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Summary

Title : The effect of instagram influencers’ messages on millennials purchase intentions and
the factors that influence these effects.

Key Words: Influencers, Influencer marketing, Instagram, Millennials, Purchase intention,
TPB, Trust, Risk.

Purpose : The purpose of this research is to explore the effects of instagram influencers' on
millennials' purchase intentions. The aim is to examine how the independent determinants of
intentions (attitude, subjective norms, perceived behavioral control) and psychological
positive and negative triggers (trust respective perceived risk) influence these effects.

Methodology: The Researchers followed an abductive approach and applied qualitative semi-
structured interviews to collect the empirical data, and a thematic analysis strategy to analyze
the empirical data. The researchers conducted semi- structured interviews with a total of 8
millennials between the ages of 23 and 30 living in Sweden. The method of data collection
recorded respondents' subjective reflections on attitudes, subjection norms, perceived
behavioral control, trust and perceived risks in connections with instagram influencers’
messages.

Theoretical Perspective: This study reflected on Ajzen (1991) Theory of planned behavior
and extended it with psychological triggers of intention Perceived trust and risk. The
researchers also reviewed existing studies on millennials’ purchase intentions as affected by
social media influencers, including studies on Product Quality as well as Personal Relevance
in product involvement in connection with purchase intentions.

Findings and Conclusion: Respondents' attitude toward recommendations made by
instagram influencers appeared to be the key factor to influence purchase intentions
negatively. On the other hand, relevance in product involvement along with positive eWOM
was identified to have a greater probability to influence purchase intentions positively. Social
norms had no effect on purchase intention, meanwhile respondents showed very high levels of
control on behavior, which led to greater probability of purchasing intentions when product
interest and positive eWom are present. Perceived trust had negative effects on purchase
intention due to doubt on message as well as influencer authenticity and credibility. Perceived
risks had a negative effect on purchase intentions based on concerns with product quality.
Both trust and risk were influenced negatively by respondents' attitudes towards instagram
influencers.
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Abstract

Titel: Effekten av Instagram-influencers meddelanden på millennials köpavsikt och faktorer
som påverkar dessa effekter.

Nyckelord: Influencers, Influencer marketing, Instagram, Millennials, Purchase intention,
TPB, Trust, Risk.

Syftet: Syftet med denna forskning är att utforska effekterna av instagram-influencers
meddelanden på millennials köpavsikt. Syftet är att undersöka hur de oberoende
bestämningsfaktorerna för avsikter (attityd, subjektiva normer, upplevd beteendekontroll) och
psykologiska positiva och negativa triggers (tillit respektive upplevd risk) påverkar dessa
effekter.

Metod: Forskarna följde ett abduktivt tillvägagångssätt och tillämpade kvalitativa
semistrukturerade intervjuer för att samla in empiri, och en tematisk analys strategi för att
analysera empiri. Forskarna genomförde semistrukturerade intervjuer med totalt 8 millennials
mellan 23 och 30 år som bor i Sverige. Metoden för datainsamling registrerade
respondenternas subjektiva reflektioner kring attityder, sociala normer, upplevd
beteendekontroll, tillit och risker i samband med instagram influencers budskap.

Teori: Denna studie reflekterade över Ajzen (1991) Theory of Planned Behavior och utökade
den med psykologiska triggers av avsikt upplevd tillit och risk. Forskarna granskade också
befintliga studier om millennials köpintentioner som påverkas av sociala medier-influenser,
inklusive studier om produktkvalitet såväl som personlig relevans i projektengagemang i
samband med köp avsikter.

Slutsats: Respondenternas inställning till rekommendationer gjorda av instagram-influencers
verkade vara nyckelfaktor för att påverka köpavsikter negativt. Å andra sidan identifierades
produkt relevans tillsammans med positiv eWOM som faktorer med större sannolikhet att
påverka köpintentioner positivt. Sociala normer hade inga effekter på köpavsikt, medan
respondenterna visade mycket hög kontroll över beteendet, vilket i sin tur ledde till större
sannolikhet för köpavsikter när produkt intressen och positiv eWOM är närvarande. Upplevt
tillit hade negativa effekter på köp avsikten på grund av tvivel på budskap samt influencers
autenticitet och trovärdighet. Upplevda risker hade en negativ effekt på köpintentioner baserat
på oro för produktkvalitet. Tillit och risk påverkades negativt av respondenternas attityder till
Instagram influencers.
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1. Introduction

This chapter will introduce an overview of social media influencers (SMIs) and why several

marketers now choose to work with them. This section also relates some characteristics of

millennial consumers and why they have become a huge target for businesses. Lastly, we

present the problem discussion and purpose of this research, as well as the delimitation

followed by the keywords that are relevant for this study.

1.1 Background

A shift in how millennial consumers think along with an outburst of social media has led to a

greater emphasis on social media influencers (SMIs) and the role they play in the business

sector (Pornsrimate & Khamwon, 2021).

SMIs have become a modern marketing tool businesses use to influence consumers' intentions

(Kurdi et al., 2022). They currently play an important role in endorsing individuals’ decision

making through the various content they share on social media platforms ( Alshurideh et al.,

2019). Businesses often choose to collaborate with SMIs who have significant amounts of

followers since the more followers a SMI has the more effective the SMI is in influencing

targeted consumers’ intentions (Tapinfluence 2017). According to Markethub (2016), SMIs

are mainly used to expand, promote and intensify information about a brand’s product /

service to their followers and online buyers. Their strong social media presence and regular

interactions with followers serve as a means to update their followers with the newest

information on products and services. As a result of their strong social media presence and

peer- to peer communication abilities, SMIs have become a more reliable tool in influencing

targeted consumers’ intentions compared to traditional marketing methods (Harrison, 2017).

Millennials also known as the digital natives are the generation born between the years 1980

and 2000 (Lee & Kotler 2016). Marketers and businesses alike have recently become

preoccupied with analyzing how to reach this consumer segment by utilizing social media

influencers. Since millennials rank as the generation with the highest purchasing power and

the generation with the highest use of social media, they have become a massive target for

marketers and businesses in influencer marketing activities (Moreno et al., 2017;

Chatzigeorgiou, 2017).

Although research around SMIs is still minimal, the compelling outcomes of SMIs’ impact on

consumer purchase persuasion cannot be ignored (Godey et al., 2016). Oberlo (2020)
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published a survey that shows that about 49% of customers had considered social media

influencers’ recommendations and suggestions in their decision buying process. SMIs’ social

impact is also now being compared to traditional celebrities. With the exception that

traditional celebrities are viewed as actors in a scripted ad whereas SMIs bring the brand

products and services into real life usage scenarios in efforts to relate to target consumers and

increase purchase intentions (Argyris et al., 2021; Khamis et al., 2016).

1.2 Problem discussion

Most prominent lines of research have focused on consumers’ purchase intentions from an

approach of social media influencers' abilities to build consumer- brand relationships

(Pornsrimate & Khamwon 2021; Jaakonmäki et al., 2017; Fink et al., 2018 ). Or only focus on

positive psychological triggers of intentions such as attractiveness, credibility and authenticity

( Ramirez- Gonzales et al,. (2022). However, very few studies have examined additional

factors that affect consumers' purchase intentions in relation to influencer marketing ( Huders

et al., 2021; Vrontis et al.,2021). Given that millennial consumers particularly make up the

largest portion of the consumer market who also rank as the most active segment on social

media, there is an increased interest in understanding how some factors affect their purchase

intentions in regards to recommendations from SMIs (Moreno et al., 2017; Chatzigeorgiou,

2017)

Recent social media marketing statistics have particularly indicated a rise in consumer activity

on Instagram, hence marketers recent increase investments on influencers marketing

activities on the social media platform ( Statista 2021; Social media statistics 2021).

According to prior reports, investments on instagram influencers marketing are expected to

grow in the near future in efforts to reach targeted consumers. Nevertheless, very few studies

have examined the effects of instagram influencers considering the importance of the social

media platform ( Jalali & Khalid 2019). Let alone,the effects of their messages on millennial

consumers’ purchase intentions. Previous studies have often analyzed influencers and their

impact on consumers from a general standpoint, neglecting to separate these evaluations

based on respective influencer category and their effects on purchase intentions ( Lindh &

Lisichokva 2017).

Since there is very minimal studies directed to instagram influencers, including studies on

factors that influence purchase intentions in regards to recommendations made by influencers,
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it is of interest to examine how additional factors affect millennial’s purchase intentions (Jalali

& Khalid; Huders et al., 2021; Vrontis et al., 2021; Chatzigeorgiou, 2017).

This study reflects on Ajzen (1991) theory of planned behavior’s 3 independent determinants

of intentions as a foundation to examine the effect of instagram influencers on millennial

consumers’ purchase intentions. The theory of planned behavior has been used as an effective

theoretical approach in consumer behavior studies to help understand consumers' intentions

by evaluating their attitudes, social norms and perceived behavioral control ( Ajzen1991;

Kotler., 2019). The 3 main independent determinants evaluate the consumer's attitude towards

a behavior rather than the consumer's attitude towards a product or service, including the

consumer’s social norms’ influence on behavior intention and the consumer's perceived

behavioral control in performing a behavior.

In addition to the 3 independent determinants of intention of the theory of planned behavior,

this study further examines the factors, perceived trust which is a positive trigger that

activates the process of intention and further equilibrated it with perceived risk which is a

negative trigger that inactivates the psychological process of intention ( Hudders et al 2021 ;

Cabeza- Ramirez et al., 2022).

The central gap this study aims to fill is the effect of instagram influencers on millennial’s

purchase intentions with regards to attitude, social norms, perceived behavioral control,

perceived risk and trust in regards to recommendations made by instagram influencers.

1.3 Research purpose

The purpose of this research is to explore the effects of instagram influencers' on millennials'

purchase intentions. The aim is to examine how the independent determinants of intentions

(attitude, subjective norms, perceived behavioral control) and psychological positive and

negative triggers (trust respective perceived risk) influence these effects.

1.4 Research question

● What are the effects of instagram influencers’ message’s on millennials’ purchase

intention?

● How are these effects influenced by independent determinants of intention of the

TPB?
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● How are these effects influenced by positive and negative psychological triggers of

intentions: trust and risk ?

1.5 Delimitation

Although there is a great interest in research for consumers’ purchase intentions and

behaviors as affected by social media influencers, this study only examines the effect of

instagram influencers’ messages on Swedish millennials. The research does not cover other

demographic groups or social media platforms.

In addition, the study limits itself to studying the target audience’s purchase intention and not

their actual purchase behaviors. Nonetheless, the TPB model is extended for the purpose of

this study to help understand how Swedish millennials' purchase intention is affected by

instagram influencers’ messages.

1.6 Key terms

Influencers, Influencer marketing, Instagram, Millennials, Purchase intention, TPB, Trust,

Risk.
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2. Literature review

This chapter discusses previous studies on the area of research including key theories and

theoretical frameworks that are related to this research. The section first begins with a

description of social media marketing followed by social media influencers and influencer

marketing. The chapter then further discusses the evolution of instagram in SMI marketing,

millennial consumers and ends with the theory of planned behavior.

2.1 Social media marketing

The modern age digitalization has given consumers access to real time interaction through

social media platforms (Alalwan, 2018). Social media platforms have become a dominant

method of expression, allowing individuals to express their beliefs, ideas and perspectives in

unique ways (Saravanakumar & SuganthaLakshmi, 2012). Kotler & Keller (2016) describe

social media platforms as a tool consumers use to share information with each other and with

businesses and vice versa in the form of text, audio, videos and pictures. Social media

information sharing as well as online shopping has created market opportunities for

businesses to attract targeted consumers (Fink et al., 2018; Braojos- Gomez et al., 2015). This

new manner of communication has caused businesses in the 21st century particularly to rely

heavily on social media platforms to create buzz around their products and services, learn

from consumers as well as target their preferred consumers. Small and large businesses world

wide are now using social media like Facebook, twitter, blogs, instagram and so on as

advertisement tools to boost their brand visibility and target consumers.

2.2 Social media influencers and influencer marketing

Since there is little research on instagram influencers ( Jalali & Khalid 2019), this section

discusses previous studies’ description and characteristics of social media influencers also

known as opinion makers , followed by previous studies on influencer marketing. Lastly, this

section reviews the evolution of Instagram in social media influencer marketing.

2.2.1 Social media Influencers ( opinions makers)

Kotler et al. (2019) and Akdevelioglu & Kara (2020) Claims that opinion leaders are very

knowledgeable in their field and have a wide social circle both online and offline.

Akdevelioglu & Kara (2020) emphasizes the importance of being well connected on social

media in today's digital world. An opinion leader is a person who offers tips and advice about

a specific product or service, what advantages and disadvantages a product has in relation to

similar products or how a product should be used in the most effective way (Kotler, 2019).
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Opinion leaders are often sought after by other Internet users for their opinions and expertise

(ibid). Opinion leaders are mostly called "Influencers'' worldwide, and based on the

description that interviewees give us before interviews of how they see an "influencer" it

agrees with, among other things (Kotler, 2019; Akdevelioglu & Kara, 2020) description of an

opinion leader, therefore in the future our subsø will use Influencers instead of opinion

leaders.

The term social media influencer (SMI) is a recent phenomenon that made it apparition in

marketing literature and therefore lacks a proper theoretical definition (Chopra et al., 2021).

According to Markethub (2016), SMIs can however be explained as individuals who create a

two-way street brand communication on social media platforms to influence their audiences

towards a particular brand. Audiences with the most common interests with SMIs are often

the ones who are the most influenced (Uzunŏglu & Kipp, 2014). SMIs can be found in all

sectors such as sport, fashion, beauty, food (Sokolova & Kefi, 2020). They are known for

creating rich embedded contents of their personal lives and lifestyles using visual and textual

descriptions. SMIs can range from being ordinary individuals who have gained a substantial

number of followers on social media to well-known celebrities.

Previous research breaks up influencers into three categories based on the number of

followers they have, micro, macro, and mega influencers (Conde & Casais, 2023). Table 2.1

gives a summary of micro, macro and macro influencers as well as some of their different

characteristics.

Table 2.1 Definition and characteristics of micro, macro and mega influencers

Micro influencer Macro influencers Mega influencers

Followers 1000 - 100 000 100 000 - 1000 000 > 1000 000

Characteristics Have a uniform audience Have a more diverse Have the same status

and close relationships audience with a considerable as traditional celebrities

with their niche amount of loyal followers and are globally known

Source : (Conde & Casais, 2023)
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2.2.2 Social media influencer marketing

The rise of social media influencers has given birth to what is now described as influencer

marketing. Influencer marketing is the process whereby an external individual influences a

consumer’s opinions and overall views on a brand with the intent to influence the consumer’s

buying choices (Brown & Hayes, 2008). This marketing technique entails that engaging

content which is based on the consumers’ point of view is shared on social media. The main

purpose is to build relationships with consumers by sharing engaging content that enhances

their daily lives (Du Plessis, 2017).

Influencer marketing is further explained as a non- intrusive and a more engaging type of

advertisement compared to traditional online advertisements like banners and pop-ups

(Fredberg et al 2011). Additionally, influencer marketing is used by marketers who want to

reach and engage with a segment of consumers who often use blockers to avoid

advertisements or skip them (Conick, 2018). Fredrick (2020) reports that nearly 93 % of

marketers use influencers as one of the main links between the brand and online consumers.

Previous studies show brands use SMIs with a large audience on digital platforms to better

vehiculate and promote the brands’ message to targeted consumers (Smart Insights, 2017).

As previously discussed in this chapter, SMIs can be divided into micro, macro and mega

influencers based on the number of followers they have. Nonetheless, the number of followers

they have as well as the distinctive characteristics that come with those numbers often

determines some advantages and disadvantages that businesses may consider when choosing

to work with them (Conde & Caisis, 2023). Micro influencers are often appreciated by

businesses for their high engagement rate which comes from having loyal audiences who

have an elevated level of trust in them. They are often perceived as authentic by their

followers and cost effective for businesses. On the other hand, their low level of visibility and

audience reach makes it harder for businesses to measure their investment returns.

Macro influencers tend to have a higher audience reach than micro influencers making it

easier for businesses to measure return on investment. They are also the most accessible

category of influencers for companies compared to micro and mega influencers but that also

comes at a higher cost. In addition, their engagement rate is often much lower than that of

micro influencers by 5 to 25%. Mega influencers are the category of influencers who have

more than a million followers. There are countless advantages with this category of

influencers. Not only are mega influencers able to reach audiences on a global scale, their
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elevated level of visibility and global recognition makes them global trend makers. Although

businesses find it easier to measure returns on investment when working with mega

influencers, they often pay premium amounts in influencer marketing. This category of

influencers is also one with the lowest engagement as they are perceived by the audience as

less authentic and more commercial. Previous studies show that mega as well as macro- social

media influencers have significant abilities to steer consumers towards high purchase

intentions (Collider & Dahelen 2011; Hsu et al., 2013; Meng & Wei 2015).

According to Arora et al. (2019), consumer dependency on SMIs to aid in their buying-

decision processes has intensified over the past years. There is no denying that there is an

increased preference for influencer generated content over brands generated content, thus

making SMIs a more effective strategy for consumer purchase persuasion (Fink et al., 2018;

Godey et al., 2016). It can be argued that influencers act as the bridge that connects the brand

to the consumer and vice versa (Jaakonmäki et al., 2017). According to Business insider,

investments in social media influencers marketing were estimated to reach between 5 billion $

and 10 billion $ in the year 2022 (Gallagher, 2018).

2.2.3 The evolution of instagram in SMI marketing

Figure 2.1 : Evolution of main online media platforms

Source: (https://keymediasolutions.com/news/evolution-of-social-media-platforms/, Accessed

in April 2023)
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The evolution of social media platforms began in 2002 and continued to expand throughout

the years (See figure 2.1). Although Facebook is the biggest most used social media platform

with an estimated number of 2.96 billion active internet users in 157 out of 167 countries,

instagram has evolved as the second largest content photo/ video social media platform

counting over 2 billion daily users (Stastista.com 2021; Social media statistics 2021).

Instagram made its appearance in 2010 as a social media platform created by founders Kevin

Systom and Mike Krieger. The social media site allows users to edit, share pictures and posts

directly from their devices. Instagram gained even more popularity and attracted big

technology and communication firms like Apple and Android who later launched the social

media platform as an app in 2010 and 2012, respectively. According to Forbes.com (2012),

Instagram evolution and popularity continued to expand after the social media platform was

bought by Facebook in 2012 for 1 billion Us dollars.

Data from Statista (2021) shows that Instagram has distinctly become an increasingly popular

social media platform for influencer marketing. The global market for instagram marketing is

growing at a fast pace and is expected to grow from 13.8 billion US dollars in 2021 to twice

the amount by 2025 By 2021 ( see figure 2.2). The number of influencer content sponsored by

brands on the social media platform had already reached 3.8 million. Previous studies show

marketers are using the evolution of instagram and the ever-growing vicinity of the platform’s

global- user base to target millennials by using instagram influencers ( Halim et Al., 2020). In

addition, Instagram's modern and sophisticated aesthetic features make the platform a perfect

tool for brands to be more precise when targeting their preferred consumer segment using

organic ads or influencers. Thus, increasing the brand’s profitability for future purchases.

Figure 2.2 : Global instagram influencer market size from 2021 to 2025

Source: Statista ( 2021)
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2.3 Millennials consumers

Millennials are the generation born between the years 1980 and 2000 (Lee & Kotler 2016).

Due to differences in geographical areas and differences in theoretical positions, variation in

this generation range may occur (see table 2.2). Although the term millennial is used

worldwide, birth dates often cause debate due to variation in the years this generation is

statically analyzed and the differences of some authors' positions (Moreno et al., 2016). This

research chooses to investigate Swedish millennials born between 1980 and 2000.

Table 2.2 Millennials birth period

No Author/ year

1 Valentine & Powers (2013)

2 Muda, Mohd & Hassan (2016)

3 Omar (2016)

4 Lissitsa & Kol ( 2016)

5 Moore (2012)

6 Rainer & Rainer ( 2011)

7 Lee & Kotler ( 2016)

8 Junker, Walchet & Blazek (2016)

9 Ordum (2015)

10 Howe & Strauss (2020)

Millennials

( birth period)

1977- 1996

1980’s to early 1990’s

1980- 1990’s

1980- 1999

1982- 2000

1980- 2000

1980- 2000

1981- 1995

1981- 2000

1982- 1988

Source : Moreno et al. ( 2017)

Millennials are considered as the digital natives since they have spent their entire lives

around the internet and technology (Prensky 2012). According to Bilgihan (2016), this

generation of consumers is highly impacted by the internet. Their daily exposure and

influence caused by information and communication technologies has led them to develop

distinctive characteristics that are similar in nature (Monero, 2017). Millennials are a result of

technological integration; their shared life experiences have created similar attitudes and

beliefs hence the increased research interest in what their expectations and behaviors are.

According to Jackson et al., (2011), their shared set of values, expectations, beliefs, and
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behaviors has remained constant due to macro- level social, political, and economic events

that took place in their pre- adult years.

Considering that millennial consumers are extremely dependent on the internet, they often

use social media to stay up to date with the newest trends, images, reputation of retailers,

products, and brand names (Ordun, 2015). However, their purchase intentions are often

motivated by consuming products that aid them in defining their identity (Smith 2011). Since

defining their identity through what they select to consume is one of the most significant

characteristics traits this generation has, they tend to search for information on social media

from SMIs who express similarities in personality traits through posts, remarks, and activities

(Bilgihan, 2016). Previous studies show that millennial consumers in particular use Social

media to engage with brands and are more likely to be attracted to a brand when the brand

communication is less or non- commercial (Junker et al., 2016; Martin 2015). In addition,

millennial consumers often prefer peer- to peer communication to traditional marketing

methods.

Millennials are the most active generation on social media with the biggest purchasing power

(Chatzigeorgiou, 2017). According to Orzopes (2014), this generation of consumers was

estimated to represent 50 % of global consumption by the year 2017. They are the generation

that is more likely to spend their money as fast as they earn it, as they are more aware of their

buying power (Ordun, 2015). Millennial consumers were also brought up in a period where

everything was labeled, they have very distinctive attitudes towards brands and are more

aware and comfortable with brands compared to previous generations thus giving them more

buying power (Bilgihan, 2016).

2.4 Extended theory of planned behavior (TPB)

2.4.1 Why the theory of planned behavior

The theory of planned behavior is considered amongst one of the most used theories in

helping understand human action and behaviors (Han et al., 2020). The Theory is concerned

with questions where consumers are involved and it seeks to conduct in-depth evaluations

regarding the expected outcome of various choices before a purchase is made (Conner &

Armitage 1998). Purchase intention is a dependent variable that evaluates an individual's

conscious plan to make an effort to purchase a brand ( Spears & Singh 2004). Since purchase
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intentions consist of the possibility or likelihood that a consumer will anticipate purchasing a

particular product, purchase intention is considered to precede purchasing behavior itself (

Magistris and Gracia 2008).Because the purpose of this study is to explore the effects of

instagram influencer on millennials' purchase intentions, the theory of planned behavior is a

suitable theoretical ground to answer the research question.

The theory of planned behavior (TPB) is an extension of its predecessor TRA also known as

the Theory of Reasoned Action (Kotler, 2019; Ahamad & Limbu, 2018; Ajzen, 1991; Conner

& Armitage 1998). Both TRA and TPB provide frameworks for understanding a wide range

of behaviors (Ahamad & Limbu, 2018). The models were designed to provide parsimonious

explanations of informational and motivational influences on human behavior. Both theories

can be considered deliberative processing methods, as they assume that humans make

behavioral decisions based on careful consideration of available information.

The concept of purchase intention is amongst one of the most important theories for

predicting and understanding human behavior ( Ajzen & Fishbein 1980).

The theory of planned behavior originally evaluates three determinants of intentions through

the variables : Attitude, Social or subjective norms and perceived behavioral control to predict

a behavior intention. According to Ajzen ( 1991) ; Meng & Choi, (2016), the TPB model is

also open for extensions by including additional constructs to help cover a larger fraction of

the variance outside of the model’s tree original constructs. The incorporated new variables

have to adhere to three principles: they must be factors that are imperative to directly affect

the decision- making process, they must be conceptually independent of the three original

variables and must be potentially appropriate to help comprehend a given behavior intention

and behavior.

Taking the above into consideration the TPB model is extended with the variables trust and

perceived risk.

2.4.2 Attitude

Attitude towards the behavior refers to the degree to which a person has a positive or negative

assessment of the behavior in question (Ajzen 1991). The more positive an individual’s

attitude is towards a behavior, the more likely they are to develop strong intentions to perform

the behavior. Human beings form perceptions about an object by associating it with certain

attributes, i.e., with other events, objects or properties. Most social psychologists take an
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information processing or cognitive approach to attitude formation. Attitudes develop from

the beliefs people have about the object of the attitude according to the TPB. When attitudes

to a behavior link each belief to a particular outcome, or to some other characteristic, since the

characteristics that will be linked to the behavior are already positively or negatively charged,

human beings automatically get an attitude linked to the given behavior.

This approach leads them to learn to encourage behaviors that they believe have desirable

consequences and form negative attitudes to behaviors that they associate with negative

consequences.

Solomon et al., ( 2010) indicates that understanding consumers’ attitude has become an

important tool for developing successful marketing strategies to increase purchase intentions.

Previous studies have described that consumers’ attitudes towards ads and electronic word of

mouth ( eWOM) affect their purchase intentions ( Lou & Yuan 2019) . Product endorsers can

influence consumers preferences and as a result create desires to purchase a specific product (

Laroche et al 1996). The more positive the attitude towards messages shared by social media

influencers the greater the impact on potential purchase intentions ( Chen 2007).

Moreover, Brinol et al., ( 2004) have linked attitude with source credibility in influencing

consumers’ purchase intentions positively. The more credible the consumer perceives social

media influencers the higher the chance of their willingness to purchase. Consumers whose

attitude toward social media influencers’ credibility is positive have relatively higher

purchase intentions ( Chan et al., 2013).

2.4.3 Social norms

Social norms factors are also called subjective norms, this refers to the perceived social

pressure an individual feels to perform or not perform a behavior, as well as the level at

which those social pressures influence the individual's intentions (Ajzen, 1991). Conner &

Armitage (1998) also explains subjective norms as a function of normative beliefs, which

represents different perceptions of specific meaningful preferences about whether a person

should or should not engage in a behavior.
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2.4.4 Perceived behavioral control

Perceived behavioral control examines an individual’s perceived ease or difficulty of

performing a behavior. It is also assumed to reflect previous experiences and expected

obstacles (Ajzen, 1991).

The TPB attempts to predict non-intentional behaviors by integrating perceptions of control

over the performance of the behavior as an additional predictor (Conner & Armitage, 1998).

According to the theory of TPB, the performance of a behavior is a combination of intentions

and perceived behavioral control. For a behavior to be predicted, several conditions need to be

met. But first, intention and perceived behavioral control must match or be compatible with

the behavior that is being predicted. The importance of intentions and perceived behavioral

control in predicting behavior is expected to vary across behaviors and across situations.

When the behavior or situation gives a person control over behavioral performance, intentions

alone should be sufficient to predict behavior (Ajzen, 1991).

2.4.5 Constructs relative importance

The relative importance of attitude, subjective norm, and perceived behavioral control often

vary across behaviors and situations thus, making predicted intentions different from one case

to another. In general, the more favorable the attitude and subjective norm is regarding a

behavior, and the greater behavioral control an individual experiences, the stronger should the

intention be to carry out a behavior in each situation. This may result in finding that in some

cases only attitudes have an impact on intention, in the spirit that both attitudes and perceived

behavioral control are sufficient to influence intention and in some cases that all three

predictors make independent contributions (Ajzen, 1991).

2.4.6 Added construct

Previous studies stress the need for researchers and marketers alike to acquire more

knowledge on additional factors which may lead to both negative and positive outcomes when

examining consumers’ purchase intentions as affected by influencer marketing ( Hudders et

al., 2021; Vrontis 2021). To further obtain an extensive understanding on the effect of

instagram influencers’ messages on millennials’ purchase intentions, the student group

reflected on the factors trust and risk.

Multiple studies have identified trust to be a crucial component with high relevance in the

study of consumer purchase intention and behaviors as affected by influencer marketing ( Ha
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et al., 2019; Jun & Yi., 2020). However contrary to trust, most researchers have failed to take

into consideration the relevant importance of the risks that may arise in sponsored marketing

activities when analyzing the effect of influencers’ recommendations on purchase intentions

(Chetioui et al., 2020; Dwidienawati et al., 2020; Halim et al., 2020; Hudders et al., 2021 ).

This approach often neglects to take into consideration the presence of risks that can arise

from influencer endorsements and how these affect purchase intentions in return.

In this regard, previous studies often choose to mainly examine positive triggers ( Credibility,

authenticity and interactivity) that activate the complex psychological process of purchase

intention. As a result, there is little empirical data on risk, which in return, creates a gap in

providing extensive understandings on purchase intentions as affected by SMIs (Chopra et

al.,2021 ; Deshbhag & Mohan 2020).

Based on the reflections from the studies mentioned above, the student group have chosen to

include and closely analyze both factors as additional determinants of intention.

2.4.6.1 Trust

The definition of “trust” according to Garbarino & Johnson (1999) refers to consumers'

beliefs about the reliability and quality of an organization, services, or products. Trust

develops when one party has confidence in the other about the integrity and reliability of the

exchange partner (Morgan & Hunt, 1994). Trust affects consumer behavior and therefore has

been identified as a critical component (Ha et al., 2019). Previous research has associated the

number of “likes” under the influencers’ post with their audience's perceived level of trust

towards their messages ( De Vries, 2019 ; Seo et al., 2019). The influencer’s audience

perceive messages as more trustworthy based on the number of “likes” the influencer posts

has. Furthermore, studies done by Lou & Yuan (2019) demonstrated that followers tend to

follow influencers with whom they identify, the perceived similarity with influencers in return

leads to positive affect on their trust in the influencers’ messages which further results in

purchase intentions.

Thanks to digitalization, influencers can be active on a daily basis and interact with their

followers, previous studies have shown that active interaction can make individuals feel more

respected and increase their level of trust towards influencers (Dwivedi & McDonald, 2018;

Kim et al., 2012; Tan et al., 2019). Influencers’ interactivity with followers also leads to

strong emotional attachment with their audiences, which later increases trust (Jun & Yi,
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2020). Because SMIs often share real- life brand information through the different content

they post online, they foster intimacy with their followers, making their recommendations

more effective in persuading target consumers decisions (Giakoumaki & Krepapa, 2020;

Colliader & Dahellen, 2011).

Although influencers do not often know their followers personally, followers can feel kinship

with influencers through active two-way communication via the internet and social media.

The emotional connection can be strengthened when followers perceive influencers possess

human qualities and not just advertising intermediaries (Kowalczyk & Pounders,

2016).Together with interactivity, authenticity is especially important for influencers to build

up trust with their followers (Jun & Yi, 2020). Authenticity means real, true, and genuine

(Thomson et al., 2005). When a follower experiences that an influencer genuinely likes

creating their content, they become more confident that the content will be the influencers'

own thoughts, instead of manipulations from a third party. Overall, followers trust influencers

more when influencers create sincere content with enthusiasm (Jun & Yi, 2020). Moulard et al

(2016) describes however that followers have recently become suspicious of influencers'

motive to do certain advertising and demand that influencers have a prominent level of

authenticity.

Studies done by Lou & Yuan ( 2019) also demonstrate that influencers credibility affects

trust in the influencers’- generated brand posts. This in return affects their audiences' purchase

intentions. Hwang & Zhang ( 2018) also described that for social media influencers on

YouTube and Instagram particularly, purchase intention is determined by the influencers

credibility. Furthermore, influencers content information value generally also affects their

audience trust in their recommendations and purchase intentions positively ( Lou & Yuan

2019). Moulard et al (2016) describes however that followers have recently become

suspicious of influencers' motive to do certain advertising and demand that influencers have a

prominent level of authenticity.

2.4.6.2 Risk

The concept of perceived risk is an important topic of discussion in many online activities.

(Curras-Perez et al., 2017; Yi et al., 2020). Consumers’ perceived risk can be explained as the

consumer's belief that there are uncertainty or negative effects which may result from

purchasing a product, service or performing a behavior (Haddock, 1993; Reisinger &
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Mavondo, 2005). Wang et al., further describe Perceived risk as an individual's fear of the

consequences of engaging in a particular activity that involves online shopping. Perceived

risk is described as consisting of two components, namely negative consequences, and

uncertainty ( Curran-Perez et al., 2017) . The former is the potential consequences of

performing an action. The latter refers to the fear that arises from the lack of information

about the consequences of performing a certain action.

Forsythe & shi ( 2003) have identified six components of risk that can arise from online

shopping and are generally related to purchase: financial loss, product performance quality,

psychological, time or convenience, social and physical. However, there are very little

empirical records on the impact of the consumer's perceived risks in association with

recommendations made by influencers ( Chopra et al., 2021; Deshbhag & Mohan 2020;

Cabeza- Ramirez et al., 2022). Biswas et al., ( 2006) point out that the level of consumer’s

perceived risks with recommendations from influencers often differs depending on whether

the recommendations come from a celebrity or an expert in a particular domain. Consumers’

perceived risk levels are higher with celebrities compared to experts depending primarily on

the product.

Moreover, previous studies show that the influencer’s audience's perceived risks are usually

aggravated due to the degree of awareness they usually have about the financial sponsorship

the influencer earns for making suggestions ( Martinez- Lopez et al., 2020 ; Stubb et al.,

2019). As a result, it often creates doubt around the credibility and impartiality of the

recommendation, further causing skepticism that leads to perceived risk ( Boerman et Al.,

2017). Perceptions of risk in return impact attitudes and intentions to purchase ( Deshbhag &

Mohan 2020). Han et al., (2020) ; Wang et al., (2022) also describes that part of risk

perception is psychological risk, which also affects the relationships between social norms ,

attitude, and behavioral intention.
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Fig 2.3 Extended TPB model

( owners’ creation inspired by Ajzen 1991)
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3.Methodology

3.1 Research reasoning

Since the aim of this study is to obtain in- depth information on respondents' individual

experiences to aid understanding the effect of instagram influencers’ messages on their

purchase intentions and the mediating factors of these effects, The most suitable approach for

this study was an abductive research reasoning approach. According to Alvehus (2013), an

abductive research approach allows for research theories to be modified or extended based on

the research findings. In addition, this research approach allows for empirical and theoretical

reflections. This means that this study reflects on the mediating factors of an extended version

of TPB theory and then examines patterns and themes in the collected data considering the

theory and vice versa. The themes and patterns together with the theory were then interpreted

and analyzed to draw a scientific conclusion.

3.2 Research method

This research is a qualitative study that examines millennials purchase intentions as affected

by instagram influencers’ messages. It examines five key single independent determinants of

intention in relation to millennials’ purchase intention .

The researchers who choose to work with qualitative research want to get down to the depths

of a specific subject, to get information about what motivates people, how they think and

which attitude they think is valid. Qualitative research gives researchers more depth

understanding of the questions and the responses, but it can be more difficult to analyze the

results (SurvayMonkey.com).

Advantages of Qualitative Research Qualitative research is in-depth and probing, it helps the

researchers to collect and analyze detailed information about a topic (SurvayMonkey.com).

The disadvantages of qualitative surveys,despite that qualitative surveys can provide detailed

information about a topic, they often involve only a small number of people (a small sample).

3.3 Data collection

To collect data this study conducted semi- structured interviews with eight participants.

According to Bryman & Bell (2017), semi- structured interviews are most suitable in studies
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where acquiring in- depth information about participants’ attitudes, experience and views

about a particular subject is the goal. This qualitative data collection method is

best suitable since the main purpose of this study is to examine if and how attitude, social

norms, perceived behavioral control, trust and perceived risks when it concerns instagram

influencers’ messages affects purchase intentions. In addition, participants were able to

provide subject answers around their purchase intentions as affected by instagram influencers,

which according to Bryman & Bell (2017) is one of the main advantages of this data

collection method.

3.3.1 Semi-structured interviews

Semi-structured interview is a data collection method based on asking questions about a

research topic. The method is a combination of unstructured interviews where no questions

are prepared and structured interviews where the questions are written in a script that the

interviewee cannot deviate from (George, T., 2022; Bryman & Bell, 2017))

Having Semi-structured interviews means that the researchers have a questionnaire as

support, but are not bound to the form which gives the researchers the opportunity to change

arrangement on the questions and ask supplementary questions if anything needs clarification

(George, T., 2022; Bryman & Bell, 2017)).

It can be difficult to write semi-structural questions, without affecting the answers, since it is

open questions. After the interviews are carried out they shall be transcribed, coded and

analyzed. When the researchers transcribe, it is good to think about whether you should

include breaks, laughter or filler words, to get the exact picture of the interview. Next, it's time

to carry out the coding of words, patterns or recurring responses. Separating the coding into

categories for more robust analysis.This research used a deductive approach. Then the

researchers tried to examine if the collected data confirms preconceived themes or ideas

(George, T., 2022; Bryman & Bell, 2017)).

Advantages:

Best of both worlds: comparable, reliable data and the flexibility to ask follow-up questions.

No distractions: the ability to design a frame in advance keeps both researcher and respondent

focused on the task while encouraging two-way communication.

Detail and richness: Semi-structured interviews offer more detail and richness in responses
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due to their more open nature. The respondent is asked to clarify, elaborate or rephrase their

answers if needed (George, T., 2022; Bryman & Bell, 2017)).

Disadvantages:

Low Validity:There may be difficulties in comparing responses between participants

depending on how much the researcher deviated from the predetermined list of questions.

High risk of research base: The researcher may be tempted to ask leading questions, which

leads to observer bias. Conversely, respondents may also try to provide answers they think the

researcher wants to hear, leading to social desirability bias.

Difficult to develop good semi-structured interview questions: Can be difficult to implement

due to their delicate balance between prior planning and spontaneity. Each participant is

different in their willingness to share answers and past experience. This could lead to a

difficulty for the participant, for being both encouraging and impartial at the same time

(George, T., 2022; Bryman & Bell, 2017)).

3.4 Recruitment

8 participants between the ages of 23 - 30 were selected through a strategic sampling where

all participants were millennials who are active instagram users living in Sweden. According

to Alvehus (2013), selecting participants who align with the topic that is being studied is of

great importance when conducting research. Furthermore, in a strategic sampling individuals

with specific characteristics are sought after. Since millennials were born with the internet and

are the largest consumer group on social media with the highest purchase power, a strategic

recruitment where only respondents who belonged to this generation and where active users

of instagram were selected to answer the research question in this study.

To accompany the strategic sampling this study also uses snowball sampling. A Sampling

method is often used in studies that try to understand a group that is challenging to study

through observable criteria such as statistics (Alvehus, 2013). In this recruitment method the

researcher often selects individuals whom the researcher had previous contacts with to find

additional participants who may be fitting for a study. A snowball sampling was used in this

study to effectively find a network of individuals who were most suitable for this study.

Respondents gave suggestions for potential participants who aligned the purpose of this study.
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Respondents Age

CL 30

HA 29

EL 28

ID 28

JO 27

EI 27

BE 26

VA 23

Table 3.1: Respondents

3.5 Data analysis

To thoroughly analyze the collected sample, this study used an extended version of the theory

of planned behavior as a baseline to conduct a thematic analysis (TA) of the effects of

influencers’ messages on Swedish millennials’ purchase intentions. A thematic analysis is

used in this study to identify patterns in the target audience answers. Since the interview

questions in this study were formed using constructs of an extended version of the theory of

planned behavior as a guideline (see appendix 1), the themes in this study are equivalent to

the constructs of the theory.

The collected sample from all 8 interviews was first transcribed to facilitate the analysis

process. According to Alvehus (2013), data transcription is the first step in the analysis

process. This entails that all audio recordings are converted into text. The main purpose for

audio transcription was to identify key subjects that are relevant for this study and eliminate

topics that fall outside the realms of this study. To further facilitate the analysis processes, the

transcribed collected sample was carefully examined with the audio sample to clarify

incomplete sentences.

The collected sample is then analyzed using a thematic analysis (TA) method to code the

participants' responses. A thematic analysis is commonly used for analyzing qualitative data.
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This method consists of analyzing qualitative data with the aim of obtaining repetitive

patterns across a collected data set (Braun & Clark, 2006). In addition, TA offers insight into

meanings behind collective experiences across the data set.

This study follows Braun & Clark (2006) 6 phases to facilitate data operationalization when

conducting a thematic analysis.

Phase one: involves getting familiar with the collected sample. The transcribed and audio

sample in this research is reviewed and studied multiple times before being analyzed.

Furthermore, this study used transcription software which provided a transcription accuracy

percentage with each sentence. This allowed for sentences with less than 95% accuracy

percentage to be re-written manually to match the audio data.

Phase two: in this phase the collected sample is coded. This entails that the sample is coded to

reduce the sample size by retaining relevant material. Coding is also useful in allowing for

differences and similarities in the collected sample to be identified. The identified common

denominators retained from the collected data were then noted accordingly which according

to Braun & Clark (2006) is the initial step for the third phase where patterns and themes are

presented.

Phase three: involves searching and creating themes (Braun & Clark, 2006).

The themes in this study correspond to the constructs of the TPB model (Attitude, Subjective

norms, perceived behavioral control, Trust and Risk).

Phase 4: in this phase the themes are reviewed and compared to the codes as well as the entire

data set to ensure that all 3 match and are compatible with the research question. Braun &

Clark (2006), write that this step is all about examining that each theme aligns with their

associated codes and that there is a coherent pattern between the themes, their associated

codes, and the research question.

Phase 5: after phase 4 was completed all themes were defined and refined. This was done to

ensure that each theme name best described the entirety of codes that they are categorized

under (Braun & Clark, 2006).

Phase 6: In this last phase which Braun & Clark (2006) refers to as “write the report” a

systematic analysis is carried out and written narratives from respective themes are presented.

3.6 Ethics

The Swedish Research Council (2023) includes many aspects of ethical work and good

research practice. This study considered these implications to ensure good research practices.
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Research as a practice or discipline is very dynamic and when there are changes within the

scientific landscape, research ethics also change. Modern technology is one of the factors that

can affect the research landscape (The Swedish Research Council 2023). With the

possibilities of innovative technology, respondents were asked to provide their consent before

interviews were recorded and played. Respondents were also informed all audio recordings

would be deleted at the completion of the study. To protect their privacy respondents were not

addressed by name on the recordings. The importance of protecting their privacy and

maintaining their anonymity is mentioned both in (Swedish Research Council 2023) and

(Eriksson and Wiedersheim-Paul 2018).

This study also used the ethical theory of Murphy & Dingwall (2001) as a guideline to further

ensure that ethical aspects are observed.

Ethical considerations are relevant for every research. According to the ethical theory of

Murphy & Dingwall (2001) as cited in Flick (2020), there are four ethical principles that

researchers need to observe in research studies. A research project should be non- maleficent.

This means that participants in a study should not be put in any harm of any nature. To ensure

that this study meets the non- maleficence requirement, participants were informed that they

were the subjects of a study as well as the purpose of the study. Participants were only

interviewed and included in this study after they had given their full consent as per

recommendation in Flick (2020). In addition, the demands on participants resulting from this

research were catered to their availability and comfort.

This research also aims to guarantee full confidentiality, anonymity, and data protection

control.

Moreover, research needs to be beneficial. This means that a research project should not

solely benefit the researcher when involving human subjects. This study intends to benefit

millennial consumers by opening conversations about influencer making in relation to

consumers purchase intention.

Furthermore, research should encourage autonomy meaning, participants’ values and

decisions must be respected. Respondents were given room to provide subjective views on

their own experiences.

Last is the justice or equality principle. All participants were treated fairly and equally

regardless of their age, gender, religion, sexual orientation, and ethical background.

30



3.7 Trustworthiness

According to Bryman & Bell (2017) credibility in qualitative studies should reflect on these

three aspects: Trustworthiness, reliability, and transferability.

Trustworthiness : means that a study's results represent a reliable interpretation of the

empirical data collected. As well as to what degree the empirical data reflect social reality.

The implementation of our semi-structured interviews has been carried out in an identical

manner as much as possible with the same or similar follow-up questions. The respondents’

answers were then transcribed and analyzed to ensure that both researchers interpreted the

answers in the same way.

Reliability: Shows how consistent the researchers were during the data collection and

processing afterwards. As well as compiling a full report for the research process. For our

semi-structured interviews, we prepared one questionnaire as a starting point and during the

interviews follow-up questions and clarifications of our questions to get as much out of the

respondents. The questionnaire will exist in an appendix further down.

Transferability: Involves results that must be transferable to similar social situations or be

used in other studies such as completion material. To achieve this requirement, the student

group in this study have been accurate with their interpretations of the empirical data.

Moreover, implications from the Swedish Research Council were used as a secondary

baseline in this study.

The Swedish Research Council (2023) writes about (FFP)fabrication, falsification, or

plagiarism as a deviation from good research practice. To prevent that, the student group has

documented all the interviews and transcribed them and will retain the recordings and the

transcription until the work is checked, in case there are questions about our ethical work. As

well as to be able to prove there were research results being withheld. Lately, references from

secondary data that were used in this study have been carefully referenced and included in the

same document.

GDPR (General Data Protection Regulation) is a European regulation onData protection and

privately entered into force on 25 May 2018. (PWC.se/GDPR; IMY.se) Sins the student group

will not take care of any sensitive personal data except name, age and geographic settlement,

our group believes that it is enough to have a grasp of the basis laying the principles for

GDPR these the group found on (IMY.se) of all mentioned basic those principles are these

that will be used in this research:
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1. Only collect personal data for specifically stated and justified purposes. The collection of

the personal data is used just for the research.

2. No personal data than is necessary for the purposes.

Personal data which will be collected are: name, age and place of residence. After like more

personal or profound personal data able to reduce the trust about that interviewees answers

will be anonymous.

3. delete the personal data when they are no longer needed.

All recordings and transcription documents will be deleted as soon as the work has been

completed with an approved result.

4. protect the personal data, for example so that unauthorized persons do not gain access to

them and so that they are not lost or destroyed.

Under the interview respondents were not addressed by name, and both the recordings and the

transcriptions were coded so that only those who participated in the interview know who the

interviewer is. When the analysis was carried out, the respondents were assigned letters or

figures to the reader; other results should be able to distinguish different respondents more

easily. In order not to lose the interviews, the transcription will take place immediately after

the interview and exist in 2 copies on 2 different computers.

On the website IMY.seis underlined that openness is an important factor. The idea is to write

an introductory document that will inform the interviewees about GDPR and what rights they

have at what time that preferably deny participation in this research, as well as how their

personal data and responses will be handled. These implications were also observed in this

study.
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4. Empire
This section first presents a background commonality for all 8 respondents ( see table 4.1),

followed by the collected empirical data which is discussed under the themes attitude, social

norms, perceived behavioral control,perceived trust and risk, including personal relevance in

product which is a new construct that emerged during the course of this study. Respondents

were encouraged to elaborate on their experiences to provide the empirical data in this study.

4.1 Respondents background

Table 4.1 outlines the background-commonalities of the eight participants who were

interviewed in this study.

Participants background- commonalities

Commonalities Participants

1. Millennials living in Sweden All participants

2.Active instagram users All participants

3.Have come across posts from instagram influencers All Participants

reviewing products within the last 3-6 months

4.Follows an instagram influencer(s) All Participants except

BE & EL

5.Have intended to buy or bought a product an instagram

influencer has recommended within the last 3-6 months All participants except

BE, EL & ID

Table 4.1

The 3 main commonalities which served as a guideline in the recruitment of participants in

this study are all participants; were (1) millennials living in Sweden who are active users of

(2) Instagram and (3) have come across posts from instagram influencers reviewing a product

in a paid or unpaid partnership. Meanwhile, all five of the participants’ background-

commonalities offered insight into each participants’ personal experiences. After the collected

data was transcribed, repetitive patterns were coded and organized under respective constructs

below.
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4.2 Attitude

4.2.1 Promoted advertisement

When it concerns questions about attitude towards instagram influencers messages CL stated

that when instagram influencers recommend a product or service a majority of their

recommendations are advertisements and often not honest reviews. “ I have a few influencers

that i follow in the music industry since I am into music myself, they speak about guitars and

guitar strings etc.. but i think it's all marketing so i had to do my own research before I bought

some guitar strings one recommended ” CL explained. According to CL, knowing that the

recommendations are financially rewarded by brands makes it difficult to trust influencers’

recommendations on products.

HA stated: “ I mostly follow influencers who are actors, but the majority of influencers on

instagram post pictures of themselves just to sell and sell, it's very annoying, i understand one

should earn money but it is often too much advertisement than it should be personal opinions.

According to HA, instagram influencers who originate from the film industry may raise one's

interest to want to gain insight into their lifestyles, however most influencers often post

content on instagram with intentions to sell a brand’s products which often makes it

unpleasant to follow their recommendations.

Even JO described instagram influencers messages as mostly advertisement and rarely

personal opinions, therefore the need for personal information search to ensure the

descriptions of the influencers messages about a product matches that of reviews from other

consumers online. “ I have bought makeup an instagram influencer recommended after

looking at what other consumers online thought about the product”. According to JO

messages from instagram influencers’ whose main source of revenue is from influencer

marketing is hardly received and as a result hardly lead to purchase intentions.

JO pointed out however that instagram influencers who were previously well known in other

industries such as entertainment industry are more susceptible to provide personal opinions

about products than those whose main occupation is influencer marketing. Nonetheless even

this category of instagram influencers recommendations can be highly motivated by financial

gains JO concluded.
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EI Shared that although instagram influencers can be perceived as experts in a particular

domain based on how well they visually communicate a brand product on the social media

site, one's conviction that most of the influencers messages are not based on personal opinion

cannot not be deemphasized. EI further added that this realization often makes it difficult for

one to consider their messages as honest which then decelerates one’s purchase intention.

EL on the other hand stated that recommendations from one's social group on instagram are

more relevant than those of instagram influencers.“ I do not follow any influencers on

instagram since I value my family and friends’ opinions the most, I am very careful to not

leave so much room for too many opinions outside those of my close social group '' EL

described. According to EL one’s purchase intentions can easily be influenced by their social

inner circle since these opinions about products are immediate and personal rather than

external commercialized opinions.

Similarly, Va asserted that the main purpose of using instagram is to maintain contact with

one's closenet social circle, as well as keep pace with the different activities they are involved

with and not so much to indulge instagram influencers messages.Va added that influencers

who post regularly on instagram often have an overwhelming amount of commercialized

packed posts which makes their messages unattractive. Therefore, the degree to which posts

can be perceived as the influencers’ personal opinions on products is highly questionable,

this later affects purchase intentions negatively according to VA.

ID mentioned messages from instagram influencers are highly commercialized which often

creates extreme resistance towards following their messages or purchasing a product based

on those messages. On the other hand, the perceptions of influencers who do not directly

recommend brands in their contents and show a more normal everyday lifestyle on instagram

differ from those who do, ID stated. ID experienced that messages from this category of

influencers could be perceived as more influential to some degree in relation to purchase

intention since these messages do not openly advertise a product but unintentionally awakens

one’s interest in a product that is naturally being captured on film.

According to BE messages from instagram influencers cannot be perceived as the influencer’s

personal opinion on products since influencers are rewarded financially to generate these
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opinions. “ Their messages are purely advertisements, just in a different way that why i have

never bought or would buy anything they recommend” BE stated.

4.2.3 Incitements, over consumption, social and environmental sustainability

EL explained instagram influencers recommendations are mostly paid advertisements and

rarely personal opinions which serves to incite other individuals into purchasing products they

did not need and would use. According to EL, instagram influencers should not have such

significant levels of purchase influence over other individuals solely because of their

popularity and massive followings on instagram.

ID also indicated that instagram influencers' messages often portrayed and promoted a

lifestyle that is unrealistic and pushed individuals into purchasing goods they did not need or

neither could afford. “ Instagram influencers show a fake perfect life with a lot of material

possessions which is far from reach for everyday people's reality” ID explained. ID further

pointed that these incitements from instagram influencers to purchase unneeded and

unaffordable goods were often motivated by the financial endorsements the influencer would

get from a brand for advertising their products on instagram.

CL stated : “ Reviews from instagram influencers are fake, they are just trying to convince me

to purchase something I do not need”.

Meanwhile BE raised questions around the social sustainability issues with influencer

marketing. According to BE instagram influencers incite individuals to consume more goods

without taking into account the social sustainability issues in the supply chain which as a

result further worsens these issues. “ Most of these influencers partner with companies that

are not sustainable but they do not care as long as they get paid”. BE further explained that

concerns around workers' treatment and fair trade in the production stages creates a strong

resistance toward following instagram influencer recommendations which further affect

purchase intentions negatively.

Similarly, VA described there is no propelling evidence of instagram influences involvement

in taking actions against issues social sustainability issues but also environmental issues. VA

pointed that messages from instagram influencers incite individuals to over consume products

which further aggravates the sustainability aspects mentioned above. For these reasons,
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instagram influencers’ messages on products often would not lead to purchase intention VA

concluded.

4.2.4 Access to information and expertise

According to CL, following instagram influencers within the music industry often provided

information about new music products and accessories which further led to personal

information search and potential purchasing intention.

EI stated: “I like to look at instagram influencers reviews on makeup before i decide to

conduct my own personal research because it's very important to me that someone who knows

how to do make up is visually demonstrating it to me”. According to EI, visual

demonstrations of products provide general information about a product which can be highly

useful in one’s purchase decision process.

Similarly JO described that having another individual which in this case the influencer

visually demonstrate a product can be highly useful since the videos serve to inform and

create awareness around a product and the different ways it could be used.

VA also recognised that messages from instagram influencers can provide quick access to

information and be a source of inspiration for individuals. “ If many influencers share their

experiences of a similar product the more information one gets about that product”.

4.3 Social norms

In the matter of social norms that exist when it comes to following messages from instagram

influencers CL mentioned to have hardly encountered strong opinions around the matter. Cl

explained to have not received any positive or negative response pre or post purchase when

following recommendations from instagram in influencers recommended. “ I would often

send my mentor who has experience with guitars the influencer’s video but they usually just

just access the quality of the guitar”.

HA stated the topic around instagram influencers rarely comes up in social discussions. As a

result there has not been any negative or positive remarks on purchasing products

recommended by instagram influencers HA added. “ I do not believe I have mentioned having
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purchased a product because an influencer recommended it, it just doesn't come up in

conversations since it feels normal in today's society”.

ID also asserted that instagram influencers have become normalized in today's society as

another form of advertisement hence the lack of strong opinions from peers. ” My friends and

family will not care if I choose or intend to purchase a product based on recommendations

from instagram influencers”. ID added that opinions from social groups are very minimal to

non- existent since one generally makes independent decisions on how and where they

choose to spend their own money.

Furthermore, JO described that online shopping and social media has become a normal reality

in the 21 century. According to JO there are no strong opinions around instagram influencers’

messages since social media marketing is a tool that has become widely accepted in online

shopping.

EI also shared that they have not received any specific opinions or reactions upon following

instagram influencers recommendations pre or post purchase. “ I even share the influencer’s

posts to my family and friends if the product is interesting nobody really questions it ”.

EL explained that instagram influencers could be compared to sales associates in a store who

provide consumers with suggestions and recommendations , and that the only difference

between them and influencers is that influencers give these suggestions online. EL pointed out

that there are no strong opinions around following instagram influencers’ messages with

intentions to make a purchase since the majority seek advice from sales associates when they

are unsure of a product and want to gain more information to aid in their decisions. “

Messages from influencers are just a modernized form of marketing, so I don't think people in

my surrounding care as much if I choose to follow or not follow their recommendations”. EL

also added that adults living in Sweden mostly make independent decisions when it comes to

how they choose to spend their money, this causes individuals to often refrain from sharing

their opinions on how others choose to spend their money.

Contrary, VA mentioned to have received warning remarks when it comes to following

messages shared by instagram influencers. However VA explains that these remarks come

from a place of concern and not prevention. “ My parents were not born in the west so they
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have different views but they trust that I will always make the right decisions even when they

raise concerns ”. According to VA, these social concerns have little to no impact on decisions

to follow or not follow recommendations shared by instagram influencers since these

concerns are not to prevent or assert decisions to purchase. However VA also pointed out that

one’s ability to make independent choices on what they choose to spend their money on

reduces the weight of concerns that may come from peers when it comes to following

recommendations from instagram influencers.

On the other hand, BE shared pressures from peers can potentially influence purchase

intentions negatively when following messages shared by instagram influencers.

“ My surroundings do not really say much about influencers but they will probably think that

I am easily manipulated or influenced if I bought something an influencer recommended ”.

4.4 Perceived behavioral control

4.4.1 Electronic word of mouth (eWOM)

Cl explained that it is impossible to consider messages from instagram influencers if there is

little or no testimonies from other consumers who purchase the same product under the

influencers posts. According to CL, the number of positive comments on the influencer’s post

determines whether or not the recommendation will lead to further information search and

potentially purchase intention.

JO stated that recommendations from the influencer needs to be supported by multiple

influencers on instagram , as well as by positive reviews from other consumers in the

comment section. JO explained that recommendations that meet these criterias have a higher

probability to lead to additional information search and purchase intention than

recommendations that do not.

According to VA, negative comments from other consumers under the influencer’s post

causes one to disregard the recommendations made by the influencer. “ I will often look at the

comments before I even finish watching the video” VA stated. VA further added that further

information search on the product will not be made in the presence of 1-2 negative comments

under the influencer’s post.
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4.4.2 Financial endorsements

HA mentioned that knowing the influencer will be financially endorsed if one chooses to

purchase a product that they have recommended often causes restrictions on whether or not

one should consider their recommendation, let alone intend to purchase the product. HA

further added that the price of the product often will determine if these concerns around the

influencer’s financial endorsements will cause these restrictions to intensify. “The more

expensive the product is, the more reluctant I am to follow the influencer’s recommendation”

HA stated.

IS described that since influencers are required to mark their financially endorsed posts with

“sponsored” to make viewers aware of the nature of their posts, one can easily scroll or skip

their marked posts. ID further added that the marked posts makes it difficult to consider the

influencer’s recommendations since the influencers have confirmed they have been

financially rewarded to give positive opinions on the product.

According to JO, recommendations from instagram influencers whose primary source of

income are from influencer marketing are prompt to be avoided. JO described that

recommendations from these categories of influencers are more prompt to be motivated by

financial rewards.

4.4.3 Personal interest

When it concerns factors that restrict one from following recommendations made by

instagram influencers EI mentioned that the product that is being recommended has to match

one's personal interest. According to EI recommendations on products that are not appealing

to one’s personal interests have less probability to lead to additional information search or

purchase intention.

Similarly, EL explained that if the product or product attributes or intended use does not

match one’s personal interests, recommendations from the influencer will be avoided or

disregarded. EL also added that similarities in interstate will also determine if

recommendations from the influencer will potentially lead to further information search and

potentially purchase intention.

40



BE mentioned in order for one to consider recommendations from an instagram influencer,

one has to have a personal interest in that influencer as a person. BE described that the

probability that recommendation from the influencer will be disregarded will be high if there

is no personal interest in the influencer as a person. “ I will not follow the influencer’s

recommendations if I dislike them as a person” BE stated.

4.5 Perceived trust

According to CL, messages shared by instagram influencers can be difficult to trust since it's

often impossible to know the credibility behind these messages even when one is a loyal

follower. CL further explained that although one can often rely on their inner conviction when

it comes to these recommendations as well as the level of expertise the influencer has in a

particular domain, The financial endorsements the influencer gains often makes it hard to trust

their recommendations. CL pointed out that it is highly crucial that recommendations from

instagram influencers are tested against electronic word of mouth from other consumers in the

comment section. Reviews from consumer’s first hand experiences with the product

combined with personal research online have a greater probability to lead to purchase

intentions than the influencers’ recommendation itself according to CL.

HA also asserted that the financial rewards instagram influencers get from promoting

products raises serious questions around the credibility of their recommendations. However,

HA mentioned that influencers whose recommendations have led to positive purchase

experiences in the past can be given a minimal benefit of doubt but personal research will still

need to be done for these recommendations to lead to purchase intentions. Furthermore, Ha

pointed out that the more expensive the product that is being recommended by the influencer

is, the less likely one would trust to follow their recommendations since the financial risk

would be high. “Although I mostly follow influencers who are in the film industry on

instagram i don't really trust their recommendations”.

JO stated that the influencer’s enthusiasm about a product often indicates how the influencer

truly feels about that particular product to some degree. Nonetheless, JO pointed out that

electronic word of mouth from other consumers paints a more credible and trustworthy

picture of a product than the influencer’s recommendations itself. “ I usually follow

influencers who are into makeup but I can not say that I trust their recommendations”.

Additionally JO lifted up that Influenecers whose main source of income was from influencer
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marketing were the least to be trusted since there is a higher probability that their opinions on

a product will be motivated by financial rewards.

VA also described that online reviews and comments under the influencers posts are a more

trustworthy source than the influencer’s recommendation itself. VA further explained that the

more comments the influencer has on a post with individuals’ first hand experiences on the

product, the greater the probability the influencer’s recommendations could lead to a purchase

with further personal research.

EI mentioned that influencers who have significant amounts of followers and are known on a

national and global scale can be perceived as trustworthy to some extent. EI described that

these particular influencers have much to lose in terms of their reputations compared to

others. However, EI points out that the influencer's popularity does not acquit trust even

though one religiously follows the influencer in question. “ I cannot trust them just because

they are well known, so I still need to see reviews from other consumers to make sure what the

influencer is saying is true”.

When it comes to perceived trust with following instagram influencers’ messages ID

explained that instagram influencers have no significant influence over decision making since

their recommendations are motivated but financial gains. “ I do not rely on them or trust them,

I make my own decisions”.

EL stated that there is no strong evidence that instagram influencers test the products they

recommend long term, therefore their recommendations cannot be perceived as trustworthy

since they have little to no long term authentic first hand experience of the product. EL further

explained that only individuals in one’s social circle can attest to the product's true value since

they do not get financial benefits for those recommendations and have a long term experience

of those products.

According to BE, instagram influencers who are well known and perceived as good

individuals in society can often aid great brand associations when seen with a product. “ It's

easier for me to relate to the brand volvo when I see Zlatan talk about their cars for exemple”

BE stated. However, BE described however that brand association does not acquit trust when

it comes to following instagram influencer’s messages in relation to purchase intention.
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According to BE, reviews from other consumers online need to be carefully assessed along

with the influencer’s recommendations since opinions from other consumers can be perceived

as more trustworthy than those of influencers.

4.6 Perceived risk

When it comes to questions about perceived risks in relation to following messages shared by

instagram influencers, CL pointed out that there are high risks that the influencer could

recommend a product from a company that is impossible to trace after the purchase is made.

CL explained that the situation could make it extremely difficult for one to make claims if the

product quality does not match the influencer’s descriptions. CL also added that with the high

rise of technology it is not always possible to identify if the influencer is an artificial

intelligence system put in place by the brand itself to influence individuals purchase

intentions with prompt messages.

VA also mentioned that there is a high risk that the influencer could be recommending an

organization that does not exist on paper. “ My friend asked me to help look into a product an

instagram influencer recommended, when I did my research I saw many comments that the

company was a scam and it was true, but many influencers recommended that product. So

now I always must do my own research” VA stated. VA further added that the majority of

influencers do not do enough research to see if a brand is legitimate let alone their product

quality and only recommend products to get paid.

JO indicated that the predominant risk when it comes to following recommendations made by

instagram influencers is not knowing if the product quality matches the influencer’s

description. According to JO, influencers can often provide narratives on products based on

what the brand assigns them to say without first putting the quality of the product to the test.

JO meant that influencers not only do influencers get paid to share their opinions about

products online but there is an even much greater risk that these opinions are pre determined

by the brands themselves.

HA also mentioned that product quality is one of the greatest concerns when following

messages from instagram influencers. According to HA there are high risks that influencers

would exaggerate the perceived quality of a product due to the financial rewards they often

get from brands.
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EI described that the possibility that instagram influencers often would get a percentage for

every purchase made often raises serious concerns around their opinions on product quality.

EI further explained that there is a risk that the influencer is describing the product in a way

that serves to increase the number of purchases made while disregarding the actual quality of

the product. “I once bought some makeup and it turned out the quality was horrible. I had to

buy a similar product from a physical store, so now I have to see that many people have tried

the product through my own research” EI stated.

ID explained that the one of greatest risk that existed when following recommendations made

by instagram influencers is that the influencer’s recommendations may not be honest opinions

about the product quality. According to ID most posts from instagram influencers are often

marked with sponsored signs or hashtag, this often indicates that their messages are purely

motivated by financial rewards which raises questions about product quality.

BE also mentioned that most instagram influencers have posts marked with sponsors signs

which proves that the influencer is providing recommendations about products in exchange

for financial benefits. BE further added that influencers can also advertise a brand product

discreetly by having the brand product in the background and briefly presenting it and still get

paid. According to BE this often makes it extremely challenging to distinguish which opinion

is an honest review of the product and which one is not.

EL described that the greatest risk that can be identified when following recommendations

made by influencers on instagram is that one’s experience and expectations of a product

quality may not match the influencer’s experience of the product, which in return may lead to

product dissatisfaction. EL explained that intentions to purchase a product go hand in hand

with the perceived durability of that product. “ I want to make sure the product will be an

investment”.

4.7 Personal relevance in product

Concerning factors that are crucial to influence purchase intentions when following

recommendations made by instagram influencers CL described that there needs to be a

profound interest in the product for further information search to take place. “I often see

instagram influencers talk about clothes but since I am not into fashion i would rather listen

to those who talk about music instruments” Cl stated. According to Cl messages the nature of
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the product being recommended has to align with one's personal interests for it to lead to

further information search that can potentially lead to purchase intentions.

HA mentioned that recommendations from instagram influencers are only attractive when

there is personal interest in the product. HA further explained that personal interest in a

product is what intrigues one’s desire to conduct additional research online.

JO stated that although instagram influencers can steer one’s interest towards a product based

on the product attractiveness, the decisive factor that determines whether or not additional

information search on that product will be made depends on the perceived personal relevance

of the product. “ I may draw inspiration from the influence or influences if there is reoccuring

recommendations on the same product but I have to be genuinely interested in that product”

JO explained.

EL on the other hand explained that the recommended product needs to match with ones’

intended personal use of that same product for further personal information to take place. EL

also indicated that the product attributes and characteristics need to be equal to one's usual

preferred attributes and characteristics of that product category.

Similarly VA mentioned that products recommended by instagram influencers need to speak

to one’s personal identity and strongly relate to their personal aspirations as well as interests

for further research on that product to take place. “ I love art, but I only do research when that

art speaks directly to who I am,” VA stated.

According to EI product attractivity plays a significant role on how well recommendations

from instagram influencers are received. EI further described that personal search on

recommended products will often be motivated by how well the product’s aesthetic attributes

match personal aesthetic preferences. “ I am only interested in products that have a particular

aesthetic,” EI stated.

BE also asserted that personal preferences in product aesthetic elements as well preference in

product quality are essential factors that can lead to purchase intentions when following

recommendations from instagram influencers. BE pointed out that personal research on

products were most likely to take place if these personal criterias are met.
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5. Analysis

In this chapter the collected empirical data is analyzed through the lens of the constructs of

the TPB model and independent determinants of intention; attitude, subjective norms,

perceived behavioral control and the added constructs perceived trust and risk and new found

construct personal relevance in product. The collected data is also analyzed by reflecting on

previous studies discussed in the literature review chapter, including additional studies on

personal relevance in product and studies on perceived risks in product quality to provide an

extensive understanding of the results.

Fig 5.1 Tematik model ( owners’ creation inspired by Ajzen 1991)

5. 1 Attitude effect on purchase intention

The respondents highly perceive messages shared by instagram influencers as mostly paid

advertisements and not personal opinions on products. Their general attitudes towards

influencers’- branded posts is that their messages are not authentic reviews but on the contrary

opinions motivated by the financial endorsements brands provide, thus the negative effects on

purchasing intentions. This observation can be supported by Tomson et al.,(2005) findings

which suggest that followers and social media influencers' audiences' purchasing intentions

are affected negatively when they perceive that the influencer’s post is unauthentic and
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manipulated by a third party, in this case the brand. Ajzen (1991) also explains that the more

negative an individual’s evaluation towards a behavior is, the more the individual's intentions

are affected negatively.

In addition, respondents experienced there was a lack of peer-to-peer communication element

with instagram influencers’ messages which according to Martin (2015) is an important

attribute in reaching this consumer segment. This observation is further supported by Junker

et al. (2016) and Martin (2015) who also indicated that millennials are more susceptible to

being less interested in following a brand communication with intentions to purchase its

products when the brand communication is highly commercial in nature and not peer to peer

in nature. Swedish millennials’ strong views on the nature of instagram influencers’ messages

could be interpreted as the leading cause to influence their purchasing intentions negatively.

Moreover, The majority of respondents also mentioned that instagram influencers' messages

promote a lifestyle that is unrealistic and encourages over consumption without taking into

account the social and environmental factors. which often makes them avoid following their

messages. Previous studies show that individuals form perceptions about an object by

associating it with certain attributes, i.e., with other events, objects, or properties ( Ajzen

1991). Since respondents associate messages shared by instagram influencers with

encouragements for over consumption, which as a result have negative impact on the social

and environmental aspects, intentions to purchase were reduced. These evaluations can be

explained through Ajzen ( 1991) observations that when attitude towards a behavior is linked

to a particular outcome, or to some other characteristic since the characteristics that will be

linked to the behavior are already positively or negatively charged, individuals automatically

learn to encourage behaviors that they believe have desirable consequences and when they

form negative attitudes to behaviors, they associate it with negative outcomes or

consequences.

Although the respondents views and perceptions of instagram influencers and that of their

messages are that of pure advertisement and rarely personal opinions, the respondents

admitted that messages shared by instagram influencers often provided them with product

information and were an essential tool in creating brand awareness, as well as a visual

demonstrations of a product’s unique attributes, and functionality. Ordun (2015) asserts the

majority of millennials use social media to find information about brands and products. The
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respondents admitted that they often unintentionally acquired brand information or product

information from the messages instagram influencers shared due to their high use of

instagram platform. Reports from Statista 2021 have confirmed that Instagram is the second

most used social media platforms marketers and businesses invest in for influencer marketing

activities to spread information about their brands and products. This confirms millennials'

explanations on their perceived frequency of product information from influencers. Records

from Smart Insight (2017) also confirmed social media influencers play a vital role in product

information sharing. Although millennials are known to be heavily dependent of the internet

and social media to acquire information about brands and products (Ordun, 2015), the

respondents argued that they did not intentionally follow instagram influencers to gain

specific information regarding brands, nor did they rely on instagram influencers to provide

them with these informations. The respondents described it as “unintentionally stumbling

upon information” that raised their curiosity. Even so, respondents did not believe that

although they indirectly accessed quick information from instagram influencers it could

influence their purchase intentions if they were not personally interested in the brand product.

5.2 Subjective norms effect on purchase intention

The peer groups had no influence on the respondents’ purchase intentions when following

recommendations made by instagram influencers. Ajzen (1991) writes about how individuals’

social groups can have strong abilities to pressure them to engage or not engage in a behavior

based on the social group’s prescriptions on the behavior.

Previous studies also show that an individuals’ social group can possess distinct perceptions

about a behavior which later affects the individuals’ behavior intentions towards that behavior

(Conner & Armitage 1993) . The majority of respondents explained that similarly to them

their social groups perceived that influencers were accepted by society and are part of a new

digital era. In addition, respondents' social groups perceived that instagram influencers were

not different from traditional ads or sales associates which further corresponded with the

respondents’ attitude towards instagram influencers and their messages. Since respondents'

social groups had no new distintiv perceptions or attitudes towards instagram influencers

outside of that which the respondents already had, their social group had no negative or

positive influence over the respondents purchase intentions.

In addition, the interviews also showed that respondents’ awareness of their purchasing power

and financial freedom played an important role in minimizing the influence of their social
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groups when it came to following messages from instagram influencers. This evaluation can

be explained through previous studies which state that millennials are a consumer segment

with the highest level of freedom over their money and how they choose to spend it, thus

making them a generation which is fully aware of their buying power (Ordun, 2015 ;

Bilgihan).

5.3 Perceived behavioral control effect on purchase intention

The respondents gave diverse answers on some restrictive factors that hinders them from

following messages shared by instagram influencers. Some of the respondents explained that

they usually look at the number of comments the influencers have under their posts to

determine if other consumers have had positive results from following the influencers’

recommendations on a particular product. Kotler & Keller ( 2016) also assert that consumers

use social media to access information from other consumers on brand quality. Lou & Yuan

(2019) further explains that electronic word of mouth (eWOM) can influence consumers'

purchasing intentions. Which respondents also confirm by stating that negative comments

lead them to disregard the influencer’s recommendations.

Other respondents stated they could distinguish between if the instagram influencer’s post

was marked with a “paid or sponsored” Ad logo or not. Respondents felt they were more able

to choose to disengage or scroll away posts from instagram influencers if they were

personally not interested in the product that was being promoted. The “paid or sponsored “Ad

logo on instagram influencers’ posts also gave respondents a sense of control since they were

able to identify the nature of the content before viewing it. These observations can be

associated with Ajzen (1991) explanations that the more individuals feel they have a high

degree of control in performing a behavior the more likely they are to carry out their

intentions when met with an opportunity. Although previous state that influencer marketing is

a significant tool to reach and engage with segments of consumers who use blockers in the

efforts to avoid or skip advertisements all together (Conick, 2018), Respondents felt they still

had a high degree of control over advertisements from instagram influencers the same way

they did traditional advertisements.

Some of the respondents also added they could identify if the instagram influencer had a

primary source of income in a different sector outside of social media influencer marketing to

determine their credibility. The evaluation is supported by Martinez- Lopez et al., (2020) ;

49



Stubb et al., (2019) results that show consumers’ degree of awareness about the financial

sponsorship the influencer earns for making suggestions makes them question the influencer’s

credibility. Since social media influencers can range from being ordinary people who have

acquired significant amounts of followers on social media to well-known celebrities

(Sokolova & Kefi, 2020), some respondents were more inclined to potentially follow

recommendations from instagram influencers who were popularly known from other major

industries like television and entertainment. Based on the findings in this study it can be

argued that the perceived degree of Swedish millennials' behavioral control in relation to

instagram influencers and their messages can be attributed to their awareness of which

category of influencers the influencer falls under. By first identifying if the influencer is a

well-known celebrity before they are an instagram influencer and not the other way around,

most respondents developed prominent levels of perceived behavioral control. These types of

instagram influencers were perceived by respondents to be more likely to not be solely

motivated by financial benefits when recommending a product or service. According to

Conde & Casais (2023), Mega influencers have the same status as traditional celebrities. One

of the disadvantages with these types of influencers is that they are the type of influencers

who have the lowest engagement with their audiences since they are according to Conde &

Casais (2023) perceived as less authentic and more commercial. The respondents in this study

however had an opposite view on traditional celebrities turned instagram influencers.

5.4 Perceived trust effect on purchase intention

The majority of respondents who were active followers including the few who were non-

active followers of instagram influencers described that they did not trust recommendations

from instagram influencers since they perceived them as paid advertisements. Respondents'

perceived trust on the authenticity behind messages shared by influencers were highly

questionable. These reflections align with previous studies that show that followers have

recently begun to question influencers' true motives behind their messages and how

trustworthy these messages are ( Moulard et al. 2016). The perceived authenticity of

recommendations was affected by respondents’ attitude towards the nature of influencers’

recommendations which as a result affected the respondents trust and later their purchasing

intentions negatively. This observation is supported by Jun & Yi (2020) evaluations on the

importance of perceived authenticity as a fundamental factor in building trust between

influencers and their audience.
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Electronic word of mouth in the form of comments on the other hand appeared to be a more

trustworthy and credible source respondents relied on to obtain authentic opinions and views

on products compared to recommendations from influencers. De vries ( 2019) ; Seo et al., (

2019) described that the number of likes on the influencer’s post led their audience to

perceive their messages as trustworthy, however the respondents stated the number of

comments, precisely positive comments, gave them the impression that the influencer’s

message could be perceived to be trustworthy. Respondents explained that it was crucial they

conducted countless personal research after listening to or seeing the influencer’s

recommendations from comments under the post to reviews on social media. These

revelations are also supported by Saravanakumar & SuganthaLakshimi ( 2012) descriptions

of how social media platforms have become one of the greatest tools allowing individuals to

express their experiences and reviews on product quality and their performances.

The interviews revealed that respondents' inability to trust recommendations made by

instagram influencers played a significant role in affecting their purchase intentions

negatively. Bonn et al., (2016) also demonstrated that trust played a significant role in

strengthening consumers’ purchase intentions. Furthermore, respondents perceived trust

towards instagram influencers and their messages proved to be correlated to the respondents’

attitudes towards influencers messages. These observations are supported by Garbarino &

Johnson (1999) ; Morgan & Hunt (1994) who describe trust to be a consumers' beliefs or

perception about the reliability and quality of an organization, services, product or exchange

partner.

5.5 Perceived risk effect on purchase intention

Respondents perceived risk when following instagram influencers ’recommendation had

significant similarities. uncertainty on product quality and brand legitimacy were identified to

be the main concerns amongst respondents. These evaluations can be explained through

Curras-Perez et al. 2017 statements on how consequence and uncertainty are the main

components of risk particularly in online activities. Respondents' main concerns revolved

around product quality considering that influencer marketing could be the influencers' main

source of income and how it affects their opinions on product quality. In this same regard,

Forsythe & Shi (2003) have also identified product performance quality as one of the six most

common perceived risks consumers associate with online shopping. Product quality has been

linked to consumers’ perceived product value and satisfaction (Kotler & Armstrong (2010).
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Consumers have become increasingly demanding when it comes to product quality. Several

studies have used Garvin’s (1984) 8 dimensions of product quality (performance, features,

conformance, reliability, durability, serviceability, aesthetic, and customer perceived quality)

to help understand consumers' concerns about product quality and how it affects their

purchase intentions (Shaharudin et al., 2011). Respondents in this study mentioned they were

mostly concerned with the product's performance, which according to Garvin (1984) refers to

a products' primary operating characteristic. In addition, respondents shared they were

concerned with the conformance of the product, which simply means the perceived risk that

the function characteristics of the product may not meet their established standards. Moreover,

the reliability, which questions the probability that a product will operate the way it is

supposed to over a stated period and durability of the product were also one of the main

factors that increased the perceived risks amongst respondents regarding following instagram

influencers’ messages.

Some respondents argued that recommendations made by well known celebrities however

could probably generate less feelings on the risks involved with following their

recommendations. This observation goes against Biswas et al., (2006) presentations that

consumers’ perceived risks levels are higher on recommendations from celebrities influencers

5.6 Personal relevance effect on purchase intention

Personal relevance is a new construct which emerged during the semi- interviews with

respondents. Respondents stated they needed to relate with a product and their intended use

when following recommendations made by instagram influencers. Chopra et al. (2021)

explains personal relevance as an individual’s capacity to gain knowledge from experiences

that closely resonate with their interests, aspirations, ambitions, and culture. The combined

responses participants provided indicated they strongly valued their ability to relate to and

implement a product or service an instagram influencer recommends in their everyday lives.

These observations align with Du Plessis' (2017) explanations why that social media

influencer marketing’s main purpose is to share messages that are based on the consumer’s

point of view to increase personal relatability.

Traylor (1981) also posits that product involvement involves the degree to which a particular

product category may be perceived as more or less central in their everyday lives, their sense

of identity and their ties with the world as a whole. Simply explained, product involvement
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refers to the perceived personal relevance of a product in relation to an individual’s needs,

values, or interests.

Ordun (2015) & Smith (2011) emphasize millennial consumers are mostly preoccupied with

purchasing products that enhance and further define their identities. The authors find this to

be one of the most crucial motivators for millennials' purchase intention. Respondents also

mentioned they were most likely to seek further information about a product if the posts,

remarks, or recommendations made by instagram influencers were significantly relatable to

their interests, identities, and aspirations. Or if these gave a deep sense of meaning to their

persons. Uzunŏglu & Kipp (2014) writes on how targeted audiences who share similar

interests or personality traits with a social media influencer are more susceptible to be

influenced by their messages and recommendations. Brand managers work intensively with

selecting the right influencer whose personality, lifestyle and interests matches that of the

brand’s target audience, as this is one of the key determinants of how well their messages will

be received (Percy & Elliott, 2009).

The presence or absence of personal relevance of the product was a crucial factor in

understanding the respondents purchase intentions as affected by instagram influencers.

Respondents all agreed they were more likely to search for information from secondary

sources if the perceived personal relevance of the product was high.

Previous studies revealed product involvement had significant implications in influencing

consumer’s decision - making process starting from information search to the way in which

consumers develop distinctive sets of attitudes and preferences towards that product category

(Celsi & Olson, 1988; Brisoux & Cheron, 1990). Furthermore, product involvement has been

identified in prior studies as an antecedent of behavior that influences both attitudes and

behavioral intentions ( Mou et al., 2020; Xu et al., 2004).

Most respondents specifically implied that the influencers’ interest and intended use of a

product had to match with one’s personal interest and intended use of that same product. This

observation is supported by Zhu et al., ( 2019) evaluations on how consumer’s commitments

to a possible purchase increases when they perceive the influencer has a genuine

understanding of the product both the individual and the influencer share a common interest

in.
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5.7 Analysis summary

Ajzen (1991) elucidates that the relative importance of attitude in the study of individuals’

intentions towards a behavior can vary from case to case. The attitude towards instagram

influencers and their messages in relation to purchase intention as all the respondents

including those who religiously follow instagram influencers and those who did not, had not

developed strong purchase intentions due to their preconceived attitudes towards instagram

influencers’ messages. According to Ajzen (1991), the more favorable an attitude is regarding

a behavior the higher the prediction an individual will develop strong intentions to carry out

the behavior. Social norms had no influence on purchase intention, meanwhile perceived

behavioral control was high on behavior which increased purchase intentions probability.

Respondents had great distrust in message authenticity and credibility which influenced their

purchase intentions negatively. According to Lou & Yuan (2019) ; Jun & yi , 2020, perceived

authenticity and credibility in the influencer’s messages showed to have great implications in

influencing purchasing intentions.

The interviews showed that perceived risk on product quality influenced respondents’

purchase intentions negatively. Previous studies show that the concept of perceived risk is of

high relevance in online activities (Curras-Persez et al., 2020; Yi et al., 2020). Since

instagram influencers identify as an online activity, the perceived risk which comes from the

potential consequences of following their messages regarding product quality was found to

influence Swedish millennials' purchase intentions negatively. Furthermore, respondents

perceived risk seemed to have resulted from their attitude toward influencers who primarily

earn their income from influencer marketing. Martinez- Lopez et al., (2020) ; Wang et al.,

(2022) also identified consumer awareness on influencers’ financial endorsements as the

leading cause for consumers’ high risk assessments in influencer marketing.

It could be determined from the findings of this study that respondent’s personal relevance of

a product when following instagram influencers’ messages was the most constant independent

determinant of purchase intention. Several studies have found product involvement to be a

stable variable in comparison to several other variables and therefore suggest both marketers

and businesses consider its implications as a long term most stable independent determinant

of intention. (Havitz & Howard, 1995; Iwasaki & Havitiz, 1998; Quester & Smart, 1996).
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6. Discussion

Since Swedish millennials perceived instagram influencers’ messages as advertisement and

not personal, they did not perceive their messages to be less or non-commercial brand

communications as (Ordun, 2015; Forbes, 2020; and Smith, 2011) compares them to. On the

contrary, respondents felt instagram influencers’ messages were no different to traditional

marketing methods with the exception that brands were now providing financial rewards to

everyday people or well-known people. Respondents' negative attitude towards instagram

influencers’ messages affected their purchase intentions negatively. These findings align with

Ajzen (1991) theory on how the more positive an individuals’ attitude toward a behavior is,

the more likely they will develop intentions to perform that behavior and the more negative

the attitude the less likely they are to perform a behavior. In addition, respondents' shared

attitudes on instagram influencers with their social circle also explained the lack of influence

on purchase intentions caused by social norms.

Respondents also felt they had a high level of control over choosing to follow or not follow

recommendations made by instagram influencers. As a result, the probability to develop

purchase intentions were high when personal relevance in product involvement, as well as

positive eWOM were present. These findings align with Smith ( 2015) suggestions that

millennials purchase intentions are motivated by the level at which they personally relate to a

product.

The findings in this study also showed that respondents who were active followers of

instagram influencers had no strong sentiments of trust towards influencers’ messages. This

goes against previous studies' descriptions on how followers' level of trust increases when

they have regular interactions through content regularity with social media influencers (

Dwivedi & McDonald, 2018 ; Kim et al., 2012 ; Tan et al., 2019). The respondents could not

recall they had developed a strong sense of closeness with an instagram influencer although

they actively followed the influencer on instagram. It can be assumed instagram influencers

have not fostered intimacy or close emotional bond that leads to trust despite their regular

interactions with their followers contrary to what Labrecque (2014); Ha et al. (2019); Jun &

Yi (2020) studies stated. Because the respondents’ attitude towards instagram influencers and

their messages is that of “paid advertisement and rarely individual opinions” they often

question the credibility and authenticity behind the influencer’s every post, remarks, or

comments. As a result, influencers’ messages have very minimal to no effect in influencing
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their followers’ purchase intention positively without the presence of external sources of

information like reviews or comments from other consumers which align with Saravanakumar

& SuganthaLakshmi, 2012 suggestions that consumers rely on other consumers online to

provide them with product information.

Moreover, Perceived risk on product quality appeared as a crucial concern associated with

following recommendations from instagram influencers. These findings agree with Forsythe

& Shi (2003) findings on how product performance is amongst one of the most perceived

risks involved with online shopping.
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7. Conclusion And implications

Millennial consumers have been recognized as a lucrative market segment by marketers and

businesses worldwide. Their immense purchasing power combined with high use of social

media, have raised questions around the implications of social media influencers’ role in

reaching them. Efforts to understand and reach this consumer segment have become one of

corporate sectors’ biggest priorities, hence the increased research interest in studying the

factors that affect their purchase intentions (Kotler, 2019; Ajzen, 1991).

The purpose of this research was to explore the extent of instagram influencers' effects on

millennials' purchase intentions. This study's purpose was answered by analyzing how these

effects were influenced by: attitude, subjective norms, perceived behavioral control and

perceived trust and risk.

Attitude towards instagram influencers’ messages was less likely to influence purchase

intentions positively. Whereas subjective norms aspects had no influence on respondents’

purchase intentions. Perceived behavioral control on the other hand was found to be

significantly high with increased the probability to develop purchase intentions. Respondents

stated they would not have intentions to purchase a product an instagram influencer

recommends if their messages contained no personal relevance of a product that matches their

needs, values, or interests. Respondents also state they could distinguish when an influencer’s

posts contained paid advertisements due to legal requirements. As well as their ability to get

information on a particular influencer's main profession outside of influencer marketing.

These 3 main aspects gave respondents a high degree of control over the effect of instagram

influencers messages on their purchase intentions.

In addition, this study added perceived trust and risk to further help answer this study’s

research question. Trust had negative influence on the respondents purchase intentions, since

all respondents of which, active followers and non- active followers of instagram influence

shared they did not trust influencers messages or relied on them since they viewed them as

paid advertisements. All respondents emphasized that they relied heavily on Ewom from

reviews and comments from other consumers. Perceived risk was found to be exceedingly

high for product quality. Respondents shared they had high concerns on the quality of

products instagram influencers recommend if influencer marketing was the influencers main

source of income. The perceived risk that the influencer’s messages could be motivated by

financial gains created great concerns around product quality amongst the respondents.
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The findings in this study showed that attitude towards instagram influencers and their

messages had a great effect on respondents' perceived trust and risk which further influenced

their purchase intention.

Personal relevance emerged as a key component in influencing Swedish millennials’ purchase

intentions when following messages shared by instagram influencers. Respondents highly

suggested personal relevance in product involvement had significant implications in

influencing their purchase intentions positively when following messages from instagram

influencers. The implications of personal relevance in product involvement were highly

significant, so much so that respondents explained they conducted personal information

searches on products that the influencer recommended on instagram with the intent to

purchase it.

The findings in this study shows attitude was a key factor to influence Swedish millennials’

purchase intentions negatively, meanwhile personal relevance was a crucial factor to influence

their purchase intentions positively.
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8. Limitations and future studies

The scoop of this study was limited to Swedish millennials living in one region of Sweden

and may consequently not provide an extensive comprehensive understanding on the effects

of instagram influencers’ messages on purchase intentions, and the factors that influence these

effects. Future studies are needed to provide more insight on the subject.

The study observed that product is a recurring important factor in influencer marketing that

affects millennials’ purchase intentions. Future studies can investigate millennials’ perceived

risks on product quality when relevance in product involvement is present in influencer

marketing.
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Appendix A : Interview guide

1. What are your views on Instagram influencers? Do you follow any specific instagram

influencers ?

2. Have you ever intended to buy something an instagram influencer has recommended

within the last 3 - 6 months? How often ? Why ? why not ?

3. What factors influenced your purchase intentions when following instagram
influencers recommendations? and what factors could influence your purchase
intentions when following their messages

4. What makes you trust influencers' recommendations ?
5. When you follow influencer recommendations and buy something, how does your

family or friends / peers react ?
6. What are your perceived risks with instagram influencers recommendations?
7. What are the factors that restrict you from following influencers recommendations ?
8. What do you like the most about instagram influencers and what do you dislike about

them?
9. Can you describe your general attitude towards Instagram influencers and their

messages? Do you think they are personal or more like ads?
10. Do you feel you can rely on the recommendations of instagram influencers to help in

your buying decision making process? Why?Why not ?
11. Do you perceive your feelings towards a product or brand changes based on an

Instagram influencer's recommendation? Does it affect your purchase intention, how
so ?
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