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“Testim
onials by celebrities are below

 average in their ability to 
change brand preference. V

iew
ers guess the celebrity has been 

bought, and they are right. V
iew

ers have a w
ay of rem

em
bering 

the celebrity w
hile forgetting the product.”

D
avid

 O
gilvy, 19

8
3
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K
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C
elebrity endorsem

ent
Influencer m

arketing

Inform
ation 

dissem
ination

Through traditional m
arketing

and 
advertising

Through the netw
orks

of the influencer

C
ontent producer

A
dvertising professionals

The influencer him
/herself(som

etim
es w

ith 
the help of advertising professionals)

R
ole of the consum

er
R

eceiverof the inform
ation usually 

w
ithout any special connection to 

the celebrity

R
eceiverand producer of the inform

ation. 
The consum

er consciously follow
s the 

influencer and is able to interact w
ith him

/her 
and other follow

ers.
C

elebrities
per cam

paign
U

sually one orfew
U

sually m
any

C
am

paigns per celebrity
U

sually one or few
U

sually m
any

C
osts

S
ignificantcosts (note the cost of 

buying m
edia)

Less
significantcostsP

elkonen &
 N

aum
anen, 2017
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•
Expertise
•

Influencer experienced, professional on the topic
•

Inform
ative, educational ads

•
Authenticity
•

Ads that fit the influencer’s style, values
•

S
pontaneous, not-so-polished ads

•
Long-term

 collaborations

•
Em

otions
•

H
um

oristic, funny ads
•

Inspiring ads

•
C

ost savings
•

D
iscount codes, prom

otions
•

B
uying is topical, tim

e savings

•
Inauthenticity
•

N
ot a real recom

m
endation, no trust

•
M

any influencers advertising sam
e brands

•
A

ds in conflict w
ith influencer style, values

•
Influencer advertising com

peting brands

•
Irrelevance
•

Irrelevant product category
•

B
uying m

ade difficult
•

Tedious, boring ads

Factors
increasing

engagem
ent

Factors
increasing

avoidance



•
A survey to 46 influencers w

ho had produced sponsored content 
on Instagram

. The survey focused on nine of their latest photos.
o

93%
 of the influencers w

ere fem
ales

o
Average num

ber of follow
ers 23 997

o
Average num

ber of likes per photo 1841
o

24%
 w

ere categorized as traditional celebrities, 76%
 as social m

edia 
influencers

•
A survey sent to random

ly selected follow
ers of the influencers

o
592 respondents (response rate 13,4%

)
o

Average age 25,6 years
o

88%
 fem

ales
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S?

P
öyry, E

., P
elkonen, M

., N
aum

anen, E
., &

 Laaksonen, S
. M

. (2019). A
 callfor authenticity: A

udience
responses

to socialm
edia 

influencerendorsem
ents

in strategic
com

m
unication. International Journal of S

trategic C
om

m
unication, 13(4), 336-351.

76 %

8 %

16 %

N
on-sponsed content

S
ponsored content, disclosed

S
ponsored content, not disclosed

N
on-sponsored

content
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Socialm
edia influencer:

A
ffects

purchase
intentions

G
eneral celebrity:

A
ffects

brand
im

age



W
H

Y SO
C

IA
L M

ED
IA IN

FLU
EN

C
ER

S A
R

E 
M

O
R

E EFFEC
TIVE?

Possible
reason

Theoreticalbackground

C
onsum

ers
spend so m

uch tim
e on social m

edia that influencers start 
to carry m

ore relevant cultural m
eanings and hold stronger social 

capital 

M
eaning transfer process (M

cC
racken, 1989)

A change in the celebrity culture; S
ocial m

edia can portray also 
ordinary people as celebrities, w

hich m
akes them

 intriguing yet 
identifyable

C
elebrity culture and the presentation of the self 

(M
arshall, 2010)

They have a closer relationship w
ith their follow

ers and can give 
product endorsem

ents
as a ”friend”

A
uthenticity signals in para-social relationships 

(K
ow

alczyk
&

 P
ounders, 2016)

Influencer contentdesigned to support com
m

ercial content, w
hich 

m
akes it authentic and acceptable

P
roduct-celebrity congruence, m

atch-up 
hypothesis (E

rdogan, 1999; K
am

ins, 1990)



“W
hen I w

as ready to invest in a com
pany, I realized I could use the value of m

y channels 
to trade it to stocks. --W

hat is the com
m

on thread in m
y investm

ents? A
ll of the com

panies 
have the sam

e target group –
the readers of m

y blog!”

B
logger Isabella L

öw
en

grip
, 20

18

“I've endorsed them
, advised them

, and now
 I’m

 looking to invest in them
. I plan to keep 

grow
ing the portfolio, ya

dig?” 

R
ap

p
er S

n
oop

 D
ogg, 20

19
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O
w

nership
&

 the
inherent

endorsem
ent

Value created
through…

•
S

ales
•

C
ustom

eracquisition
cost

•
C

ost/ availability
of venture

capital
•

C
ost/ availability

of 
distributors

•
C

ost/ availability
of 

em
ployees, suppliers, 

services
M

onetary
investm

ent

Product developm
ent, 

m
arketing

&
 other

entrepreneurialw
ork

M
edia attention

&
 

reaching
audiences

B
rand

associations
&

 
legitim

acy

Leveraging
netw

orks
&

 
creating

contacts
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