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ABSTRACT 
The invention of the Internet has changed peoples’ lives. Most of us cannot even imagine living 

without it anymore. At the same time new technologies have changed how companies connect 

with the customers. With the emergence of the Internet there has been the growing number of ways 

companies can meet their customers at diverse phases, though different channels as for example 

social media. Thus, helping companies to reach more customers than ever before by employing 

the most impactful word of mouth and the latest trend influencer marketing on those platforms. 

 
Hence, the purpose of the thesis was to investigate the effect of service advertising via YouTube 

platform’s influencers on consumer behavior in Lithuanian market.  

 

In order to do so, qualitative research was carried collecting both primary and secondary data. To 

collect the data that would help to answer the research question from consumers perspective 8 

qualitative semi structured interviews and netnography were done.  In addition to this, YouTubers 

perspective was considered to be relevant to better understand the situation in Lithuania regarding 

this phenomenon. Hence, qualitative surveys with open questions were sent to content creators to 

collect the necessary information.  

 

The findings of the thesis suggest YouTubers are able to influence consumers in trying one or 

another service. However, the consumers barely notice or recognize service-based advertising on 

YouTube through YouTubers.  All the interviewees have remembered and could name the product 

advertising and some with giving specific examples of one or a couple of products. This might be 

due to the fact that usually services are organically incorporated into the video or by creating a 

specific theme, storyline that would cover that service and that is exactly what the audience wants 

to see. However, the main issues that arose are trust in YouTubers, transparency, relevancy of the 

service and advertisement and its subjectivity.  

 

Further research paths as well as theoretical and practical implications for both YouTubers and 

companies are discussed.  
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1. INTRODUCTION  

 

The fact that people are curious creatures has been long known. People have been watching the 

prototype of reality television shows for around seven decades now (Holmes & Jermyn, 2004). 

The reasons for doing that have been long researched, as for example Reiss & Wiltz (2004) find 

out that people watch them to get the stimuli of the most personally valued feelings or joys that 

are intrinsic. It should be mentioned that, from the beginning people were watching the unscripted 

situations that unfamiliar people undergo (Holmes & Jermyn, 2004), however moving forward 

with the growing media market and abundance of diverse activities and television programs to 

choose from, reality shows creators have started scripting situations or all shows so viewers would 

be attracted, and shows would keep them interested and gathering to the TVs to watch the program 

with advertisement interruptions.  

 

While marketing, which is defined as “the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, clients, 

partners, and society at large” (American Marketing Association, n.d.). moved from applied 

economics to marketing being considered as integral organizations’ part (Kumar, 2015). Proposing 

that now with the plenty of options available, companies need to offer something more 

experiential. They have to diversify through experiences no matter what stage the customer is or 

what type of contact there is, as due to the redundancy, marketing noise and fast pace of life, 

customers might miss or skip even relevant product or service advertisement.  

 

Furthermore, the emergence of the Internet brought the advantages of accessibility and 

connectivity, providing multiple benefits for both individuals and businesses. With the emergence 

of the Internet usage, companies in various sizes and industries have and some are still adapting 

to the modern-day customers, trying to meet them directly or indirectly where they are in an 

attractive way. Hence, digital marketing implementation has become widely used.  Nowadays, it 

is well established practice that customers and consumers are using various online tools to share 

their experiences, opinions and give recommendations about companies, products and services 

they use, as well as to find more information about the offerings and what is behind them. At the 

same time, diverse online tools are being used by businesses to promote themselves and their 

offerings, whether that be products or services. Hence, the advancement of technologies and online 
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tools has been changing the customers’ and businesses’ relationships (Lee, Shi, Cheung, Lim, & 

Sia, 2011).  

 

Moreover, with the Internet came social media phenomena. Here, with multiple variations of social 

media, word of mouth has been taken place in various forms. The advancement of technologies, 

the Internet development and growth in use, has attracted the interest from both scholars and 

practitioners regarding digital marketing. Keeping in touch with the traditional and considerably 

the most influential type of marketing, affecting consumer behavior – word of mouth (Hussain, 

Guangju, Jafar, Ilyas, Mustafa, & Jianzhou, 2018; Nielsen, 2012), has been transferred and is being 

used in the digital environment. Hence, creating a new form of communication that is electronic 

word of mouth. Even though, by some considered as just a version of a traditional method, it is 

found to have distinct and differential features that sets both word of mouth and electronic word 

of mouth apart (Huete-Alcocer, 2017). Those different characteristics that the Internet gave to 

electronic word of mouth, helps to overcome the limitations, boundaries of non-electronic word 

of mouth (Hussain et al., 2018).  

 

Nowadays, social media platforms are places for user generated contents. They have become one 

of the places to share either positive or negative customer experiences with the organizations and 

their offerings for them to be heard and seen by others and or the firms themselves. Hence, social 

media websites and applications have become the platforms, where consumers can be heard not 

only by other existing, potential and former customers but also companies themselves. It is known, 

that company’s knowing and appreciating the influence of word of mouth motivate their customers 

to leave reviews, so that would attract even more customers, as that is how the power of word of 

mouth works. At the same time, there have been raised issues regarding the credibility of the 

sources and whether the real customers have left the positive reviews, as people get paid or 

otherwise remunerated for that, or were those reviews real at all, as their credibility cannot be 

checked by the consumers (Huete-Alcocer, 2017).  

 

What is more, today, there are many tools, techniques and ways to promote online. Likewise, 

human beings, who have big following base, constantly seek more and consider their presence on 

social media as work, has attracted firms’ interest. Those people are called by multiple names such 

as: “influencers”, “opinion leaders” (Lin, Bruning, & Swarna, 2018). This phenomenon is known 
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and can be noticed and experienced on many social media platforms such as Instagram, Facebook, 

Twitter, YouTube and etc. As for example, influencers on YouTube are also called “content 

creators” and those differ in their content types and styles and communication with the viewer. 

While “vlogger” is another term used to name YouTube content creators, who blog about their 

daily lives and, or come up with interesting ways to entertain their audience through the video 

format at the same time incorporating some products or services to advertise, which is could be 

considered as product placements, similar to the conventional one in movies and TV shows. 

Hence, with the development and growth of technologies many things have changed or at least 

gained a different form. As before mentioned the old reality shows now could be considered to be 

taken place in the form of vloggers, affecting peoples’ as consumers behavior, since by being 

present on for example, YouTube platform by having their own channel, creating and sharing 

video content, which attracts the audience, they act and resemble a sort of celebrity endorsers.  

 

Hence, it can be said that in social media influencer’s domain intertwine various previously 

researched concepts and theories such as word of mouth, celebrity endorsement, parasocial 

interaction, that creates the one sided bond between the influencer and the audience, product 

placement, self-presentation theories that encompass content and influencer marketing. Therefore, 

they are relevant researching YouTube content creators influence on the consumers.  

 

1.1. PROBLEM AREA AND RESEARCH QUESTION  

 

Scholars have been interested in social media since it’s appearance, hence there are plenty of 

various articles written about it. YouTube with its diversity of purposes and functionality has been 

the focus of plenty researches in multiple spheres. While specifically considering the user 

influence on other users has been widely investigated as well as, the impact of the influencers has 

been widely researched and it is known that it definitely affects, influence the consumer. Hence, 

the name of those personas. Those types of researches have been focusing on both companies and 

customers perspective. Nonetheless, there are certain aspects that previous scholars have 

overlooked and therefore, social media and influencer marketing literature is missing.  

 

First of all, most of them investigate the effect of product-based promotions such as related to 

luxury brands (Lee & Watkins, 2016), beauty products and fashion influencers on both YouTube 
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and Instagram (Sokolova & Kefi, 2019). Hence, to the authors knowledge, little or no research has 

been done with the focus on specifically services and not products with the exception for traveling 

- destination marketing (Uzunoğlu, & Kip, 2014). Keeping in mind, that services has distinct 

features from the products. As just by thinking about their simple examples it can be said that 

service being intangible, while product tangible. As intangible objects cannot be touched, smelled 

and do not have any physical characteristics, it is interesting to how Youtubers present and convey 

them and its experience and whether YouTube audience pays attention, notice, does that influence 

them in any way.  This becomes the interest of the thesis. Hence, by understanding the effect of 

the existing practice and its impact of influencer service marketing, that is currently being used 

and learning more, it would possibly allow to vantage in taken the advantage from the distinct 

characteristics of service and such promotion type.  

 

In addition, there has been researches call for further attention as for example, Hussain et al. (2018, 

p. 22) states that electronic word of mouth is currently the emerging communication type and 

further research should be made in this area regarding “responses, moderators and credibility”. 

Whereas, other considerations come from different researchers work, as in case of He & Bond 

(2013), who investigated whether modern communication such as word of mouth, where the 

information is being shared between the former, existing and potential future customers, helps 

consumers to better foresee and predict their consumption experience and the conditions that make 

types of word of mouth more effective for this purpose. However, they have delimited their 

research to only rating systems and “review commentary” including text. From this, it can be 

assumed, that these days with the abundance of everything, just ratings, just commentary or the 

combination of both, lacks the experiential and inclusion experience in themselves. Thus, the 

considerably new type of communication of influencer marketing through YouTubers has the 

advantage. Hence, it should be investigated on this domain too. Even though the ratings and 

reviews can be quantified, while ratings do not explain the experience, commentary is both written 

and understood subjectively from both sides – the one who writes and the one reads. It raises the 

question how the service promotion affects, while including different steps and “taking the viewer 

along” and capturing the experience and or just talking and presenting the service, either by 

providing the opinion or showing effects of the service. However, it cannot be assumed in a clear-

cut way, that this type of promotion works greatly, as He and Bond (2013) bring up the issue of 
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controversial opinion among the scholars, hence it might be that not always, the more information 

is the better.  

 

The working assumption prior to making the research is that due to the popularity and strength of 

word of mouth, parasocial interaction and the advantage of the video material, which allows to 

show and see the service experience more realistically than just text or the image would help 

consumers to make faster decisions and hence shorten pre-purchase phase of customer journey. Is 

such way of advertising services beneficial?  

 

Therefore, the emphasis in this paper is on the consumers in Lithuanian market, who are using 

Youtube platform to watch Youtube content creators – vloggers’ videos, trying to better 

understand service promotion on YouTube through vloggers effect on their audience and its 

reasons. Hence, the research question is as follows: 

 

RQ: How and why YouTubers influence consumer behavior regarding service advertising?  

In addition to the main research question and to help answer it sub-questions were raised as well:  

• What does motivate people to watch YouTube content creators’ videos?  

• What are people’s attitudes and intentions towards YouTube influencers, advertisements 

on YouTube’s videos and service advertising in the content? 

• Does their attitude differ from intention? If so how, why? 

 

To sum up, the main aim is to answer the raised research question with the purpose to enrich the 

exiting literature on social media influencers and the scarce literature on particularly service 

promotion on social media platform YouTube as well as help marketers in the companies dealing 

with digital influencer marketing, influencers for creating such types of promotions and the 

intermediaries such as agencies dealing with both parties to facilitate better understanding of the 

consumers in order to create and provide better promotional and impactful content. 
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1.2. DELIMITATION  

 
In order to answer research question and make the thesis accomplishable within the formal 

requirements for the master thesis, it needs to have clear stressed restrictions and provide the 

delimitation.  

 

Hence, first of all, within the social media phenomena and promotions on these platforms there 

are plenty subjects that could be researched. However, the focus of this master thesis is on 

YouTube platform and service promotions created by the content creators from the customer point 

of view. Thus, the focus is not on the associated cost, nor profit for the companies from employing 

this type of promotion, but on the influence on the customers and their opinion regarding such 

advertisement. Hence, the main focal point is customer behavior, as the primary purpose is to 

understand the receivers’ reaction to the advertisements and the messages, opinion and how he or 

she is being affected by this type of promotion. Hence, this thesis is customer focused, basing on 

the ideology that only when the companies understand their customers, they can suggest what is 

needed and expected from them.  In this case trying to identify the characteristics that already work 

or would work the most, while employing such type of promotions.  

Although, the main focus is on the consumer perspective it is going to be attempted to look into 

the YouTubers and industry perspective in order to broaden the understanding of such phenomena 

in Lithuanian market. 

 

Another very important aspect worth mentioning is the intention is to investigate only service-

related promotions.  As in YouTube domain the differences between services and products can be 

illustrated through popular beauty related products or technologies’ advertisements. For instance, 

when the vloggers promote cosmetic products, as for example, lipsticks, foundations, makeup 

primers, blushes, eye shadows, mascaras and etc., they show and talk about the packaging, size, 

smell, texture, consistency, ingredients and etc. Similarly, while promoting some electronics, they 

talk about the convenience to use and store, easiness to assemble, use, maintain and so on and so 

forth. In addition, the promoted product might be taken to durability or other kind of tests. This 

type of information allows the viewer to learn about the product, see it from multiple angles and 

hear the commentaries and evaluations of it. In that way the viewer gets his or her perception about 

the particular product affected by the vlogger, which might push him or her to want it and purchase 

it. However, due to the unlike service characteristics from the products the same promotion 
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techniques cannot be applied. Meaning, that from service promotions viewers are learning 

different things. 

 

Although, the aim is to research the service-related advertisements, keeping in mind all the 

previous researches regarding advertising on YouTube through YouTubers and own researcher’s 

experience using this platform, it is easier to notice product related advertising. Thus, both asking 

and or receiving answers related to the products cannot be avoided. In addition, although the 

advertisement is directly connected with specific product or product-based brand, in some cases, 

it might be a cross promotion. Meaning, that while one good is being advertised, it advertises 

another service as well. As for instance, by advertising product or brand, which can be bought only 

from one or purchased with a discount code from a specific retailer. In that way, promoting the 

retail or electronic retail shop services 

 

Furthermore, although there are different types of social media, this thesis’s focal point is only on 

YouTube platform. Moreover, the focus is on Youtubers’ influencers – vloggers – content creators. 

That means, the in this thesis big television channels, brands channels that are on YouTube and 

the musicians and music related content are excluded. At the same time, thesis neither includes, 

nor considers other type of promotions, ads such as display, overlay, skippable, non-skippable, 

bumper ads nor sponsored cards (YouTube, n.d.-a) that are created by Google’s algorithm and 

shown on the platform while using it, querying for specific videos, tor the ones that are shown 

before or while watching the content creators’ videos.  

 

Further, due to the aim to understand the consumers and available content in the domain of 

YouTube vloggers - influencers, the research focuses only on the consumers in Lithuanian market.  

In addition, the focus is only on third party promotion. Meaning, self-promotion of those people, 

who start their YouTube channels to promote their own individual activities known as sole 

proprietorships or small businesses, while other YouTube content creators, influencers after 

acquiring the following base start selling their merchandise, or start their ventures in the fields, 

that interest them will be not considered. For example, “beauty gurus” that are mostly known form 

YouTube start collaborating with make-up companies to release their make-up lines, while others 

create their own make up companies, provide makeup artists services or make up classes. As an 

example, one of the most known “beauty guru” on YouTube having 14 million subscribers is 
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Jeffree Star (jeffreestar, n.d). While taking Lithuanian vlogger example, Artur Swan (n.d) started 

his channel focusing on physical training and healthy diet with the name “Motyvuoti Atletai” (eng. 

Motivated Athletes), where he shares his and his girlfriend captured trainings and provides tips 

regarding exercise and eating habits. Now, Artur Swan besides having relatively big following for 

Lithuanian scale on YouTube platform 52 thousand subscribers, he sells merchandise and provides 

services such as fitness programs, individual diet plans, conducts training and etc. (Artur Swan, 

n.d). Meaning, that the research encompasses all types of services promotions besides the ones 

that content creators provide themselves. Hence, it includes instances of paid promotions, when 

promotion is made through barter and or when no direct benefit for the YouTuber from the service 

provider. Thus, the research does not consider self-promotion.   

 

1.3. THESIS STRUCTURE  

 

In order to answer the research, question this paper is structured into 6 different chapters as 

followed. The first chapter, starting this master thesis is introduction, which helps to shed light on 

the topic. It includes problem formulation, explaining the reasons behind such research, introduce 

the main research question as well as sub-questions guiding this thesis and delimits the study into 

manageable project.  The second chapter, reviews the scientific literature in order to provide the 

meanings of the terminology and concepts as well as discusses the previous researches written 

about customer journey, consumer behavior, attitude, intention, theory of planned behavior, word 

of mouth, social media in addition to influencers’ phenomena, celebrity endorsement, parasocial 

interaction to build background for the research in order to fulfil the thesis aim. The third chapter 

explains the methodology. This chapter helps the reader to better understand the philosophical 

stance of the researcher as well as provides explanation of the research process, in addition to, 

discussion and argumentation for choosing the employed methods over the others. The following 

chapter is devoted to the research findings. While fifth is discussion about master thesis, its 

limitations, possible improvements and touches on possible future research. The last 6th chapter 

concludes the thesis, providing theoretical and practical implications for both YouTubers and 

companies employing such advertisement to promote their services as well as suggest additional 

future research paths.  
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2. THEORETICAL BACKGROUND  

 

This chapter is the background of this thesis’ research. It provides definitions behind the concepts, 

explains the used theories and gives the overview of the existing literature regarding the topic.  

 

2.1. CUSTOMER JOURNEY AND CONSUMER BEHAVIOR  

 
2.1.1. CUSTOMER JOURNEY  

 

Marketing evolution started from looking at marketing from applied economics stance back in late 

30s and continued up to middle 40s, has reached the phase in which, marketing is considered as 

being integral organizations’ part, which started from 2013 and is still emerging (Kumar, 2015). 

While the first phase of marketing was creating principles and concepts, the latest acknowledge 

the consumers’ usage patterns change of new and old types of media, focus on effectiveness and 

efficiency of marketing as well as firms’ stakeholder engagement for firms’ value creation (Kumar, 

2015).  

 

Hence, it is well acknowledged that nowadays, with the abundance of information and diverse 

options available, customers hold great power. Hence, companies have to differentiate themselves 

from others by focusing on experience, since the richness of options from various competitors has 

made the shift from valuing utilitarian aspect of the offerings to hedonic value of the services and 

consumption (Schmitt & Zarantonello, 2015; Jain et al., 2015).  

  

It is known that it takes time for the time customer gets to know about the company or some sort 

of offering to making a purchase. They go through decision funnel in their customer journey.  

Analyzing customer journey and customer experience Lemon & Verhoef (2016) in their work 

defined customer experience as “multidimensional construct focusing on a customer’s cognitive, 

emotional, behavioral, sensorial, and social responses to a firm’s offerings during the customer’s 

entire purchase journey” (p. 71).  Which reflects customers’ satisfaction, hence future behavior 

and thus is highly tied to companies’ performance (Lemon & Verhoef, 2016).  
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Meaning that throughout the whole customer journey process that Følstad & Kvale (2018) have 

defined as “repeated interactions between a service provider and the customer” (p. 197), that might 

happen directly and indirectly over time and through multiple channels, whether that be offline or 

online, direct or indirect, firms need to take customers’ experience into consideration.  What is 

more, the process of customer journey may be divided into three stages that customers undergo. 

These are pre-purchase, purchase and post-purchase phases as well as both previous and future 

purchase, that encompass customer’s and firm’s contacts (Lemon & Verhoef, 2016). Such contacts 

are defined as touchpoints. To be more precise, direct, indirect contacts such as the moment of 

direct interaction with the organization, as for example, while talking with the employee, tangible 

objects and even physical environment (Følstad & Kvale, 2018). There are unlimited number of 

diverse contacts that may happen at each phase of the purchase journey. Lemon & Verhoef (2016) 

classify touchpoints into two main categories: controlled and uncontrolled ones or paid and earned 

media, that further might be separated and categorized into brand owned, partner owned, customer 

owned and social, external. To add, Stein & Ramaseshan (2016) by their study found that every 

touchpoint may include from one to seven diverse elements such as: atmospheric, technological, 

communicative, process, employee–customer, customer– customer and product interaction. 

 

Therefore, there are multiplicity of ways that customers might get planned and willingly or 

unplanned and unwillingly in contact with the organization and hence undergo the experience. 

Thus, enterprises must monitor and work on various touchpoints to not only grab customer’s 

attention, but also provide appealing experiences.  

 

As mentioned earlier, there are plenty of touchpoints, that might be either the very first contact 

with the establishment or not. Of course, depending on the situation and the cycle of customer 

journey, the amount and type of contacts might differ. Thus, differ the experience too. As for 

example, searching for the information or reacting to unexpected surprise for the first, second or 

later times. Hence, it is worth mentioning that customers value and trust information or to be more 

precise, the source of information about the companies’ and offerings differently.  

 

To sum up, these various moments of communication as well as individual characteristics affect 

consumer behavior.  

 



 

 14 

 

2.1.2. CONSUMER BEHAVIOR  

 

The underlying focus of customer behavior study is trying to understand and answer what are 

people buying, why and why they are using firms’ offerings and how (Hussain et al., 2018). 

Accumulating this information is necessary for the organizations. As it an important knowledge 

allowing firms to understand their customers, suit their needs and improve, if and where it is 

needed in order to make customers satisfied. In return, such customers would be willing to come 

back, become a loyal customer and advocate, spreading the good word about the company. In that 

way, reaching and attracting even more potential customers.  

 

Regardless the desire of the possible benefits that understanding consumer and their behavior 

bring, it is a complex to achieve, as the behavior might be affected by many, multiple or 

individually working and affecting variables. As for example, it is acknowledged that the 

consumer behavior varies due to the individualities, such as cultural, personal, social and 

psychological (Rani, 2014). Elaborating on cultural perspective, it contains culture, subculture, 

social class, as well as social online status and individual use of information for the reference that 

might affect one directly or indirectly (Hussain et al., 2018). In terms of culture differences 

Hofstede’s insights are one of the most known studies that helps to compare countries according 

to diverse aspects such as uncertainty avoidance, individualism, power distance, long term 

orientation and indulgence ( Hofstede Insights, n.d.).  

 

While, other variables might be dependent on the service provider’s choices. As for example, 

interesting and valuable research in marketing regarding the link of emotions and temperature in 

advertising that Bruno, Melnyk, Völckner done. Bruno et al. (2017) have investigated and 

collected the evidence to show that persons’ “emotions play a homeostatic role” (p. 302). 

Suggesting that the emotional stimuli impact, which comes from the advertisement depends on 

both the physical temperature of the person and homeostasis (Bruno et al., 2017). In their article 

they have explained that when consumers feel cold, they conceive the stimuli which is cold less 

positively than the warm one. While, when feeling too hot, consumer evaluate the warm stimuli 

less positive than the cold one. Finally, when the consumers’ homeostasis is at their optimum, both 

warm and cold stimuli effects comparably equally.  
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Drawn from this, it could be said that there are multiple factors on both the advertisement creator’s 

and consumer’s sides, affecting the impact of the advertisement’s perception by the consumer. 

However, learning from this research, it could be understood that consumers physical environment 

including place, time and hence, the situation when, where and how consumer sees or hears the 

promotion, plays the most significant role regarding, how he or she would evaluate it. Which 

would affect their further behavior regarding the advertised offering.  

 

Bruno et el., (2017) recommend for in the country’s such as Lithuania, that have multiple distinct 

seasons with varying temperature as in summer and winter, use the opposite temperature 

advertisements. Such as cold in summer and worm in winter. However, regarding traditional 

marketing tools there might be certain circumstances that would not work in specific cases as for 

example, even during the cold winter morning, while going to work by filled public transportation, 

consumer might start feeling too hot, therefore seeing the ad with warm stimuli would not attract 

the positive attention.  

 

In 1991 Ajzen has developed the Theory of Planned Behavior (TPB) which allows to understand 

and forecast individual’s changing behavior (Lange et al., 2012, p.438). 

 The theory suggests that: 

 

“…intention is the immediate antecedent of behavior and is in itself a function of attitude 

toward the behavior, subjective norm, and perceived behavior control; and these 

determinants follow, respectively, from beliefs about the behavior’s likely consequences, 

about normative expectations of important others, and about the presence of factors that 

control behavioral performance” (Lange et al., 2012, p.438).  

 

The collected evidences propose that Theory of Planned Behavior allows to forecast the intention 

and behavior by taking into account the behavioral, normative and control changes in one’s belief, 

that affect the intention, which in return changes the individual’s following behavior (Lange et al., 

2012). Humans – consumers are able to explain their decisions and hence their past behavior by 

rationalizing one’s actions. Since after the post behavior he or she knows the feelings, thoughts 

and information that he or she was having throughout the time leading to behavior (Lange et al., 
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2012). While Iversen and Rundmo (2002) Attitude is defined “as the tendency to act favorably or 

unfavorably towards something as attitudes predict specific behavior”.  

  

 

2.2.CONTENT, INFLUENCER AND WORD OF MOUTH MARKETING ON SOCIAL 

MEDIA 

 
2.2.1. WORD OF MOUTH  

 

There are various forms and types of advertisements that business use to advertise and promote 

their offerings. The development of technologies has even enlarged the diversity of available 

promotions for businesses to choose from. It is casually common to share experiences, give advices 

and suggestions, recommendations among one’s close network directly in various situations. 

 

Due to people’s direct communication, word of mouth could be considered as one of the first type 

of sharing information and promotion regarding firms’ offerings, which is called as “the most 

ancient mechanism” by Dellarocas (Huete-Alcocer, 2017).  

 

The advancement of technology, and hence the Internet, created another category of word of 

mouth. That is called electronic word of mouth communication, which is adopted to the modern 

days. It opens paths for the message to reach more people simultaneously that goes far beyond 

person’s close-knit social network but to wider audience as well. Both word of mouth and 

electronic word of mouth can be even more categorized into diverse types. As Spacey (2016, 

March 19) lists, these include conversation – oral, communications - online, communities – 

communication about specific topic, reviews, media – creating blogs and/or videos, social media 

– tools allowing to create and share content and communicate.  

 

Over all, this marketing tool as according to Huete-Alcocer (2017) is considered to be one of, if 

not, the most impact and influence having on diverse types of subjects including individual 

consumers, businesses, nations etc. before, during and after the purchase of product or service. As 

for example, even back in 2011 Nielsen’s (2012) Global trust Advertising Report, where around 

30000 Internet users were researched in 56 countries already had significant results concerning 
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trust in online word of mouth – customer reviews (70%), coming at the second place after reference 

from close network (92%). While, the same research reported trust in brand sponsorships, online 

video advertisements and sponsored advertisements on social networks, which was for the first 

time included in the research that year, were reported to be trusted by 47%, 36% and 36% 

respectively (Nielsen, 2012). This has left the traditional and diverse types of advertisement in 

between. Hence, word of mouth and electronic word of mouth is highly valued both by the receiver 

of the information and companies that benefit from customers spreading a good word about their 

offerings.   

 

Huete-Alcocer (2017) in the study defined the key differences that are shown in Table 1 between 

non electronic and electronic word of mouth based on previous researchers work, trying to refute 

the believe that electronic word of mouth is just an electronic version of it. He has identified four 

key differences regarding: credibility, privacy, diffusion speed and accessibility.  

 

 
 

Table 1. Word of mouth and electronic word of mouth key differences (Huete-Alcocer, 2017, p. 

3). 

 

Huete-Alcocer (2017) while doing literature review on word of mouth and trying to identify the 

defining features that separate traditional word of mouth from the electronic one, noticed that there 

is a gap in the literature regarding the traditional word of mouth credibility. He contemplates and 

stresses the issue about the message and information dissemination, when there are more than a 

couple people involved in spreading, receiving and further sharing the information to other people 
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and rises a question how it affects the end receiver. As while moving further away from the primary 

source of the original message, the shared experience and information might be modified or 

perverse. Thus, the credibility and confidence are believed to be more associated with electronic 

word of mouth in the form of comments and reviews (Huete-Alcocer, 2017), due to their 

characteristics, where the primary source could be traced back to and identified. Another 

interesting finding is that sometimes customers tend to use both types of word of mouth in order 

to get a better overview of the same offering. After interpersonal communication with family 

member, friend or acquaintance, people tend to go online and check the available information and 

reviews, which makes an impact on further consumer behavior (Huete-Alcocer, 2017).  This action 

of looking for confirmation or disconfirmation of the heard, received information and 

recommendation from the close network online, getting to know different perspective and wanting 

to hear others opinion and experiences, in itself is affected consumer behavior, which would not 

be available without the Internet and the new type of word of mouth. Therefore, those different 

characteristics that the benefits of the Internet gave to electronic word of mouth, helps to overcome 

the limitations, boundaries of non-electronic word of mouth affecting customer behavior as long 

as the available information is of a good quality (Hussain et al., 2018). 

 

In addition, word of mouth and electronic word of mouth could be either positive or negative. 

Which should be a concern for the firms, since these days while making a decision, customers 

prefer to see other customer feedback before purchasing a product or service, which depending on 

the tone of the review usually affects their decision (Hussain et al., 2018). This suggests, that if a 

customer holds an eye for certain product or service, after learning about it from some marketing 

tools, after going online and seeing the good and positive other peoples’ reviews, the customer 

would be more likely to acquire that product or service. Whereas, if a customer has considered 

some product or service, which has grabbed his or her attention, after going online and checking 

the negative reviews, the customer would either start looking for another provider or reject the 

idea of purchasing it at all.  

 

Further, Chan and Cui (2011) by attempting to enrich the existing literature with the research on 

negative word of mouth, they have made interesting conceptualization of attribute-based and 

experience-based word of mouth in accordance with Gutman’s conceptualization that customer 

experience is the consequence of the attributes that products possess. Their research findings 
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suggest that in case of negative word of mouth, due to the processes of product evaluation and 

social comparison, attribute-based dissatisfaction effects aggravatingly, while the experienced-

based message has an alleviating effect in regard to downward comparison (Chan and Cui, 2011). 

Whereas, He & Bond (2013) classified word of mouth into “simple summary”, which means 

rating, “descriptive or explanatory” – review that includes consumers’ comments and some sort 

mixture of both. That is including both ratings and commentary together. In their study they have 

compared these different types of word of mouth on enjoyment and satisfaction - consumer 

outcomes. Here it can be mentioned that seeing only reviews while at the same time providing 

some information, it is hard for the customers to forecast the experience (He & Bond, 2013) and 

prospect themselves, especially as it might be new type of service with different or diversified 

experience, that he or she has never experienced before. 

 

Being as impactful as it is, word of mouth forms have become an interest of the companies. As 

Hussain et al. (2018) point out in order to get their customers share their experiences, leave reviews 

and comments for others to see, organizations try to motivate customers by giving incentives, 

while other allocate great sums of money in order to control the unfavorable reviews.    

 

Basing on East et al. (2016) work, where they state that while negative information is more 

impactful than the positive one on the attitude and cognition of the consumers, the positive word 

of mouth compared to the negative word of mouth is far more effective on purchase intention. 

Therefore, they claim that the intention and not the attitude should be investigated to understand 

the consumer behavior like purchase.  

 

2.2.2. SOCIAL MEDIA AND WORD OF MOUTH 

 

Social media in Oxford Dictionaries (n.d) is defined as “websites and applications that enable users 

to create and share content or to participate in social networking”. Whereas, Kaplan and Haenlein 

(2010) in their work provide slightly elaborated social media definition, which suggest that is “a 

group of Internet-based applications that build on the ideological and technological foundations of 

Web 2.0, and that allow the creation and exchange of user generated content’’(p. 61). What is 

more, due to their different characteristics there are different types of social media. However, as 

See-To and Ho (2014) notes, there are no official classifications yet, that would group those 
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website and Internet based applications of social media into distinct categories. Nonetheless, 

Constantinides and Fountain (2008) have suggested five category classification, that include: 

blogs, social networks, content communities, forums, content aggregators.  

 

The wide development, acceptance, advancement and openness of social media has created the 

opportunity for people to connect with family members, acquittances, well known people such as 

singers, musicians, actors, directors, writers, artists, etc., but also unknown, regular people. In 

addition, as the Internet moved from the static to more dynamic and advanced technology, it has 

created the opportunities for various online communications that differ. This advancement pushed 

user or member generated content in different forms such as text, image, videos and sounds or 

combination of them. Thus, the more open online communication such as on social media and 

online communities is considered to be connected with Goffman’s “presentation of the self”. Ervin 

Goffman wrote a book back in 1959 called The Presentation of Self in Everyday Life (Cole, 2016, 

March 6) , although his theory was written six decades ago, it seems more than relevant to today’s 

day and age, when peoples everyday life is closely connected to the Internet and social media in 

particular. His self-presentation theory is based on and is compared to the theatre. Hence, it is clear 

that social media affect customer behavior.  

 

This allows the assumption, which means that the way one appears in the online domain, is more 

important than the shared content nor the quest for knowledge and information (Costello, 

McDermott, & Wallace, 2017). Hence, social media had become a place where everyone can 

create an individual brand around themselves, attracting and reaching likeminded, interested 

people and allowing and encouraging direct dual engagement and communication.  

 

Another interesting researches regarding social media and marketing was in regard to brands is 

done by Colliander and Marder (2018). They made a research investigating the effectiveness of 

two aesthetics - the one that could have been taken by the average consumer and the one made in 

the professional studio of image on Instagram. Colliander and Marder (2018) results suggest that 

the former aesthetics style is more effective, affecting consumers’ attitude to the brand and 

intentions to recommend others to follow it on social media. This observation could be transferred 

and adapted to the YouTube domain as well, while instead of images taking videos. This suggests 

that, promotions with the regular individual’s touch is seen more as realistic and therefore, 
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consumers should be more able to predict their consumption experience that He and Bond (2013) 

has researched. Thus, viewers would be more affected by the video advertisements made by the 

amateurs casually, than by the professionals in a studio environment, which would result to their 

future purchase intentions.   

 

It is prominent that social media is beneficial and widely used by various organizations to promote 

their offerings. As for example, Lin et al., (2018) mentions social media: Facebook, Twitter and 

YouTube helping firms to more effectively market their products, name 11 well-known brands 

that have used these platforms to excel. However, out of those mentioned only 2 were service 

based. Both were fast food services, which were McDonald’s and KFC, while the rest were 

product-oriented brands.  

 

 

2.2.3. INFLUENCERS  

 

There are multiple terms that name influencers. For instance, they can be called opinion leaders. 

Lin et al., (2018) suggest that those opinion leaders are thought to be the knowledge leaders by 

their followers and hence take various roles such as: “experts, celebrities, micro-celebrities, micro-

influencers, early adopters, market mavens, enthusiasts” (p. 431). Meaning, that in their audience 

eyes, they are seen as more knowledgeable and have more information compared to the regular 

person and the follower oneself. Lin et al, (2018) suggest that, those people, who appear as 

knowledgeable and more informed to others might be anyone, from friends, coworker to experts 

and etc. They are considered influencers as long as they are considered to be influential by others 

(Lin et al., 2018) who are around them and have either direct or indirect contact. Their expressed 

opinion direct to one’s face and or through other mediums such as for instance, online via their 

YouTube channel forms, strengthens or changes somebody’s stance and hence, affect the person’s 

behavior including purchase decisions.  

 

With all the advancement and popularity of the Internet, it is rare for the companies not to be 

present online in any form. While some companies are doing online marketing by themselves or 

through agencies, other firms are taking advantage of individuals who have created the brand 

around themselves through social media platforms.  
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As Jorge, Marôpo and Nunes (2018) stress that with the advancement of the internet technology 

new ordinary personas became popular and known for wider public, who are using the Internet 

and social media platforms. Those ordinary people by sharing the glimpses into their daily lives, 

experiences and opinions through texts, images, videos or combination of them, encouraging 

others to engage with their postings have attracted others attention and, in that way, formed their 

following.  

 

As the Internet and social media came and changed consumer behavior, it is a common practice 

for companies to employ this channel in order to meet their customers. It is known that since 2008 

the advertising expenditures on print media has been surpassed by the digital advertising methods 

at the same time, decreasing the spending on other analog media (Childers, Lemon, & Hoy, 2018). 

Even though, the advertising has been moving from offline to online, as people see affluence of 

diverse advertisements, they try to avoid them (Childers, Lemon, & Hoy, 2018), as for example 

using add blockers, while surfing the Internet. In that way limiting their exposure to commercial 

offers. Nowadays, with all the abundance of everything available out there and filled markets, it is 

all about the relevancy. Meaning, that it is not enough for the companies just to buy and show the 

advertisement of their offerings online. They need to use advanced for example, Google’s 

technology of advertising online, in order to be seen on various website and at specific times and 

to specific people. While using one of the multiple Google’s advertising tools, companies can 

choose, who to target according to Google’s suggestions, as well as previous behavior online 

(Chaffey & Ellis-Chadwick, 2012). While talking about social media, its usage has been growing 

as well as the companies’ budgets on advertising through such medium (Childers, Lemon, & Hoy, 

2018). Due to the limited exposure of the advertising deliberately chosen by the consumers, the 

industry of advertising has been in pressure establishing new innovative strategies (Childers, 

Lemon, & Hoy, 2018) to connect the companies with the potential consumers. One innovative 

strategy that has been developed and widely spread is influencer marketing. Employing such 

strategy allows for the companies and individuals to meet online, through previously connected 

online personas and companies. This strategy is based on the trust and regular engagement between 

the two parties, that is between the influencer, who are able to send the persuasive message about 

the offerings and audience and it is considered to be “the billion-dollar influencer marketing 

industry” (Childers, Lemon, & Hoy, 2018, p. 1). 
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The term influencer has been known for a long time even before the social media, just in different 

domain. Although, influencer marketing is widely spread and its practice has been growing ever 

since the shift from offline to more online advertising and there are multiple researches in regards 

to the context of advertising, one of the primary research to this phenomena was found in 

connection to the political research in regards to the political campaign back in 1968 by Lazarsfeld, 

Bernard and Gaudet (Childers, Lemon, & Hoy, 2018). These days, being an influencer is even 

considered as a job (Jorge, Marôpo and Nunes, 2018).  

 

What is more, the same Goffman’s theory about self-presentation can reflect the influencers as 

well. As they try to attract other people’s attention to make them follow in return of interesting, 

rich and consistent content.  Meaning, that Youtubers have to put a “front stage” in order to stay 

interesting and relevant to their audience and give them what they expect and want, at the same 

time communicate with them and create some sort of relationship. This could be explained through 

parasocial interaction theory. Which is based one sided relationship (Ballantine, & Martin, 2005). 

“That occurs between media characters and their audience” (Ballantine, & Martin, 2005, p. 198). 

Thus, this theory definitely uncovers the relationship that the Youtubers have with their audiences, 

as the theory suggest the one to be a character, that means that the viewer, accepts that person and 

imagines that person to be that way all the time, in real life too. Which is also connected with 

Goffman’s “front stage” and “back stage”, as it is impossible that one person creating videos would 

be able to capture his natural characteristics. However, the way that media persona act, creates 

others opinion about them, affecting their attitude towards them. As for example, somebody 

always being goofy, while another person serious. Further, as Ballantine, & Martin (2005) say the 

stronger feelings and connection can be felt only after numerous interactions. Thus, in this case 

based on parasocial interaction theory, the consumer who is subscribed to a particular influencer 

and is following his or hers content continuously and over a longer period of time would have a 

stronger feelings towards him or her, and if the feelings are positive, they viewer would be more 

likely influenced by them.  

 

Another relevant and connected concept to social media influencers’ promotions in their shared 

videos is product placement. Product placement - also known as brand placement, brand 

integration or in-program sponsoring is a communication technique characterized by the subtle 
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integration of brands, products or concepts within audio visual content as paid messages” (Dias, 

J. A., Dias, J. G., & Lages, 2017, p. 125). It is considered as substitute to traditional advertising 

and is popular way in brand communication due to the increased negative attitude from consumers 

towards conventional advertising in television (Dias, et al., 2017). Consumers that are informed 

do not consider advertising as source of information that is credible and try to avoid it (Dias, et 

al., 2017). 

 

2.2.4. YOUTUBE AND INFLUENCERS 

 

YouTube was established in 2005. Although, there has been many things changed throughout the 

existence of YouTube, they claim that their mission is giving “everyone a voice and show them 

the world” and values freedom of expression, information, opportunity, belonging (YouTube, n.d.-

b). Hence, there is no surprise that the platform attracted and keeps attracting masses of diverse 

people for both sharing the voice by creating and publicizing content to share their knowledge and 

express themselves for others to see. 

 

YouTube has been advancing the platform and now the viewers, who are also being treated as 

consumers (Jorge, Marôpo and Nunes, 2018), can enjoy the personalized environment. Meaning 

that YouTube is gathering all the data of every user, what they have watched before and watching 

now either on their computers while being signed in with their accounts or though the mobile 

application and in that way YouTube’s algorithm adjust content suggestions and decides what to 

show for that particular user.  

Lin et al., (2018) investigated how companies should effectively work with the influencers, as it 

is known that consumers’ respond to product values differently. However, their findings they 

advise firms to employ influencers to promote both hedonic and utilitarian products’ and services’ 

value, as both are effective through this medium. 

 

There are multiple ways that YouTube influencers earn and work. While it is up to YouTubers 

themselves to decide, what kind of content they want to create and share with the world, the 

earnings for that might come from multiple sources. For instance, such as YouTube ad revenue, 

when after the Youtuber collects some certain aount of views, subscribers, YouTube’s, or more 

precise Google’s algorithm based on cookies that are being saved on the users’ digital devices, 
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whether that be computer, mobile or tablet, that follow users’ every step online, which generates 

remarketing advertisements, that are bought by various enterprises. In that way helping companies 

to remind and encourage users to act and thus, increasing conversation rates to leads, that are 

potential buyers or direct sales. This allows, according to Chaffey and Ellis-Chadwick (2012) this 

has become an available and widely used practice of behavioral targeting by various businesses, 

that is possible through the use of Google’s Adwords since 2010. Meaning, that the user, while 

watching videos might see various advertisements before or during the video, which are not part 

of the videos themselves and or specific banners outside the video screen, that are connected to 

previous viewer’s behavior online. That is, particular advertisement is being displayed to the users, 

who have previously visited that firm’s website or clicked on paid advertisement on other websites 

(Chaffey and Ellis-Chadwick, 2012).  From this, depending on the number of views the video 

collects or so called “eye balls” and or the click through rate, the YouTubers get some certain 

amount of monetary remuneration.  

 

What is more, content creators, might have their own businesses, which might be their main 

occupations and through the help of YouTube platform and content marketing, increase their sales.  

Further, some content creators use funding platform Patreon1 to get monetary support that is based 

on membership bases for their work from their followers. Meaning, that the individuals from 

Youtuber’s audience, who enjoy their creative work, the ones who are willing to support their 

YouTubers are able to choose by what sum of money they want to fund them, which is drawn from 

the supporter’s bank account every month. The bigger the amount the more that person can expect 

to get from that YouTuber personally. As for example, to be thanked on the video or in the 

description box, sent a card, be the first one to see, be able to give suggestions or participate in 

creating further videos and etc. The encouragement information for supporting and the link to 

Youtubers’ Patreon are given either in channels description section “About” or under each video 

in description section. Such links, while talking about Lithuanian market in particular, could be 

found in the videos’ description boxes of Artur Swan, deMiko, WhyDotas (the links to these 

channels are given in the table added in Appendix 1, that was created to collect publicly available 

statistical information regarding the channels that respondents of the screening survey claimed to 

have subscribed to, watch or know).  

                                                
1 https://www.patreon.com/ - subscription based creatives’ funding platform 
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Further, YouTubers might collaborate with other business for one time or longer period and in that 

way become ambassadors. earnings might be either in monetary form or barter. Meaning, that 

either the company or the agency working for the company pays influencers for the certain 

promotion or multiple ones throughout longer period of time, or companies provide products and 

services for the influencers asking, seeking, expecting their review and or shared experience in the 

video form on their channel in return.  

 

 

3. METHODOLOGY  

 

This thesis chapter covers the techniques that have been used to research the affect/impact of 

service promotions via YouTube influencers and on their channels. It covers philosophy of science 

ontological and epistemological considerations, research methods, sampling, data collection and 

data analysis, explaining and arguing for employing certain techniques over the others in order to 

fulfil the overall aim of the thesis to answer the raised research question.  

 

 

3.1.PHILOSOPHY OF SCIENCE  

 

While making a study it is necessary to choose the philosophical stance as that helps the reader to 

understand the researcher’s position, what and why he or she tries to do one thing, while not the 

other. Due to the fact that philosophy of science explains the author’s disposition, it affects the 

whole process, tools and techniques used, hence data collection, analysis and findings.  

 

Thus, there is a need to explain the ontology, which explains one’s reality (Bryman, 2012). The 

constructivism was chosen as according to Bryman (2012) “the reality is always being formed by 

the social actor” (p. 30) and those social actors are considered as “social entities – social 

constructions made by the actions and perceptions of social actors” (Bryman, 2012, p.28). 

believing that social reality for example in the organizations or markets are products of social 

interactions. The world order is always changing agreements, attitudes, “social laws” changes, 

where new ones come, and old ones are being renewed or forgotten.  Knowledge is believed to be 
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obscure and indefinite, there is no such thing as one’s definite social reality (Bryman, 2012). Social 

actors - people contribute to group of individuals that are united in some sort of way as for example 

in companies’, organizations’, markets, in that way constructing not only their selves but others 

social reality too. The same applies not only to the objects, as in this case people being researched, 

but also the interviewer and or the one who is researching. As people have their own social 

realities, that constantly change, as they are not statistic due to the surrounding variables and the 

pace of change, individuals see everything subjectively. That is, two people even being in the same 

Lithuanian market, being the similar age, living in the similar location, even having similar 

preferences and etc., see the world though their own personal perspectives. That are impossible to 

grasp quantitatively and the only way to invade individuals’ worlds is through the observation and 

or communication with him or her, expecting the target to “share their eyes” and the researcher to 

step into their shoes. Thus, epistemological consideration which explains the knowledge creation 

(Bryman, 2012) is that of the interpretivist.  

 

Therefore, data collection and analysis of findings is looked through the lens of these philosophical 

considerations.  

 

 

3.2.RESARCH METHODOLOGY  

 
3.2.1. RESEARCH APPROACH AND STRATEGY  

 
Research approach guides how the process of the work goes. There are two commonly used 

approaches that is inductive and deductive. Inductive approach (xx define) 

Deductive (xx define)  

 

This thesis aim is to understand the phenomena, which both has the partly analog equivalences 

such as celebrity endorsement, parasocial interaction, word of mouth, product placement from way 

before social media influencers were “a thing” and it, as mentioned in the introduction chapter of 

this thesis, has been investigated from multiple angles. However, as this topic regarding 

specifically service advertising is new and to authors knowledge have not been researched yet, the 

aim is not to test any particular theory, nor confirm or disconfirm some specific hypothesis, but to 



 

 28 

build the theory with this thesis after the research is carried out and all the necessary data is 

collected. Which could be tested later on. Thus, inductive approach is deployed.  

 

Research strategy defines how and what data will be collected and analyzed. The data can be 

collected quantitively and or qualitatively. Those have different techniques, hence have diverse 

advantages and disadvantages and usually are used for different research aims (Bryman, 2012).  

 

As being contrasting, they have raised a conflict between the researches regarding the strategy, as 

some prefer and stand for the quantitative, others for qualitative. The supporters of quantitative 

have multiple claims against qualitative methods being scientific as they are hardly replicable 

(Bryman, 2012). Whereas, the ones for the qualitative suggest that science that is connected to 

living human beings differ from natural sciences (Bryman, 2012) and hence should be investigated 

differently as human reasons behind behavior cannot understood just by numerical data. While, 

some as for example, Bryman (2012) claim that both are useful scientific methods, however with 

their different characteristics they are more beneficial in one types of research, while not in other. 

Thus, Bryman (2012) suggest that quantitative research strategy is suited for the bigger scale 

researches such with the aim to investigate industries, nations, markets, while qualitative research 

strategy is meant more for the micro – smaller scale phenomenon.  

 

 

Hence, following the research question and philosophy of science stance, qualitative research 

strategy was chosen as the most fitting one, which would allow to answer it the best. Arguing that 

the thesis aim is to understand the phenomena not just find the causalities.   

 

3.2.2. RESEARCH METHODS AND DATA 

 
In order to gather the necessary data research methods are used for the research to answer the 

research question. Even after choosing constructive ontology, interpretivist epistemology and 

qualitative research strategy, there are multiple tools, methods that could have been employed for 

the study. 
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One useful method to collect necessary data for this research could have been for example, focus 

group. Although, for this thesis, it could have brought multiple advantages such as being able to 

collect more data from multiple sources at the same time, since, it is a common practice to multiple 

people per one focus group and have more than one focus group meeting if needed (Bryman, 

2012). Meaning, that throughout the duration of one focus group, the data is being collected from 

all the participants at the same time, in that way, it could be considered as saving time, while being 

in contact with the informants compared to other methods, as for example qualitative interviews. 

However, this particular method has some drawbacks too, that had to be considered before 

choosing to employ it. For example, as there is only one researcher, it would have been impossible 

to absorb all the participants equally accurately at the same time, since a number of people might 

send some message through their body languages and mimicry, while speaking and listening. 

Which might have brought and generated important or interesting findings. Of course, this 

limitation of focus group method could have been overcome by video recording with multiple 

devices from different angles. However, that might have affected participants’ willingness to open 

up and speak up about their experiences and share their thoughts. What is more, being around 

strangers, some respondents, who are introverts might have felt uncomfortable if there would be a 

more extrovert person who expresses a lot (Bryman, 2012). At the same time, strict time and 

location, might have affected respondents’ availability, in that way, making harder to collect the 

necessary data. Further, it was considered not flexible enough for this thesis’ process 

circumstances. Due to fact that the participants of the focus group should be able to meet and stay 

at the same place as the researcher throughout this type of data collection. Which, as for today’s 

fast paced and busy lifestyles might have brought inconvenience to the participants. In that way 

reducing the willingness to participate. Moreover, since the focus group should have been located 

in Lithuania, since the informants are Lithuanians (and not in Denmark, as in this case, 

Copenhagen Business School’s premises could have been used for free for this purpose) meeting 

with multiple people at the same time, would have required to rent a space, that would allow to 

hold the focus group in a comfortable, calm environment to avoid the disturbance. This would 

have created costs for this thesis.  

 

For this study, in order to understand the effect of promoted services of YouTube content creators’ 

– influencers’ channels on their viewers in Lithuania, comprehending the receivers of the message 

are very important.  As this thesis aims to find out the reasons to understand human behavior - 
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how and why people are affected by such type or promotion, therefore understanding why people 

are watching those videos, hence there is a need to understand the stimulus that motivate certain 

Lithuanian group to watch and how and why people react to the content. Therefore, in order to 

understand Lithuanians’ reality, who are using YouTube: follows by subscribing and or constantly, 

periodically watch YouTubers’ content, semi structured interview as well as netnography methods 

were employed as they were considered to be the bet suitable for the given circumstances,  

 

Semi structured interview was chosen for multiple reasons. Firstly, it does not bind the researcher 

to in advance prepared set of questions, nor their sequence (Bryman, 2012). This helps to avoid 

the formal communication, that might restrict the respondent. Meaning, this method allows the 

researcher to communicate with the participant in a natural, informal and freely. Creating more of 

a conversation type of communication, instead of interrogation, which in return affect the 

interviewee, hoping it would make the participant at ease and he or she would be willing to share 

and elaborate more on the answers and statements.  

 

Secondly, semi structured interview by allowing communication between the interviewer and 

interviewee to flow freely, might bring topics, insights, that were not prompted for by the 

researcher (Bryman, 2012). Hence, having the guideline of questions, allows the researcher to feel 

more confident, avoid getting flustered and get back on track in case the discussion moves off 

topic as well as allows to ask further questions on the spot that that raises during the interview and 

or comes from the participant response. More, it allows the participants to describe their world and 

reality in their own words. Hence, inviting the researcher to see and feel through their eyes.  

 

In addition, although the main purpose of the thesis is focused precisely on consumer perspective, 

it was considered beneficial to investigate YouTubers too, getting to know their stance. Since, they 

are the ones, who create that content, which includes diverse types and forms of advertising in 

their videos. They are also closer to their audiences and have diverse forms and various instances 

of communication between them. That is why, it was regarded, that the insights from YouTubers’ 

themselves would broaden the understanding about the phenomena, as well as possibly help to 

better understand the audience – consumer. Therefore, qualitative survey with open questions was 

employed to collect the influencer stance.  
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Hence, primary and secondary data are used to fulfill the thesis aim. Semi structured interviews as 

well as qualitative survey were used to collect primary data. This means that this data that is 

specifically using these methods were collected solely for the purpose of this research (Bryman, 

2012). As well as secondary data such as the audiences’ comments under influencers’ videos and 

YouTubers replies, helped to analyze and enrich the findings.  

 

 

3.2.3. SAMPLING AND SCREENING  

 
As the aim of this thesis is to understand the phenomenon instead of finding one, in order to recruit 

potential respondents that would be willing and agree to participate at the lengthy semi structured 

interview structured survey has been employed. The respondents had been chosen by using non 

probability – convenience and snowball sampling methods. Meaning, survey has been shared 

among thesis author’s close and social network using Facebook and asking friends and 

acquaintances to share the survey in order to reach the larger audience. 

 

In addition, social network website was used deliberately, due to the fact that the aim of this thesis 

is to investigate users of social media YouTube. Assuming that those people would who are using 

Facebook, would be more likely to use other social media platforms as well. Hence, it was 

considered to be the most relevant to suit the need of finding the users of YouTube. Further, doing 

so allows to reach multiple people at the same time, without no cost and locations restrictions. To 

add, Facebook allows to prefer to what people on your “Friend” list you want the post to be shown. 

While using this, the location - Lithuania, was chosen. Meaning, that the post was shown only to 

those people who have added their living location on Facebook, stating that they live in Lithuania.  

 

To get more responses and motivate the participation for the interview, the respondents were 

informed about the random draw.  Where 2 respondents willing to participate and participating in 

the interview could win EUR 15 gift certificate of their choice. Whereas, the listed job posting on 

Upwork suggested a symbolic USD 3.5 per hour remuneration for participation. Participants 

coming from Upwork platform were excluded from the random draw to win a chosen gift 

certificate.   
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Screening survey through was made in Google Forms. That is a free online service for surveys and 

is user friendly. Meaning, that it is very easy and self-explanatory to make survey with diverse 

question and answer types.  As the aim of the thesis is connected to YouTube platform, regardless 

the presented description about the research and stressing the need of knowing and using YouTube 

platform, the survey was designed having the first question as a threshold. This allowed to avoid 

the input from the people who are not using the platform, as the aim of this thesis is not connected 

with trying to identify the usage and usage patterns among diverse Lithuanians. Meaning that only 

people who are using – indicate that they are using YouTube were further questioned, which if 

agreed would be considered as the base of the qualitative interview, as the aim was to get to reach 

those people, who watches YouTube videos and thus, have opinion in connection to advertisement 

through YouTubers and focusing on services being advertised in the content shared on the 

platform. The first group of questions followed, which helped to identify the demographic in 

regard to age group, gender, living place.  Although, the demographic breakdown in order to 

identify usage, importance patterns fall out of the aim and scope of this thesis, they were 

considered as useful for better potential informants’ understanding and identification as well as 

beneficial for further research. Another group of questions were related to the Youtubers, that 

respondents are watching and their content. The last step was an option to add their email addresses 

if they wish to participate in the further research and be interviewed. People were informed that 

their private information would only be used for the purpose in contacting them for the interview.  

 

More, it has been decided to make a netnography in addition to the qualitative interview as well 

as to get to know influencer perspective through qualitative survey. As respondents were asked to 

list YouTubers that he or she has heard of or knows and the ones they are watching and or has 

subscribed to. The ones they are watching and or have subscribed to have been separated as they 

were considered to be potentially different, e.g., some people might watch certain YouTube 

channel’s videos, but for some reason do not subscribe to it, likewise, they might both subscribe 

and watch or not, since, the subscription does not necessary mean that they are watching all or 

most of the Youtuber’s videos. As gathering the list of as much of YouTubers as possible was 

important for the netnogrpahy (Appendix 2). Their input allowed to get to know the most popular 

YouTubers among them, and 2 of those mentioned became the focus of netnography. As well as 

it helped to identify the potential respondents to get to know influencer perspective stance.   
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At first, it was thought taking vloggers with the most subscribers, assuming that those would have 

more comments left by the viewers in the comments section, that is below the video, than the one 

with lower number of subscribers. However, after checking the most subscribed Lithuanians this 

idea was rejected. It was dismissed due to the multiple reasons, such as the most subscribed 

Lithuanian is focused on the broader market than Lithuanian. Another reason was that, that most 

subscribed Youtubers rarely monetize their YouTube presence through advertising services in 

particular. Hence, only after further digging and discussion with interview participants two 

Lithuanian YouTuber channels were chosen to look into deeper. That is Inga Zauolyte and Ieva 

Beauty channels.  

 

Out of those, 2 chosen to be investigated. It was decided to take 1 or a couple video with 

promotions, not less than few weeks old have been chosen from each channel to look more in 

depth. The reason for choosing not the most recent videos, but older ones, was that they were 

expected to have more views and comments. Which was considered important, assuming, that they 

would have more comments that would be relevant particularly to this topic and understanding 

their attitude and behavior.   

 

Throughout the period of 5 days, the total number of 54 responses were collected, out of which 17 

have provided their email addresses, in that way showing their willingness and accept to be 

contacted to participate in the interview. The screening survey was deleted as for the qualitative 

interview, the goal is the quality and the interviews can be stopped after the responses reach the 

theoretical saturation (Bryman, 2012). Meaning that the responses are going to start to be repetitive 

and hence, no new insight would come up that means it is enough data collected to answer the 

research question. Therefore, 17 potential interviews were thought to be enough and hence, extra 

paid respondents from upwork.com were not used.  

 

3.2.4. DATA COLLECTION  

 
3.2.4.1. CONSUMER PERSPECTIVE 

 
3.2.4.1.1. QUALITATIVE INTERVIEWS 
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Overview of the literature in regard to consumer behavior, customer journey, social media, word 

of mouth and influencers allowed to come up with the questions for the semi structured interview. 

Although, semi structured interviews allow the deviation for the questions and the interviewer 

should be sharp to the responses, as new ideas might come up from the respondent (Bryman, 2012), 

the list of questions were prepared in advance that could be found in the appendices ( see Appendix 

1).  

 

The screening survey has helped to identify potential informants, who by their own will entered 

their email addresses. In that way, they have indicated the interest and consent to be further 

contacted in order to participate in the interview to provide their opinion and share their 

experiences about YouTube, Youtubers and advertising through such channel.  

 

Throughout the duration of the screening survey, as soon as the emails started coming in, the 

informants were contacted by email on ongoing bases in order to arrange the suitable dates and 

time for the interviews. Out of 17 individuals, who have submitted their emails, 11 have responded 

until week 17th, 2019 and thus, were considered to be interviewed for the first round of interviews.  

While other were kept just in case of lacking information, as it was assumed that this number of 

interviews would possibly reach the theoretical saturation and the main things, that are needed to 

be known in this research would start to be repeated. After, a few date and time rearrangements 

and cancellations, there were 8 certain informants left for the first interviews.   

 

Due to specific circumstance, live, face to face interviews were not possible. Thus, all interviews 

were held through Facebook messenger call function. Respondents were asked to be seen 

throughout the interview through the video, however only 4 agreed, while others claimed to feel 

more comfortable without being seen. Seeing the mimicry of the respondents might have provided 

additional information, which could be useful in order to get more honest, elaborated answers. In 

that way allowing more scrupulous analysis, that could be useful and important to answer the 

research question by getting to know the informants better and trying to immerse deeper into their 

“heads and lives” to see YouTubers and service advertising through YouTubers through 

informants’ eyes. As, even without the possibility to see informants faces and body language, some 

aspects could be interpreted by the tone of their voice, pauses, change of tone and words used. 

Thus, as long as the conditions helped the interviewees to feel more at ease, it was not considered 
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as a great drawback. In addition, as all informants are Lithuanians, the same as the interviewer and 

that reduced any misunderstandings. Further, all interviews were held in the interviewer’s and 

informants mother tongue, Lithuanian language, which was considered to be the most effective in 

trying to see the world through the informants’ eyes and hence, avoiding language barrier, 

expecting that by talking in native language, would encourage respondents to speak more freely 

and allow them to elaborate without limitations.  

 

Apart from having video or audio call, all interviews had the same process. First of all, in order to 

make the informants more comfortable regarding the communication with the interviewer, all calls 

started with the informal small talk, which lasted from around 10 to 15 minutes. Throughout that 

time, the interviewer has introduced herself and both got to know each other. So that, the 

informants would not feel like being interrogated by a stranger. After the small talk, all 

interviewees were briefly introduced to the research and instructions were given for the interview. 

The instructions included, explaining the process how questions are going to be asked, making 

people assured that these recordings would not be used for any other reason than this master thesis 

research, at the same time assuring that there are no right or wrong answers and if asked the same 

thing multiple times or asked for further elaborations, it would be only for the interest of the 

expressed thought. Respondents were also informed that they can stop at any time, if they change 

their mind or something happens during the interview process. More, informants were asked if 

they had any questions before starting. Finally, they were asked for the last time, if they agree to 

be recorded. Only after their oral consent, the calls were started to be recorded and the interviews 

started.  

 

Although the set of questions were prepared in advance, throughout the interview process some 

questions were adapted, modified, left out or added in order to get the better picture of informants’ 

reality. In that way stepping out of the in advanced prepared interview guide. The main first 

questions that participants were asked came from the interview guide (Appendix 1) and later on 

the respondents directed the interview, as the interviewer tried to adapt to what and how answers 

are being said. 
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All 8 held interviews were recorded through QuickTime Player2 audio recording function and 

audio files were saved in M4A format (see individual interviews in Appendices Audio files 

Interview 1-8). All interviews differed in duration with the longest being 46 minutes 11 seconds 

and shortest 15 minutes 21 seconds, which can be seen in the Table 2 below. The total duration of 

conducted and recorded interviews is 3h 43min 23sec.  

 
RESPONDENT’S 

IDENTIFICATION 

INTERVIEW DURATION 

Interview 1 46:11 

Interview 2 33:34 

Interview 3 19:00 

Interview 4 21:50 

Interview 5 27:03 

Interview 6 33:34 

Interview 7 15:21 

Interview 8 26:50 

TOTAL: 3h 43min 23sec 

Table 2. The durations of the interviews (Appendix audio recordings 1-8).  

 

None of the respondents asked to stop the interview during the process. 7 out of 8 recordings had 

no technical difficulties and major disturbances. The last 8th recording has a technical problem at 

the beginning of the interview, as the sound from the respondents’ part kept disappearing. Further, 

the 8th respondent, had interruption on her side.   

 

At the end of the interviews, when the interviewer had no questions, respondents were thanked for 

their time and answers and asked if they had something to add in addition to what was mentioned 

earlier, if they thought that the interview has not touched on something in particular and they want 

to bring it up. After their replies, the audio recordings were stopped.  

 

The conversation with the interviewees did not stop by the end of the interview. After the audio 

recordings were stopped, either the interviewer or the respondents themselves started the reflection 

on the interview and further discussion regarding this topic. 

                                                
2 QuickTime Player - free software available on MacBook 
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What is more, respondents refused to be remunerated and felt happy to help, some even during the 

interview or afterwards claimed this being their first time participating in such type of research 

and they feel more than happy, if their shared experience and thoughts could help in anyway.  

 

As it was predicted, the answers started to be similar and repetitive fast, as respondents were asked 

about a specific phenomenon, about Youtubers and advertising focusing on services. Thus, the 

number of interviews for the first round was considered sufficient and there was no need to have 

another round of interviews to interview other people further.  

 

3.2.4.1.2. NETNOGRAPHY   
 
 
The method for data collection was chosen, as it is considered as new one and suitable for online 

consumer behavior. Costello et al., (2017) noted that although, netnography is widely used for 

various researches as a research method for qualitative study, in some situations it might not be 

effective, as people’s online presence and internet connectivity is needed. However, for the 

purpose of this thesis, as the aim is to investigate the impact of service promotion through online 

platform content creators, the target of research are the ones who are using, reacting to the 

published videos, that include promotions. Thus, this particular method is not only fitting, but also 

necessary, as in addition to the qualitative interview respondents, it allows to see wider public’s 

perception, through reactions to the videos and their left comments. In that way, allowing to 

supplement and enrich the findings of the research needed to answer the research question. 

 

In order to analyze the data, first it had to be collected. The preparation for netnography started as 

soon as the screening survey was shared, and first responses started to come in. As it was 

mentioned before, the answers from the screening survey allowed to indicate the potential focus 

of the data source. Meaning, the respondents listed YouTubers names. In total, there were number 

of 34 YouTuber’s channel names listed (Appendix 2).  

 

All of theirs YouTube channels’ main pages were checked to see the types of videos they have 

and the number of subscribers.  That help to categorize the listed Lithuanian YouTubers by the 

number of subscribers each of them had at the time of the study, while at the same time paying 

attention to the activity by both the channel owner and viewers. Doing so allowed to identify the 



 

 38 

ones with the biggest following. Assuming, that those would have more reactions from their 

viewers to their videos in the comment section, as it is needed to be able to find relevant 

commentary that would allow to fulfil the thesis purpose.  

 

It was chosen to look at multiple channels as they have different interests, videos, living locations 

etc., hence, their audiences might differ. As the aim is to be able to understand viewers’ behavior 

in Lithuanian market and not just one specific YouTuber’s audience, it seemed necessary to look 

at more YouTubers content and hence use netnograpgy. Next, after identifying vloggers with the 

biggest number of subscribers, their contents have been investigated with the aim to find video 

with service promotion and plenty of comments. It was preferred not to check the most recent 

videos, as they have less views at the time of data collection. At the same time, the oldest videos 

have the most views, they were discarded, as it is less likely that at the beginning of the YouTube 

channel, the vlogger would already have some sort of deals with the companies. Following this, a 

website called “YouTube comment scrapper”3 was found by putting query about collecting 

YouTube comments in Google search engine. This website allowed to put the copied URL of the 

YouTube video and with one press of the button revealed: comment ID, data, comments, reply, 

comment’s likes, username and timestamp.  

 

3.2.4.2.INFLUENCER PERSPECTIVE 
 

3.2.4.2.1. QUALITATIVE SURVEY 
 
Although, this research’s main purpose is to learn about the consumers perspective, it was 

considered that influencers are closer to their audience and should know more and have their own 

impressions and opinions regarding such phenomena in Lithuania. Therefore, it was thought that 

their insights would increase the richness of understanding and in that way would generate bigger 

knowledge about the situation in Lithuanian market in terms of their audience reactions, needs, 

their own experiences and opinion about service promotions through them and or other their peers.  

 

The plan was to find the contacts of Youtubers and contact them by calling in order to get direct 

communication and have semi structured interview with them. Although, it was impossible to find 

                                                
3 URL of “YouTube comment scrapper” used to collect comments from under the chosen YouTube 
videos  http://ytcomments.klostermann.ca/ 
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the telephone numbers of Lithuanian YouTube influencers, there are publicly available emails 

given in some of the YouTubers YouTube channels.  

 

The email with the quest for the help included a brief explanation of the study and examples of 

services based on their own content, to make them more personalized. Personalization was 

assumed could increase the chances of receiving the responses. Meaning, that author had to get 

introduced to the content of each YouTuber by watching their videos, reading the description 

boxes and noting instances, where services are being mentioned in various ways. 

 

The first email was sent to Artur Swan from Motyvuoti Atletai, as he has been quite noticeable in 

the mass media lately. After, it was decided to reach out to more YouTubers. In total 9 emails were 

sent to Artur Swan, Justes Grozio kanalas, Muza, Inga Zuolyte, Channelette, Sokoladas Sielai, 

Simona Burbaite, Bitinaite Beauty and Darja Kot. These Youtubers were chosen after checking 

their Youtube channels content, whether they have advertised a service and because their emails 

were available on their home pages.  

 

3.2.5. DATA ANALYSIS  

In this chapter the analysis of the data will be explained. 

  

3.2.5.1.CONSUMER PERSPECTIVE 

 
QUALITATIVE INTERVIEW. 

 

As all 8 interviews has been recorded, all of them were manually transcribed by the author on 

ongoing basis (see Appendix 3). Meaning, that the transcription of that particular interview started 

as soon as the online video or audio call with that informant has ended. This in addition to the 

reflection and discussion after the interview recording, allowed to modify some questions and add 

new ones, that seemed relevant and should be asked by all of the rest respondents. While 

transcribing it was tried to be as accurate as possible. Meaning, that in the Lithuanian transcription 

everything was tried to transcribe the way it was told, including any grammar mistakes as well as 

fillers, sluttering and unexpected change of the speaker thoughts. All pauses and major changes 
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are distinguished by ellipses “…”. The sound disappearance in 8th recording and 8th informant’s 

interruption is distinguished by square brackets “[]”.  

 

After the manual transcription from the audio recording to the original Lithuanian language, all of 

them were tried to be translated in English as closely as possible (see Appendix 3, the English 

versions of interviews are under each original Lithuanian transcription). Interview transcripts were 

translated to English manually as well. At first, it was thought to translate it with the help of Google 

Translator, however, after the first try, it was clear, that those translations totally destroy the 

meaning of respondents’ arguments and this thought was dismissed. In the English version, fillers 

and sluttering were omitted if did not affect the meaning of the expressed though to make it more 

understandable.  In addition, in English translation the missing words, that are needed to make a 

sense of a sentence are given in square brackets “[]” where the most necessary.  

 

As in total there are 68 pages of transcript and translation, in the Appendix X the lines have been 

numbered to make it easier and clearer to refer to and for the reader to find it, if needed.  

 

After the interviews were translated, the document was imported onto NVivo software program. 

This software was used to analyze the collected data, which was available to use to due 

Copenhagen Business School student’s license. The software helped is suitable for large datasets 

(Bryman, 2012), hence it helped to analyze all translated English text constructively and in an 

organized manner.  

 

Qualitative semi structured interview was analyzed employing narrative analysis. Codes and 

themes were created that arose from the respondent’s answers.  

 

NETNOGRAPHY.  
 
As it was mentioned earlier the website was used to collect necessary information, however due 

to ethical reasons some provided information, even though publicly available was omitted.  

 

As this thesis was the first time using NVivo software, due to the time-consuming process for the 

beginner used, it was decided not to use it for netnography as, the dataset was not as large 
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compared to the semi structured interviews, although it could have been possible. Hence, 

netnography was done manually on Excel document and highlighting codes and making themes.  

 

 

3.2.5.2.YOUTUBER PERSPECTIVE 
 
QUALITATIVE SURVEY.  

 

In order to get a broader understanding regarding the phenomena of service advertisement through 

YouTube content creators, it was decided to collect the primary data and get the insights from the 

YouTubers themselves. Thus, it was chosen to contact them too.  

 

The first YouTuber, who was sent an email was Artur Swan, as he has been lately mentioned quite 

a lot through other media channels. However, after it was chosen to contact more than one 

YouTuber in order to increase the probability of getting the response at all. This with optimistic 

results, if all or most of them would have replied, it would have given richer insights. However, 

only one Juste, who has YouTube channel called Justes Grozio Kanalas (eng. Juste’s Beauty 

Channel) out of nine contacted YouTubers have not only responded but also replied to the 

questions.   

 

4. FINDINGS  

This section analyze data and analysing the findings considering and justifying the philosophy of 

science ontological and epistemological considerations.  

 

4.1.QUALITATIVE INTERVIEW 

 
As it was mentioned before, there were 8 informants from consumer perspective. The summary of 

respondents’ profiles indicating their gender, age group, residence, attitude to YouTubers and 

particularly to such type of advertisement, as well as previous behavior and future intention are 

given in the Table 2.  
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Respondent’s 

identification 

Gender 

 

Age Residence Attitude 

to 

Youtubers 

Attitude to 

advertisement 

Previous 

purchase 

Purchase 

intention 

Interview 1 Male 26-

35 

Capital Positive Mixed Yes Yes 

Interview 2 Female 36-

45 

Smaller 

town 

Positive Positive Yes Yes 

Interview 3 Female 26-

35 

Smaller 

town 

Positive Positive Yes Yes 

Interview 4 Female 26-

35 

Capital  Positive Mixed Yes Yes 

Interview 5 Female 26-

35 

Capital Positive Negative Yes Yes 

Interview 6 Female 26-

35 

Capital Positive Negative Yes Perhaps 

Interview 7 Female >25 Smaller 

town 

Negative Negative No No 

Interview 8 Female 26-

35 

Capital Positive Positive Yes Yes 

Table 2. Respondents’ profiles and summary of attitude and intention (own source based on 

screening survey and interviews). 

 

As it can be seen from the table 7 respondents were females and 1 male. Most of them are in their 

late 20s apart from 2 female, one of which is in her 40s, another one in her early 20s. 5 of them 

live in the capital Vilnius, while other 3 live in different smaller towns. In the table it can be seen 

the attitude to YouTuber and such type of advertisement, as well as previous purchase and future 

intentions.  

 

It was quite hard both for both the respondents and the interviewee, while analyzing identify 

clearly how the they genuinely feel about the asked topics, since some of them were changing their 

stance throughout the interview process. As for example, interviewee 1 and 4 claimed that their 

attitude towards such advertising type is positive, however, they greatly expressed the annoyance, 

when the advertisements are not clearly stated. For example, interview 4 says: “my opinion isn’t 

negative, but I couldn’t say that it’s 100 percent positive, because there’re people who don’t 

understand that this is advertising and they can sometimes be misled.” (Appedix 3, 1655-1656). 
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Thus, her attitude is put in mix. While the 1st respondent expressed the annoyance multiple times, 

but still claimed and stressed that his attitude is positive, since he understands that this is the way 

Youtubers earn money.  

 

When consumers are watching Youtubers, then in some instances the location barriers affect their 

behavior. As 6th respondent mentioned about the interest in buying a makeup product that was 

advertised by a foreign YouTuber: “...didn't buy it because it was way too expensive in addition 

the shipment costs…I'd have gotten almost a third price of that product just for that” (Appendix 3, 

2740-2742). That is the main reason, why some watch mostly or prefer to watch Lithuanian 

YouTubers, as they know that if something would interest them, they could easily purchase that.  

 

As for example, due to the location and the acceptability of service and products, that are being 

shown in the videos, respondent 3 and 4 prefer to watch local.  

Interviewee 8 claimed of knowing of such service that she wanted prior to watching her subscribed 

YouTuber’s video, however she has learnt from the video, which has directed her to the exact 

retail shop, which provides such services and hence used that exact service provided by that 

company: “existence of the service I knew before, but about the store, I didn’t. I found out about 

the store from Youtuber and I bought it from that store” (Appendix 3, 3478-3479). Whereas 

interviewee 1 by the advertisement in influencer’s video learnt about some specific service, bought 

it from another provider: “video made me interested so that there are such services, but that did 

not affect me, so I would buy exactly the advertised service, but it has introduced me, that there 

are such services” (Appendix 3, 494-495). And hence he claimed that: “I sought further 

information… I purchased... maybe not exactly that service, which was advertised but after further 

investigation, [I’ve purchased] …similar service” (Appendix 3, 484-486).  

All the respondents claim that the only reason why they cannot dismiss the possibility of purchase 

and would pay for something advertised is the relevancy and created or already had interest in 

specific offering except for the youngest one. While respondent 6 stressed that “discount code” 

(Appendix 3, 2744) would encourage her to obtain something.  

What is more, one respondent, that is recorded in the file called interview 4 (see Appendix x) 

mentioned, that she has recently seen a product-based advertising on Ieva Beauty channel’s video.  
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Where the woman presented the foot mask. After the interview the author searched and found that 

particular video. In the same video, that YouTuber mentions multiple times and visits specific 

retail chain. However, this has not been mentioned by the informant. 

 

Another interesting finding is connected to the demographic. Although, it is assumed that the 

younger generation is the target on the Internet and digital marketing, having the youngest 

informant in her early 20s, dismisses that idea. This insight suggest that younger generation is 

more conscious in terms of advertising. The youngest informant number 7, who claimed that she: 

“learnt about [YouTube], when I was 10…[use it] half of my life” ( Appendix 3, 2981-2982) was 

the most negative towards YouTubers and advertisement, although she is watching those 

YouTubers by herself, but she says:  

 

“I watch them so I can look at people telling their stories…I don't think everyone would 

care about it, that many would be interested in it…Everyone can travel and see with their 

own eyes and not necessarily listen to every other person's experiences” (Appendix x, 

3006-3008).  

 

In terms of advertisements, she states: “I don't think I'm really so attached to Youtube so I’d 

purchase something from those advertisements” (Appendix 3, 3075). This raises more questions 

than answers.  

 

As it was mentioned in the earlier chapters, attitude and intention differ. The summaries of the 

collected interviews are seen in Table 1. For 3 out of 8 the attitude to YouTubers and such type of 

advertising is definitely positive, the future intentions are also in favor of the relevant service 

providers using such medium. However, the rest 5, having positive attitude to YouTubers have 

negative attitude to advertising not only on this channel but in general as well. 1 of them claim, 

that they doubt that they would ever be interested in anything that would be presented on 

YouTubers content. While 5th and 6th, although having negative attitude to advertising does not 

dismiss the opportunity to purchase something seen in watched YouTubers’ content.  

 

7 out of all 8 respondents claimed to have purchased something seen in the past. Those include 

both products and services. Although, some are not sure if they have seen a specific service or 
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product through YouTube vloggers for the first time or they have already about it prior to that. 6th 

respondent at first strictly said, that she bought that particular item not because she saw it 

recommended in the video, as is sure she has bought that thing before, however the last time she 

has bought it, was due to seeing that in the video. In addition, while talking about trusting 

YouTubers, she started hesitating whether they influence her and then talking about one particular, 

that she follows she states: “I may have full trust on him, but I don’t want to accept that” (Appendix 

3, 2687) and she finishes the sentence laughing. This though could be elaborated further. As these 

days there are enormous amounts of advertisings everywhere and consumers face them on the 

daily bases though various mediums, people are tired of them, they do not like to feel fooled and 

want to believe that they are in charge of their own decisions and hence, purchase behavior.  

 

Another interesting thought came from the first respondent, who said such type of advertisement 

should be used more by smaller, less known companies, that provide diverse, interesting, new 

services than the big ones, who already have a strong present through other channels. Putting it in 

his own words: “…it’s more interesting to get to know new brands or the names of services, that 

I’ve never heard before or… especially smaller companies, that provide something more 

interesting, something, that not everybody knows about yet…”’ (Appendix 3, 560-561). 

 

While talking about the most important things that the videos should include in order for 

respondents to be liked most of them mentioned and stressed interesting, relevant content and high 

quality. However, as people differ with their realities, they and their surrounded environment 

construct, what is interesting and relevant. Because of that they have diverse hobbies and interests 

and hence, they can follow some same and some different channels for various reasons. They 

subscribe to and watch ones for the specific reasons and therefore they expect and accept services 

advertising that is only connected to that specific things. The same is with the video titles and what 

is put on the video. While funny content creators have less limitations, as they focus not on the 

specific subject as it would for example beauty vloggers.  

 

To add, 1, 4, 6 informants compared YouTube to television throughout their interviews at diverse 

instances such as talking about using this platform instead and of television, the way of advertising 

and the features that a good YouTuber and his, her videos in their opinion should have. That is 
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why informants 1, 2, 4 and 6 claim that the looks and interesting communication style are a must 

to grab the watchers’ attention and convey interesting information in their content.  

 

What is more, 1st informant said that that quality of the video and sound these days is “by default” 

(Appendix 3, 630) high.  While another respondent 6 said that she turns off the video, when its 

quality is poor. Thus, the audience does not accept to get content that is of a great quality not only 

content wise, but also image and sound, editing and post production.  

 

While stressing the importance of the relevancy respondent 2 stated that “if the topic isn’t 

interesting, then everything is annoying… quality, and the background … presenter is bad” 

(Appendix 3, 1076).  

 

Whereas a good video by respondents is considered to be interesting, informative, entertaining, of 

a high quality and the channel owner, as for example respondent 2 said: “if the topic is interesting 

then the following criterion would be: quality and attractiveness of the information... the 

attractiveness of the informer and the text” (Appendix 3, 1077-1078). Meaning, that when the 

offering is relevant all the other details that would be scrutinized otherwise, look better. In addition 

to a good practice, more than 2 respondents mention that they prefer a storyline to present the 

service or any kind of offering, as then it is being watched organically and it is still entertaining. 

 

Respondents raised the issue of hidden advertisement not only by stating their attitude, but also by 

being asked if they can distinguish advertisement from recommendation.  By recommendation, it 

is meant, that the vlogger suggest something to its audience not because of some sort of connection 

or relationship with certain company but for —helping or sharing purposes, that are based on his, 

her own intrinsic or extrinsic motivation. Respondents feel confused and the answers varied 

greatly. In this case, interviewee 4 said that she sees everything as an advertisement, while thins 

that could be considered as recommendations are hidden advertisements for her. She says that 

while presenting: 

 

“particular product, they speak about few products, this is, in my opinion, a hidden 

advertisement… its good qualities [are presented]…that automatically indicate to a person 
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that it would be good to buy this product, but it isn’t said that it must be purchased” 

(Appendix 3, 1659-1664). 

 

Problem regarding hiding and stating that something is advertised also affects the trust. All the 

informants claimed that they do not just blindly trust the vlogger, no matter if they subscribe to 

that channel or not. All of them claim, that after seeing some advertisement that interest him or 

her, they seek or would seek further information from other sources before making the final 

decision to purchase. As they assume, that the presenter might have been paid or somehow 

connected to the company, as respondents notice can be explained through 1st respondent’s words 

when a service is being advertised, presented he misses “the review from the critical side” 

(Appendix 3, 529), as all they notices is the positive look at them. “Quite often I miss, that the 

service would be looked at from negative side as well” (520-521). He wants “comparison to other 

services” (Appendix 3, 530), which is according to him very rare.  

 

Respondents 4 and 7, clearly state that they do not like and avoid watching videos that may be 

insulting, inappropriate, where some boundaries are being overlapped in any way 

 

More, when the advertisement grabs the attention of the viewers, they not attract audience to that 

particular company, which provides such service, but also to competitors. As respondent 1 

claimed, that further reproach regarding some specific service helps to find diverse options 

“purchased them...maybe not exactly that service” (Appendix 3, 467), he says that he can decide on his 

own “what service to buy and also at what price point… maybe I could buy the same service for the lower 

or higher price with better quality” (Appendix 3, 509-511), but in that way it means that such advertising 

is a great method for new, unique services, that have no competitors. 

 

Although some claim understanding that advertising through YouTubers content is their way of 

earning, interviewee 5, does not like that and thinks it should be left out.  

 

While 1st compared product reviews videos, informant claimed that watching services is more 

interesting, as he does not need necessarily be interested or willing to try that service but watching 

might encourage him.  
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Interviewees 1, 2 and 6 touched on the subjectivity of services. While 1st is considering whether 

he would get the same service as provided to the YouTuber and is shown, 6th compared service to 

the weather and people’s opinions on what is a good and a bad weather (Appendix 3).  

 

What is more, cross promotion example was given by interview 7, where the cars are being 

advertised, while at the same time the car dealer. There was also an example of content marketing, 

that interviewee 3 does not consider as advertising at all, but just as a suggestion.  

 

Moreover, all the respondents were asked about the number of subscribers, views, comments 

YouTuber collects and whether that affects them in any way. All without exception dismissed this 

idea. Meaning, that neither the number of subscribers nor the popularity of the video creates more 

trust or attractiveness towards the creator.  

 

Further they were asked if they are a part of the active audience, whether they like, dislike and 

comment videos or at least read them. The answers varied, however none of them said that they 

react to the videos by writing comments even though, something is not right or lied in that video. 

Few say that they press like, when they really enjoy the video, while respondent 1 said that he 

presses dislike, if something is not right there. However, respondents 6th comment could concludes 

and gives a better understanding of Lithuanian YouTube audience behavior by saying: “I’m very 

quiet, I participate everywhere very much, but nobody knows it and I want to leave it that way 

(Appendix  3, 2769-2770).  

 

To visualize the semi structured interview findings a Figure 1 has been prepared.  
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Figure 1. Influence cycle (own source). 

 

4.2. NETNOGRAPHY 

As it was mentioned for netnography 2 channels were picked according to the suggestions by the 

respondents. Those are Inga Zuolyte and Ieva Beauty channel.  

 

To better illustrate data that would easier help to analyze it for the findings a spreadsheet was 

prepared (Appendix 4).  

 

Thus, collected data included the data that video was uploaded, name of the channel, video title, 

direct URL, likes, dislikes, total views and number of total comments.  

 

Lower, it can be seen the timestamps, that indicate the time when the comment was written, the 

comment ID to indicate a specific commentator without using their real names or nicknames on 
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YouTube, original and translated comment to English, as well as original reply from the YouTuber 

is there were any as well as translation.  

 

Hence, similarly as it could have been heard from the interview respondents not that many people 

react to the videos by commenting and or liking, disliking a video. For example, one Ieva Beauty 

video uploaded in February has total 44.994 views, 734 likes, 43 dislikes and 50 comments in total 

(Appendix 4, cell 33). From this, it can be said that people are not that actively engaging with their 

watched Youtubers.  

 

However, it is hard to determine, how many viewers wrote comments, as they may prefer doing 

that privately and through other platforms. But from those who write it can be said that they see 

her as the one who knows something better and asks for their experiences, places where they 

bought something as for example: “could you add a link to the yellow dress? Thanks” Appendix 

4, cell 43), “how much does it cost to get a spray like that?” (Appendix 4, cell 53), other react to 

the video like talking to a friend as for instance, “You made me lough ( if you would live by the 

dumpster)” (Appendix 4, cell 49), while other give suggestions for the videos: “It would be 

interesting if you would do a Q&A video sometime” (Appendix 4, cell 40) and “Could Adam talk 

about all the failures, successes and how much money did you save or maybe spent more, what 

was the most difficult and so on?” (Appendix 4, cell 53), while other relate their lives as for 

example “My doggie has the snake and destroyed it in few days too” (Appendix 4, cell 60). Some, 

give compliments, suggestions or ask for their suggestions regarding particular products.  

 

The communication is rather mixed. Some contact in direct some in polite manner, some use 

Lithuanian symbols, while some use emojis. It is hard to generate as it differs from commentator 

to commentator, but it could be said that it is rather relaxed but polite from both sides.  

 
 

4.3.QUALITATIVE SURVEY  
 
As Juste from Justes Grozio Kanalas (eng. Juste’s Beauty Channel) who focuses on multiple topics 

such as beauty, fashion, lifestyle and food was the only influencer who not only reacted but also 

answered the questions here, the main findings from 15 elaborated questions are going to be 

presented from the Appendix 5 
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First of all, it should be said that the letter to Juste was sent in formal manner, politely and using 

Lithuanian symbols, however the reply from Juste was very informal and very relaxed. It did not 

include any Lithuanian symbols but included smiling emojis at the end of some answers. From 

this it could be argued, that Juste with 8,9K subscribers feels relaxed and feels a connection with 

her audience. She also says that people are writing to her not only in the comment section but also 

privately as she even laughs about getting an assistant (Appendix 5).  

 

She claims knowing her audience to be between 15 and 40 year. This also suggest that not only 

younger generation is watching Youtube. Further, when asked regarding collaboration with 

companies, she said that she used to contact companies that she liked by herself, but now as her 

channel grew, they contact her and the very first thing she does is checking what the company is 

all about, whether that interests her and it would be interesting, useful and relevant to her 

subscriber. However, she says that she keeps asking the audience for video suggestions and what 

should she show them, but they just want to see everything. (Appendix x).  

 

Hence, it can be generalized that she values her audience and their opinion as she claims that she 

wants to show what would be interesting for them to see and says that she “never lie” (Appendix 

5, p. 6) and her audience know that she always says, what she thinks whether that be paid 

advertising or free product and or service provided and she believes that makes her audience trust 

her.  

 

While talking particularly about services, she also as the other respondents in the qualitative 

interview notice product related advertisement, basically makeup, as it is a huge market and people 

want to see that. And she herself after listening “to couple of vloggers suggestions regarding 

makeup products” bought that and does not regret.  

 

While talking about making an advertisement herself she does not notice any difference whether 

it is for the service of product (Appendix 5).  

 

Regarding the future and potential improvements, she thinks that the activity of being a YouTube 

has grown very fast and will keep growing in Lithuania, that brings new people and ideas.  
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At the end of the letter in regarding to making advertisement she says:  

“I think when you show something, it’s very important to show demo, tell them how the 
products last throughout the day. What is the effect on the skin after using some product 
for a month and etc. People want to see the results, nobody cares, if you’re just going to 
talk about it” (Appendix 5, p. 6).  

 
Juste’s comments into the provided questions allows to create the understanding of the vlogger – 

audience relationship.  

 

5. DISCUSSION  

 

To authors understanding, there has been sufficient data collected in order to answer the raised 

research question as well as helping sub-questions within the scope time and information 

accessibility limitations of this master thesis. There are multiple things that have been found 

interesting and unexpected that help answering the raised research question.  

 

Although, the findings of this research help to answer the raised research question and sub-

questions, it could have been done in diverse ways. As for example, taking specific Lithuanian 

YouTubers, that have made advertising in their created and shared contents and continue to 

collaborate with service-based companies and connecting with their subscribers, who regularly 

engage with them. This could have been done, through getting in touch with the YouTubers, who 

would agree to become a part of the case study and asking their help to attract the attention from 

their subscribers in order to collect a sufficient number of possible informants.  

 

Another way to approach this research could have been by making a thorough content analysis of 

Lithuanian YouTubers content and select specific services and or type of service advertising in 

their videos and making a specific case study. These approaches would have given more specific 

answers, that could have been compared as for example, among the diverse demographic 

characteristics or the influence of the differences of different approaches in presenting services 

through this medium. As well as further investigation in regard to younger versus older generation 

attitude and result of the touchpoints’, as YouTubers’ impact on purchase behavior.  
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As all studies, this research has limitations as well. In order to increase the validity of the research 

the quantitative study should be made to test out the findings. This could be done by employing 

the survey method and increasing the number of participants. In addition, it was considered, and 

the needed material was collected for the content analysis, however due to the lack of time, it was 

omitted. This would have shed light about this particular phenomenon in Lithuanian market.  

 

What is more, as qualitative study is sufficient and scientific, although considered as the opposite 

by other, the author of this master thesis provided all the necessary details in connection to the 

way the research was approached, the philosophical stances, all the methods and tools, as well as 

detail descriptions of the whole processes to increase the opportunity for the replicability, 

reliability. However, to please the quantitative protagonists, the study would have been enriched 

with the quantitative approach towards the attitude and intention as suggested by the Theory of 

Planned Behavior founder Ajzen and employing his prepared guidance for the survey that can be 

found online4.  

 

In addition to this, the findings of this research could have been further tested by quantitative 

survey afterwards. In that way either dismissing or supporting the findings as well as providing 

additional information that could have enriched them. Though, this approach would have affected 

the philosophical stance of the researcher as well as require more time in order to prepare the 

survey, collect the representative sample and analyze the data thoroughly through the help of such 

tools as SPSS. Hence, moving out of the qualitative methods and testing the results are out of this 

thesis scope.  

 

Another thing that could be improved, is that the author could have been more persistent in getting 

the answers from Lithuanian YouTubers. This could have brought addition information and more 

in-depth analysis and hence, findings. 

 

Although, the researched people are bound in the same geographical location, have the same or 

similar background the way they were raised and grew up, speak the same language, have similar 

                                                
4 https://people.umass.edu/aizen/pdf/tpb.questionnaire.pdf - Izek Ajzen Theory of Planned 
behavior website and sample questionnaire 
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traits, they are still very different. As all people by creating their own realities, have diverse 

interests, hobbies and their own perceptions to the same things. Although, the theoretical saturation 

has been reached. It cannot be dismissed that by interviewing 8 other people from the same areas, 

could bring up new insights. 

 

As it was mentioned, some of the respondents of the interview are of slightly different 

demographics. However, as the main focus of the thesis was to investigate service advertising 

affect in Lithuanian market and the aim was not to investigate one specific group of people, the 

diversity created a broader overview and age and living location differences brought interesting 

insights. As for example, the youngest 7th informant has a totally negative attitude and claim to 

have neither former nor future purchase intentions and is skeptical regarding such advertising, 

whereas the 2nd and 3rd respondents living in smaller towns than the capital prefers short concise 

videos.  

 

Although, these days most of the people are using some sort of social media for various purposes, 

while connecting with potential respondents and while speaking with the actual respondents, from 

some it felt that it is almost like a taboo to speak about or reveal to what they have subscribed to. 

While asking people to participate in the study, it was noticed, that people are not willing to talk 

about YouTube or watched, subscribed YouTubers, even the people from closer social network. 

This can be connected to Goffman’s theory of self-presentation. As most of the respondents claim 

using YouTube at home or while there are free, other people might see that as a private and secret 

thing, how they spend their own personal time getting away from the others. In addition, this could 

be based on the business of today’s world and the trend of people to be and look busy, while 

watching videos online is considered to be as wasting time, but also to the fact that influencers, 

even though popular and recognized as profession is being shamed or mocked by other public 

figures in Lithuania.  

 

While in other parts of the world, social media influencers are compared to celebrities, this is 

lacking from other well-known people in Lithuania.5 This could be overcome by the other media 

channels covering stories about those YouTubers and introducing them, their primary occupations, 

                                                
5 The insight is taken from these interviews https://www.youtube.com/watch?v=1HaUobTkjEQ., and 
https://www.youtube.com/watch?v=h8iTfVSVx6U, where publicly known people, who are considered influencers 
on other platforms get insulted and refuses to be called influencers.  
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educations in that way changing the opinion that influencers do nothing else in life just make 

videos and take pictures.  

 

While talking about influencer perspective and netnography, although with insight from just one 

source, it can be assumed that influencers are used to get letters from their audience in the way 

they reply to their audience either by email or in the comment section. Hence, I could be thought 

that YouTubers also consider their audience as friends or at least acquittances.  

 

Further, the receivers of information could be classified into actively seeking, the ones who ask, 

look for specific information about certain products and services that they are interested in and 

need to know more about them, and the ones who are passively receiving information from their 

close network, reading, listening or watching reviews online for the entertainment or other 

purposes. Hence, the impact of either word of mouth or electronic word of mouth in different 

situations, could be assumed to have a diverse effect on customer behavior.  

 

Basing on the prasocial interaction theory consumers can relate more to the YouTube content 

creators than professionally prepared advertising, as they feel that they already know them as they 

see them quite often.  

 

6. CONCLUSION  

 
 
Answering the research question directly and shortly and vague, it can be said that YouTube 

influencers affect consumer behavior in multiple ways, due to multiple reasons that are going to 

be elaborated and further explained below.  

 

Overall findings are positive in sense that almost all respondents claim either bought or used 

offerings that they saw on their watched YouTubers’ videos as well as their positive or neutral 

future purchase intention except one. Meaning, that the YouTubers affect consumers.  

 

Although, the prior to the research, at the stage of problem formulation it was expected that 

subscribed YouTubers’ made advertisements would shorten the duration of consumer decision 
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process and hence customer journey pre – purchase phase, however, the findings do not support 

such assumption. At least not in Lithuanian market, as all without exception seeks further 

information, when they get interested by such advertisement, instead of immediately purchasing 

something without hesitation.  

 

While answering research sub-questions it can be said that the attitude and intention regarding 

such advertising may differ. While the attitude towards the Youtubers might be good, towards the 

no matter what kind of advertisements it might be bad, although by watching content people might 

still get interested that would encourage them to buy and try something out.  

 

Further, only YouTubers that are considered trustworthy by the recipient can affect his or hers 

purchase decisions with relevant and interesting advertisement though their content video, which 

is a clearly and accurately titled, in that way allowing the viewer to know in advance, what that is 

going to be about, then the viewer is able to decide whether that would interest him or her. At the 

same time, the good title of the video might attract larger audience to both the YouTuber and the 

service provider who has chosen such type of advertising. As even though, some people prefer to 

stick to their subscribed, followed or recommended by YouTube algorithm videos, others use the 

search by putting key words of the topics that interest them. However, the trust on YouTube, 

especially when it comes to advertisements is complicated. Only by staying relevant, true to 

oneself and his, her audience, consistent with opinion and stances, constantly producing as equally 

of a high and great quality information and production wise content, the Youtuber can earn trust 

from his, her subscribers and followers.  

 

No matter whether the YouTubers trustworthy and fit all the requirements that the audience want 

from them, they must only advertise the offerings that are connected and relevant to either their 

expertise, hobbies, occupation, main focus of the channel or that specific video, otherwise it 

becomes obvious to the audience that he or she is just a sellout and that negatively affects trust in 

them.  

 

More, Youtubers must state either in description boxes, titles or videos whether or not something 

is a paid advertisement, so that the audience would not need to guess and question the honesty and 
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auxiliary of the influencer, when he or she genuinely praise some service not because of being 

paid for it, but because of being such a great service provided by specific company. 

 

There is another issue, that has been raised regarding service advertising through such medium 

apart from trust. That is the subjectivity of services. The main questions that hesitate the consumers 

are whether the consumer would be treated the same as the vlogger, whether everything is going 

to be the same to him or her and they would get the exact same customer experience, whether they 

would feel and like that service as equally as the YouTuber did or at least the way they understood 

from the way the influencer presented that.  

 

However, it is worth mentioning that as it was predicted, consumers notice product-based 

advertisements and recommendations more than service ones. After making the research, it can be 

argued that services advertisings are less noticeable due to the fact that usually service 

advertisements are integrated into the video very organically. Meaning, that the audience gets to 

know about a specific service, which could be bought from a specific provider, but that does not 

annoy them as if they choose to watch a particular video based on its title and it fits and matches 

the theme, they do not get irritated by the fact that something is being sold to them. In short, service 

advertising through such medium is tastefully incorporated and thus watched mostly organically. 

However, the ability to recall and impact of particularly such advertisement should be further 

investigated.  

 

What is more, YouTube and YouTubers’ created content is being compared to television as people 

state using it instead and of television, the way of advertising resembles and the features that a 

good YouTuber and his, her videos should have. In their opinion, Youtubers should also have an 

aesthetic look, good, pleasing, voice and communication manner, like the presenters on television, 

while all the technicalities such as quality of the video, sound and post production are a must. 

 

The looks and interesting communication style are a must to grab the potential consumers’ 

attention and convey interesting information through their content. Another thing, that has to be 

considered by the YouTubers and or companies, who work with them is that the audience look for 

the storyline. They do not want to see the advertisement just in their face, but if it cannot be avoided 
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than it should be done in an organic way, which for services works perfectly as being a some sort 

of product placement.  

 

This thesis expanded the already exiting researches and literature about YouTube and advertising 

through YouTubers. As the main aim and focus was particularly to expand the literature regarding 

service promotion through such medium as YouTube video creators due to the defining features 

of services and differences from products. Hence, this thesis confirms that the differences between 

services and products exist regarding advertisements as well, because they are presented in 

different ways.  

 

However, advertising through such medium using YouTube influencers does not necessarily mean 

a faster consumer decision and shortened pre-purchase customer journey phase. There are multiple 

variables that affect whether the consumer is going to purchase something offered by YouTuber.  

 

First of all, there is a relevancy issue. That is connected to the specific consumer’s needs, hobbies 

and interests at that point in time. People use YouTube for various purposes and hence, some 

subscribe to specific YouTubers particularly because of that channel’s main focus, content 

creator’s expertise. While at the same time people press and watch certain videos for specific 

interests. Therefore, if there is any sort of advertisement or recommendation, they expect to see 

only to that topic related and relevant offerings, otherwise it affects YouTubers trustworthiness 

and sincerity.  

 

Also, such advertising is beneficial not only for the provider who paid for such advertisement, but 

its competitors too, as people from the audience, who became interested in the advertise service 

are inclined and are able to seek further information for further own investigation and comparison 

in for example, conditions, price and quality ratio. Meaning, that by using such advertisement type, 

the provider needs to be able to suggest something that would be unique and or better than its 

competitors.  

 

What is more, this type of advertising should be considered and used more by the smaller, less 

known, new and unique service providers. Due to the fact that the brands and companies that are 

already well known and have strong presence elsewhere are already known and does not interest 
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viewers as much. Hence, the impact of such advertisement is lower than for the previously 

mentioned types of service companies. As unknown services or providers can grab more attention, 

while at the same time Youtubers’ videos storylines are more interesting and engaging in that way 

affecting the views and following of those YouTubers.  

 

Another, implication is that people desire transparency, even when the video material is for 

entertainment purposes. In addition, by using such advertisement type, services could be also taken 

through test and comparisons, so that the videos would create the bigger picture of it and that 

would encourage the audience both to trust the YouTuber and push away the hesitations regarding 

obtaining such service from particular provider.  

 

In addition, it can be concluded that some stronger consumers, who believe to be well informed, 

do not want to accept and admit being influenced by YouTubers from their responses it can be 

clearly understood that they are, while others consider everything that is shown, mentioned by 

vloggers as advertisements. Also, finding suggest that consumers are not able to distinguish paid 

advertisement from recommendation, which has to be worked by YouTubers to create more trust, 

by being relevant, consistent and sharing their real-life experiences and critical opinion, evaluating 

both positive and negative sides.  

 

Shortly to answer the raised questions at the beginning of the study it can be said that influencers 

affect consumers only if they are interested in something presented, which is connected to their 

motivation and preference to watch that particular YouTuber’s videos, that depends on the 

consumers interest and situation in life at that time. If the consumer has willingly chosen to watch 

that video and continue watch it through even when they know that they are being advertised at 

the moment, YouTuber’s way of communication and chosen style of presenting particular offering 

and created emotion impacts consumers intention. Thus, in terms of services, content creator has 

to make an advertisement in a way, that both the characteristics such as price, conditions and etc. 

would be clearly stated, while at the same time, even with the hesitation of subjectivity to service 

experience and service itself, the emotion and the process throughout the duration of it should be 

shown.  
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As consumer see YouTubers more like a regular consumer such as friends or acquaintances that 

are sharing their experiences due to usual contact with them through their videos. Thus, despite 

the full-on experience overview in the video format expect their honest opinion as well as 

suggestions regarding services, they are expected to have more knowledge trying out and 

experiencing diverse types of services, at the same time having the opportunity for the first “hands 

on experience” when it comes to the market in specific fields.  

 

Moreover, the attitude intention may differ from consumer to consumer due to their backgrounds 

and their self-presentation, self-belief, however, the negative attitude not necessarily means neither 

avoiding while talking about subscribing and continue watching YouTuber’s and their 

incorporated advertisements, nor consumer related behavior such as purchase intention, if they are 

shown something that interest and is relevant to them at that particular time.   

 

Hence, all in all, consumer intentions depend on their background and previous experience, which 

affect the attitude towards the YouTubers and their made advertisings, where the most important 

things are as mentioned above YouTuber’s and his or her video’s characteristics and chosen 

presentation style and presented service. Which if creates the interest or is relevant affects 

consumers to seek further information and purchase either the same exact service from that 

particular provider, similar service from the same provider or competitors service. After 

experiencing the service depending on the experience and satisfaction it might result in word of 

mouth and sharing about that with others.  

 

Lastly, although this was not the aim of this thesis, from the informant’s responses it could be said 

that YouTubers are not the source for the full trust and or that they would be trusted blindly as 

respondents said that they check other reviews on other platforms and or check more content 

related to that specific offering that they are interested in. 

 

6.1. FURTHER RESEARCH  
 
 
Although some of the further research suggestions have been already mentioned in previous parts, 

as there is a need to investigate the phenomena as respondents’ communication and some answers, 
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hesitations raised more questions than brought answers, hence, further, additional suggestions that 

arise from this thesis are provided below.  

 

Research – neuroscience, could expand the scientific literature by focusing on how brain is 

reacting to influencers video promotions comparing the reaction to the subscribed and less known 

or unknown YouTubers’ and is there a real connection between parasocial interaction and the 

commercial offerings they present in their created content.  

 

Another interesting path could be to look into the impact of advertisement or recommendation by 

comparing different YouTubers with diverse kinds of content and their audiences. Further, another 

raised issue could be connected regarding the number of subscribers, followers YouTubers have. 

Researching whether YouTubers with less subscribers, followers are more impactful on their 

audience and are those more trusted, valued as they are not considered as sellouts. Whether the 

smaller number of subscribers means a closer and friendlier connection as then they YouTubers 

are more able to physically react and reply to their audience.  

 

As, it is well acknowledged that people tend to say and do different, that is why in order to have 

real, without any assumptions results, researchers could employ longitudinal study to analyze 

consumer behavior in the customer journey affected by YouTube content creators.  

 

In addition, another study could be done regarding parasocial interaction and Youtubers’ effect. 

For example, by making a comparative study researching whether the better-known YouTubers, 

the ones the consumer watches for longer period of time and or follows through multiple social 

media platforms have a greater impact on buying intention than the less known content creators. 

The findings could define whether there is a need for YouTubers to keep their subscribers close 

by being consistent and relevant to the starting purpose of the channel. 

 

As a slightly mixed group of respondents brought interesting insights, it could be further be 

researched through study comparing different demographics in a one specific market. The study 

could shed light on the different preferences of specific services and ways of advertising it.  
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In addition, the topic could be enriched by making a comparative cross-cultural study. As for 

example, it is known that cultural differences play an important role in customer shopping 

behavior, then different cultures should react to the same stimuli differently. As for example, if 

taking Hofstede’s insights - uncertainty avoidance in Lithuania is 65, while for example, in 

Denmark just 23 (Hofstede Insights, n.d.). From this it can be counted that between both countries 

there are around 65,6 percent difference. It could be assumed that Lithuanians prefer more to 

gather as much information about the companies’ offerings in advance to purchasing it, compared 

to Danes.  

 

Hence, evaluate unexpected promotions such as by their followed and watched YouTube vloggers 

differently. While this is just an assumption, it could be further studied researching diverse 

countries and comparing those results between countries in accordance to such insights as 

Hofstede’s.  

 

Another interesting and useful research for the practitioners could be regarding the homeostasis 

and service promotions by social media influencers to further explore what has been already done 

by Bruno et al., (2017) This would help to investigate the seasonality and effect of different service 

promotions variation throughout different seasons and possibly allow to discover specific factors 

that would be the most powerful for certain service promotions on social media by the influencers 

at certain times of the season.  

 

Further research to investigate the real amount of product and service-related promotions on for 

example, the same YouTube. This would allow to get a better understanding where and how 

YouTubers recommend and how the recommendations differ from advertisements.  

 

Moreover, as it is known that the picture is more effective than the text, while the video is more 

effective than the picture. Hence, the experimental research could be made to investigate, whether 

short service presentation in text or by YouTube influencers affect attitude and intention more and 

what are the rate of the recalling such different types of advertising.  

 

Longer videos are usually being watched during free time and at the comfort of consumers’ homes 

thus, seasonality could be overcome and managed by using Youtube influencers as they tend to 
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make longer videos, while reviewing services, as they try to incorporate that into their daily or 

weekly vlogs. while shorter videos are being watched on various occasions, including the commute 

to work by public transport. People prefer to watch longer videos on their leisure time, when they 

feel comfortable or while doing their home chores. Hence, the research whether employing 

YouTubers would be effective to fight the seasonality regarding service promotions and 

homeostasis.  
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