. Being hyper-relevant and authentic to even 

the most niche consumer segment, but on a large-scale format, is the trade-off that should be 

considered. Part of this trade-off is the challenge of managing such a complex marketing 

program and what implications it can have on managerial level (Lin et al. 2018).  

An important theoretical argument to remember in this connection is that brands are both 

socially constructed and social objects, meaning technology has enabled consumers to actively 

engage in the social creation of a brand (Muniz and O’Guinn, 2001). Even if brands were to take 

a more traditional dyadic relationship to their branding program, the social construct around the 

brand would still, to a large extent, be based in triadic communication in consumer communities, 

which the brand might not have control over. Even though brands will need to be less stringent 

about brand image control to get the most value out of the program. Influencer marketing can 

also serve as a way for brands to exert some level of control over social communities in which 

positive or negative social brand meaning will be created regardless.  

6.3.1 Brand manager implications 

The above-mentioned has significant brand management implications on how to manage an 

influencer marketing program. As detailed in the Part III of the theoretical framework, these five 

steps in the management process should be considered when leveraging influencer marketing 

(Lin et al.2018).  
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6.3.1.1 Five-step guideline 

Planning 

Managers need to start by planning for what specific marketing outcomes they want the 

influencer marketing program to be focussed on, meaning brand managers need to determine if 

the influencer marketing is intended to lift brand awareness, change brand attitudes, to support 

conversion efforts, etc.  

Recognise & identify 

Next, brand managers need to recognise and identify the right influencers with demonstrated 

alignment with desired demographic and geographic target audience and make sure they fit the 

scope and budget of the project. Even though very specific targeting is not a new thing in digital 

marketing, it is even more pronounced in influencer marketing.  

“... influencer marketing is targetable and trackable. Marketers are able to pinpoint their specific 

target audience on social, whether it be moms based in Texas or fitness lovers in Germany and 

ensure that their message is getting across to them”, Celine, Pulse Advertising (App. 1.1). 

Alignment 

Then managers need to align influencers with the brand. Meaning, brand managers need to 

choose the right social platform for the values they want to promote. Certain social platforms like 

Facebook and Twitter are generally better at conveying utilitarian brand values and brand 

awareness, whereas Instagram and YouTube are generally superior in conveying hedonic brand 

values, which are more likely to affect brand affiliation and thus strengthen the brand connection 

(Lin et al. 2018). Furthermore, brand managers need to ensure that the influencers are aligned 

with the brand they are hired to promote and have a tone of voice that will ultimately support the 

existing brand image (App. 1.2). This is undoubtedly the most challenging brand manager 

implication because it requires managers to give up some level of brand image control. 

However, it is necessary if brands want to be successful with influencer marketing, according to 

Celine of Pulse Advertisement (App.1.1) 

If brand managers exert too much brand image control in influencer marketing, they risk coming 

across as inauthentic to the target audience they are trying to reach, which is one of the main 

arguments for influencer marketing in the first place: its ability to reach a very specific target 

audience with a more authentic and trusted brand message. According to Rina Hansen from 

Brandheroes, the key to identifying the right influencer, who aligns to a particular brand image, is 

to find influencers who already have that brand connection, “That is the secret of working with 
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influencer marketing. To find influencers who already consumes and loves your brand and would 

be willing to help spread the word” (App. 1.2) 

 

According to Celine from Pulse Advertising, there is an added level of authenticity and trust to be 

gained if brand managers align with influencers who are already brand ambassadors to some 

extent, “… high quality influencers will only promote brands and products they feel they truly 

resonate with them — their followers know this and trust them” (Celine Sidani, App.1.1) 

 

If brand managers and their influencer programs are successful, they can potentially shift or 

strengthen important brand associations about their brand. As such, brands can strengthen 

functional, social and psychological brand associations by choosing the right influencer profiles. 

The brand tone will ultimately be set by virtue of the influencers you choose to promote your 

brand (App. 1.2). 

Motivate & reward 

Brand managers also need to decide how they wish to motivate and reward potential 

influencers. If brands, choose a micro-influencer strategy a large part of the motivation and 

sense of reward will likely be the implied and increase social status and extension of self-

prevalent in influencer marketing.  

Coordinate, negotiate & monitor 

The last step of Lin et al.’s (2018) Five-Step Guideline for working with digital influencers deals 

with making sure to have a management plan ready for how to coordinate, negotiate and 

monitor the actual influencer marketing program—step that still has relevance in influencer 

marketing programs today. However, parallel to the popularity of influencer marketing across 

different industries and business verticals, a whole industry of software programs specifically 

designed to assist in coordinating, negotiating and monitoring influencers has emerged.   

6.3.1.2 Product type implications 

Brand managers also need to consider that certain product types might be better suited than 

others for influencer marketing. As detailed in the theoretical framework section Product Type & 

Awareness, Chang et al (2014) argue that brands considered as search goods should, 

theoretically, be more suitable for influencer marketing than experienced goods, partly because 

they are considered more objective in nature and information about experience goods is difficult 

and costly to obtain. As such, Glossier, and the beauty industry as a whole, might be better 
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positioned to leverage marketing programs. However, as detailed thoroughly throughout the 

analysis, there is a theoretical and empirical contradiction on this specific point and, as argued 

by Celine of Pulse Advertising, more or less everything can be successfully promoted through 

influencer marketing, “Of course beauty products and apparel are “easiest’ to promote, as they 

are seen as more organic through the eyes of online consumers” (Celine Sidani, App. 1.1). 

“In principle, anything can be successfully promoted through influencer marketing if the creative 

concept is strong enough and brands identify and align with the right personalities to push the 

brand messaging across” (Celine Sidani, App. 1.1). 

6.3.2 Part III sub conclusion 

Part III of this thesis has detailed which challenges and opportunities influencer marketing 

represent on a managerial level. As such, it has been argued how influencer marketing can be 

considered more effective than traditional marketing, partly because of how consumers can 

develop profound affiliations to branded virtual communities. Furthermore, the sense of co-

ownership inherent in the user engagement with digital influencers can be an effective extension 

of consumers self-identity, which can significantly influence brand equity.  

 

In addition, influencer marketing has the ability to humanise brands and deliver hyper-relevant 

and contextually relevant brand messages in a trusted and perceptively authentic tone of voice 

to consumers and potentially change brand attitudes. 

 

However, brands need to be willing to give up some level of brand image control. If not, brands 

risk losing control over the social discourse that will shape the brand DNA regardless. The Five-

Step Guideline for managing this process is an important management tool to help plan for how 

to derive the most value out of influencer programs. Brand alignment is an especially important 

step to make sure influencer tone of voice supports the overall brand image. Brand meaning 

should ultimately be considered as partly socially constructed and influencer marketing should 

be considered as a management tool that exerts some control over this social discourse.  
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7 Discussion 
This chapter will discuss findings from the analysis in order to establish strategic 

recommendations on how to leverage influencer marketing on Instagram. This is done in order 

to strengthen the application value of the thesis. Furthermore, this section will discuss empirical 

reflections and future research.    

 

When looking at the major research findings and whether they are in line with what was 

expected from an academic and common-sense perspective, a couple of things stand out. Most 

noticeably, research results regarding awareness and salience. As detailed in the analysis, it 

was surprising to what extent awareness should be considered a prerequisite for influencer 

marketing on Instagram and how important it is as a stepping stone for brand equity. Certainly, 

influencer marketing on Instagram can help lift brand awareness, but it is clear that there is both 

academic- and research-founded evidence that suggests that awareness and salience are not 

the strongest attribute of influencer marketing on Instagram. Related to this issue, this research 

found a clear contradiction in the academic assumption that influencers with high popularity and 

followers are seen as more trustworthy. The findings clearly indicate otherwise, and in fact, claim 

that the brand trust is stronger when conveyed through close relatives. Marketing programs that 

successfully imitate this trust relationship will have an advantage in terms of conveying trusted 

brand messages. This is a strong argument for a micro-influencer marketing strategy. This is not 

overly surprising considering this thesis was partly based on the assumption that a micro-

influencer strategy has become superior to other influencer marketing initiatives. However, it is 

surprising to what extent the academic literature still argues that popular influencers would be 

more trusted than micro-influencers with a smaller follower base.  

 

Another major research finding was the extent to which brand equity is created in the right side 

of the CBBE model, which is typically characterised as the emotional and hedonic phases in 

influencer marketing. As such, both research and academic literature showed a noticeable 

difference between more rationally founded consumer brand equity steps, located on the left 

side and the emotional and intangible brand equity building steps on the right side. Most 

significantly, brand imagery with the second-highest score must be considered a very helpful tool 

to create brand equity in influencer marketing programs. Ultimately creating strong, unique and 
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favourable brand associations, which will ultimately help create strong brand meaning and a 

strong brand image. 

 

My research clearly found evidence that influencer marketing, to some extent, can shape 

consumers’ identity and their sense of identity. By interacting with brands in digital communities 

largely made up of triadic communication, consumers effectively co-create brand identity and 

shape their own identity. This is done through commenting, sharing or liking content shared by 

other influencers on Instagram. However, this increasingly also happens in acts of sharing their 

own brand content, creatively expressing brand imagery associations and brand feelings. Brand 

relationships that are rooted in these powerful and emotional CBBE phases can have a 

significant impact on the brand equity creation in influencer marketing on Instagram. Overall, 

these research findings are very much in line with the academic literature on consumer 

behaviour and motivations for engaging with social communities; however, it is still somewhat 

surprising the extent to which both brand identity and individual identity can be co-created in this 

manner.      

 

It seems fitting that the last major research finding to be discussed should be the resonance sub-

category of the CBBE model. Even though there are clearly several steps needed to build brand 

equity in the beauty industry with influencer marketing on Instagram, resonance is and should be 

the aspirational end goal of any influencer marketing program on Instagram. Reason being that 

resonance holds some of the strongest affirmations of brand loyalty and brand attachment. The 

academic framework clearly supported this assumption and it was not surprisingly also proven to 

be true in the research conducted by this thesis. However, in line with the discoveries about 

brand imagery and feelings, it was surprising that attitudinal attachment and sense of community 

were also significant in building brand equity with influencer marketing on Instagram.       

7.1 Strategic implications & recommendations  
Based on my analysis, this thesis firmly recommends that brands should practice a triadic brand 

management approach. However, acknowledging a triadic brand management approach should 

not be limited to the way brands engage with consumers. Brands also need to actively 

encourage consumers to interact with each other, creating brand meaning in digital and social 

communities like Instagram. Even if brands do not recognise the brand equity potential in 

influencer marketing and are not willing to partly lose control over brand image to act on it, they 

will most likely need to address it because brand meaning will be shaped in triadic digital 
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communities regardless of whether the brands partake or support the social discourse in these 

communities.     

This thesis finds evidence that consumers trust communication from friends, family and 

influencers more than the traditional two-way communication from brands themselves. 

Communicating with consumers through influencers is a good way of building trust and 

conveying authentic brand messages and subsequently monitor brand meaning created in digital 

social communities.  As such, I argue that brands can create brand equity on Instagram by 

acknowledging a triadic brand management approach and by enabling a dialogue and 

interactions between consumers. One way of achieving this is through influencer marketing. 

 

This thesis also recommends that managers should not only employ just an influencer strategy, 

but more specifically a micro-influencer strategy. Contrary to the theoretical framework argument 

that consumers are more likely to trust brand messages from popular influencers, this thesis 

found clear evidence that a micro-influencer approach has inherent advantages in terms of 

communicating to a hyper-relevant audience with an implied superior authenticity. 

 

Furthermore, it is also important that brands work with influencers who have the ability to tap into 

the hedonic needs of their consumers when implementing an influencer marketing program. As 

detailed in my research, brand equity is mostly created in the emotional and intangible sections 

of the CBBE model. For influencer marketing in the beauty industry to become effective, it is 

imperative that brand managers choose influencers who align with the brand image, to allow the 

hedonic and emotional connection already established between influencer and consumer to 

potentially transfer to the brand. 

  

Even though the research did not indicate salience being the strongest building block in the 

CBBE model, it is important for managers to acknowledge that brand awareness and salience is 

a crucial first step in the brand equity process. Additionally, it is important to recognise that brand 

awareness is not created equally on all social media platforms and that it will need to be a 

prerequisite to successfully create brand equity in the beauty industry with influencer marketing 

on Instagram.  
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7.3 Empirical reflections 
This study is based on qualitative as well as quantitative empirical data. Specifically, two 

influencer expert interviews and ten Glossier representative interviews. I believe the combination 

of experts and influencer interviews gives a comprehensive and nuanced understanding of the 

subject matter, allowing insight from both a strategic manager perspective and a practical 

influencer perspective.  

 

However, if the research took an alternative approach and was based solely on quantitative 

data, for example, it would likely have yield very different results. Arguably, with a higher degree 

of reliability, but less nuanced to the specific context.   

 

Furthermore, I recognise that my analysis is based on a single beauty brand. As such, Glossier’s 

influencer program is not representative of the entire beauty industry. However, it gives very 

nuanced insight into patterns and connections that are highly applicable to other brand in the 

same industry. 

7.4 Future research  
The digital landscape and foundation for all socially driven communities are changing at an 

unprecedented pace. Meaning, the marketing effects and consumer behaviour within these 

social communities that seem highly relevant today, might not seem so relevant two years from 

now. This also holds true for influencer marketing on Instagram, which makes further academic 

research into other avenues of influencer marketing highly valuable. 

 

The future of influencer marketing will likely become more dominated by video content from 

influencers. We have seen video content garner more engagement on Instagram. Yet another 

social platform for influencer marketing is YouTube. Further research into this subject would be 

beneficial. Brands are increasingly turning to long format user-generated video content that has 

many of the same hyper-relevant characteristics as Instagram but can have an even greater 

emotional connection and sometimes educational character.  

 

Another area of future academic research is how brand managers can identify and connect with 

the right influencers. In the near future, brand managers will be able to process data and images 

through problem-solving algorithms. Meaning, they can identify the character and personality of 
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individual influencers, but at a large scale. Ideally, brands would be able to use Artificial 

Intelligence to study what their followers are most interested in to ensure brand alignment. By 

studying consumer interests, they can then apply Artificial Intelligence to identify the best-suited 

influencer who matches specific brand values. Further research into this type of machine 

learning and Artificial Intelligence and how it relates to influencer marketing, would be of great 

academic value. 
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8 Conclusion 
The aim of this thesis was to understand how influencer marketing can build brand equity in the 

beauty industry, and how consumer behaviour on Instagram can affect this dynamic. This 

research was approached from a brand management perspective as well as a consumer 

perspective, in order to get a nuanced understanding of influencer marketing on Instagram and 

the patterns and conditions when building brand equity.  

 

It can be concluded that a micro-influencer’s brand strategy has certain eWOM characteristics 

that make it favourable to more traditional large-scale influencer programs. Therefore, brand 

managers should build brand equity by leveraging and focussing on a micro-influencer strategy. 

Inherent conditions of Instagram lend itself to primarily build brand equity using the right and 

more intangible and emotional side of the CBBE model. Focussing on brand imagery, feelings 

and, lastly, resonance should be the aspirational goal of any influencer marketing program. 

However, all steps in the CBBE model can create brand equity—and salience or brand 

awareness is an especially important step for brand equity creation, but to a large degree a 

prerequisite for influencer marketing on Instagram. Online communities and expression of 

identity also play a significant role when building brand equity with influencer marketing. Aligning 

with influencers that have the ability to create a sense of community and express a shared 

identity is of great importance for brand managers.  

 

Influencer marketing on Instagram presents a great deal of opportunities for brands, but also a 

number of challenges. Handing over some level of brand image control and letting influencers 

convey brand messages, albeit in a contextually relevant tone of voice, is by far the most 

significant challenge. However, it is a necessary one if brands wish to leverage influencer 

marketing to the fullest and have some influence over the social discourse that will shape brand 

meaning through triadic communication in digital communities regardless. It can be concluded 

that brands should acknowledge this sense of co-ownership and extension of consumer self-

identity associated with influencer marketing and the acts of engaging with influencer content on 

Instagram.  
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Additionally, it is concluded that influencer marketing on Instagram is applicable for brands 

characterised as both search and experience goods because the dynamics influencer marketing 

on Instagram can effectively circumvent most of the traditional challenges with experience 

goods. 

 

It can also be concluded that intrinsic motivation is the most predominant motivation in influencer 

marketing—both from an influencer and a consumer perspective—which is very significant 

because brands will need to motivate influencers and consumers on an intrinsic level, in order 

for them to build the most possible brand equity with their influencer program. As such, 

relevancy, and even contextual hyper-relevancy, plays a crucial role in influencer marketing.  

 

Based on the findings, this thesis has thoroughly proven how influencer marketing on Instagram 

can be a highly effective marketing vehicle to create brand equity throughout the different stages 

of the CBBE model. 
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Appendix 

Appendix 1.1: Interview Celine Sidani 
Brand Partnership Manager at Pulse Advertisement 

Interviewed: August 8th, 2018 

 

R: Does influencer marketing have a greater value creation potential than traditional 
marketing and why?  
C: Influencer marketing absolutely has greater potential than traditional advertising, and I can 

confidently say that I see it taking over. For one, a “peer-to-peer” recommendation is far more 

influential than the types of recommendations you see in traditional ads, such as celebrities 

speaking in a TV commercial or appearing on a billboard. Followers see the influencers they 

follow as peers they aspire to imitate, whether it be through acquiring the same style or trying out 

the same restaurants, and because these influencers are perceived as “every day,” authentic 

personas whom their followers choose to keep track of voluntarily, their recommendations seem 

much more attainable. Second, influencer marketing makes it possible to humanize brands and 

have products come to life through the creative visions of diverse people located worldwide — 

there is much more creative freedom than in traditional advertising, allowing both for a widened 

reach and different perspectives to come into play.  Lastly, influencer marketing is targetable and 

trackable. Marketers are able to pinpoint their specific target audience on social, whether it be 

moms based in Texas or fitness lovers in Germany and ensure that their message is getting 

across to them. On top of this, results are trackable in real time, where brands are able to see 

reactions from potential consumers, as well as things like link clicks and possible follower growth 

on their own social accounts — KPIs are measured more efficiently and in more detail.  

 

R: How does influencer marketing differ from other marketing avenues in terms of how 
brands can control the brand image? 
C: Influencer marketing undoubtedly allows for more creative freedom on the influencers’ part, 

which does somewhat decrease the control brands have on their image. At the same time, if 

done correctly by working with the right influencers, brand messages can be relayed in a 

positive, exciting way that aligns with their overall vision. In order for an influencer campaign to 

be successful, influencers have to be given enough direction through creative briefing, while at 
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the same time feeling like they have the freedom to bring the message to life and add their 

personal touch — and brands must be willing to trust influencers to do what they think will 

resonate best with their audience while ensuring they follow requirements, such as using 

particular hashtags and addressing certain talking points.  

 

R: How can influencer marketing generate brand loyalty? 
C: Influencer Marketing campaigns are key for generating brand loyalty. Especially if carried out 

by multiple bloggers targeting similar audiences, and with frequent posts over a set period of 

time, these audiences will get to experience the brand and its products consistently, keeping 

them top of mind and forming an intention to purchase. This becomes more powerful when 

various platforms are used. For example, if one sees a product that catches his or her eye in a 

static IG post then goes to see that the same influencer posted a more in-depth tutorial of the 

product on YouTube, they will only be more keen to discover more about the brand. The number 

one way to generate loyalty in my opinion is through brand ambassadorships, where an 

influencer who feels particularly connected to a brand becomes the face of it across platforms 

and adopts an exclusivity agreement.  

 

R: What elements of influencer marketing makes consumer trust the branded 
communication more? 
C:  A “peer-to-peer” recommendation is far more influential than the types of recommendations 

you see in traditional ads, such as celebrities speaking in a TV commercial or appearing on a 

billboard. Followers see the influencers they follow as peers they aspire to imitate, whether it be 

through acquiring the same style or trying out the same restaurants, and because these 

influencers are perceived as “every day,” authentic personas who their followers choose to keep 

track of voluntarily, their recommendations seem much more attainable. Also, majority of the 

time, high quality influencers will only promote brands and products they feel they truly resonate 

with — their followers know this and trust them. 

 

R: What are some of the advantages and disadvantages of a micro-influencer strategy vs 
a traditional social media strategy? 
C: The number one advantage of utilizing micro influencers in a campaign strategy is the fact 

that they are able to reach extremely niche, loyal followings. Micro influencers tend to have the 

highest engagement and truly take the time to respond to their followers and the questions they 

have. Through them we’re able to target audiences as specific as those who follow vegan or 
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gluten free diets in certain cities in the Northeast USA — it’s really incredible! The one 

disadvantage is of course the fact that their total reach is lower than those of larger influencers, 

whom some brands book primarily because they will be able to generate more impressions. Our 

experience has been that quality and loyal following is much more valuable than booking those 

who appear to have more influence at the surface.  

 

R: How important is brand awareness when partnering with an influencer? 
C: Brand awareness is extremely important when partnering with an influencer. Even if the 

influencer has just heard of the brand when we approach them for a campaign, we ensure that 

he or she takes the time to really get to know the ins and outs of the company, through both 

reading brand briefs and getting to know the product weeks in advance before signing on. The 

more awareness and knowledge an influencer have about the brand, the more powerful the final 

result will be. 

 

R: Is influencer marketing more cost effective than traditional marketing and if so why?  
C: Influencer Marketing is more cost effective than traditional advertising primarily because 

marketers are able to reach audiences that are both more massive in size for cheaper, and 

much more specific. Brands should feel more comfortable booking Influencer Marketing 

campaigns simply for the fact that they know their dollars won’t be wasted going towards 

audiences that merely do not care about their product.  

 
R: What are some of the managerial implications of influencer marketing? 
C: Of course, influencer marketing isn’t always a perfect strategy — one will run into execution 

problems from time to time. Issues we see frequently are influencers posting before content has 

been approved by a brand, which is rare but can happen, as well as content not going up at the 

agreed upon time set in the content timeline. These things are important, as a sponsored post 

going up to close in time to another sponsored post by another brand may hinder its visibility and 

overall reach, especially with the new Instagram algorithm.  

 

 

R: Are there some product types that are more suitable for influencer marketing than 
others?  
C: Of course, beauty products and apparel are “easiest” to promote, as they are seen as more 

organic through the eyes of online consumers. However, through our experience, we have seen 
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that creative minds can share any type of product in an authentic, appealing way that best suits 

their audience. We have worked with food brands and restaurants, hotels, automotive brands, 

banks, cell phone makers, and even phone apps. Anything can be successfully relayed through 

influencer marketing as long as there is a strong creative concept and the right personalities 

pushing the messaging across.  

 

 

 

Appendix 1.2: Interview Rina Hansen 
 Co-founder of Brandheroes  

 Interview: 30 april 2018 

 

RS: Hvad er en influencer ifølge dig? 
RH: En influencer er en person der på de sociale medier kan influere. Det kan være at influere 

omkring et brand, produkt, oplevelse, service eller noget hvor du kan se et uptake på en 

business et sted. En god influencer er en der får rigtig god engagement rate, dvs. gode likes og 

kommentar fra deres følgeskare. Det er en, der har en følgeskare der ikke er købt, men som er 

autentisk og organisk og som gerne kommer fra et specifikt lokalt område. Det ser vi rigtig meget 

på hos Brandheroes. Et eksempel kunne være By Malene Birger’s butik i Gøteborg. Her vil vi 

gerne ha influencers fra Gøteborg men som også har followers fra Gøteborg. Hvis influenceren 

har followers fra andre steder i Danmark, så ville hun overhovedet ikke være interessant i denne 

kampagne. Et andet parameter vi kigger på er om hendes followers har den samme brand 

affinity som hun står for. I tilfældet med By Malene Birger ville det så være, at de elsker mode og 

shopping og brands som ligner By Malene Birger. Hos Brandheroes går vi faktisk ind og kigger 

på alle disse faktorer. For os er det egentlig ligegyldigt om hun har 1000 followers, 10.000 eller 

100.000 followers det er stadig disse parametre vi kigger på, for at se om hun er en god 

influencer. Eller han... Vi har lige mange kvinder og mænd. 

 

RS:  Kan du fortælle mig om der er nogle fordele og ulemper ved brugen af Influencer 
marketing? 
RH: Der er rigtig rigtig mange fordele ved at bruge influencer marketing og jeg kan sikkert kun 

lige komme i tanke om nogle få. Men det, at du kan få noget content og nogle billeder hvor dit 

produkt er i live, hvor produktet har liv, sjæl og hjerte. 90 % af forbrugerne stole mere på peers 



 87 

fremfor et marketingbudskab. Det at kunne se produktet i brug hos familie, venner og cool 

mennesker giver brandet liv og sjæl. Det at influencers taler godt om brandet og virksomheden 

og at det passer til deres feed og personlighed, det giver noget helt fantastisk til brandet og 

produktet. Det er utrolig autentisk og trustworthy omtale.  

Ud over de fantastisk brugerskabte brandbilleder og positiv omtale som influencer marketing kan 

skabe, så har du også den her helt autentiske underskov af for eksempel micro- influencers som 

spreder ordet som en fantastisk steppebrand fyldt med hjerter, som rammer ind på dine venner 

og families væg. På denne måde får du den vildeste reach. Vores mål er at vi ville kunne 

erstatte en Super Bowl reklame til februar 2019. Her er der en reklame reach på 115 millioner. 

Lige nu har vi med alle vores Brandheroes en reach på 22 millioner, så det vil sige, at vi skal op 

på 30.000 Brandheroes så har vi den samme reach som en Super Bowl commercial. Forskellen 

er … fordi det nu er Budweiser eller Heineken eller hvem der ellers plejer at gøre det… det var 

vist Volvo sidst… som køber sådan en reklame, det jo bare en film der kører og du ved jo 

egentlig ikke om folk ser den. Du kan ikke måle på den. Du kan ikke tracke på det eller engagere 

dig med den eller andet. Hvis du nu fik influencers og specielt micro- influencers, fordi de har en 

højere engagementsrate, hvis du bruger dine penge der i stedet for, så ville det for det første 

være billigere, meget billigere. Derudover ville du kunne få en masse content ud af det og for det 

tredje så ville du faktisk få alle de her mennesker til at gå ned og købe en Budweiser, og på 

denne måde få salg ud af det. Ulemper ved influencer marketing, ville være at du som brand, 

arbejder med de forkerte influencers. At du ender med influencers der har købt deres followers 

eller som har nogle followers, der bare ikke passer ind i dit segment eller location, altså din 

geografi. I værste tilfælde kan de tale dårligt om dit brand. Det er vigtigt at vælge de influencers, 

der i forvejen elsker dit brand. Det er jo det, der er hele hemmeligheden bag arbejdet med 

influencers.  Det er at finde dem der i forvejen bruger dit brand og elsker dit brand og derfor ville 

elske at sprede budskabet om brandet. 

 

RS: Kan du fortælle hvilke udvalgskriterier i går efter når i vælger influencer til en klient? 
RH: Vi bruger vores platform og vores algoritme til at måle antal followers, hvor de kommer fra, 

deres autencitet og hvilke brand infinity de har. Alle de ting kan vores algoritme se hurtigt. 

Dernæst kigger vi på personen. Personen kan jo egentlig godt ha en fantastisk 

engagementsrate, men bare ikke ha den æstetik som brandet kigger efter. Her er det et trained 

human eye der skal tage stilling til, hvem der er den rigtige influencer til et givent brand. 

RS: Mener du tone of voice, hvor billedet samt tekst skal gå op i en højere enhed? 
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RH: Ja, det er faktisk en god måde at beskrive det på og dernæst handler det om brand fit. 

Passer pigen til MAC fremfor Gosh eller Tom Ford eller Kiehl's. Vi har nok 20 forskellige makeup 

brands og vi gør meget ud af at finde lige præcis den rigtige type til de forskellige brands.  

 

RS: Er der elementer ved Influencer Marketing der skaber særlig meget brandværdi? 
RH: Jeg tror som i alt andet branding, så handler det ikke om en ting, men om hele mosaikken i 

brandoplevelsen du skaber om et brand den der “dreamfactor” der blir skabt. Det er egentlig 

ligegyldigt hvor mange followers influenceren har, det handler om, at du som deres følger 

allerede ved at den her person, eksempelvis elsker Tom Ford og nu har hun så en sponseret 

post med Tom Ford. Det er jo super fedt. Vi har faktisk arbejdet med nogle hjerneforsker, som 

viser, at hos micro influencers, dem der har det virkelige tætte forhold til deres følgeskare, her 

registrerer din hjerne ikke at der står #sponsored eller reklame i modsætning til store bloggere 

og instagrammers. Dette stærke forhold mellem instagrammers og followers, det er en særlig 

autentisk brand oplevelse. Det er den måde du opdager et brand på, det er den måde du 

opdager nye produkter på. Hvor ser du ellers produkter henne i dag? Du er jo på din telefon og 

på Instagram hele tiden. Vi ser, at vores brugere er på Instagram minimum to timer om dagen. 

Det er jo helt vanvittigt. Hvor bruger de ellers deres tid? Hvor skulle du ellers fange dem? hvis 

det ikke var på Instagram. Så hvis du vil fange forbrugerne, så skal du bruge micro- influencers. 

 

RS: Hvilke forhold ved forbrugeradfærd og medielandskabet har haft størst betydning for 
at Influencer Marketing er så relevant? 
RH:  Det er fordi forbrugerne bruger en stor del af deres tid på sociale media. De bruger næsten 

ingen tid mere på tv og print reklamer er nærmest dødt. Det er ihvertfald nedadgående så der 

hvor du skal fange forbrugerne, er på sociale media og specielt på Instagram. Brands kan godt 

selv gå ind og lave sponseret post osv. men det bliver dyrere og dyrere at købe sponseret post 

og Instagrams algoritme gør, at du bliver set mindre og mindre. Især den organiske reach er 

nærmeste ikke eksisterende. Så her bliver du nød til at komme ind på forbrugerens væg på en 

anden måde og det gør du så gennem influencers. 

 

RS: Hvor stor betydning mener du user generated content og det at forbrugere kan 
kommunikere på kryds og tværs af kanaler har for, at influencer marketing er relevant i 
dag? 
RH:  Det er jo derfor sociale media eksisterer. Hvis forbrugerne ikke lavede content, så var der 

ikke noget der hed sociale medier. Hvis jeg har lagt noget op, går jeg ofte tilbage for at se 
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hvordan det har klaret sig. Der er et hook, ved sociale medier. Fra brandets synspunkt, betyder 

det jo også, at de skal have nyt content hver dag. For 5 år siden, skulle brands producere 2 

reklamer om året, spring/summer og autumn/winter, idag skal de have 365 reklamer minimum. I 

dag kan brandet simpelthen ikke selv klare det og det vil heller ikke give mening med deres 

marketingbudget. Her bruger man user generated content og man bruger det fra de influencers 

man mener har det perfekte brand fit og som kan give noget ekstra til brandet i eksempelvis 

coolness og troværdighed. 

 

RS: I hvor høj grad er kommunikationen mellem forbruger og brands gået fra at være 
todimensionel til multi-dimensionel og hvordan ser i det kommer til udtryk? 
RH: For 10 år siden var der jo ingen dimension. Dengang var det one-way kommunikation. Det 

var brandet, der talte og du kunne ikke tale tilbage til dem. Så kom der web2.0, hvor du kunne 

tale en smule med dem, men det var stadig meget editeret. Senere med sociale medier, blev 

man nærmeste nødt til at co-create sit brand. Altså frigive det, fordi du kunne ikke styre hvis folk 

gik ind og købte, f.eks. en By Malene Birger jakke og så gik ud og tog billeder af den og omtalte 

den online. Du kan ligeså godt lade være med at sælge noget, hvis du ikke vil ha folk til at 

snakke om det online. Så på den måde, er kommunikationen mellem brand og forbruger blevet 

mange dimensionelt. Spørgsmålet er ikke så meget mere at tage kontrol, det var det for 5 år 

siden. Her handlede det om, for virksomheder, hvordan man kontrollerede samtalen. Nu handler 

det mere om, at du selv sætter den rette tone og at du så dermed ser at andre følger den. Lidt 

ala restauranteffekten. Du ved, hvis du går en på en restaurant og der ligger skrald over det hele 

og folk ikke har ryddet op efter sig selv, så går du heller ikke hen med din skrald, du gør derfor 

bare som alle andre men hvis der fint ryddet op, hvis der er sparkling clean, den lækreste 

oplevelse, Så sviner du heller ikke.  

 
RS: Hvorfor tror du at forbruger identificerer sig mere med influencers frem for 
virksomheden? 
RH: Fordi det er real! Det bliver ikke set som reklame. Det bliver set som, det her er mit liv, det 

her elsker jeg, det her produkt bruger jeg. 

 

RS: Er der platforme der er bedre til Influencer Marketing end andre? 
RH:  Instagram er helt klart den bedste platform til influencer marketing, det viser alle 

undersøgelser. 
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RS: Hvilken rolle spiller kendskab til brandet når man prøver at skabe brand værdi 
gennem Influencer Marketing?  
RH:  Kendskabet til brandet er fundamentet! Du skal først kende brandet for så at kunne 

begynde at interagere med det. På denne måde bliver du opmærksom på produkt og brand. 

 

RS: Hvordan kan brands styrke de funktionelle, sociale og psykologiske associationer til 
deres brand gennem Influencer Marketing? 
RH: Brand kan styrke de funktionelle, sociale og psykologiske associationer til deres brands ved 

at vælge de profiler som der støtter op omkring dit brand. Så hvis du har en brand profile, der er 

meget bohemian, meget freedom, meget young fun, så er det den slags influencers og KUN den 

slags influencers du vælger at samarbejde med. Så du sætter tonen via dem. 

 

RS: Hvordan mener du Influencer marketing kan bruges til at forme forbrugeres brand 
meninger og følelser? 
RH:  Influencer marketing kan bruges til at forme forbrugerens meninger og følelser ved, at 

engagere sig med influencers som er dygtige til at vise emotionelle product placement i deres 

posts, i deres billeder, i deres caption. Der er rigtig mange influencers, der blot sætter en emoji 

op og et billede. Men der er også rigtig mange, der er sindsyg gode skribenter. Altså, hvor du 

virkelig lever dig ind i deres billeder. Det kan være emotionel meget gribende, meget rørende og 

det er jo det du gerne vil frem til som brand. 

 
RS: Hvordan kommer brand loyalitet til udtryk ved Influencer Marketing? 
RH:  Ved at du vælger de personer, der allerede bruger dit brand eller som er typen, der ville 

bruge dit brand, så det virker autentisk. 

 

RS: Hvorfor mener du at Glossier har haft så meget succes ved brugen af influencers? 
RH:  Jeg tror Glossier har haft succes med influencers fordi de er real. Glossier har virkelig skabt 

et community, hvor de taler med og ikke bare til forbrugerne. De engagerer sig utrolig meget 

med deres følgeskare og spørge ind til, hvilke produkter de elsker og hvad de kunne tænke sig i 

butikken. Der er det “venne forhold”, som er helt unikt for de her influencer brands. 

 

RS:  Hvorfor mener du at Glossier primært benytter sig af micro influencers? 
RH:  Jeg mener Glossier primært bruger micro-influencers, fordi micro-influencers har højere 

engagement rates og dermed højere reach samlet set, samt er mere autentiske. Igen, det her 
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med, at hvis en kæmpe influencer og ligger et sponseret indlæg eller paid partnership op, så 

registrerer forbrugeren det som var det en reklame. Men hvis det er en helt almindelig person 

som du og jeg, så registrere din hjerne ikke at der står sponseret. 

 

Appendix 3: Observational Influencer Data 

Appendix 3.1: @aubreykrekeler 

3.1.1 3.1.2 

 

 

3.1.3  
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Appendix 3.2: @bellsxwhistles 
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3.2.3 3.2.4 
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 94 

Appendix 3.3: @glowbetter 
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Appendix 3.4: @molliemax 

3.4.1 3.4.2 
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3.4.7 3.4.8 
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Appendix 3.5: @billieanne 
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Appendix 3.6: @WhatsUppAsh 
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Appendix 3.7: @liv.detomato 

3.7.1 3.7.2 
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Appendix 3.8: @theblushedilly 

3.8.1 3.8.2 
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3.8.7 3.8.8 
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Appendix 3.9: @imagelli 

3.9.1 3.9.2 
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Appendix 3.10: @Courtney.denton 

3.10.1 3.10.2 
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3.10.7 3.10.8 
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Appendix 4: Influencer Interviews 

Appendix 4.1: Aubrey Krekeler (@aubreykrekeler) 
Glossier Rep: Aubrey Krekeler 

Instagram: @aubreykrekeler 

Followers: 1565 

Interviewed: May 24th, 2018  

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 
A: This is a new way of interacting with their customers. Glossier is very unique. I think 

companies want a different point of view, they don't just want one way of putting it out there, they 

want to interact with people who use their products, in this way the brands get much more info 

than just doing the marketing themselves. Also talking to a friend is much more different than 

listening to what a company has to say.  

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
A: For me it doesn't. I don't care if the brand is known or not. I would only share a post, a product 

if it is something that I truly like or think there's something of interest about it. However, I would 

need to put in more information in the specific post if it is a less known brand. I also encourage 

followers to DM me if they want more info. 

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
A: I focus on the important parts to me. When Glossier launched their new mascara, I pointed 

out the things that was important to me such as smurging and lasting effects and like that. 

 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
A: For me specifically values as a brand is something, I have to align with in order for me to be 

using the product. Ethics and sustainability are very important to me.   
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R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
A:  I am 100 percent honest in that sense. I would say what I like about a product and I would 

also compare products. I believe credibility is super important when being rep. So yes, I’m 

always honest when I judge or review a product or a brand. However, I would have other people 

in mind when I criticise a product because I might be allergic to the ingredients of the product but 

that doesn't necessarily mean the product is bad. 

 
R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
A:  Yes definitely. If I´m super excited about a product I let my followers know. 

 

R: When promoting a product for a brand, what do you consider a successful post?  
A: Honestly, I don't have a large following. I focus on an image that pleases me. Likes or 

comments doesn't really matter to me. I mean I pay attention to it but that's it. 

 
R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
A: That's not my end goal so that is not important to me. It's more important for me that I’m 

educating people about the product that I post. 

 
R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
A: I don't really give a back story however I share what I like about the product and I would also 

let my followers know if there's a product I couldn't live without. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
A:  I don’t get a lot of comments on my post however specifically with Glossier products I do get 

private messages with question regarding the products.  

 
R: Why are you a Glossier rep?  
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A: I’m a Glossier rep because I truly love the brand, even before I became a rep. I love what the 

brand stands for and more, so I use all their products. I find joy in helping other people figure out 

what works for them. If I can help someone feel better about their skin, I am more than happy to.  
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Appendix 4.2: Ashley (@WhatsUppAsh) 
Glossier rep: Ashley 

Instagram: @WhatsUppAsh 

Followers: 915 

Interviewed: May 23th 2018 

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 

A: I think they want to have people, like myself, within the influencer community to help get the 

word out about their brand/new product launches. We may have different followers than they do 

or different demographic that they haven't been reaching, that we can help reach out to them 

and spread the word and our opinions.  

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not? 
A: I think the biggest difference I notice is that if the brand is more popular, you tend to get more 

engagement and views on that particular post. At the same time if people follow a particular 

influencer because they like their opinions and recommendations it might not make a difference 

whether the brand is well known or not. 

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
A:  I would say in most product promotions, I haven't done many besides making reviews on 

products myself, I think it's important to talk about all of those features so that readers can get as 

much information about the products as possible, so they don't have to do as much research. It 

also shows that you as an influencer actually took the time to research and test the product and 

became knowledgeable about it. 
 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
A: I wouldn't say I go into the history of a brand unless it relates to what I am posting about, 

however, if I like what a brand stands for, I will include their values as it may be what other 

people look for in a brand and may not have known that. I often include why I like a specific 

brand other than just their products. 
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R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
A: I won't do a promotion for a brand if I can't give my own opinion about it. If I can't be myself 

and give my honest opinions then I will feel like I'm not being true to myself and those who read 

my posts, who are looking for those honest opinions about products and brands.  
 
R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
A: I try to keep my posts pretty positive. Even if I don't particularly like a product, I'll explain that it 

didn't work for me because of said reason, but everyone has different tastes and skin types so 

what may not work for me could work amazing for someone else.  
 
R: When promoting a product for a brand, what do you consider a successful post?  
A: I consider it a successful post if I've included any research about the product, my honest 

thoughts from testing the product out and for how long, and include as much detail about the 

application, finish, and length of wear for the product if it is makeup. If I read over what I write or 

how the picture looks, I will work on it and revise it until I have a good feeling about it. 

 
R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
A: My goal for my page isn't to have people buy the things I post about, brands might want that 

to be a goal, but I honestly want to just give my opinions and give followers knowledge about the 

products I use and how I use them. I started my page solely because I absolutely love beauty 

and I wanted to share it with more than just myself. If people happen to purchase products from 

being influenced by me it makes me really happy because it shows that followers care about my 

opinions and keeps my inspiration flowing. 
 

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
A: Usually I'll explain if this was the first product I am trying from the brand or if it's been a brand 

I am using for a long period of time. There are a few brands I have used for years and when I 

became cruelty free and finding out a few of them were cruelty free and I could continue to use 
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them I grew a stronger attachment to those brands. I don't always express my attachment in 

posts. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
A: Back to the questions about how big the brand is. If it is a more popular brand, I find I have 

more engagement and comments on that specific post and people will express how they like it or 

how they may be interested in trying it and asking about different details that they look for that I 

can answer for them. 

 
R: Why are you a Glossier rep?  
A:  I became a Glossier Rep about a year ago now. I found out about Glossier shortly after 

beginning my page and bought some product to test out. I reached out to them explaining this 

and saw a few people listed as a Rep and asked about the Rep program and what it was, and 

that's how I became a rep. I am a rep because the products are great, but mostly because of the 

community and the amazing people I met because of being a rep. If anyone gets a chance to be 

a rep I would honestly do it. It's such a fun experience.  
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Appendix 4.3: Billie @billieanne 
Glossier Rep: Billie 

Instagram: @billieanne 

Followers: 561 

Interviewed: May 31st, 2018 

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 

B: Sometimes I find things on Instagram that I wouldn't be able to find myself. I think it is a good 

way for discover new things. So, I think that is why Glossier use influencers. 

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
B: Its doesn’t really matter to me. I'm more interested in, if I like and would use the product  

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
B: It is not something that I dig into that much. But with their recently launched mascara. I took a 

picture and posted that I really like how long my lashes look. So sometimes I do emphasis on 

how the product performs 

 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
B:  I sometimes do. But it is important to me that all of my post stay natural so if there's a 

purpose then I will of course mention the brands values and history. 

 
R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others? 
B: I probably wouldn't post about it if I felt a product performed bad or it was something that I 

wouldn't use. 

 
R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
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B: Yes, I would emphasise anything positive. I try to be authentic with those things. I was really 

excited when Glossier's new Mascara launches and I let my followers know that. 

 
R: When promoting a product for a brand, what do you consider a successful post?  
B: I would consider it a successful post if my followers would go to my rep page a purchase the 

product. Normally these posts are not the post that gets the more likes and engagement. But if 

they go to my rep page and buy the reviewed product. That is was motivates me. 

 
R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
B: it is important to me that my followers buy the product. 

 

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
B: I try to emphasize my attachment to a brand. If I’m passionate about a product or a brand I 

will let them know. I’m very brand loyal. Most of my wardrobe is from Madewell therefore I do a 

lot of post wearing Madewell clothes. Brand loyalty is very important to me. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
B: I don’t get a lot of engagement on my post. I don't really get that kind of engagement on my 

post. 

 
R: Why are you a Glossier rep? 
B: I just really love the brand. I've been using Glosser’s products since they launched and I’m 

really brand loyal. I would use their products even though the rep program did not exist. Their 

products really work, and I am so happy to be part of this community.  
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Appendix 4.4: Courtney Denton 
Glossier Rep: Courtney Denton 

Instagram: @courtney.denton 

Followers: 938 

Interviewed: June 5th, 2018 

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 
C: Marketing research has shown that consumers trust other “normal people” more than they do 

celebrities or influencers. I also don’t consider myself an influencer, however within my network 

of friends and acquaintances I’m trusted for my beauty knowledge. 

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
C: It helps if the brand is well-known and has a good reputation. However, if a product that is not 

well known simply works great, I have no issues being open about how much I like it. 

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
C: For beauty, efficacy and performance, I feel are the most important features to highlight. On 

Instagram, beautiful packaging, style or design stand out, so that is also nice to highlight. 

 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
C: If a brand has a strong voice and vision, often the products align with their brand voice, so I 

don’t need to do much more to relay that. For example, Glossier’s lash slick is not a super 

impactful mascara. However, it aligns closely with the brand’s messaging and their easy and 

natural beauty message. A company's values however mean a lot to me, so I try to emphasize 

this. 

  
R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
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C: Always - if I am promoting a product, it is because I believe it is having some beneficial 

quality or value. If the product is not great, either I will suggest an alternative or not speak about 

it at all. 

  
 
R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
C: Always - I want to make it clear that I only share products that I enjoy using. But if there's a 

product that I like I always show my excitement and engagement.  

  
R: When promoting a product for a brand, what do you consider a successful post?  
C: I consider a post with high engagement or impressions to be successful. Engagement can 

either be likes, or comments and messages where I’m having a discussion with my network. 

 
R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
C: Fairly important. If they make a purchase, that is what proves me to be a valuable and trusted 

voice. 

  

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
C: Minimally, unless the brand has a mission that aligns with a personal passion (perhaps being 

environmentally friendly, like Girlfriend Collective). Often promos are focused on specific 

product. It’s the brand’s job to sell their whole story. 

  

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
C: Yes, especially when it is new! For example, I used my own money to purchase Glossier’s 

Lash Slick and got more responses to my Instagram story than with other product. I think this 

was because I capitalized on the buzz surrounding its newness and was one of the first people 

to give a first impression. 
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R: Why are you a Glossier rep?  
C: I truly enjoy and use their products every day. I started following the brand at their launch and 

admire how forward-thinking they are with their “social media first” strategies. Especially with 

their rep program, they do a great job of utilizing their customer base in new ways that older, 

more established brands don’t.  
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Appendix 4.5: Kelsey McKee (@bellsxwhistles) 
Glossier rep: Kelsey McKee 

Instagram: @bellsxwhistles 

Followers: 2291 

Interviewed: May 15th, 2018 

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 

K: Because it is much more authentic than putting up an add. A customer saying a product is 

great, is better than a company saying their own products are great. 

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
K: That doesn't matter at all to me. I just promote it! But obviously it is better for me if it is a well-

known brand, because if the repost the picture that I posted, it would give me more followers. 

 

R:  When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
K: I would definitely talk about the pros and cons of a product. Talk about the shipping and 

whether or not it was easy to order.  

 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
K: Anything that I promote I make sure it goes along with my branding too. I want to make sure 

that the product reflects in my image. I do emphasis if the brand has good values, however I 

mostly do that in my stories on Instagram. I think personality of a brand is very important. Values 

and personality go a long way. 

 
R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
K:  If the product doesn't work, I will say that. I think it’s important to let people know you are 

honest, and you give and sincere opinions about products. 
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R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
K: I would definitely promote my positive feelings. I love finding new ways of using products so if 

a product, let’s say, not only hydrates but also helps acne I would say that. I think it is a good 

way of letting your followers know what you feel about certain products. 

 
R: When promoting a product for a brand, what do you consider a successful post?  
K: I consider it to be a successful post when people buy the product that I posted about. I can 

track that with Glossier which I really like. Obviously if it gets a lot of likes that's good but to me a 

lot of likes doesn't matter if you don't get a lot of purchases. I would rather just get 100 likes, but 

6 people actually went online and bought the product I promoted. 

 

R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
K: it is pretty important, that is always the goal. 

 
R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand? 
K: I think I do that, especially with Glossier. Glossier was the first company I ever worked with. I 

really emphasize my positive feelings regarding Glossier as a brand and I try to do that in every 

post. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
K: Yes. Especially when Glossier releases a new product that I post. Other Glossier reps react 

and comment and engage with it and in this way other people, that's not necessarily a Glossier 

rep, tend to do the same. 

 

R: Why are you a Glossier rep?  
K: Well I absolutely love the brand. They were the first brand that I started working with. I reach 

out to them and asked if I could be a Glossier rep and they said, yes! Since then it has brought 

me so many opportunities. I know that a lot of brands partnered with me because I'm a Glossier 

rep. Companies are reaching out to me because they have seen that I'm a Glossier rep. It's 

brought me so many friends, I have so many close friends all over the country because of 
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Glossier. Glossier as a company, every single thing that they do, they put their customers in 

consideration. They invited the reps to come to the office to test the newly launched mascara, it 

is so cool that the include us in person in the process.  They are always customers first. I just 

love them.  
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Appendix 4.6: Lauren Foley (@glowbetter) 
Glossier Rep: Lauren Foley 

Instagram: @glowbetter 

Followers: 5051 

Interviewed: May 27th 

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 

L: I think it is a great way to connect with people on a very human level. It lends a more realistic 

touch. It's so much different than hard marketing. It's more a soft marketing that connects with 

people in a way that's more honest. It is a way for people to connect with people that they know. 

You are interacting with people you know and in this way there's a sense of trust which I believe 

is why brands works so much with influencers. 

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
L: It doesn't make a difference in how I approach in reviewing something. I tend to have better 

experiences with larger more established brands. I would need to put in more info in my review 

or post if it is a less known brand, if I feel like people have no idea of the brand or what they do. 

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
L: I don’t go into as much detail as others do. This is more kind of a hobby for me. I stick to very 

much how I feel about a product in terms of performance, how my skin reacts to something. I 

don't go so much into packaging etc. 

 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
L: Not at all. I think as an influencer it is important to be true to you on personal brand rather the 

brand of the company. I think it breaks trust with people if you change your image and the way 

you work because the brand tells you to do. 

 
R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
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L: I always try to be honest. I don't like doing tons of negative reviews. If a brand sends me 

something as a gift and I don't like it, I won't talk about it. But if I am required to talk about the 

product in that case, I will say my honest opinion. Also, if I have a bad reaction to something, I 

would want people to know what and why. However, I’m a fan of Glossier and I do believe most 

of their products perform really well. 

 
R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
L: Yes definitely!  If a product performs well, I will let people know how much I like it, how it has 

improved my skin and if I’m excited about something I will say that too. I'm much more inclined 

to talk about things I like, things that are enjoyable to write about, make videos about. I do tend 

to be more positive. 

 
R: When promoting a product for a brand, what do you consider a successful post?  
L: I consider a post successful when people engage in comments. I think likes are great too, but 

I think it is so hard with the algorithm on Instagram, it's hard to reach people now. But I really 

enjoy when people are commenting about what they like about the product, whether they are 

excited to try it out or not or if people reach out to me in DM´s and ask for more information. 

When people engage on this level, I find the post to be most successful. 

 
R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
L: It’s not important to me at all. I believe every person's skin is different. With Glossier I do 

make a commission when my followers buy products however it is so small. I personally really 

hated when people try to do a hard sell and convince you to buy something so that's not the 

philosophy that I follow. 

 

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
L: Absolutely!  I love to talk about products that I use over and over again, products that I can't 

live without. Sometimes even products that have made a positive impact on my life and skin. 

When you are passionate about a brand and you buy a certain product over and over again, 

that's what tells people this really works for me. 
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R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
L: Sometimes they do. I love seeing when people comment to each other. I don't have a huge 

page, so I don't get a ton of that kind of engagement, but it is really fun to see when other people 

interact with each other and you can see people are excited. 

 
R: Why are you a Glossier rep?  
L: I am a huge fan. I started using Glossier products when they first came out. They only had a 

couple of products. I have been hard core into their products from the beginning because their 

products work. They are affordable, and they work. I just love everything about the brand, they 

are inclusive, they are communicative, and they build this huge community which is so much fun 

to be part of. So, when they asked me, almost a year ago, if I wanted to become a rep, I jumped 

on it. Since then it's been a lot of fun. I can be as involved as I want or as little involved as I 

want. The best part has been to engage with this community of like-minded enthusiast, other 

brand reps. It's been so much fun for me. 
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Appendix 4.7: Lynn Magelli (@lmagelli) 
Glossier rep: Lynn Magelli 

Instagram: @lmagelli 

Followers: 1756 

Interviewed: May 30th, 2018 

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 

L: It is much more authentic. I believe it is the new way of doing marketing. We trust our friends 

and family more than companies, so it is a good way for companies to spread the word. 

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
L: If the products is less known that means I have to put in more information than usual for my 

followers to engage they need to know the product. 

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
L: I try to emphasize product features like performance, style etc. but I try to do it as natural as 

possible. But yes, I believe that's the overall purpose of doing a review. 

 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
L: I do try to touch upon usage situation. I let people know how to use the products. I don’t go 

into values and history as much as I would like to, because it’s not a blog post but Instagram. I 

try to keep my captions short, but I also like to include the brand message and what the brand is 

currently doing to help promote a product and again be transparent with the product I'm using 

and why I like this particular brand and their message. 

 

 

R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
L:   If I am typically not a fan of a product, I usually will keep that from a review, but I will include 

how something is working for me, so people understand why I am promoting a brand/product.  I 
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think being honest and transparent are really strong values of mine so that comes across in what 

I promote online/social media outlets. 

 

R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
L: Depending on what I'm promoting I will emphasize certain feelings, makeup for example, can 

be fun and exciting so engaging with my friends/followers and letting them know my honest 

opinion and feeling of a product will naturally come through and I think that element is important 

to be raw and honest with what your promoting. 

 

R: When promoting a product for a brand, what do you consider a successful post?  
L: I consider a successful post if I have engagement and people actually go through my 

webpage and order the products that I am promoting. 

 
R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
L: To me it's important because I get acknowledgement from that brand and a kick back that 

helps me promote new products going forward. 

 

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
L: I will sometimes emphasize my attachment especially with skincare/makeup since its typically 

in my everyday routine. I will show it through my captions on images that I post. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
L: Yes! Or more so in real life!  Which is even better.  I've had so many people engage with me 

in the products I'm promoting, or I get direct message inquiring too which is so exciting to have a 

community built around a brand. 

 

R: Why are you a Glossier rep?  
L: I'm a glossier Rep. because I love the products and what the brand stands for. They want to 

include everyone and build a community around their brand and products. They are innovative 

and fun, what's not to love about the company!!  
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Appendix 4.8: Mollie (@molliemax) 
Glossier Rep: Mollie 

Instagram: @molliemax 

Followers: 910 

Interviewed: May 29th 2018  

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 
M: I think it is a great way for companies to spread the word and be very authentic. This is a new 

way of interacting with their customers and I believe we are going to see much more of this in 

the future.  

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
M: I don’t know. It really doesn't. I tend to favour well-known brands because it is easier for me 

to promote. If my followers know the brand and its value, then I can just focus on what I like 

about the particular brand or product.  

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & price?  
M: I don’t really focus that much on the price. The style and the design of the product is very 

important to me. 

 
R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
M: For me specifically, values as a brand is something, I have to align with in order for me to be 

using the product. Ethics and sustainability are very important to me.   

 

R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others? 
M:  Honestly, I try not to write bad reviews. If there's a product that I don't like I try not to feature 

it on my feed. I think that Instagram is a very positive platform and I like to keep my posts 

positive with a certain vibe. I won't collaborate with brands that are too far from my own brand. 
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R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
M:  Yes definitely. I let my followers know, if there's a product that I’m really happy about. If the 

product awake emotions or memories I will mention that too. I did a post a while back about 

Glosser’s fragrance. I was really descriptive about my emotions regarding the scent of the   

Fragrance. I received so many complements. I loved it so much that I had to repurchase the 

fragrance and I let my followers know that. 

 

R: When promoting a product for a brand, what do you consider a successful post?  
M: I don't have a large following. I don't get tons of comments. I like doing fun pictures and post 

about products that I like. I really do like helping other people so that would be my main goal with 

my account. 

 

R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
M: I mean if they do, that means I’ve done something right. Right? I do link to my rep page every 

single time I promote a Glossier product and let my followers know that they will get 20% of their 

purchase. But my main goal is to have fun with my page. 

 

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
M:  I would let people know if I can't live without a product. Some products are in my everyday 

ritual, I have a personal attachment to them, and I show that in my posts. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post? 
M:  I don’t get a lot of comments on my post so not really. 

 

R: Why are you a Glossier rep?  
M: I’m a Glossier rep because I really like the brand and what the company stands for. I am loyal 

to the company because their products really work and I'm happy to let other people know that. I 

love that the company listens to customers’ needs and involve the reps in different aspects. 

Also, they have created this huge community that I love to be a part of.  
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Appendix 4.9: Olivia Detoma (@liv.detomato) 
Glossier Rep: Olivia Detoma 

Instagram: @liv.detomato 

Followers: 968 

Interviewed: May 31st, 2018 

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 
O: I think the reason brands are using influencers is because it is much more authentic than 

traditionally marketing. We believe and trust in our peers much more than we do companies. 

Also, I think it is a good way for companies to reach out to demographics that they wouldn’t be 

able to reach with traditional advertising. 

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
O: Personally, it wouldn't make a difference for me if the brand is well known or not. However, I 

do tend to get more likes when I do post about more established brands. Maybe because people 

know more about the brands. 

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
O: I always try to emphasise on how the products perform. I really love style and design, so I try 

to talk about that in my posts. 

 

R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
O: I believe history and values are very important aspects of a company. However, I try to keep 

my captions short. I would go deeper in a blog post 

 
R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
O: To be honest, I don't think I would say anything negative about a product. If the product did 

perform poorly I would either try to spin it or not say anything at all. 
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R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
O: I would definitely mention anything positive about a product. I try to show my excitement in 

every post I make. I try to be authentic and fun and I try to express my feelings as much as 

possible. 

 
R: When promoting a product for a brand, what do you consider a successful post?  
O: I don’t have so many followers. So, I consider my post to be successful when I do a good 

review or when my followers end up buying the product. But honestly, I just really like helping 

other people discover new products and brands. 

 

R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product? 
O: It does help. But it is not my main goal. 

 

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand? 
O: I always show my personal attachment to a brand and I let my followers know that. I use a lot 

of skincare products and some of these products are a ritual to me. I rely on these products 

every single day and I would definitely mention that in a post. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
O: No, not really 

 

R: Why are you a Glossier rep?  
O: I love Glossier. When I was asked to become a rep, I said yes immediately.  I just think their 

branding goes well with mine and I love helping other people, so it is really fun for me. I enjoy 

testing out products and love the community a lot. I like that the company involve their 

influencers and that they put customers first.  
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Appendix 4.10: Lilly Chapin (@theblushedilly) 
Glossier rep: Lilly Chapin 

Instagram: @theblushedilly 

Followers:   3278 

Interviewed: May 15th, 2018      

 

R: Why do you think brands like Glossier and other brands partner with influencers like 
you? 

L:  At this point in consumerism people don't really trust companies anymore. I feel like people 

don't always want to be marketed by brands. So, I think going through an influencer or 

somebody who has a community who trust them, is what the customers want. I.e. in my 

community I try to be as honest as possible, so people know the can always trust my reviews 

and feel comfortable asking me questions about it. It's a much more personal and trustworthy 

way to get products in front of potential consumers. 

 

R: When promoting a product for a brand, what difference does it make, if any, whether 
the brand is well known or not?  
L:  The only difference it would make is how much product info I would promote in my post. I.e. 

Glossier’s new mascara just launch. People know what Glossier is all about, so I don't have to 

tell them who Glossier is or why they created the product. I just have to tell them why I 

personally like it. If it is a smaller brand that is less known, I do try to tell them more about the 

company, what they put emphasis on, their history, values etc. I try to tell the story of the brand a 

bit more, because I think people want to know that. 

 

R: When promoting a product for a brand, to what extent do you emphasize product 
features like; how the product performs, product reliability, style and design & prize?  
L: I try to touch on those things.  In my Instagram reviews I try not to have super long patches, 

just because personally I don't like reading long captions. So, I try to keep it short and simple. 

On my Instagram I will briefly go over things like;  It smell really amazing, it made my skin feel 

really soft etc. I let people know if the product is worth their money. I also mention if it is really 

cool packaging or if it is an annoying packaging to use. In my blog post I go much more in detail. 

 

R: When promoting a product for a brand, to what extent do you promote the brand’s 
image, such as; personality, values, history and usage situations?  
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L: I try to do that, as much as possible. It is really important to me that brands have good values 

and are ethical and cruelty free and are using good ingredients. So yes, I definitely I try to 

emphasise the personality trait of the specific brand or product. I think it is really important to 

help brands to get well known for what they are doing and not just their products. So is yes 

values and history of a brand is super important. 

 

R: When promoting a product for a brand, to what extent do you give your personal 
opinion and judgement on quality, credibility and if this product is better than others?  
L: I try to be very positive. Honestly, I would feel bad talking really bad about a product. I don't 

feel comfortable doing that. So, if i can't find anything positive to say about the product I won't 

talk about it. I would say something like. “It didn't work for me, but it might work for someone with 

super oily skin” I try to spin it in a positive way so that I'm not bashing the product. 

 

R: When promoting a product for a brand, to what extent do you emphasize your positive 
feelings, such as; fun, excitement, warmth & self-esteem?  
L: I try to be as honest as possible. I tell if I’m excited about a specific product. I would tell if a 

product made a difference in my daily life. 

 

R: When promoting a product for a brand, what do you consider a successful post?  
L: Numbers wise, I like it when my post gets 400 likes or above and the more genuine comments 

the better. There are a lot of bought accounts where people just write “love this caption”.. But I 

really want genuine comments like “thank you for reviewing” “so excited to try this product”. The 

more genuine engagement a post gets the more successful I think it is. I try to do really great 

photo quality and then it all depends on the day, the time, people's moods in terms of 

engagement.   

 
 

R: When promoting a product for a brand, how important is it for you that your followers 
end up buying the product?  
L:  Ultimately that is the goal of brands sending me things! But I never pressure my followers to 

buy anything. I just graduated college and moved to the city, I would never be able to afford 

tenth of the products that I have. It is just because brands send them to me, that's why I have 

access to them. I try to keep that in mind when I post. I try to remember that there might be 
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someone who is following that can’t afford the product.  However, I would always say if a product 

is worth your money. 

 

R: When promoting a product for a brand, to what extent do you emphasize your own 
personal attachment to the brand?  
L:  I try a lot of products but there are only a few that is a desert island for me, and I will say that. 

If there is something that I really love I will go over and beyond and really emphasise how much I 

love it. 

 

R: When promoting a product for a brand, do you feel your followers discuss and talk 
about the promoted product in your post?  
L: Yes, sometimes! But it doesn't happen often. I will interact and respond to every comment and 

always answer everyone's question and try to help them out. People however have been talking 

about some of the products on my post showing support to products others liked and didn't like   

 

R: Why are you a Glossier rep?  
L:  Two years after Glossier had launched, I had just moved to the city. I saw their products and 

posters everywhere, I really thought they were cool and a brand that I liked to know better. 

Around that time, I started posting beauty product on my Instagram and I contacted Glossier and 

was like “hey I really want to be a rep for you guys” and they offered me their rep program. I was 

actually blown away that they did that, because my account was very small.  Now I use their 

products every single day and I really do like them and I feel they are a good price point for most 

people, so I feel comfortable talking about them frequently. It is something that’s accessible to 

everybody.  
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Appendix 5: Influencer Post Analysis 

Influencer Brand Brand Resonance Likes Comments 
Engagem
ent rate 

 Salience Performance Imagery Judgement Feelings 
Behavioral 
loyalty 

Attitudinal 
attachment 

Sense of 
Community 

Active 
engagement    

3.1 @betterinblackk                         
3.1.1   1    1   155 3 10.06% 
3.1.2  1   1  1   103  6.56% 
3.1.3   1       160 4 10.44% 
3.2 @bellsxwhistles                       9.02% 
3.2.1   1  1     171 10 7.89% 
3.2.2     1     146 10 6.80% 
3.2.3 1  1     1 1 229 57 12.47% 
3.2.4  1        199 21 9.59% 
3.2.5  1     1   263 14 12.07% 
3.2.6 1 1        163 5 7.32% 
3.2.7    1    1 1 308 8 13.78% 
3.2.8 1         268 8 12.03% 
3.2.9     1    1 537 14 24.02% 
3.2.10 1 1  1   1  1 277 16 12.77% 
3.3 @glowbetter                       11.87% 
3.3.1   1 1     1 281 7 5.44% 
3.3.2     1    1 471 5 8.99% 
3.3.3   1 1   1  1 401 6 7.68% 
3.3.4   1  1    1 519 17 10.12% 
3.3.5       1   227 4 4.36% 
3.3.6   1 1 1     461 16 9.01% 
3.3.7    1 1  1   407 7 7.82% 
3.3.8   1 1      494 8 9.48% 
3.3.9   1  1    1 606 11 11.65% 
3.3.10   1 1 1    1 611 11 11.74% 
3.4 @molliemax                       8.63% 
3.4.1  1 1  1  1   55 3 6.24% 
3.4.2  1 1  1     104 6 11.84% 
3.4.3      1    101 0 10.87% 
3.4.4 1 1 1       67 0 7.21% 
3.4.5 1         97 4 10.87% 
3.4.6     1     78 4 8.83% 
3.4.7  1 1   1 1   94 2 10.33% 
3.4.8  1   1     51 1 5.60% 
3.4.9 1 1        89 9 10.55% 
3.4.10     1     105 9 12.27% 
3.5 @billieanne                       9.46% 
3.5.1   1  1     31 2 5.77% 
3.5.2   1  1     170 1 29.90% 
3.5.3  1     1   33 6 6.82% 
3.5.4   1    1   26 0 4.55% 
3.5.5     1     49 0 8.57% 
3.6 @WhatsUppAsh                       11.12% 
3.6.1  1  1      137 5 14.99% 
3.6.2       1 1  135 6 14.89% 
3.6.3  1     1 1  111 4 12.14% 
3.6.4       1   251 12 27.77% 
3.6.5  1   1    1 176 4 19.01% 
3.6.6 1 1        199 6 21.65% 
3.6.7 1         188 8 20.70% 
3.6.8   1    1 1  213 11 23.65% 
3.6.9  1 1 1      220 10 24.29% 
3.6.10    1   1   160 5 17.42% 
3.7 @liv.detomato                       19.65% 
3.7.1  1        61 1 6.35% 
3.7.2   1  1     74 4 7.99% 
3.7.3   1      1 42 0 4.30% 
3.7.4   1  1 1    109 9 12.09% 
3.7.5  1 1  1  1   60 6 6.76% 
3.7.6       1  1 45 1 4.71% 
3.7.7  1     1   56 1 5.84% 
3.7.8 1         69 6 7.68% 
3.7.9       1   37 1 3.89% 
3.7.10         1 49 0 5.02% 
3.8 @theblushedilly                       6.47% 
3.8.1  1 1    1 1 1 616 16 16.62% 
3.8.2 1  1 1   1 1 1 1075 29 29.04% 
3.8.3  1 1      1 653 31 17.99% 
3.8.4 1  1 1   1 1 1 732 25 19.91% 
3.8.5   1 1   1  1 1067 42 29.17% 
3.8.6  1 1    1  1 441 8 11.81% 
3.8.7  1 1  1  1  1 711 41 19.78% 
3.8.8  1 1 1    1 1 939 23 25.30% 
3.8.9  1 1    1  1 1224 15 32.59% 
3.8.10  1 1 1   1  1 1311 44 35.64% 
3.9 @lmagelli                       23.78% 
3.9.1  1      1  58 2 3.43% 
3.9.2  1        65 2 3.83% 
3.9.3   1  1    1 97 6 5.88% 
3.9.4     1     89 1 5.14% 
3.9.5   1  1  1   67 4 4.05% 
3.9.6     1     109 7 6.62% 
3.9.7 1   1      64 7 4.05% 
3.9.8     1     104 2 6.05% 
3.10 @Courtney.denton                       4.88% 
3.10.1     1     117 5 12.87% 
3.10.2   1   1   1 128 6 14.14% 
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3.10.3     1     128 5 14.03% 
3.10.4  1   1 1    134 9 15.08% 
3.10.5   1  1     145 6 15.93% 
3.10.6  1  1      117 15 13.92% 
3.10.7  1        135 6 14.87% 
3.10.8 1    1     142 6 15.61% 
3.10.9 1       1  286 7 30.91% 
3.10.10   1       167 8 18.46% 
SUM 15 32 39 18 33 5 29 11 26     16.58% 

% 17.44% 37.21% 45.35% 20.93% 38.37% 5.81% 33.72% 12.79% 30.23%  
TOTAL 
AVE 12.63% 

Total # posts             
86             
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Appendix 6: Survey 

6.1 What is your preferred platform for following and engaging with influencers on social media? 

        

 Instagram Facebook YouTube SnapChat Twitter Total  

6.1.1 58 9 19 3 11 100  

 

 

6.2 

Which characteristics do you consider when engaging with an influencer on social 
media?  

        

  

strongly 

disagree disagree 

neither agree 

or disagree agree strongly agree Total 

6.2.1 

Number of 

followers 20 21 29 28 2 100 

6.2.2 

They post high 

quality content 5 3 20 45 27 100 

6.2.3 

It gives me a 

sense of 

community 10 6 25 36 23 100 

 

 

6.3 What makes you trust an influencer on social media? 

        

  

strongly 

disagree disagree 

neither agree 

or disagree agree strongly agree TOTAL 

6.3.1 

If they are 

authentic 4 4 23 46 23 100 

6.3.2 

if they post 

relevant 

content 2 4 20 50 24 100 

6.3.3 

if they are 

experts within 

their field 4 2 24 42 28 100 

6.3.4 

We are part of 

the same 

community 4 8 24 45 19 100 
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6.4 Why do you follow or engage with digital influencers on social media? 

        

  

strongly 

disagree disagree 

neither agree 

or disagree agree strongly agree Total 

        

6.4.1 I admire them 8 11 29 44 8 100 

6.4.2 

They post 

product 

reviews 10 16 42 28 4 100 

6.4.3 

It gives me a 

sense of 

community 2 15 23 45 15 100 

6.4.4 

It gives me 

recognition 

and feedback 18 17 11 41 13 100 

6.4.5 

They fulfil my 

personal 

interest 6 6 21 51 16 100 

6.4.6 

I’m 

emotionally 

connected 7 16 29 24 24 100 

 

6.5 When deciding on a purchase, which product reviews would you value more? 

        

  

strongly 

disagree 
disagree 

neither agree 

or disagree 
agree strongly agree Total 

5.1 

Statements 

from the brand 

itself 12 35 32 19 2 100 

5.2 

Social media 

influencer 

reviews and 

recommendati

ons 17 13 23 42 5 100 

5.3 

Reviews and 

recommendati

ons from 

friends and 

family 4 0 15 42 39 100 
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6.6 How important is it for you that social media influencers clearly disclose paid promotions? 

       

 

strongly 

disagree disagree 

neither agree or 

disagree agree strongly agree Total 

       

 3 2 21 27 47 100 
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6.7 How likely are you to buy these products based on influencer recommendations on social media? 

  

strongly 

disagree disagree 

neither agree 

or disagree agree strongly agree Total 

        

6.7.1 

Electronics, 

beauty 

products, 

furniture 12 16 21 38 13 100 

6.7.2 

Travel 

destinations, 

restaurants 12 9 28 46 5 100 

6.7.3 

Products from 

brands that 

are well 

known 12 11 35 34 8 100 

6.7.4 

Products from 

brands that 

are not well 

known 15 34 25 20 6 100 

 

Age  

  

< 18 0 

18-29 39 

30-44 35 

45-60 17 

>60 9 

  

Total 100 

 

Gender  

  

Male 45 

Female 55 
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