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Abstract

Influencer Marketing from a 
Consumer Perspective: How 
Attitude, Trust, and Word of 
Mouth Affect Buying Behavior

http://dx.doi.org/10.5755/j01.eis.1.15.28803 

Influencer marketing is a marketing method that more and more companies are using when it comes to 
marketing brands.  The purpose of the study has been to gain a deeper understanding of how social media 
influencers affect consumers' buying behavior. To understand this, consumers' attitudes and confidence in the 
phenomenon have been relevant factors to examine. The study also aimed to find out whether Word of Mouth 
(WoM) or social media influencers have the greatest impact on consumers' buying behavior. The results have 
shown that social media influencer's impact on consumers' buying behavior depends on whether attitudes 
are positive or negative. Consumers with positive attitudes towards social media influencers have a greater 
tendency to acquire what is marketed in comparison with consumers who have negative attitudes towards 
social media influencers, who instead refrain from buying. Factors that increase confidence in social media 
influencer are whether the consumer feels connected, honesty and that social media influencer in markets 
products / services within its area of expertise. What has been shown to play a significant role when it comes 
to influencing consumers' buying behaviors and attitudes is what the environment's perceptions, opinions 
and experiences about the phenomenon look like WoM. It has emerged that the respondents have a greater 
confidence in their surroundings than they have in social media influencers.

This study will adopt a qualitative approach towards collection and analysis of data. Hence this study will 
investigate influencer marketing from a consumer perspective through a qualitative method with the help 
of semi-structured interviews. The researcher will conduct a minimum of 5 semi-structured interviews and 
analyze the data to formulate the required findings of this study.

KEYWORDS: atitude, buyer behavior, social media influencer (SMI), impact, trust, Word of Mouth (WoM).

Since the beginning of the internet, the world has changed a lot. It started as a place there web 
pages were created for the purpose of informing to a place where internet users can create 
themselves content. According to a report from the Internet Foundation (2016), 53% of internet 
users are on at least one social media since 2010 in one way or another. Social media is de-
scribed as Internet-based technical applications based on Web 2.0 and which allows the creation 
and exchange of content created by users. The term Web 2.0 first began to be used in 2004 for the 
purpose of describing platforms where content is no longer created and published by individuals, 
but changed continuously by all users in different ways. There are many different types of social 
media, some of which are YouTube, Instagram, Facebook and Snapchat.

Social media users have the opportunity to share their views. Balakrishnan et al. (2014) write that 
social media influencers (SMI) are social media users who have created a kind of credibility in a 
specific industry through his activity on social media. These SMIs have access to a large group 
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of people who regularly follows SMI's activity on social media and in general SMIs are perceived 
by others users as credible (Ki et al., 2019). To unlike celebrities or public figures that have be-
come known through traditional media is SMIs are usually people who have created sympathetic 
online personalities and are very visible for its followers through the creation of viral content on 
social media (Lou & Yuan, 2019). SMIs are considered to be human brands using their platform 
to present their ideas; photos, their expertise and sponsored products (Taillon et al., 2020). The 
sponsored posts published by SMIs are exchanged for Compensation Company or brand that the 
post is sponsored by (Campbell & Farrell, 2020). This is called for influencer marketing and is 
about companies using SMIs to promote consumers' brand awareness and influence their pur-
chasing decisions via social media. Influencer marketing is a type of viral marketing where SMI 
shapes consumers' attitudes through posts on their social media (Freberg et al., 2011).

Technological developments have influenced consumers' preferences and behaviors. Factors 
that change consumer behavior in the market are technological development, access to different 
choices, trends in society and improved economy of the population. Consumers are becoming 
more and more informed because of the internet, which does it is more difficult to influence 
consumers via traditional media. Social media has contributed to consumers changing their con-
sumption habits by giving consumers a new way of finding, judging and choosing different goods 
and services. Lou and Yuan (2019) write that mass communication channels such as television, 
radio and newspapers are no longer dominant sources for consumers to find information on. 
Instead, consumers use social media or virtual communities for information exchange and rela-
tionship building, which are channels that SMIs use This has led to social media in recent years 
has become a significant advertising platform that enables brands to reach out to consumers 
via the internet. Lou and Yuan (2019) believe that the most important factors are the relation-
ship between the consumer and SMI and the credibility of SMIs. Based on the previous research 
presented, the information on how Consumer behaviors are affected by influencer marketing 
deficient in several respects on how a source's credibility affects consumers' attitudes, buying 
intentions and actual buying behaviors in contexts other than traditional media. The information 
is also deficient in that previous studies have mainly studied how SMIs work electronic  WoM can 
influence consumer behavior, hence the interest in exploring how traditional WoM is influences 
buying behaviors in relation to influencer marketing. With that said, it is relevant that fill this re-
search gap by reviewing the attitudes and trusts of consumers SMI and how these factors affect 
buying behavior as well as examine how traditional WoM is affects consumers in connection with 
influencer marketing.

The aim of this study is to gain a deeper understanding of consumers' attitudes towards the 
phenomenon of influencer marketing and how this in turn affects buying behavior. To understand 
Consumer attitudes, it is of great importance to find out how their trust in social media influenc-
ers looks like. The study also aims to find out whether WoM or SMIs have the greatest impact on 
consumer buying behavior.

Credibility

That companies use influencers as a complement to their other marketing has become increas-
ingly common. Studies from 2019 show that influencers' credibility, attractiveness and similarity 
to its followers tends to both create brand awareness and increase brand value (Jiménez-Cas-
tillo & Sánchez-Fernández, 2019). What counts as an influencer? An influencer is a person who 
mainly acts and moves on social media, and has an influence or an opportunity to influence what 
people behavior or purchase intentions (Brown & Fiorella, 2013). On social media, these people 
translate into followers. The one has the ability to influence other people can be anything from 
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"celebrity" to "Micro-influencer". The goal of influencer marketing is for companies to spread their 
message in a credible way through these people who then previously holds a high level of trust 
among his followers (Cooley & Parks-Yancy, 2019). Influencers communicate with their follow-
ers in a genuine way which results in them in turn interacting with the influencers content and 
engage with the information by, for example, liking, commenting, save and forward the content 
to their friends. These activities are called engagement and are a variable that determines how 
effective an influencer is for marketing purposes (Hughes et al., 2019). As a company, choosing 
to collaborate with the person with the largest following may seem like it influence on their fol-
lowers compared to traditional "celebrities" in terms of trust and experience of a more personal 
contact (Djafarovaand Rushworth, 2017; De Veirman et al., 2017). Influencers who collaborate 
with companies on social media thus have a greater chance of implement a profitable campaign, 
thus not saying that the issue of size no longer plays any role as soon as it is moved to social me-
dia. Minor influencers, such as micro influencers, on the other hand, tend to have more success-
ful campaigns in promoting divergent products, as their following is based on a more intimate 
form of loyalty and trust (Oliveira et al., 2019). Another study from 2017 shows, for example, that 
micro influencers with 1,000 followers generate about four percent more engagement per post 
than the influencers' more 10,000 followers (Dinesh, 2017).

Word of Mouth (WoM) 

Trust plays a central role in the buying process as consumers specifically seek experience and 
credibility of goods or services (Grabner-Kraeuter, 2002). Morgan & Hunt (1994) defines trust as 
trust in an exchange partner's reliability and integrity (Schlesinger et al., 2016). Reliability and 
integrity in this context are associated with consistency, competence, honesty, justice, responsi-
bility, helpfulness and kindness. Grabner-Kraeuter (2002) believes that there are many consum-
ers who are skeptical of e-commerce functional mechanisms, its processes and effects as well 
as the quality of the goods offered on the Internet. This may be because the consumer has no 
experience of or does not consider e-commerce being credible. The recipient is the one who feels 
trust while credibility is found at the sender. Hence, the study uses both concepts, confidence to 
understand what in the recipient that makes it feel trust and credibility to understand what the 
user must have in order for it to be perceived as credible.

A source's credibility is based on the communicator's reliability, attractiveness and expertise 
(DjafarovaandRushworth, 2017). Lou & Yuan (2019) also mention that it is more likely that con-
sumers accept or trust SMI's views when they work with brands that are related to SMI's person-
al expertise. This means that an SMI that For example, having knowledge in makeup becomes 
more credible when reviewing a makeup-related product or service. Lee & Kim (2020) believe 
that the brand's credibility and SMIs Credibility affects how consumers respond to advertising. 
This can mean that of the brand reputation in the market and that the consumer sees that the 
post that SMI posted is sponsored by the brand influences the consumer's response to advertis-
ing. According to Djafarova and Rushworth (2017) Consumers perceive individuals with a larger 
following as more attractive and credible. A built-up trust between consumer and company con-
tributes to very positive results for the company such as loyalty to the company, repeat custom-
ers and product choices.

Marôpo et al. (2020) believe that due to YouTubers, SMIs on the platform YouTube, shares their 
experiences, feelings and opinions, they create trust in their followers. This also explains why 
mainly teenagers can more easily relate to these micro-celebrities (SMI) which they follow in 
contrast to traditional celebrities from, for example, the film industry. Youtubers are perceived 
as equal and reliable than theirs personal stories make them seem accessible and credible. That 
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they are perceived on this way also has to do with the fact that they can easily interact with their 
followers but also that SMI usually be close in age with their followers, which means that SMI 
is considered capable of creating content which suits the followers. Lou & Yuan (2019) mention 
one earlier study shows that consumers can have as much confidence in SMIs as in their friends.

The primary data in the study were collected using semi-structured interviews. Semi-structured 
interviews are the interview technique most used in qualitative research (Kallio et al., 2016). Kal-
lio et al. (2016) believe that this is due to the interview format has proven to be both versatile and 
flexible. In semi-structured interviews the interviewer uses an interview guide that touches on 
various topics that are relevant to purpose of the study (Bell et al., 2018). To be able to take part in 
the reality of consumers Interviews were used in the study in order to find out how the research 
subjects perceive the phenomenon of influencer. Interviews allow the subject to participate in a 
discussion there the person shares their lived reality, which gives the researcher an opportunity 
to experience reality as the person does. One of the main benefits of the form of the interview is 
that it thus enables reciprocity between the interviewer and the respondent (Bolderston, 2012). 
This thus leads to the interviewer having the opportunity to ask follow-up questions based on 
the respondent's answer at the same time as it gives the respondent space to express their own 
self. A total of 13 interviews were conducted, of which eight were online interviews and five were 
telephonic interviews. The interviews lasted until theoretical saturation was achieved.The theo-
retical saturation was considered to have been met when the data collected had been sufficient 
to be able to be analyzed on the basis of the theoretical framework and to be able to answer the 
study research questions.

Results and analysis have been divided based on the study's theoretical framework which in-
cludes attitude, subjective norm, credibility and WOM. The collected data has been compiled and 
reported by reviewing how the negative and positive attitudes affect how individuals perceive 
one phenomenon. But also how WOM and the subjective norm affect consumers' attitudes and 
purchase intentions as well as the factors that make individuals feel confident in SMIs.

Attitude

Because the purpose of the study is to understand consumers' attitudes and buying behavior 
towards influencer marketing, it was considered of great importance to examine consumer atti-
tudes. As As mentioned earlier, attitudes are a crucial factor in consumer behavior. When asked 
how the respondents perceive the phenomenon influencer marketing, according to the respond-
ents. The majority of those with different attitudes believe that the positive thing about influencer 
marketing is that it is one way for those to be informed about for the unknown or new products.

"I think it's good that they do and I can get new ideas on what I can buy." - Respondent 3

“... I think it's good because through them you can partake of much and much as you may 
not have discovered, I kind of do not watch TV to enjoy a new product or any new post. ”- Re-
spondent 5

Respondent 4 describes influencer marketing as a win-win situation because it often in In con-
nection with an SMI marketing something, discount codes are offered to the followers. Also re-
spondent 2 and 3 mention that it is positive because discount codes are usually offered when 
SMI markets products. Respondents 1 and 5 themselves consider that they have no negative 
attitudes versus influencer marketing. However, both respondents 2 and 4 mention that they 
are aware of that SMI advertises to get money. Respondents 3, 4 and 9 believe that influencer 
marketing is positive because they receive information and are informed about, for example, 
new products.

Methodology

Findings and 
Analysis
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Seven of the respondents mention that they believe that SMI mainly advertises to make money 
on that. Of these seven respondents, respondents 2, 4, 5, 8, 10 and 12 feel that SMI has to say if a 
product is not genuine because it makes money from marketing the product. Several of the re-
spondents mention that they are unsure whether the product actually works as SMI describes it. 
Respondents 1, 6 and 13 believe that there are other negative aspects with influencer marketing 
such as that it can create class gaps in society and that it leads to overconsumption and that they 
engage in surreptitious advertising.

“The negative is that it can lead to purchasing power and overconsumption because you 
might only buy to take advantage when you get a discount code even though you do not 
need it.” - Respondent 1

“I consider this to be a negative aspect as it leads to more people feeling compelled to 
achieve certain goals to please others in their environment, even if they do not have the 
assets or the means to do so. I think this creates social divisions. It puts pressure on young 
people who grow up and mainly seem to be the target group where influencers reach out, 
regardless of the truth or falsehood of the product or marketing." - Respondent 6

Respondents 13 and 7 believe that influencer marketing can be annoying if it happens too a lot 
of advertising.
The question regarding what the respondents think when they see an influencer marketing a 
product or service was answered by all respondents. The majority of respondents convey that 
there is a concern that SMI does collaborations and advertising for companies only to get paid 
and that their reviews of the products thereof do not become credible or genuine. Concepts gen-
uine and credible are a recurring word that many of the respondents used when answering the 
question. Many of these respondents thus feel that SMI does not actually use the product or know 
if it actually works.

“The first thing I think about is if this person actually uses the product and that they have re-
ceived payment for marketing the product, i.e. if the influencer is credible." - Respondent 2

“Companies get their message out through the influencer and the influencer in turn gets 
paid to perform these advertisements. This makes me even more skeptical of them, as 
the content of their advertising does not can be classified as credible." - Respondent 6

“But most of the time it does not feel completely genuine, which really all types of adver-
tising in my opinion do not feels.”- Respondent 10

Respondents 4, 5, 9 and 12 believe that they may be attracted and interested when they see an 
SMI as advertise. Respondents 3 and 13 describe it as not being influenced by influencers mar-
keting and that they do not think anything special when they see an influencer advertising.

The last question asked in relation to the theme of attitude was whether consumers will be more 
influenced to buy a product or service if it is a popular influencer made the advertisement. Respond-
ents 2, 6, 8, 9 and 11 claim that they had been influenced by advertising from a popular SMI because 
they are probably a person who can themselves like and look up to which leads to that probably 
trust the person. They also mean that it is an SMI that you like coming the person most likely to ad-
vertise products that will interest you the followers. These respondents therefore believe that they 
had probably bought products from an SMI which they like. Respondents 3, 12 and 13 believe that 
they can be affected by the fact that it is a popular one influencer but that whether it will lead to a 
purchase depends mainly on other factors. Respondent 3 says that it had only been affected by this 
by having previous experience and further product information. Respondent 12 who believes that it 
depends on how the advertisement is designed and how the products are reported says:
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“It probably depends on how they market the product. Rebecca Stella is one of the influencers I 
follow and like and she usually advertises things and at the same time show different videos how to 
apply or use the product. This makes me more interested and maybe even gets me that product.”

Respondent 13 claims that it may be affected depending on what kind of product it is but that in 
the person's age, it does not matter how popular an SMI is. Respondents 1, 4, 5, 7 and 10 state 
that they are not affected by how popular SMI is, but it depends on their own judgment of SMI, the 
need for the product and find out other information about the product.

“No, certainly not If it's not something I really like or need or not interested in, I will not 
buy it no matter who markets it.” - Respondent 1

“If I feel like it's honest and not just doing this for the money, this is where I fall, I'm does 
not fall for how popular it is." - Respondent 7

Credibility
Because trust plays a central role in the buying process and the study examines how buying 
behavior affected, it was of great importance to examine how consumer confidence in the phe-
nomenon looks. The first question in the theme of trust was whether consumers had bought 
something like marketed by an SMI. Respondents 1, 3, 4, 5, 7, 9 and 10 say they have bought 
someone or some products marketed by an SMI. The main reasons given by the respondents 1, 
3, 4 and 5 mention why they bought the product is that they either heard a lot about the product 
from several places or that SMI has offered a discount code in connection with its marketing.

“Yes, I bought X-brown (eyelash extender), but have not used it long enough for to be able 
to give a rating on the purchase itself. But from other people's feedback, it should have 
helped and worked. It remains to be seen what I think.” - Respondent 4

“That I then got to see an influencer advertise and also give a discount code on that prod-
uct led to a purchase." - Respondent 3

The remaining respondents who bought a product marketed by an SMI believe that it is the very 
marketing that SMI did that led to them becoming interested and attracting them the purchase. 
Respondents 2, 6, 8, 11, 12 and 13 have not accepted any offer as an SMI advertised for. Both 
respondents 11 and 13 believe that they have not accepted any offer because they do not follow 
any SMI on their social media. Respondent 8 says that it did not buy somewhat because it is a bit 
skeptical of influencer marketing regarding how credible SMIs really are. Respondent 2 claims 
that it did not receive any offer due to that the products or services that SMIs usually market do 
not interest the person.

The second question in the theme of trust was asked to find out what makes consumers feel 
credibility for SMI. Respondents' views on what makes them feel that one SMIs are credibly 
varied. Respondents 2, 6, 7 and 9 believe that it is necessary to know someone community or 
affiliation with SMI and that one follows the person and perhaps followed the person for a longer 
period. This affiliation or community can be, for example similar interests. Other respondents 
who had similar responses were 4, 5, 10 and 12 believe that the person becomes more credible 
if it shows the products and their properties but also that SMI himself tested it and can convey 
his honest opinion. The respondents believe that SMI can do so in such a way that it shows, for 
example, before and after the result of the product or what it contributed with.

“On the other hand, is it skin care that the person himself tests and posts videos and maybe 
even and with a result, this can make the influencer more credible.” -Respondent 5

Respondents 5, 11 and 13 believe that an SMI that markets products within its own area 
of expertise becomes more credible.
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"If it has knowledge of what it markets, it feels more credible." - Respondent 11

Respondents whose answers were not the same as anyone else's were 1, 3 and 8. Respondent 1 
believes that an SMI will be reliable if it raises both the positive and negative in its marketing as-
pects of the product or service so that it does not just feel like the person is getting paid to speak 
well of the product. Respondent 3 says that it is difficult for an SMI to be credible in its advertising 
as it gets paid for it. Last but not least respondent 8, who believes that it could be more credible if 
several SMIs advertised the same product or service. The respondent also means that it probably 
would have played if SMI had made collaborations with a company for a longer period and that if 
it is a larger company that is behind the product marketed.

The third question was whether it matters to the respondent what type of influencer it is. The 
question is intended to investigate whether consumers feel more confident in, for example, one 
larger or smaller SMI. The majority of respondents believe that it does not matter how big a SMI 
is. The main factors that seem to play a role for these respondents are about they are honest 
in their marketing, affiliation with SMI and whether SMI advertises products within their own 
expertise.

“There is one that I follow who is very big Jon Olsson, sometimes when he recommends 
one camera, it was the camera I mentioned earlier that I bought and I have bought it 
since he knows this with cameras and knows what he is doing and that was why i felt i 
could trust on him ”- Respondent 7

Respondent 12 believes that what actually matters is the person's own about an SMI. Respond-
ent 8 conveys that it can both play a role but at the same time that it does not have to. The re-
spondent describes it as follows:

“Yes it does matter I would probably consider a bigger profile as more credible. I was probably 
attracted more of a larger profile that markets something than one that has type 100 followers… 
fixed at the same time type still maybe not, it might feel more authentic if there is any smaller 
profile like market something other than these biggest profiles that do. Because it feels like the 
bigger ones the profiles may be more bought by companies. ”

Respondents 2, 3, 11 and 13 state that how big an influencer is matters. The respondents believe 
that larger SMIs feel more reliable because they believe that a larger SMI cannot just lay up any-
thing and that there is a reason why the person is so great on social media.

“Yes it does, it feels credible if the person has more followers. I think one with so many 
followers do not have followers just because there is something interesting about the 
person.” - Respondent 11

The last question that deals with the theme of credibility is: in what way does the brand affect 
you which an influencer advertises for? Respondents 1, 2, 3, 4, 7, 8, 9 and 11 say that a larger 
brand plays a certain role in their for their buying intentions. Respondents 1, 2, 3 and 4 mean 
that a brand that is well known makes them feel safe because they feel they have both more 
knowledge and can search for information about the product being marketed. They mean too 
that a well-known brand feels more reliable because it is already established in the market. 
Respondents 4 and 9 also say that it feels more reliable because you yourself may have had it 
before brand experience. Respondents 6, 10 and 13 claim that the brand itself does not play a role 
without what matters is SMI's credibility and previous experience. Respondent 5, 7 and 12 says 
that if an SMI markets a new product, it may interest the person but that it still chooses to read 
about the product on the internet.
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WOM 

Word-of-Mouth highlights how consumers can be affected by other people giving theirs opinions 
about a purchase. This aspect is important to investigate as we as researchers get a deeper look 
insight into how consumers' buying behaviors can be shaped by the recommendations of others. 

When asked if the respondents know anyone who has bought an item due to influencers mar-
keting, everyone answers yes except respondents 5, 6, 12 and 13 who say they do not know 
anyone who have bought something through influencer marketing. The remaining 9 respondents 
who answered yes the question also received a follow-up question where they had to answer 
whether the person has shared theirs experiences around the purchase. Respondents 2, 8 and 9 
answer that they know people who have bought products via influencer marketing, but that they 
do not really remember what it was and therefore could not answer on the follow-up question. 
Respondents 1 and 3 say that they can be more influenced to a purchase when it comes to the 
opinions of others. Respondent 3 believes that if a person had recommended one product or 
service, it would have had a positive effect on them.

“The person has talked about their experience of the purchase and thought that the 
product was very good and recommended product. The product was not something that 
interested me so that's why I was simply interested in buying it, but had it been some-
thing else that interests me the person's judgment had affected me.” -Respondent 1

“Yes, my husband bought a pair of wireless headphones because his favorite football 
player was advertising for them. Maybe not an influencer, but someone he looked up to 
who influenced him to one buy. He was a little disappointed as the quality was not the 
best, but they were still good. He was satisfied in the end.” -Respondent 4

Respondent 7 answers that someone in her vicinity traveled to a holiday resort due to a influenc-
er advertised the destination. The person in question had nothing negative to say about them-
selves the experience. 

Respondent 10 believes instead that there are some in the area who bought things like marketed 
by influencers, not because they are influenced by the influencer itself but because it has existed 
an interest in the product it and those influencers have given away discount codes.

The next question within the WOM theme was asked to find out whether the respondents them-
selves had advised against it or recommended an item marketed by influencers. The answers 
collected show that respondents 1, 2 and 7 have given recommendations for products that they 
themselves have been satisfied with thanks to influencer marketing.

"Yes I have. It was soap for the face, there are a few different types that are adapted for different 
skin types so I recommended this for one person because I thought it would fit persons. The per-
son became interested but I think she may not have thought it was so affordable" - Respondent 1

Respondent 3 replies that she did not make recommendations based on influencer marketing, 
however generally believes that if there is something she considers to be happy with, she rec-
ommends it the product. Especially if she knows that someone in the area has been looking for 
a product like herself had good experiences of.

Respondents 4, 9, 10 and 12 answer that they absolutely recommend or advise people in their 
environment if they themselves have their own experience of the product. The respondents high-
light also in their response that it does not only apply to products purchased due to influencer 
marketing, without products of which they have experience in general. Is it a product that they 
know people in their surroundings are interested in and have their own experiences around that 
product, says respondents that they are honest about whether it was positive or negative.
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Respondent 5 believes that she is not affected by influencer marketing and says that if it is some-
thing that she herself is interested in, her own information search will be made for it. Respond-
ents 6, 8, 11 and 13 say that they have not bought anything as an influencer marketed and there-
fore they have not been able to express their views on that issue.

When it comes to the question of how respondents are affected by someone around them had 
positive or negative experiences about influencer marketing is a result of respondents' answers 
in chapter 4.2. This question will also be analyzed based on the WoM theory as it intends to find 
out how the opinions of others affect other people.

As previously mentioned, the respondents are influenced by what people around them have to 
say. Respondents 1, 2, 3, 4, 5, 7, 8, 9, 11 and 13 say that they had probably avoided buying some-
thing if they heard negative opinions about products just as they had become more interested of 
positive opinions given by someone around them, this because they have a larger trust in them.

Respondent 7 answers: “... with both positive and negative experience, I want to take part in the 
reasons why the experience was as it was. I want to investigate it myself but also take part in 
other people's opinions to decide. ”

Respondent 12 believes instead that there is of course an impact when it comes to positive or 
negative opinions, but that it is they who decide whether to buy something or not even if it may 
be that it has been perceived as negative by others.

“Probably depends on what it is as some people may have different opinions on products 
that do not fit them, but which might have suited me. It probably depends a lot on what it 
is and how bad / good their own experiences are.”- Respondent 12

The results show that confidence in influencer marketing looks different depending on how people's 
attitudes towards the phenomenon look like. Previous studies on the phenomenon have emerged 
that the reason why consumers follow SMIs is because they share similar interests with SMI, that 
you feel some community with the person and how reliable the person is. What we have come to in 
this study is what consumers get to feel confident in SMIs is belonging to the person, to feel that the 
person is honest and that the person has expertise in what it markets. Previous studies also show 
that Consumers with positive attitudes towards an SMI would generally intend to buy a product that 
SMI markets, which has also emerged in this study then most consumers who have positive atti-
tudes towards the phenomenon also have took part or could take part in offers marketed by SMIs. 
In the same way leads to negative experiences and negative attitudes of influencer marketing to a 
reduced trust and interest in SMIs, which contributes to consumers not wanting to take part in what 
offered and refrains from buying. The study shows that WoM has a major impact on consumers 
buying behaviors when trust in the environment is greater than trust in SMIs. This is because that 
the WoM receiver has a type of relationship with the WoM transmitter (family, relatives, friends, 
etc.). Consumers therefore prefer to listen to the recommendations of those around them than to 
SMIs recommendations. That the opinions and recommendations of the environment have a great 
conviction and the impact on consumers' buying behavior also appears in other studies that believe 
that The WoM transmitter is considered credible as they are usually independent of the product / 
service and not seeks to influence the WoM receiver to its advantage.

The problem that can arise with the fact that there is an overrepresentation of women in the study 
is that the results cannot tell if these perceptions are present in the whole population, social 
media users in India, so the selection will not be representative. Based on the conclusions, we 
can see that there are certain tendencies for phenomena in the sample which means that these 
perceptions may also be present in the population. What the results show is that men seem to 

Conclusions
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have one more negative attitude towards the phenomenon while women seem to look at the 
phenomenon on a more positive way. And that the women are the only ones who bought some-
thing marketed by an SMI.

These conclusions can contribute to the improvement of existing marketing strategies influencer 
marketing. The conclusions can help the companies that use influencers marketing to be able to 
understand how to build trust and achieve positive attitudes of the audience this by being aware 
as a company that WoM affects consumers very much in their purchasing decisions (Bataineh, 
2015). By being aware of this it is important as a company to live up to what is marketed so that 
it does not arise negative consumer experiences. As a company, it is also important to work with 
SMIs that possess an expertise in what to market for consumers to feel confidence in advertis-
ing. The conclusions can also be of great help to these SMIs so that they can focus on advertising 
products within their own area of expertise as it has been an important one factor for consumers 
to feel confident. They can also design their advertising and portray themselves according to the 
factors that form positive attitudes among consumers such as offering discount codes. The study 
also intends to contribute to further research in influencer marketing, consumer behavior in 
relation to influencer marketing and SMI and how they affect consumers. We believe that further 
research in this area is required as this phenomenon is still relatively new, which, as previously 
mentioned, leads to new buying behaviors.
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