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Description of the goal, tasks and
main results the research

The research goal of this is work is to compare]
the marketing potential of marco- and micro-influencers|
and determine which type of influencer is more effective,
depending on the brand awareness and objectives. As a
continuation, the objective of this research is to:

e compare macro- vs micro-influencers when it
comes to their capability of reaching an online
audience

e understand whether macro- and micro-
influencers affect brand engagement

e see if macro- or micro-influencers have anyj
impact on brand awareness

e observe if there is a correlation between
purchase intention and macro- or micro-
influencers

e examine whether alignment of brand values and
influencer values has any effect on the consumer,
depending on the size of influencer audience

At the end of the study it was found out that, contrary
to what the literature review predicted, the quantitative]
study did not confirm all of the hypotheses, set in the
beginning of this work. It was concluded that Micro-
influencers do generate higher engagement than|
macro-influencers however when it comes to brand
engagement, it is macro-influencers that generate
higher engagement. In fact, Macro-influencers were|
observed to have a greater effect on the consumers as

it was established that Macro-influencers have a more|




positive effect on brand awareness than micro-
influencer, have a more positive effect on the
identification of brand values than a micro-influencer
and have a more positive effect on brand attitude than|
micro-influencers. It was determined that the
relationship between influencer type and brand attitude
is moderated by the effect of whether a brand is known|
or unknown. Futhermore, consumers also favoured
macro-influencers.

On the other hand, purchase intent was found not to be

moderated by the need for compliance.

Keywords Macro-influencers, micro-influencers, engagement,
brand values, purchase intent, brand awareness, brand]
attitude

AHHOTALIUSA

ABTOD Kynpsimosa Bukropus

Hayunblii pykoOBOAUTEIb

CmupHoBa Mapus MuxaiinoBHa

Hazsanue BKP

Makpo WM MHUKPOUH(IIIOCHCEPHI: KOMY OT/IATH
nmpeaArnoYTCHUC B 3aBUCUMOCTU OT H3BCCTHOCTHU
OpeHpa u 1enei

Onucanue nenu, 3agad u
OCHOBHBIX PE3yJIbTATOB UCCIIEIOBAHUS

Llenb aHHOM HCCIIEI0BATENBCKOM pabOTH COCTOUT B

TOM, YTOOBI CPaBHUTh MapKETHHTOBBLIN MOTEHIIHAI]

MapKo- M MHUKPO-UH(DIIOEHCEPOB U OMPEICIUTH,

Kakol Tunm sBisgercs Oornee 3(QeKTUBHBIM, B

3aBHCHMOCTH OT Y3HaBaeMOCTH OpeHJa U ero Ielei.

B 3amaum paboThl BXOAAT TaKUe MyHKTHI, KaK:

® (CPaBHUTb MAKPO- U MUKPO-UHPNIOEHCEPOB C
TOYKM 3pPEHMA MX BO3MOMKHOCTEM MO OXBaTY|
OHNANH-ayanuTOpPUM

® MOHATb, BAUAIOT /M MAKPO- W  MUKPO-
NHGNOEHCepbl Ha BOBAEYEHHOCTb BpeHaa

® BbIACHWUTb, B/AMAIOT /N MAKPO- U  MUKPO-
MHbNOEHCepbl Ha y3HaBaeMocTb bpeHaa

® POBEPUTb, CYLLECTBYET N KOPPENALMA MeXAY|
HamepeHWeM COBEPLUMTb MOKYMKY M MAKPO- UK
MUWKpPOUHAOEHCEpPaMM

® 13y4YMTb, OKA3bIBAET IN COOTBETCTBME LLeHHOCTEMN
bpeHaa M UeHHoCTeNn WMHOAOEHCEPOB KaKoe-




nmbo BAMAHME Ha NoTpebuTena B 3aBUCMMOCTH

OT pasmepa ayaAnTOpUKN AAHHbIX MHPAIOEHCEPOB.
B koHie wucciaemoBaHus OBUIO BBIABIEHO, 4TO,
BOIIPEKH MPOTHO3aM o030pa JIUTEpaTyphl,
KOJIMYCCTBCHHOC HCCICAOBAHHUC HC TMMOATBCPAUIIO]
MHOT'HE THUITOTC3HI, BBIJIBUHYTBIC B HayaJic
HCCIICA0OBaHUA. brin CACJIaH BBIBOJ, YTO MHUKPO-
WH(DIIOCHCEPHl JEHCTBUTENHFHO TEHEPUPYIOT Ooliee)

BBICOKYIO BOBJICUCHHOCTD, k(1% MakKpo-
I/IHq)JHOeHcepr, OJHAKO, Korga A€JI0 A0XOAUT IO
BOBJICUCHHOCTH 6peH)1a, MMCHHO MakKpo-

UHQIIIOCHCEPbl ~ TeHepUpylT  0Ooyiee  BBICOKYIO
BOBJICYCHHOCTh. DAKTUUECKU, MAKPO-UH(IIIOCHCEPHI
OKa3bIBAIOT OOJjblliee BIMSAHUE Ha MOTPEOUTENCH,
MOCKOJIbKY ~ OBIIO  YCTaHOBJEHO, YTO MAaKpo-
MH(QIIIOCHCEPbI OKAa3bIBAIOT 00Jiee MOJIO0KHUTEIHHOE
BJIMSTHAE Ha OCBEJIOMIIEHHOCTh O OpeH/ie, Y4eM MUKPO-
MH(QIIIOCHCEPDI, OKa3bIBAIOT 00JIee MOJIO0KHUTEIHHOE
BIUSHUE Ha WACHTHU(HKAIMIO IICHHOCTEH OpeHna,
YeM MHKpPO-UHQIIIOCHCEPhl, M OKa3bIBalOT OoJiee
MOJIOKUTETbHOE BIMSHUE HA OTHOIICHHE K OpeHny,
4em MUKPO-HH(ITIOCHCEPHI. Bruto TaKXKe
YCTAHOBJICHO, YTO CBSI3b MEX/y TUIIOM HH(IIOCHCEPa
U OTHOILIEHHEM K OpeHny mozepupyercs 3¢phexrom
TOro, sBIsieTCs JM OpeHJ M3BECTHBIM  HIIH|
HEU3BeCTHBIM. Kpome TOro, B JaHHOM IIyHKTe
NOTPeOUTENH  TaKXKEe OTHABAIM  IPEANOYTEHHUE
MaKpOUH(IIIOCHCEPaM.

C npyroit cTOpoHBI, OBUIO YCTAaHOBIEHO, UYTO
HaMEpEHHE COBEPUINTH MOKYNKY HE MOJEpUpPYETCS
MOTPEOHOCTHIO B COOTBETCTBUM.
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BOBJICYEHHOCTh, IIGHHOCTH OpeHjaa, HaMepeHue
COBEPIIUTh  MOKYIKYy, Y3HaBaeMoCTh  OpeHsa,
OTHOIIICHHE K OpeH1y
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INTRODUCTION

Nowadays, it seems essential for brands to be on social networks. Indeed, there are
more than 4.62 billion active social media users who spend an average of 145 minutes on it
sending messages, watching videos, posting photos, etc. [Statista, 2022]. This is a real
opportunity for brands. Social networks have completely upended traditional marketing. The
new age allowed brands to create communities, engage and retain their customers, increase
their notoriety, generate more traffic on their website, etc [Hossler, Murat & Jouanne, 2014].

Social networks have also changed the role of consumers. They found themselves in a
position where they can freely talk about branded products. Little by little, some began to make
reviews on social networks and began to exert some influence on their community.

In recent years, brands have been using these influencers to promote their product,
service or brand. According to previous research, this type of promotion is perceived as less
intrusive by consumers [Hsu, Chuan-Chuan Lin, Chiang, 2011]. Influencer marketing
amounted to $13,8 billion in 2021 and is believed to reach $16,4 billion in 2022 [Influencer
Marketing Hub, 2022].

It is now a common practice for influencers to earn money though sponsored posts, that
is, receiving a fee for the possibility of a promoted product or service to appear on the
influencer’s social media [Campbell & Grimm, 2019]. The brand may request a promotion by
sending the influencers a free product, inviting them to special events, providing them with
financial compensation or a combination thereof [ Veirman, Cauberghe, Hudders, 2017]. As the
price tag of influencers can often reach high numbers, it is of grave importance for brands to
know wich type of influencers suits its product most in order to avoid unnecessary spending.

Despite the fact that companies understand the importance of influencers in the 21
century, there are still gaps in research that should be further investigated.

When it comes to research gap, it should first be remembered that influencers are an
extremely recent trend that occurred due to the rise of social media and is not fully understood
till this day. Secondly, all the research that did occur pertaining to this topic was concentrated
on the macro-influencers and ignored micro-influencers as they were seen as being useless in
terms of marketing potential. It should also be noted that Russiar market which is the primary
focus of this work is generally less researched when it comes to this topic.

While this research goal is to compare the marketing potential of marco- and micro-
influencers and determine which type of influencer is more effective, depending on the brand

awareness and objectives. As a continuation, the objective of this research is to:



e compare macro- vs micro-influencers when it comes to their capability of reaching an

online audience

e understand whether macro- and micro-influencers affect brand engagement

e see if macro- or micro-influencers have any impact on brand awareness

e observe if there is a correlation between purchase intention and macro- or micro-

influencers

e examine whether alignment of brand values and influencer values has any effect on

the consumer, depending on the size of influencer audience
This research proposes the following research question: Which influencers (macro- or micro-)
should the company choose based on brand awareness and objective?”

Companies still struggle to choose the right influencers and the channel of promotion
[Salminen, 2018]. This is why it is of great importance take a closer look at these influencers
to understand which one to choose based on the objectives.

To begin uncovering this issue, the research will proceed in 3 steps. The first will consist
of a literature review of influencers, their characteristics and how they can help brands achieve
their goals. After that, hypotheses will be established in order to carry out a quantitative study.
And finally, it will be time to answer the research question based on the results of the analysis

and the literature review.



CHAPTER 1. THE INFLUENCERS

This first chapter strives to understand such phenomenon as influencers. First and foremost,
it is necessary to understand what an influencer is. Following that, the elements that explain
their power of influence will be explored. This chapter will also include an overview of the
social media influencers use and the tools they bring. The coming aspect of the chapter will
include a definition and determination of characteristics of macro and micro-influencers. This
chapter will also tough upon the different objectives of a brand. It will investigate and identify

ways in which an influencer can help a brand reach them.

1.1. Digital marketing and the influencers

The concept of marketing has grown to adapt to the new online environment from where
the concept of influencer has also come out. According to Philip Kotler (1996), marketing is
“the social and administrative process by which groups and individuals meet their needs by
creating and exchanging goods or services.” As the time gone by, with the technological
advancement and optimization of the Internet, marketing has also evolved. It stopped being a
specialised term describing the marketing of products and services using digital channels and
instead became a more general term for the process of using digital technologies to acquire
customers and create customer preferences, promote brands, retain customers and increase
sales [Kotler and Armstrong, 2003]. According to the American Marketing Association (AMA)
digital marketing can be seen as activities, institutions and processes facilitated by digital
technologies to create, communicate and deliver value to customers and other stakeholders.
Therefore, it has adopted a more inclusive and define digital marketing as a process adaptable,
enabled by technology, that allows the companies to collaborate with customers and partners
to create, communicate, deliver and maintain jointly the value for all stakeholders [Kannan &
Li, 2017]. Nowadays, social networks are widely used for greater promotion and propagation
of content, where the goal of utmost importance is to make their products known to the largest
number of people [Hanna, Rohm, Crittenden, 2011; Kietzmann, Hermkens, Mcarthy, Silvestre,
2011].

Digital marketing is a relatively new marketing strategy that has emerged thanks to the
growth and popularity of social networks. Furthermore, influencers (or influencer marketing)
turned it into a technique that allows to identify opinion leaders who can became a link between

a brand and a target audience in the most natural way possible. It is understood that both



celebrities and common people, can act as influencers, being able to promote brands, products
or other services on their social networks and reach more potential consumers.
eWOW is interpreted as "any positive or negative affirmations made by clients that are

available to a multitude of people via the internet" [Lopez, Sicilia, 2013, p30]. Consumers
therefore began to search social networks, blogs, forums reviews of other consumers before
making a decision to purchase a product or service. Many studies have highlighted the positive
impact of these reviews on consumer behavior and more specifically on their purchase
intentions [Lopez, Sicilia, 2013]. Indeed, recommendations from other consumers are seen as
less intrusive and non-commercial. Therefore, they tend to be perceived as more important
[Hsu, Chuan-Chuan Lin, Chiang, 2013 ; Kotler, Keller, Manceau, 2015; Veirman, Cauberghe,
Hudders, 2017]. Some exert a real influence on those around them and the people who follow
them. This represents real potential for brands that have started using thought leaders to
communicate and promote their brand and products. This has allowed them to better target
their customers while reducing their advertising spend in traditional media [Mellet, 2009].

Opinion leaders are also known as "influencers" and are increasingly used by brands
[Uzunoglu, Misci Kip, 2014]. Influencers are also integrated into the marketing strategies of
the brands. A study carried out by the agency Influencer Marketing Hub, shows us that 37% of
companies allocate a specific budget dedicated to influence marketing [Bouillet, 2018].

The way of advertising is changing and evolving together with the media, companies
seek to adapt and reach the largest number of potential consumers, with the minimum resource,
so Influence marketing is a basic point to include in their marketing strategies, as well as

investing in communications to be closer to the user.

1.2. Defenition of an influencer

Influencers are content creators who share their experiences with products and services
with their community [Uzunoglu, Misci Kip, 2014; Nandagiri, Philip, 2018]. Hossler, Murat
and Jouanne (2014) define them as “a person who is present in a significant and regular way
on a good number of social networks. He or she regularly delivers content to the follower who,
over time, grow in size and loyalty” (p215).

They are seen by consumers as more accessible and trusted people compared to big

celebrities [ Veirman, Cauberghe, Huddersfield, 2017].



1.3. What makes influencers influential?

Influencers have 3 main characteristics:

- They are a reflection of the values they share,

- They are perceived as having skills in one or more areas

- They are followed by their community (Uzunoglu, Misci Kip, 2014).

But what roles do these aspects play in granting influencers the power of influence?

1. Influencer expertise:

Each influencer is perceived as an expert in a field. Expertise is "the perception of the
blogger's competence to speak and test a product" [Gong, Li, 2017, p 721]. It will allow
consumers to assess the credibility of the influencer [Gong, Li, 2017]. If the consumer decided
that the influencer can be judged as credible, he/she will become a trustworthy source of
information. Trust is important because it reduces the uncertainty associated with the purchase
of a product or service [Carvalho, Fernandes, 2018]. The more credible the influencer is
perceived to be, the more confident the consumer will be and the stronger his or her influence
will be [Ohanian, 1990].

2. Influencer interactions with their community :
Influencers are followed by potential consumers called "Followers". Together they form the
influencer community [Veirman, Cauberghe, Huddersfield, 2017]. A community is seen by
Kim Auclair as “a group of people with common interests and passions, doing things together
" (p116). These communities serve to meet the needs of belonging and recognition of Maslow's
pyramid of needs [Hossler, Murat, Jouanne, 2014].

Influencers interact with their community. This is an important element because it
allows to create a relationship between them [Li, Lai, Chen, 2011]. This fact can be explained
by the theory of para-social interactions.

The aforementioned theory explains how a relationship is created between a character
and a consumer [Labrecque, 2014]. Its origins lie not in social networks but in TV. In such a
case, people follow the actors and, eventually, may end up believing that the characters on
screen are actually interacting with them. This creates a relationship between the character and
the person watching. The consumer will feel that he or she understands and knows the character
on the screen, in the same way that people in real live have relationships with friends or

relatives (Perse, Rubin, 1989). In recent years, social networks have intensified this sense of



closeness through the use of social accounts as gateways that allow to observe the life of other
people. [Liu, Jiang, Lin, Ding, Duan & Xu, 2015].

This theory can be applied to influencers because they pay attention to their community,
they share content, they ask questions to create a sense of closeness with their followers
[Labrecque, 2014]. Indeed, the influencer interacts with his community through posts in the
news feed, videos or stories [Liu, Jiang, Lin, Ding, Duan & Xu, 2015; Perse & Rubin,
1989,].When an influencer shares elements of their personal life and responds to the
community, it reinforces the illusion of a relationship with consumers. The followers will feel
that they are sharing something intimate and personal. They will see the person on the other
side of a screen as a friend who is part of their daily life [Colliander, Dahlén, 2011]. Therefore,
consumers will trust influencer and be more swayed by the opinion leader [Liu, Jiang, Lin,
Ding, Duan & Xu, 2015; Perse & Rubin, 1989, Carvalho, Fernandes, 2018].

3. Influencer values:

This aspect is extremely important as it allows consumers to identify with the
influencers. Identification is defined by Kelman (1958) as “the internalization of beliefs,
attitudes and values of the object of identification, by the person influenced” [In Brown, 2015,
p264].

Brown has established a model that explains how a consumer moves from involvement

to engagement to a media persona (2015).

Familiarity
/ Prior \
Transportation
in the Persona’s
Perceived)| __—
Realism \

Identification Worship
with the _ of the

Persona Persona
Liking /
Attraction e Parasocial /
Interaction

/ Relationships

with the Persona
Homophily /
/ Similarity

Fig. 1. Process of audience engagement with a media figure [Brown, 2015, p 272]



As can be observed in Fig. 1, before arriving at identification with the character, two
phenomena occur:

- Transportation: implies the person's ability to become cognitively and emotionally
involved with the character. To achieve that, the consumer will rely on the familiarity with the
persona and their perceived proximity.

- Parasocial interactions: at this stage forms an illusion that the persona and the
consumer have a bond between them

Both phenomena help the individual to identify with the character, especially when they
share the same values and interests as the character [Brown, 2015].This identification will lead
the consumer to “Worship of the Persona”, which can be manifested with different intensity. It
is weak when the individual simply shares the same values as himself or herself and speaks
about them only to those around. The level is average when he or she considers the character
to be close. So he or she will follow the personal and professional life of the character on a
daily basis. When there is a high level, the consumer sees the character as an idol. The more a
consumer identifies with the media character, the more his influence will be strengthened
[Brown, 2015]. This model can also be applied for influencers.

These different factors lead the consumer to be committed to the influencer and the

establishment of engagement, a phenomenon which will be further explored in the next section.

1.4. Consumer engagement with influencers

Engagement is often associated with different notions such as loyalty and involvement.
However, these are different notions [Brodie, Ilic, Juric and Hollebeek, 2013]. For example,
engagement goes further than involvement because it encompasses the bond that exists
between the potential consumer and the brand or influencer. It is therefore necessary for the
buyer to perceive an experiential value in maintaining this relationship other than the mere
instrumental value [Mollen and Wilsen, 2010]. Experiential value is the added value, the
benefits that the consumer perceives beyond the mere usefulness of their relationship with the
brand or influencer, such as having a promotional code for example [Brodie, Ilic, Juric and
Hollebeek, 2013].

Brodie et al (2013) define a consumer's engagement in a virtual brand community as
“an interactive experience between consumers and the point of sale and/or other community
members. It is a context-dependent psychological state, characterised by fluctuating levels of

intensity that occur as part of a dynamic and iterative process of engagement. It is a



multidimensional concept comprising a cognitive, emotional and/or behavioral dimension that
plays a central role in the process of relational exchange” (p107). This definition can be seen

in Fig. 2:
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Fig. 2 Consumer engagement in a virtual brand community [Brodie, Ilic, Juric, Hollebeek,

2013, p109]

As seen on the Fig. 2, there are 3 dimensions that influence engagement: cognitive,
emotional and behavioral. Cognitive engagement refers to the relationships established
between members by exchanging experiences with the brand and sharing information.
Emotional engagement is the emotional attitude towards the brand, product, service or industry
and the online community. Finally, behavioral engagement is the activity of the consumer on
the page but also in offline activities. There is an interrelation between the 3 dimensions that
will bring different levels of engagement in the consumer. He or she will first be committed to
the community and then to the brand [Brodie, Ilic, Juric, Hollebeek, 2013].

This definition is applied to virtual brand communities but can be applied to influencers.
Indeed, this kind of interaction between the influencer and the consumer can be seen on the
social networks as well as connections between the different members of the community who

interact with each other. Hossler, Murat and Jouanne define engagement applied to social



networks as "the ability of an internet user to interact with content. Consumers can react on
social networks in several ways (like, share, comment, bookmark, etc...)" (2014, p169).
Consumer engagement has several consequences such as trust, satisfaction, attachment,
and loyalty to the object of the commitment [Brodie, Ilic, Juric, & Hollebeek, 2013]. The more
an influencer interacts with their community, the more trust and engagement they will have

[Hsu, Chuan-Chuan, Chiang, 2013].

1.5. Use of social media and tools available to influencers

An influencer acts as an intermediary between the brand and consumers. He or she
interacts with the community through social media [Uzunoglu, Misci Kip, 2014, Gong, Li,
2017]. Some of the most used platforms available to influencers in order strengthen their
influence include:

- Instagram:

Instagram is a social network dedicated to photography that has one billion users
worldwide (Tauzin, 2019). It allows users to post photos on their profile to share with their
community. Before the photo is broadcast, the user can retouch it thanks to different options
like filters, framing, brightness, etc... Below a photo, it can add a caption, quote or other small
text. It can also use hashtag ” # " followed by a word, this allows to classify the photo in certain
categories. In addition to posting posts, users can follow accounts whose posts will appear in
their news feed. They can also interact with posts with a like or comment (Hossler, Murat,
Jouanne, 2015).

Over the years, Instagram has integrated new features to its platform.

- In 2013, the social network added the ability to post videos

- In 2014, it introduced new filters for photos

- In 2015, Instagram offered a new video format called “the boomerang”. These are
short videos (around 1 second) created from a set of photos that can be played back and forth.

- In 2016, the platform introduced stories that allow to post photos and short videos for
a duration of 24 hours. This increases the spontaneity of posts and the closeness between
influencers and their community.

- In 2017, several novelties became available. The first is the arrival of "live" option,
users could make live videos and respond to the various comments made by the community

watching them. The second is the ability to post multiple videos and / or photos on the same



post. The third is the appearance of stickers and surveys in stories that allow influencers to
interact directly with their community.

- In 2018, the new feature called “Instagram TV appeared. It allows users to post
longer videos. They can also use a “question” sticker that allows the community to ask
questions directly to the influencer who answers them in story [Instagram, 2018].

As such, Instagram is a pretty comprehensive tool for influencers. It allows, thanks to
its many features, to interact with its community in different ways but also to offer content in
various formats.

- YouTube:

Youtube is a social network that today has 2.3 billion users [Statista, 2021]. It allows
them to share and watch videos on various topics. The platform currently belongs to Google
which bought the platform back in 2006 for $1.65 billion. Influencers can create a Youtube
channel where they post videos. Other users can subscribe to these channels to follow the
update. They can also put a thumb up or down and comment on the video. In addition, creators
can publish polls, statuses, live videos and since the end of 2018. Videos broadcast on this
platform can also be shared on different social networks [Hossler, Murat, Jouanne, 2015].

- Facebook:

Facebook is the world's largest social network with 2.85 billion users [Statista, 2021].
It brings together a large audience. Influencers can create their Facebook page where users can
follow the content they post. When it comes to the content, influencers can post short or long
photos and videos. Their Facebook page can be compared with a blog. They can also publish
stories that are visible to all users. Beyond the Facebook page, it is also possible to create
groups for people who share the same interest. For example, if an influencer launches a
challenge on their page, members of their community will be able to create a group and meet
to discuss it together, exchange advice or motivate themselves to achieve the goal.

- Vkontakte

Vkontakte (also known as VK) is a Russian social media platform, currently owned by
Mail.ru Group. The active audience in the Russian segment of VK at the beginning of 2021
accounted for 74 million people, 54.7% of which is female, and 45.3% is male. For comparison,
the Russian part of Facebook's advertising audience has only 8.9 million users [WebCanape,
2021]. As such, this social media platform may not be worth looking at from the global point
of view but should be an integral part of the conversation when it comes to Russian influencer
market.

- Twitter:



Twitter is a microblogging social network that allows people to send short messages of
up to 140 characters in real time [Hossler, Murat, Jouanne, 2015]. It now has 330 million users
worldwide [Financeonline, 2021]. Users can also relay articles, videos, or posts posted by
people who follow them. Influencers can therefore use Twitter to react to facts, share their
content or respond to tweets from their community [Hossler, Murat, Jouanne, 2015].

- TikTok

Another platform that recently rose to the global arena is TikTok. Between 2019 and
2020, TikTok has gained a huge success and still continues its growth period. Based on official
statistics, TikTok has reached an audience of over 1 billion people in the 3™ quarter of 2021
[TikTok Report, 2021 through Business of Apps, 2021]. The unique feature of a platform is
that it promotes short videos in a vertical format. The viral notion of the platform ensures high
rates of content distribution and growth in popularity. Extensive marketing capabilities of the

platform make TikTok accessible to companies of all sizes, from large affiliates to microfirms.
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Fig. 3 Most popular platforms for Influencers [Influencer Marketing Hub, 2021]

As such, it can be concluded that each social media has its advantages for the influencer.
When looking at Graph 3, it may be observed that as of 2021, most popular platforms for
Influencers are Instagram, TikTok and Facabook. Though, there might be its regional
differences as Facebook does not have as much power in certain countries. Instagram is so far
the preferred platform for influencers. Furthermore, it is the most requested social media for
brand partnerships [Bour, 2018]. Therefore, Instagram will be the focus of this work in the 2™
part of it.

Finally, it should also be mentioned that Facebook was blocked in Russia on March 4,

2022 and Instagram followed suit, on March 14", 2022. However, it is important to mention



that the preparations for the research started in 2021 and there was no way to predict such a
thing happening in advance. Furthermore, considering the specificity of Russian internet use,

namely, the widespread use of VPN, the research of Instagram is still possible.

1.6. Macro- and micro-influencers

One way to differentiate influencers on Instagram is the size of their community
[Nandagiri, Philip, 2018]. According to Bour (2018), 74% of influencers have between 100
and 50,000 followers on their social networks. Followers are the number of people who follow
the profile of another individual to stay abreast of the news of the latter and respond to
publications [Gong, Li, 2017]. For the purpose of this research paper, there will be
distinguished 2 categories of influencers according to their number of followers: macro- and
micro-influencers.

Micro-influencers have a small community between 10,000 and 50,000 followers.
Their strength lies in their ability to engage their community [Bour, 2018]. As the size of the
community increases, the engagement rate decreases (by engagement rate means the number
of "likes" and comments made by the influencer's community) [Bouillet, 2018]. Fig. 4 shows
that as the size of the community increases, the engagement rate decreases (engagement rate is
calculated by the amount of likes and comment divided by the subscribers and multiplied by

100%) [HypeAuditor, 2021].
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Fig. 4 The correlation between Engagement and Followers’ base [HypeAuditor, 2021, p. 15]

Micro-influencers are closer to their followers and build a relationship with them by
interacting and sharing personal elements. This close relationship also makes it possible to
make micro-influencers more authentic and credible. Indeed, they publish more qualitative

content than sponsored content because they are less solicited by brands due to their lower



number of followers. This builds community confidence in the influencer [Virfollet, 2018].
Macro-influencers, on the other hand, have a community of more than 50,000 followers. They
are perceived as "stars" of social networks. They are therefore less affordable financially for
brands [Wiltshire, 2018]. Unlike micro-influencers, their engagement rate is lower. This is
because given their high number of followers, it is more difficult for them to interact with their
community. Their strength lies in their ability to reach a wide audience [Virfollet, 2018].
Macro- and micro-influencers therefore each have their strong point and their weak
point.This chapter will go through the different objectives of a brand. It will also concern the

identification of the ways in which an influencer can help a brand achieve them.

1.7. Choosing an Influencer

The choice of an influencer is an important step for brands. It is essential to make a
good choice in order to succeed with an influencer marketing strategy [Hossler, Murat, Jouanne,
2014].

Before analysing the different profiles of influencers, it is necessary to define the target
that one wishes to reach [Hossler, Murat, Jouanne, 2014]. Indeed, influencers are characterised
by values, one or more areas of expertise and a community [Uzunoglu, Misci Kip, 2014].
Marketers can therefore target a specific audience via influencers. It is important for them to
properly identify their target to choose influencers with a community corresponding with the
one they want to reach [Wiltshire, 2018].

Once the target is defined, the brand can move on to the analysis of the influencers'
profiles. First, it needs to analyse their content to identify their values, personality and expertise
[Li, Lai and Chen, 2011]. This allows to see the relevance between the influencer and the
product or service that the brand wants to promote through him/her. Indeed, it is important to
have a high level of congruence between the two so that it would be easier for the consumer to
identify their values [Kamins, Gupta, 1994; Uzunoglu, Misci Kip, 2014]. Congruence is a
match between the brand's image and that of the influencer [Bathelot, 207]. Secondly, the brand
should look at the community of an influencer i.e. the number of followers and interactions
with it. This is an important criterion when choosing an influencer [Veirman, Cauberghe,
Hudders, 2017]. This is why this work will focus on the selection of a macro vs. micro-

influencer.



1.8. Why do brands use influencers?

More and more companies are integrating influencers into their marketing strategy. It
is now well-noticeable that the recommendations given by these opinion leaders are effective
because they are seen as non-commercial and non-intrusive. They therefore have a great
influence on the viewers’ community [Hsu, Chuan-Chuan Lin, Chiang, 2013].

Influencers can intervene at different levels of the purchase decision process. The model
created by Blackwell and Engel (1995) groups together 5 stages: problem recognition,
information search, evaluation of alternatives, purchase decision, and postpurchase behaviour.
It therefore groups together all the stages from the awareness of a need to the consumption of

the product [Kolter, Keller, Manceau, 2015]. This process is shown in Fig. 5.
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Fig. 5 Purchase decision making process [Kolter, Keller, Manceau, 2015, p201]

The first step in the process is the problem recognition. This is the moment when the
consumer becomes aware of a need. This happens due to internal or external stimuli. The
second step in the process of information search. This allows consumers to process as much
information as possible about a product, service or brand. This reduces the uncertainties or
risks perceived by consumers that accompany the process of a purchase [Amine, 1999]. The
third step is the evaluation of alternatives. Once the information has been gathered, the
consumer will evaluate the alternatives available in order to meet his or her needs. Each product,
service or brand is made up of attributes, i.e. different characteristics that the consumer will
take into account when comparing products, services or brands. The importance of each

attribute varies for each individual. The fourth stage is the purchase decision. There are two



factors that can arise between stages 3 and 4, influencing the final decision: the attitude of
others and the unexpected. The attitude of others is the influence that the consumer's friends,
family or members of a virtual group have on the consumer. For example, the potential
customer may be tempted to buy a product from a brand that someone he/she knows uses
[Kolter, Keller, Manceau, 2015]. The last stage is the postpurchase behaviour. This is where
the consumer will form a concrete personal opinion about the product, service or brand
consumed [Amine, 1999].

Influencers can intervene at several stages of consumer decision making [Hsu, Chuan-
Chuan Lin, CHiange, 2013]. They can be used to stimulate a need through partnerships or
product placements [Hsu, Chuan-Chuan Lin, Chiange, 2013]. They can also intervene at the
level of information seeking. This is because influencers post opinions on products or services
and recommend them to their community by highlighting their strong points. They are therefore
a real source of information for consumers [Hsu, Chuan-Chuan Lin, Chiange, 2013; Wiltshire,
2018; Vernette, Flores, 2004]. Influencers can change or reinforce an attitude, which will
change the behaviour of the potential consumers which can, in turn, lead to a purchase decision
[Hsu, Chuan-Chuan, Chiang, 2013; Liu, Jiang, Lin, Ding, Duan, Xu, 2015].
To sum up, opinion leaders can be used to:

- Increase the visibility of the promoted brand or product [Li, Lai, Chen, 2011;

Nandagiri & Philip, 2018; Lui, Jiang, Lin, Ding, Duan & Xu, 2015; Uzunoglu, Misci Kip,

2014; Venette & Flores, 2004].

- Change or strengthen a brand's image [Uzunoglu, Misci Kip, 2014; Venette,

Flores, 2004].

- Increase purchase intentions [Lui, Jiang, Lin, Ding, Duan, Xu, 2015; Uzunoglu,

Misci Kip, 2014; Venette Flores, 2004; Wiltshire, 2018].

- Build brand engagement

The way influencers help brands achieve their 4 objectives will be shown in the

following chapters.

1.9. Increasing brand awareness
The brand is defined by Baynast, Lendrevie and Lévy (2017) as “a name and a set of
signs that indicate the origin of an offer, differentiate it from competitors, influence the

perception and behaviour of customers by a set of mental representations, and thus create value



for the company” (p773). It is therefore perceived by the customer as a promise of value thanks
to the perception he/she has of it [Lewi, Albert, Boche, 2005]. By the time a brand gains
awareness, the consumer already has a pre-established attitude towards it [Baynast, Lendrevie,
Lévy, 2017].

Hossler, Murat and Jouanne (2014) define brand awareness as “the ability of a customer
to recognise or remember an existing brand that belongs to a certain category of products or
services” (p. 63). The brand can be recognised in several ways through its signage such as its
name, logo, slogan, packaging or even its symbol [Baynast, Lendrevie, Lévy, 2017]. There are

different levels of awareness as shown in Fig. 6 [Hossler, Murat and Jouanne, 2014].
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Fig. 6 The different levels of awareness [Hossler, Murat, Jouanne, 2014]

- At the point of zero awareness, the consumer does not know about of the existence of
the brand. The consumer therefore has no attitude towards it.

- The level of assisted awareness consists of the consumer's awareness of the existence
of the brand.

- Spontaneous hlness is when the consumer quotes it when asked to name a brand in a
certain product category.

- The last level of awareness is a first rank spontaneous awareness in that the brand is
often mentioned by consumers when they are asked to name a brand for a specific product or
service category [Hossler, Murat, Jouanne, 2014].

Influencers play an intermediary role that can be explained by the two-step
communication theory, also known as the “two step flows theory”. This model created by Kartz
and Lazarsfeld (1955) was first seen as a two-step process [Uzunoglu, Misci Kip, 2014; Venette,
Flores, 2004; Mellet, 2009].

The first stage is the interpretation of information given by the brand about a product
or service. The influencer will therefore integrate all the information. He/she will then test the
product or service in order to create his own opinion. In the second step, he will spread the
information and the opinion to the community. This theory was first applied to the media

[Venettes, Flores, 2004].



When applied to influencers, it becomes multidimensional. Indeed, once the
community receives the information, people can also share it with their relatives or followers,
via word-of-mouth or social networking. Fig. 7 demonstrates this process of information

dissemination [Uzunoglu, Misci Kip, 2014].
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Fig. 7 Brand communication via influencers [Uzunoglu, Misci Kip, 2014, p599]

It can be clearly observed that, thanks to the role of the intermediary, information is
spread exponentially. Indeed, it is easy to see that the basic message (M1) multiplies as it is
relayed by the influencer and his or her community (M2, M3, M4, etc). Brands therefore reach
a target audience and increase their visibility. During a product launch, it can therefore be
advantageous to use an opinion leader to publicise it and demonstrate its use and benefits

[Uzunoglu, Misci Kip, 2014].

1.10. Modifying or reinforcing the attitude towards the brand

The content promoted by influencers helps to shape an attitude towards a brand or
service [Uzunoglu, Misci Kip, 2014]. This behaviour is defined as customer’s perception of an
object, brand or reaction that will reach the level of a norm and will influence intentions to
react in a certain way and behaviour [Azjen, Fishbein, 1980]. It is the result of exposure to a
marketing stimulus, a learning process, the consumer's environment and beliefs around an
object [Darpy, Guillard, 2016]. Figure 8 illustrates Azjen and Fishbein's theory of reasoned
action (1980).
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Fig. 8 Theory of reasoned action [Azjen, Fishbein, 1980, in Charry 2018]

Attitude precedes behaviour. It is therefore easier to change an attitude [ Azjen, Fishbein,
1980]. Attitudes are influenced by internal and external factors. Internal factors are the
consumer's personality, values and lifestyle. External factors are family, friends, virtual groups,
etc. They play on social norms and on our need to conform, i.e. the fact that we will behave in
a certain way if we think it will be seen as good by others [Burchell, Rettie, Patel, 2013].

Influencers are one of these external influencers. Brands can therefore use them in
different ways to reinforce or change an attitude among consumers.

When a well-known brand wants to strengthen its image, the brand can work on the
attitude functions and therefore on the factors that create a favourable attitude in the consumer.
By taking an influencer who shares values that reflect the product, his/her community will be
more likely to identify with the aforementioned product as well [Uzunoglu, Misci Kip, 2014].
Indeed, it is not uncommon for the influencers to be perceived as experts because their
followers trust them and see them as a credible source [Nandagiri, Philip, 2018]. This creates
a transfer of the product image to the values and personality of the influencer [Uzunoglu, Misci
Kip, 2014).

When an unknown brand wants to introduce an attitude to consumers, it can use the
intermediary role of influencers. As such, using influencer’s followers, they can make it so that
people discover the added value of a product, a service or a brand [Vernette, Flores, 2004;

Mellet, 2009].

1.11. Increasing purchase intentions
The theory of reasoned action also makes it possible to modify a behaviour that may be
a purchase behaviour [Azjen, Fishbein, 1980]. Influencers can therefore be used by brands to

increase purchase intentions. Indeed, they are seen by their community as credible sources and



consumers trust them. Their recommendations and opinions will therefore influence their
purchasing behaviour. Companies can use influencers to intervene in different consumer
decision-making processes [ Vernette, Flores, 2004].

Generally, consumers look for a product that corresponds with their needs. But,
sometimes they want to buy products that others want [Jin, Phua, 2014]. Some consumers have
a stronger need for conformity than others. This may therefore explain why an influencer with
a large community can have more impact [Jin, Phua, 2014]. Conversely, the fact that he or she
may have a large number of followers may make the promoted product or service appear as
not unique, which could inhibit purchase [Veirman, Cauberghe, Hudders, 2017]. In addition,
when a community is highly engagement with the influencer, he/she will be considered a close
friend and will therefore have a greater influence. In this case, an influencer with a smaller
community may be more effective [Hsu, Chuan-Chuan, Chiang, 2013; Liu, Jiang, Lin, Ding,

Duan, Xu, 2015].

1.12. Building brand engagement

Hollebeek (2011) describes “brand engagement” as “The level of individual customer’s
motivational, brand-related and context dependent state of mind characterised by specific
levels of cognitive, emotional and behavioural investment in specific brand interactions”.
Brands that want to strengthen consumer engagement can use influencers to play on the
affective dimension [Hollebeek, Glynn, Brodie, 2014].

In chapter 1 it was shown that engagement is composed of three dimensions: emotional,
cognitive and behavioural. For the emotional dimension, the object of the consumer's
engagement can be the brand and/or its virtual community. He/she will first be engaged with
the community and then with the brand [Brodie, Ilic, Juric, Hollebeek, 2013]. Influencers can
intervene in this dimension because they will be part of this community through their
partnerships with the brand. Moreover, the image of the influencer will be associated with the
image of the brand. This can reinforce the engagement especially when the community is

highly engaged [Hsu, Chuan-Chuan, Chiang, 2013].

1.13. Conclusion of the literature review
The new age has completely changed the world of marketing. In particular, thanks to
the appearance of social networks that have changed the relationship between brands and

consumers. Indeed, the consumer has more power because he or she is now free to publish any



thoughts on products and services. WOW transfered into online sphere. Some consumers who
began to review brands’ products or services gained a strong influence on consumers. This
represents real potential for brands that have understood the need to appeal to these influencers.
Their power of influence comes from their credibility, their community, their interaction with
it and its values [Uzunoglu, Misci Kip, 2014]. All social networks offer them real tools but the
most used is Instagram. Among all users, there are two types of influencers, macro- and micro
[Bour, 2018].

Influencers can be used by brands to achieve different objectives such as increasing
brand awareness, reinforcing or changing an image, increasing purchase intentions and
enhancing brand engagement [Li, Lai, Chen, 2011; Nandagiri, Philip, 2018; Lui, Jiang, Lin,
Ding, Duan, Xu, 2015; Uzunoglu, Misci Kip, 2014; Venette, Flores, 2004]. So, choosing an
influencer is a very important step but remains difficult for brands at the moment [Hossler,
Murat, Jouanne, 2014]. This is why this thesis focuses on this issue and more particularly on
the choice between a macro- and a micro-influencer. Indeed, both have strengths and
weaknesses. These must be taken into account when a brand wants to go through influencer

marketing to achieve its goals.



CHAPTER 2. DEVELOPMENT OF THE RESEARCH DESIGN AND
COLLECTION OF THE DATA

The second part of this work will consist of several points. It will begin by introducing
the different hypotheses. Following that, will be given the different steps of the experimentation.

The end part will constitute the analysing of the results of our study.

2.1. Hypotheses development

In the first part of this work, an exploratory study on the subject of macro- and micro-
influencers will be carried out. It allowed to discover the answer to the following problem:
“Macro vs. micro-influencer: which one to choose according to the brand's awareness and
objective?”

This research question can be broken down into different hypotheses. A hypothesis is
defined as “a speculative proposition that anticipates a relationship between variables. It is a
possible answer to the research question that one wishes to verify on the basis of the data

collected by the analyst” [Sinigaglia, 2017].

2.1.1. Brand engagement objective

In the literature review it was shown that engagement is a psychological state that
occurs in a dynamic and repetitive process. It is also a concept composed of three dimensions:
cognitive, emotional and behavioural. These are central to relational exchange processes
[Brodie, Ilic, Juric and Hollebeek, 2013]. An influencer can be used to reinforce this
engagement [Hsu, Chuan-Chuan, Chiang, 2013]. The interaction with the community creates
engagement and plays on the emotional dimension [Hollebeek, Glynn, Brodie, 2014]. It was
mentioned that the strength of the micro-influencer lies in the ability to engage the community
[Bour, 2018]. This is because micro-influencers are closer to it and interact with it more. This

leads to the following hypothesis:

- Hla: Micro-influencers generate higher engagement than macro-influencers

Furthermore, when engaged in partnerships with the brand, the image of
influences merges with that of the brand. This can reinforce the engagement especially when
the community is highly engaged [Hsu, Chuan-Chuan, Chiang, 2013]. Because of that, it may

be assumed that:

- H1b: Micro-influencers generate higher brand engagement than macro-influencers




2.1.2. Brand awareness objective

In theoretical part of this work it was shown that influencers play a role of
intermediaries between a brand and a consumer. This role is demonstrated by the “two steps
flows theory”. According to it, the influencer first integrates all the information about the

products to create an opinion and then shares it with his community [Uzunoglu, Misci Kip,

2014 ; Venette, Flores, 2004 ; Mellet, 2009].
It was also shown that the macro-influencer is considered to have a more active
community [Virfollet, 2018; Wiltshire, 2018]. Such content creators will therefore have a larger

audience than a micro-influencer, which leads to the following hypothesis:

H2: Macro-influencers have a more positive effect on brand awareness than micro-

influencer

2.1.3. Brand attitude objective

From the literature review it was concluded that attitude is influenced by internal factors
such as the consumer's personality and values, but also by external factors such as family,
friends and influencers. Brands can therefore use them to create, modify or reinforce an attitude
of the consumer.

When a brand is at the highest level of brand awareness, consumers have a pre-formed
attitude towards it. Therefore, to reinforce or modify its image, the brand will work on the
attitude functions via an influencer. To create the image association of the product with the
values and personality of the influencer, he/she must be perceived as credible and trusted by
the consumer [Nandagiri, Philip, 2018; Uzunoglu, Misci kip, 2014]. In this case, a micro-
influencer should be more effective as these people are perceived to be closer to his community.
Moreover, the followers trust the influencer, which makes him/her more credible [Bour, 2018;
Bouillet, 2018].

Conversely, when a brand is at the level of zero brand awareness, the consumer has no
attitude towards it. In order to introduce one, the company will make use of the intermediary
role of influencers [Uzunoglu, Misci kip, 2014]. In this case, a macro-influencer seems more
suitable as he or she will be able to introduce the product, service or brand to a bigger follower
base (Wiltshire, 2018).

These two situations lead to the following hypothesis:

H3a: Macro-influencers have a more positive effect on brand attitude than micro-influencers




Another method to change or strengthen a brand image is to create an association
between the product image, personality and values of an influencer [Uzunoglu, Misci kip,
2014]. It was mentioned in chapter 1 that products are perceived to be a reflection of the values
that influencers advocates. In this way, consumers identify with the products or services
through the influencers [Brown, 2015]. When the influencer adds a product placement, the
values he or she advocates will be linked with the brand [Uzunoglu, Misci kip, 2014]. In this
situation, a macro-influencer seems more suitable due to the fact that such characters are move
well-known than micro-influencers. The consumer should therefore more easily link his or her

values and personality. This leads to the following hypothesis:

H3b: Macro-influencers have a more positive effect on the identification of brand values

than micro-influencers

2.1.4. Purchase intention objective

We was demonstrated that an influencer can be used to intervene at different stages of

the decision process through their recommendations and opinion [Vernettes, Flores, 2004]. In
general, consumers choose products that best meet their needs. Sometimes they simply want a
product that others want [Jin, Phua, 2014]. In this case, a macro-influencer seems more suitable
as, seeing the high number of followers, a consumer will want to buy the product shown by the
influencer [Wiltshire, 2018].
Conversely, the fact that an influencer is followed by a large community can lead to the
opposite effect. In this case, the consumer may potentially perceive the promoted product as
not unique. This could slow down the purchase. In this case, a micro-influencer seems to be
more suitable option. Moreover, since he/she has a smaller community, it will give the product
an appearance of uniqueness [Veirman, Cauberghe, Hudders, 2017].

Following the statements above, it can be seen that studies contradict each other on this
subject. This can be explained by the level of the consumer's need for conformity. When it is
low, the consumer will want to differentiate him- or herself because he/she seeks to be unique.
When the level of need for conformity is high, the consumer will want to follow what others

are doing [Burchell, Rettie & Patel, 2013]. This leads to the following hypothesis:

H4: The relationship between influencer type and purchase intentions is moderated by the

need for compliance




2.1.5. Summary of hypotheses to be tested

- Hla: Micro-influencers generate higher engagement than macro-influencers;

- H1b: Micro-influencers generate higher brand engagement than macro-influencers;

- H2: Macro-influencers have a more positive effect on brand awareness than micro-
influencer;

- H3a: Macro-influencers have a more positive effect on brand attitude than micro-
influencers;

- H3b: Macro-influencers have a more positive effect on the identification of brand
values than a micro-influencer;

- H4: The relationship between influencer type and purchase intent is moderated by the
need for compliance.

The hypotheses of this research are causal relationships between explanatory and
explained variables. An explanatory variable is “a variable that can exert an effect on an
explained variable” [Sinigaglia, 2017]. To study these relationships, an experiment will be

conducted.

2.2. Methodology

2.2.1. Empirical design of the study
In order to test Hla hypothesis which poslutated that Micro-influencers generate higher
brand engagement than macro-influencers, a quantitative model was built where the object of
observation were bloggers themselves.
In order to have more accurate results, the analyses was conducted, using influencers from
different groups: Beatuy&Fashion, Health&Lifestyle, Kids&Parenting and Travel&Tourism.
- Beatuy&Fashion influencers are characterised by posts about latest fashion trands,
stype advise as well as make-up related content
- Health&Lifestyle influencers post about dietary advise, sport content that relates to
personal and maintaining healthy balance in life
- Kids&Parenting influencers, mostly represented by so-called “mom bloggers” are a
relatively new subcategory. In their posts, they give advice on parenting as well as
involve their children in many of their photos and stories.
- Travel&Tourism is a category where influencers post photos of places they’ve recently

visited as well as give helpful tips and tricks regrading travelling to a new place, such



as posting an overview of hotels, showing unknown food places and talking about local
customs.

The data was collected, using StarNgage which poses itself as “an influencer marketing
platform that enables brands to analyse, customise, manage, measure word-of-mouth
marketing and connect with top content creators” [StarNgage, 2022]. The platform employs a
series of algorithms that calculates the average engagement rate of the Instagram profile which
was later compared between the macro- and micro-influencer groups. In order to make the list,
the influencer has to not only regularly post about the topic but the focus of his or her audience
should also be on the same topic. For example, influencers that primarily post about
Beatuy&Fashion but who’s audience is mostly interested in Travel&Tourism will not qualify
for this research.

When it comes to other hypothesis questions, in order to gather information and obtain the
data and results necessary to draw valid conclusions that respond to the objectives set out in
the research, a questionnaire was created. The full version of the questionnaire can be seen in
English in Appendix 1 and in Russian in Appendix 2. As the target audience of the research is
Russian, the questionnaire will be held in Russian language in order to avoid any possible
misunderstanding relating to the lack of language knowledge. As such, the Russian version of

the questionnaire will be posted in Appendix 2.

2.2.2. Structure of the questionnaire

The questionnaire starts with the introduction. It contains a description of the subject
of the study, the conditions for participation and the statement about the anonymity of the
answers. Then, a filter question was added in order to eliminate respondents who did not have
an Instagram account. They were asked a few questions about their use of this particular social
media platform to give them full context. This section also contained the description of the
term “Influencer” to make sure that all the participants were aware of such an Internet
phenomenon.

Once the context and filter questions has been set, then respondents were met with a
description of macro-influencers, following a series of questions to measure the different points
of the research such as brand recall, brand value identification, brand attitude, need for
compliance, purchase intention and brand engagement. Then comes the introduction of the

micro-influencers with the same questions following suit. This division was made in order to



make sure that the respondent doesn’t forget who macro- and micro-influencers are as well as
not mix up them in the process of filling in the questionnaire.

The third question was one of such manipulation check questions. In it, respondents
had to identify whether they followed any influencers on Instagram. All the people who
answered “No” were deemed unsuitable to continue the analysis.

2 filter questions were also included in section about Macro- and Micro-influencers.
Only those respondents who followed Macro- and Micro-influencers that also advertised
different brands were valid for the final analysis.

In order to anchor the respondents, question “Write one (1) example of a brand that a
influencer you follow promote?” for both Macro- and Micro influencers was introduced. All
the questions where they had to state their opinion would refer back to that original questions.

As shown in Table 1, the scales used for measurement have been scientifically proven
to be reliable and valid. To ensure that respondents clearly identified the manipulations, they

were asked several questions that eliminated respondents, unsuitable for the analysis.

Measured effect Scales

Brand awareness Darpy, D., Guillard, V. (2016)

Brand attitude Wang, Ch. L.(2005);
Mitchell (1986) as cited by Zhu, J., & Tan,
B. (2007)

Identification of brand values Basil, M. D. (1996);

Darpy, D., Guillard, V. (2016);
Bearden, W. O., Netemeyer, R.G., Teel, J.E.,
(1989)

Measurement of consumer susceptibility to | Bearden, W.O., Netemeyer, R.G., Teel, J.E.,

interpersonal influence. (1989)

Purchase intention Suntornpithug, N., Khamalah, J. (2010);
Hsu, C., Lin, Ch., Chiang, H. (2013)

Engagement Brakus et al (2009) as cited by Nysveen, P.
(2013)

Table 1. Variables and scales in the questionnaire

At the end of the questionnaire lie general questions about the age, gender as well as

their level of education and the financial situation of the respondents.



In order to make sure that no hypothesis was forgotten, a hypothesis/question matrix

was created (see Table 2):

Question

H1: Brand

engagement

H2: Brand | H3a: Brand

awarencss

attitude

H3b:

transfer

Value

H4: Need for
compliance & purchase

intention

Ql

Manipulation

check

Q2

Q3

Q4

Engagement of the respondent

Q5

Q6

Q7

Introduction of the concept of macro-influencers

Q8

Manipulation

check

Q9

Q10

Ql1

Manipulation

check

Ql2

Q13

Ql4

Q15

Q16

Q17

Q18

Q19

Q20

Q21

Q22

Q23

Q24

Q25

Introduction of the concept of micro-influencers

Q26

Manipulation

check

Q27




Q28 X

Q29 X

Q30 X

Q31 X

Q32 X

Q33 X

Q34 X

Q35 X

Q36 X

Q37 X

Q38 X

Q39 X

Q40 X

Q41
Q42
Q43
Q44

General information about the participant

Table 2. Hypothesis/question matrix

2.2.3. Launching the questionnaire

Before launching the questionnaire, a pre-test with 15 people was carried out in order
to check the effectiveness of the scenarios. Among them were 4 Russian-speaking foreigners.

Google Forms was chosen as a distribution channel for the questionnaire. It was
published on different social media platforms (VK and Telegram), from 22" to 25" of May.
Upon receiving a feedback on the questionnaire, it was determined that respondents did not
have any problems regarding the anchoring. However, they faced a few technical issues. For
example, question 14 “If your answer to the question 13 was “Definitely not” or “Most
probably not”, then why?” and question 15 “If your answer to the question 13 was “Definitely
yes” or “Most probably yes”, then why?” were not divided and, as such, the respondents had
to answer them both, despite logically only applying for one of them.

It was also requested to make question 7 “Are you going to continue following those
MACRO-influencers now that Instagram is banned in Russia?”” and question 25 “Are you going

to continue following those MICRO-influencers now that Instagram is banned in Russia?”



multiple-choice questions, as people responded that they tend to both use VPN and follow the
influencers in different social media.

Finally, several respondent claimed they had hard time distinguishing between macro-
and micro-influencers in the questions and, as such, asked for the names to be capitalised for
the better understanding.

Following the feedback, received from a pre-test group, a new questionnaire was
launched, using the platform Ankeronor.py. The platform provides a possibility to create
online questionnaires as well as allows access to Russian and CIS respondents. It allows for
the execution of the following tasks:

e Conduct marketing and sociological surveys without interviewers

e Present products or services to their target audience [AHKkeTonor.py, 2022]

The objective was to reach a minimum of 150 valid responses. A valid response was
identified to be a respondent with an Instagram account who correctly identified the

manipulation.



CHAPTER 3. ANALYSIS AND INTERPRETATION OF RESULTS
Now that the hypotheses have been posed and the data collected, the research can go
further to the analysis of the results. The objective of this analysis is to accept or reject the 6

hypotheses in order to answer the research question.

3.1. Testing the effect of different influencer types on engagement

Hla is a general hypothesis which states that:

- Hla: Micro-influencers generate higher engagement than macro-influencers

In order to test hypothesis Hla, a Two-simple t-Test was conducted which compared the
means of two groups of data sets. This test allow us to see if there is a difference in engagement
rate between micro- and macro-influencers. Therefore, the following assumptions are made:

- HO: Engagement with a brand in the context of an Instagram post from a macro-
influencer = Engagement with a brand in the context of an Instagram post from a
micro-influencer.

- H1: Engagement with a brand in the context of a macro-influencer's Instagram post <
Engagement with a brand in the context of a micro-influencer's Instagram post.

For the null hypothesis to be rejected, the p-value must be less than the 0.05 significance

level.
Due to the specifics of Two-simple t-Test in SPSS, the data extracted in Excel format
cannot be processes in its original form. As such, a coding step needs to be carried out in order

to transcribe the assessment scores into numbers (see Table 4).

Scales Score
Macro-influencer 1
Micro-influencer 2

Table 3. Data coding for Hla

When looking at the descriptive statistics (see Table 4) for the Beatuy&Fashion
influencers, it can be noticed that the mean for group 1 (1.72%) is lower than that of group 2
(2,23%). The the p-value of the t-test is below 0.05 threshold (0.003), as such, the HO
hypothesis can be rejected. Engagement rate in an Instagram post in Beatuy&Fashion category

by a macro-influencer is on average lower than that of a micro-influencer.



CtaTtucTuka rpynnbl
CpepnHekBagpat CpegHekBagpar

n4Hoe n4Hasi ownbka
Size N CpeaHee OTKIOHEHNE cpeaHero
ER 1 123 1.7171% 1.15544% 0.10418%
2 137 2.2321% 1.60546% 0.13716%

Kputepuin ANs He3aBUCUMBIX BbIGOPOK

KpuTepuit paeHcTea

Avcnepcii NueuHA t-KPUTEPUIA ANA PABEHCTBA CPEAHMX
CpeaHexsa 95% A0BEPUTENLHDIN
3HaunumocTH pa;'t:mxaﬂ,qp WHTEPBAN ANA Pa3HOCTH
OAHOCTOPOHH  [BYXCTOPOHHMW CpepaHas ownbka
F 3Hau. T cT.CB wip np pa3HoCTL pasHocTH HKHAR BepxHas
ER Mpeanonaraiotes 17.004 <.001 -2.939 258 002 004 -0.51504% 0.17523% -0.86010% -0.16999%

PaBHbIE AUCNEPCUM
He npeanonaraitcs -2.990  246.666 002 003 -0.51504% 0.17224% -0.85430% -0.17579%

PpasHble gUucnepcun

Table 4. Engagement t-test for a Influencers in Beatuy&Fashion category

When it comes to descriptive statistics for Health&Lifestyle (see Table 5), it can easily
be observed that the difference between the two means are even bigger than that in the previous
analysis (1,44% for group 1 and 2.44 for group 2). These differences are also significant
because the p-value of the t-test is below 0.05 threshold (<0.001). The HO hypothesis, thus, can
be rejected. Engagement rate in an Instagram post in Health&Lifestyle category by a macro-
influencer is on average lower than that of a micro-influencer.

CraTtucTuka rpynnbl
CpepgHekBagpatr CpepaHekBagpar

n4yHoe MYyHas owmnbka
Size N CpenHee OTKINOHEHUE cpeaHero
ER 1 103 1.4369% 1.05923% 0.10437%
2 112 2.4402% 1.34053% 0.12667%

Kputepuit AnA He3aBUCUMBIX BbIGOpOK

KpuTepuit paseHcTsa

Avcnepcuit IeuHA +KPUTEPUI ANA PABEHCTBA CPEAHNX
CpeaHeksagp 95‘?6 Aoaepmenbmflﬁ
3HauMmocTH aTHER WHTEPBAN ANA Pa3HOCTH
OAHOCTOPOHH  [IBYXCTOPOHHU CpegHan ownbka
F 3Hay T cT.cB Wi p np pasHoCTL pasHocTH HWwkHAR BepxHas
ER MpegnonarawTca 4167 .042 -6.054 213 <.001 <.001 -1.00329% 0.16573% -1.32997% -0.67660%
PaBHbIE AMCNEPCUN
He npeanonaraiotca -6.113  208.366 <.001 <.001 -1.00329% 0.16413% -1.32685% -0.67972%
PaBHbIE AMCNEPCUN

Table 5. Engagement t-test for a Influencers in Health&Lifestyle category

As seen from the descriptive statistics for Kids&Parenting influencers (see Table 6),
this category has a substantial difference between the means of two groups (1.24% for group 1
and 2.78% for group 2). These differences are also significant because the p-value of the t-test

is below 0.05 threshold (<0.001). The HO hypothesis, thus, can be rejected. Engagement rate



in an Instagram post in Kids&Parenting category by a macro-influencer is on average lower

than that of a micro-influencer.

CtaTucTUKa rpynnbi
CpegHekBagpatr CpeaHekBagpar

N4Hoe M4Has olmbka
Size N CpegHee OTKINOHEHUE cpeaHero
ER 1 95  1.2411% 0.81325% 0.08344%
2 101 2.7832% 1.62241% 0.16144%

Kputepuin 4na HesaBUCUMMBIX BbIGOpPOK

KpuTepuit paseHcTea
aucnepciuit JiusuHa +KPUTEPUI ANA PABEHCTBA CPEAHMX

95% A0BEpPUTENbHBIA

3 CpeaHexsaap N
HaUMMOCTH aniHan MHTEPBAN ANA PasHOCTH
OAHOCTOPOHH  [BYXCTOPOHHM CpegHan ownbka
F 3Hay T cT.ce wip np Pa3HOCTL pasHoCTH HwkHAR BepxHAs
ER Mpeanonaraiotea 34.088 <.001 -8.331 194 <.001 <.001 -1.54212% 0.18510% -1.90718% -1.17705%
paBHbIE AMCNEpCUM
He npeanonaraiotca -8.486 149234 <.001 <.001 -1.54212% 0.18172% -1.90120% -1.18303%

paBHbIe AMcNepcun

Table 6. Engagement t-test for a Influencers in Kids&Parenting category

The last category analyzed was Travel and so far it has the largest mean difference
(1.93% for group 1 and 3.17% for group 2) between any of the categories (see Table 7). These
differences are significant because the p-value of the t-test is below 0.05 threshold (<0.001).
This means that HO hypothesis can be rejected. Engagement rate in an Instagram post in

Travel&Tourism category by a macro-influencer is on average lower than that of a micro-

influencer.
Crtatucrtuka rpynnbl
CpepnHekBagpat CpegHekBagpat
n4Hoe NYHas olmnbka
Size N CpegHee OTKINOHEHWNE cpegHero
ER 1 109 1.9260% 1.16430% 0.11152%
2 126 3.1675% 2.20526% 0.19646%
Kputepuit Ans He3aBUCMMBbIX BbIGOPOK
KpuTepuit paseHcTea
Avcnepcni JIMBuHA t+KPUTEPUI ANA PABEHCTBA CPEAHMX
Cpeaxeksaap 95‘?6 AOBEPUTENBHBIA
3HauumocTH aTMYHAR WHTEPBAN ANA PasHOCTH
OAHOCTOPOHH  [1BYXCTOPOHHMN CpepaHan owubka
F 3Hay T CT.CB. nip wp PasHOCTL pasHoCTH HwkHAA BepxHas
ER Mpeanonaraiotea 35774 <.001 -5.275 233 <.001 <.001 -1.24150% 0.23536% -1.70520% -0.77779%
PaBHbIE AUCNEPCHM
He npegnonaraorca -5.496 195089 <.001 <.001 -1.24150% 0.22591% -1.68703% -0.79597%

PaBHbIE AMCNEPCHM

Table 7. Engagement t-test for a Influencers in Travel&Tourism category

To conclude, the HO hypothesis was rejected for all the categories analyzed. This means

that there is evidence to state not only that micro-influencers have on average a higher



engagement rate than macro-influencers but they do so in at least several categories. As such,

it is eligible to state that Hla hypothesis should not be rejected.

3.2. Analysis of hypotheses H1b-H4

3.2.1. Sampling and data processing

Following the launch of the questionnaire at the Aukeromnor.py platform, the responses
of the participants were collected. The platform allowed to directly eliminate responses that
were unsuitable for the analysis, that is: responses that were not completed, who’s respondents
did not have an Instagram account and finally those who did not pass the manipulation check.
At the end of the research period, only responses suitable for the analysis were left. This data
was processed with the statistical software "IBM SPSS Statistics".

The sample was composed of men and women with an instagram account. According
to Statista (2022), there are two almost equal groups that are predominantly represented in
Instagram. These are people between the age of 18 and 24 with 30,1% and those in the age
between 25 and 34 with 31,5%. Therefore, respondents under the age of 18 and over the age
of 34 were removed in order to not be biased in the study. The poll of respondents was also
limited by people from Russia as this country was the primary focus of the research.
Amnxkeroror.py allows for this option to be used,

The sample was completely random, using the poll, provided by the platform and
participation in the questionnaire was strictly voluntary. Participants received 139 rubles as a
reward as is per policy of the platform.

Before entering the SPSS software, the answers were coded into a numerical value. The
data in the “Scale” section contains both Russian answers and its English translation for easier

understanding (see Table 8).

Scales Score
Ha/Yes 1
Her / No 0

AbcomotHo He coryacer/cHa / Strongly | 1

disagree

He cormacen/cHa / Disagree 2

3arpyasstoch oTBeTuTh / Neither agree nor | 3

disagree




Cornacen/cHa / Agree 4
AOcomoTHO cornacen/cHa / Strongly agree | 5
Hukorna/Never 1
Penxo/Rarely 2
3arpyaHsioch 0TBeTUTH/NOt sure 3
Yacro/Often 4
Bcerna/Always 5
Macro-influencer 1
Micro-influencer 2

Table 8. Data coding for H1b-H4

After finishing this step, the data was integrated into the SPSS software to proceed with

the analysis.

3.2.2. Testing the effect that different influencer types have on brand engagement

As a reminder, H1b assumption is as follows:

H1b: Micro-influencers generate higher brand engagement than macro-influencers

To test the hypothesis H1b, the means for macro- and micro-influencer groups will be
compared. This step will be done with the help of ANOVA test that allows to compare the
means of different groups. This test allows to see if there is a difference in brand engagement
between the groups. Therefore, we make the following assumptions:

e HO: The average level of brand engagement is equivalent across influencer type groups.

e HIl: The average level of brand engagement is different in the different influencer type

groups.

For the null hypothesis to be rejected, the p-value must be less than 0.05 significance level.
Upon looking at Table 9 of the descriptive statistics, it is easy to notice that, despite different
groups having a higher mean in different categories, means of macro- and micro-influencers
are extremely close to each other. The results of p-value of the variable across all categories
also show the lack of significance. Indeed, it is higher than the 0.05 threshold for all the
variables (see Table 10). The HO hypothesis is therefore not rejected. On average, the level of
brand engagement in the different influencer type groups is equivalent. As such, it can be

concluded that the H1b should be maintained.



OnucaTenbHbie CTaTUCTUKKM
95% [losepuTensHyiit ukTepsan Ana

Cpenvexsanpatn  Cpepiexs. cpeaero
N Cpepiee _unoo Oumbia Hiowinn rpawua_ Bepioss rpaua _ Muswmym  Maxcunym
Bpena nponseoauT Ha Mekn 1 166 315 1.082 084 298 332 1 5
CulbHo® BrevaTneHwe 2 166 300 1.144 089 282 318 1 5
Bcero 332 308 1114 061 295 320 1 5
Bpenq BbiiBaet 80 1 166 314 1.017 079 299 330 1 5
MHe/BnMAeT Ha MoK yBcTBa 2 166 302 1431 088 284 319 1 5
Bcero 332 308 1.075 059 297 320 1 5
A UCNBITLBAI0 CHIBHbE 1 166 290 1.036 080 274 306 1 5
AMOLYM N0 OTHOWEHHIO K 2 166 291 1.105 086 274 308 1 5
Gpeway Bcero 332 290 1.070 059 279 302 1 5
EpeHa CunbHo WHTPWTYeT MekA 1 166 310 1.069 083 293 326 1 5
Ha IMOUMOHANBHOM YpOBHE 2 166 320 1.120 087 303 338 1 5
Bcero 332 315 1.084 060 303 327 1 5
Bpenq BuissiBaeT y Mers 1 166 389 794 062 ar 401 1 5
OGONITCTEO 2 166 361 1.066 083 345 378 1 5
Bcero 332 375 948 052 365 386 1 5
Bpens 3acTaansier Mers 1 166 293 1.076 084 276 309 1 5
sanywameca o Gonee 2 166 300 1.090 085 283 317 1 5
CepuB3HLX BONPOCaX Boero 332 29 1.082 059 285 308 1 5
(npo6inems: okpy»arowen
cpeqsl, AETCKMA TPYA, T.A.)
Mne xoserca 1 166 345 1.008 078 329 360 1
B3AMMOGACTBORATL C ITAM 2 166 330 1.008 085 313 347 1 5
Gperaom (nocwoTpeTs ero Beero 332 337 1.054 058 326 349 1 5
CTPaNILY B GUGETE.
NOCTABHTL JQiKero NOCTaM 1
Ta)
Bpewa mie He Gespawnmien 1 166 337 981 076 322 352 1 5
2 166 324 1.080 084 308 341 1 5
Bcero 332 331 1.082 057 320 342 1 5
A uyBcTByio 0e6a wacTsio 1 166 279 1.061 082 263 295 1 5
coobuectsa Gpenna 2 166 294 1.116 087 277 3 1 5
Beero 332 286 1.090 060 275 298 1 5

Table 9. Descriptive statistics of brand engagement according to the type of influencer

ANOVA
Cymma Cpepyi
Keanpatos cree. keappat F an,

Bpena NpousBoaMT Ha Mers  Mexy rpynnami 1883 1 1.883 1518 219
cunsoe enevatnenve Buyrpu rpynn 409235 3% 1240

Bero 411117 331
Bpena BuisbisaeT 80 Mexay rpynnamy 1328 1 1328 1.149 25
MHe/BNMAET Ha MOW YYBCTBA  ByTpw rpynn 381476 330 1.156

Bcero 382804 331
A HCnbTEBAI0 CHbHbe Mexay rpynnamm 012 1 012 010 918
IMOLN 1O OTHOWEHWO K BHyTpW rpynn 378.904 330 1.148
Gpenay Beero 378916 331
BpeHa cwNbHo wHTpUTyeT  Mexay rpynnamiu 976 1 976 814 368
Lo O Y TV [T 395.494 330 1198
ypoare Bero 396470 331
Epena BuissisaeT y e Mexy rpynnam 6373 1 6373 7218 008
NOBONTCTBO Buyrpw rpynn 201.373 330 883

Bcero 207.747 331
Bpexa sacTaansier MeHs Mexay rpynnamm 434 1 434 370 544
3aaymaTeca o Gonee Buyrpw rpynn 387.133 330 1173
Cepb3HeIx BONpocax Beero 387.566 331
(npoGinemes: okpywasowLen
Cpesbi, ASTOMA TPYA, TA.)
Msie xouerca Mexay rpynnamm 1.735 1 1.735 1.564 212
B33UMOQEACTBOBATS C ITUM  BuuyTpw rpynn 365.952 330 1.109
Gpenaom (nocmoTpeTs er0  Beero 367.687 331
CTpaHMLY B COUCETSX,
OGTABUTS 18K €70 NOCTaM
TA)
Bpena e we Gespaaniien  Mexy rpynnam 1458 1 1458 1370 243

Buyrpw rpynn 351.205 3% 1.064

Bcero 352663 331
AuyBcTBYI0 CRGA YACTI0  Mexay rpynnamm 1883 1 1.883 1589 208
coobuwecrsa Gpenaa BHyTpu rpynn 391.018 330 1.185

Bcero 392901 331

Table 10. ANOVA test of the identification of brand values in the different influencer type
groups

3.2.3. Testing the effect that different influencer types have on brand awareness

H2 postulates that:

H2: Macro-influencers have a more positive effect on brand awareness than micro-influencer

To test this hypothesis, means of each group were compared. To do this, a Chi-square test
was utilised. It allows to see if there is a difference in the willingness of the consumers to buy

brands from macro- or micro-influencers. Therefore, the following hypotheses were presented:



e HO: Brand awareness within an Instagram post is equivalent regardless of the type of
influencer.
e HI1: Brand awareness within an Instagram post is different regardless of influencer type.

For the null hypothesis to be rejected, the p-value must be less than the 0.05 significance
level.

To get the data for the analysis, the respondents were first asked to tell if they have ever
bought a product by the brand that was advertised by either macro- or micro-influencer. Those
who responded positively were eliminated. All the negative responses were further analysed
by the readiness to buy the product, based on the recommendation given.

Looking at the data, it is noticeable that recall for a macro-influencer is higher than that
of a micro. At the same time, when we look at the p-value of the Chi-square test, it is above
the 0.05 threshold (<0.001). The HO hypothesis is rejected. Brand recall in the context of an

Instagram post is different for the different types of influencers.

Ta6nuua conpskeHHocTn Ecnu Bbl He nokynanu npoaykT AaHHoro 6peHaa, To xotenu Gbi
Bbl KynuTb ceyac? (Makpo-uHdnioencep) * Ecnu Bl He nokynanu npoayKT AaHHOro
6peHaa, To xoTtenu 661 Bbl kynutk ceitvac? (Mukpo-uHdnioeHcep)

Ecnv Bbi He NOKyNnanu npoayKkT
AaHHOro GpeHna, To xoTeny Gbi
Bl kynuTs ceiac? (Mukpo-
uHbnioeHcep)

Micro Macro Bcero

Ecnu Bbl He nokynanu 1 Konuuecrso 26 4 30
NPOAYKT AaHHoro 6penaa, To Oxunaemoe KoNU4ecTBo 16.9 13.1 30.0
xotent Gel Bul kynuTe 2 Konuuecrso 1 14 25
cortiacy (Maxpos Oxunaemoe Konu4ecTso 14.1 109 250
R 3 Konusectso 35 17 52
Oxunaemoe Konu4ecTeo 292 228 52.0

4 Konuuecrso 25 37 62

Oxupaemoe KoNU4ecTso 349 271 62.0

5 Konuuecteo 1 12 23

Oxugaemoe Konu4ecTeo 129 10.1 23.0

Bcero Konuuectso 108 84 192
O 108.0 84.0 192.0

Kputepuu xu-kBagpat
Acumnrotnyeck

as 3Ha4YMMOCTb

3HayeHve CT.CB. (2-cTOpOHHsS)
Xu-kBaapar [MupcoHa 22.4412 4 <.001
OrtHolueHus npasaonofobus 24.124 4 <.001
JInHeiiHo-nnHenHas cessb 11.426 1 <.001
KonuuecTso aonyctumbix 192

HabnogeHun

a. [ins uucna sueek 0 (0.0%) npeanonaraeTcs 3Ha4eHue, MeHbLue 5.
MuHumanbsHoe npegnonaraemoe Yucno pasHo 10.06.

Table 11. Chi-square test of brand awareness

3.2.4. Testing the effect that different influencer types have on brand attitude
As a reminder, hypotheses H3a:

H3a: Macro-influencers have a more positive effect on brand attitude than micro-influencers




To test hypothesis H3a, it is necessary to compare the means of each group. To do this,
ANOVA Two-Way test was utilised. Therefore, the following hypotheses was set:

e HO: The means of the attitude towards the brand are equal in the different
influencer type groups.

e H1: The means of attitude toward the brand are different in the different
influencer type groups.

For the null hypothesis to be rejected, the p-value must be less than the 0.05 significance
level.

Looking at Table 12 of the descriptive statistics, it is easy to notice that when a brand
is known, the attitude towards the brand is slightly higher in case of a macro-influencer.
Furthermore, when we look at the p-value of the variables in Table 13, we notice that it is
significant as it is lower than the 0.05 threshold. The HO hypothesis is therefore rejected. On
average, the level of attitude towards the brand by consumers according to the brand awareness

and the type of influencer does different, depending on the size of the influencer.

OnucarenbHble CTaTUCTUKKN

Cpeanexsanpar
waHoe
N Cpeatee

LlenHocu 6peHaa (Macro) 166 1 5 3.99 1.056
LienrocTi 6penaa (Micro) 166 1 5 3.75 1.199
Kauecteo 6penaa (Macro) 166 1 5 4.36 .824
OrtHolueHwe k GpeHay 166 1 5 420 .963
(Macro)
Bocnpustve 166 1 5 3.99 914
6Gpenpa (Macro)
Kauecreo 6peraa (Micro) 166 1 5 379 1.195
OrtHolueHue k GpeHay 166 1 5 3.80 1.222
(Micro)
BocnpusTve Gpenaa (Micro) 166 1 5 3.72 1.133
N Banwanix (1o cucky) 166

Table 12. Descriptive statistics of the attitude towards the brand

ANOVA
Cymma Cpeanuit
cr.cs. Kksagpar F 3Hay.
Kauectso Gpexaa (Macro) Mexay rpynnamu 17.128 4 4.282 7.264 <.001
BHyTpu rpynn 94.902 161 589
Bcero 112.030 165
OrHowenue k GpeHay Mexay rpynnamu 14.295 4 3.574 4.147 .003
(Macro) BHyTp rpynn 138.742 161 862
Bcero 153.036 165
BocnpusTue Gpenpa (Macro) Mexay rpynnamu 11.210 4 2.802 3.559 <.001
BHyTpy rpynn 126.766 161 787
Bcero 137.976 165
UlenHocTy Gpenaa (Macro)  Mexay rpynnamm 21.029 4 5.257 5.194 <.001
BHyTpu rpynn 162.947 161 1.012
Bcero 183.976 165
Kavectso 6perza (Micro) Mexay rpynnamm 176.885 4 44221 121214 <.001
BHyTpu rpynn 58.736 161 .365
Beero 235.620 165
OrtHowenme k Gpeay (Micro) Mexay rpynnamu 184.072 4 46.018 118.794 <.001
BHyTpu rpynn 62.368 161 .387
Bcero 246.440 165
Bocnpusatve Gpenpa (Micro)  Mexay roynnamu 158.658 4 39.664 120.410 <.001
BHyTpu rpynn 53.035 161 329
Bcero 211.693 165

Table 13. ANOVA test of the attitude towards the brand



3.2.5.Testing the effect that different influencer types have on brand values
Hypotheses H3b stated that:

H3b: Macro-influencers have a more positive effect on the identification of brand values

than micro-influencers

To test hypothesis H3b, the means of each group were compared. ANOVA test was utilised
for this purpose. It allowed to see if there is a difference in brand value identification between
the groups. Following that, the introduced assumptions were:

e HO: The average brand value identification is equivalent across influencer type groups.

e H1: The mean of the brand value identifications is different in the different influencer

type groups.

For the null hypothesis to be rejected, the p-value must be below the 0.05 significance level.
When looking at Table 14 of the descriptive statistics, it should be noted that macro-influencers
scored higher on such aspects as relatability of personal values (3.82 vs. 3.53), correlation of
personal values (3.33 vs. 3.26) and transference of brand image (3.58 vs. 3.31). However, on
average, more people believed that micro-influencers were no different than they are, unlike
that of macro-influencers (3.17 vs. 3.27). Despite that, p-values for all the variables were higher
than the 0.05 threshold. The HO hypothesis is therefore not rejected. On average, the level of
identification of the brand values in the different influencer type groups is equivalent.

It appears that respondents did not perceive the different characteristics of influencers

well as the influencer follower count variable was not significant.

CratucTuxa rpynnei

358 949 o074
33 1.149 089

igg| 88| 83| 83
B
8

Table 14. Descriptive statistics of the identification of brand values in the different influencer

type groups



ANOVA
Cymma CpeagHuin
KBazpaTos cr.cs ksapat F 3Hau.

MHe NOHATHBLI LeHHOCTU U Mexay rpynnamu 6.940 1 6.940 7.437 007

NnyHble 0cobeHHocTH BHyTpu rpynn 307.928 330 .933

MHdnioeHcepa Bcero 314.867 331

£ cuMTalo, YTO LUEHHOCTU Mexay rpynnamu .364 1 .364 .31 577
MH(ioeHcepa coBNaaaloT ¢ BHyTpu rpynn 386.295 330 1.171

MOWMM COBCTBEHHBIMM Bcero 386.660 331

A cunTaio, 4To MHpNIoeHcep  Mexay rpynnamu 771 1 771 641 424
HUAYEM He OTNIN4AIoTCS OT BHyTp# rpynn 396.735 330 1.202

MeHs Bcero 397.506 331

A cunTalo, 4TO MHDNIOeHCep Mexay rpynnamu 5.831 1 5.831 5.255 .023
XOPOLLO OTPXAIOT UMUK BHyTpy rpynn 366.193 330 1.110

6peHos, KoTOpbIe OHN Bcero 372.024 331

pexnamupyior

Table 15. ANOVA test of brand value identification in the different influencer type groups

To conclude, regardless of the slight difference in the values between macro- and

micro-influencers, the established H3b hypothesis was not rejected.

3.2.6. Testing the effect of the relationship between influencer type and purchase
intentions

As a reminder, the third hypothesis was the following:

H4: The relationship between influencer type and purchase intentions is moderated by the

need for compliance

To test hypothesis H4, it is necessary to look at the interaction term in the linear regression.
To proceed, the following assumptions were made:

e HO: The means of purchase intention are equal irregardless of the consumer's level of

compliance and the type of influencer in the different influencer type groups.

e H1: The means of purchase intention are different irregardless of the level of
compliance of the consumer and the type of influencer in the different influencer type
groups.

Before entering the variables for the hypothesis test, the "Need for Compliance" variable
was transformed into a dummy. The variable was determined from the question 4. Everyone,
who received an above-average need for compliance were assigned the number 1. Conversely,
all respondents with a need for compliance below or equal to the average were assigned the
number 0. Everyone, whose score was equal to 3 were eliminated from the analyses. Table 16

shows the average compliance need for the sample.



OnucarenbHble CTaTUCTUKKN
CpepnHeksagpar
n4Hoe
N MuHumym  Makcumym  CpenHee OTKMOHeHWe

Cpepree 150 1.0 5.0 3.263 .7555
N BanuaHbIx (No cnucky) 150

Table 16. Descriptive statistics of the need for compliance

Concluding that process, it is possible to turn to the hypothesis testing. If H4 hypothesis
states that the relationship between influencer type and purchase intentions is moderated by the

need for compliance, then the following regression equation can be constructed:

Purchase Intention (Y) = a + Bi Influencer Type + P2 Need for Compliance + B3

Influencer Type * Need for Compliance + ¢

After that, in order to see, whether need for compliance has any interaction effect, the
moderating analysis was performed.

When looking at the interaction term in regression model, it can be noted that the value
InfluencerType*NeedForCompliance has a negative effect with the value of -.009. However,
there is no moderation effect as the p-value is 0.845 which is above the 0.05 threshold. As such,
the HO hypothesis is not rejected. Which means, that there is evidence to state that there need
for compliance does not moderate relationship between influencer type and purchase intentions.
On average, the level of consumers' purchase intentions according to their need for conformity

and the type of influencer was determined to be equal in both groups of influencer type.

KoacdhcduumneHrtbi?

CraHpapTtu3osa
HecrangapTtusoBaHHble HHble
KOathDPULIMEHTbI KOa(POULMEHTbI
CraHpapTHas
_Mogenb B owmbka Bera T 3Ha4MMoCTb
1 (KoHcraHTa) .188 .256 734 464
InfluencerTypeXNeedForCo -.009 .047 -.045 -.196 .845
mpliance

InfluencerType .041 .158 .043 .262 .794
NeedForCompliance .136 .076 .322 1.786 .075

a. 3aBucumas nepemeHHas: Purchase Intent

Table 17. Regression model for the level of need for conformity in case of different
influencer types on the level of purchase intention

3.3. Discussion
As areminder, the objective of this study was to answer the following research question:

"Macro vs micro-influencer: which one to choose based on brand awareness and objective”. In



order to do so, different assumptions were made. Table 18 shows the conclusions of the various

hypothesis tests.

Hypothesis Result

Hla: Micro-influencers generate higher brand engagement than macro- | Not

influencers Rejected

Hlb: Micro-influencers generate higher brand engagement than macro- | Rejected

influencers

H2: Macro-influencers have a more positive effect on brand awareness than | Not

micro-influencer Rejected

H3a: Macro-influencers have a more positive effect on brand attitude than micro- | Not

influencers Rejected

H3b: Macro-influencers have a more positive effect on the identification of brand | Rejected

values than a micro-influencer

H4: The relationship between influencer type and purchase intent is moderated | Rejected

by the need for compliance

Table 18. Result of hypothesis tests

Contrary to what the literature review predicted, the quantitative study did not confirm
all of the hypotheses, set in the beginning of this work. HIb: “Micro-influencers generate
higher brand engagement than macro-influencers” and H3b: Macro-influencers have a more
positive effect on the identification of brand values than a micro-influencer” and H4 “The
relationship between influencer type and purchase intent is moderated by the need for
compliance” were rejected. As such, it can be said that type of influencer does not impact
brand engagement and identification of its values. And, in fact, it was empirically proven that
for these objectives, the averages are significantly no different in the case of a micro or macro-
influencer.

On the other hand, Hla: “Micro-influencers generate higher brand engagement than
macro-influencers”, H2: “Macro-influencers have a more positive effect on brand awareness
than micro-influencer”, H3a “Macro-influencers have a more positive effect on brand attitude
than micro-influencers” and were found to be supported by the data. All of the above can serve

as a baseline for managers when planning social media campaigns.



3.4. Theoretical contributions and Managerial applications

In vain of the discussion above, it is important to point of several managerial
applications that come from the results of this research. Upon revising the received data, it is
possible to state that macro-influencers seem to be a more beneficial type of influencer for the
campaigns that a brand may intend. However, it is important to pay attention to a little fact
from H3b that states that more people believed micro-influencers to be no different than they
are, unlike that of macro-influencers. It may be integral for the construction of future projects.

Managers may also find interesting the response to the financial situation of the
respondents. Since recent COVID-19 pandemic and the situation between Russia and Ukraine
has undoubtedly affected consumers in Russia, companies need to adjust their strategies
accordingly. The participants of this questionnaire were young people between the ages of 18
and 34 which is the target demographic for many brands. As such, they might be relieved to
find out that the largest group (60.8%) reported that they have enough money not only for food
and clothes, but also small appliances such as microwave. This means that the absolute majority

of this demographic can afford to purchase many products that they are recommended.

1.2%

1.8%
12.0% \ \ (

/ 21.7%

60.8% /

I MHe He Bcerpa JOCTaTOYHO AeHeT Ha ey
Bl MHe XBaTaeT JAeHeT Ha e[y, HO IOKYTIKa OJeX/kl /IS MeHs - Cepré3Has npobneMa
I M=e xBaTaeT AeHeT Ha efly, HO OKYyIKa MeJIKOH ORITOBOM TeXHHKH (HampHMep, MHKPOBOITHOBKa)
BEI3HIBAET 3aTpPyAHEHHE)
Y MeHS JOCTAaTO4HO JIeHeT Ha IOKYNKY MeJIKOH GEITOBOM TeXHHKH, HO Ha aBTOMOOH/ILE MHe He
XBaTHT
I Moux cpefiCTB XBaTHT Ha BCE, KPOMe TaKHX KPYIHEIX NpHOGpeTeHNH Kak KBapTHpa HiH
3arOpPOAHHH I0M
Il V MeHS HeT HHKakKuX QHHAHCOBHIX 3aTPYAHEHHH, IPH HeOOXOAHMOCTH 5 MOTY KYIIHTE KBapTHPY
HITH TOM

Fig. 9 How would you describe the level of your financial situation / Kak 651 Bet

0XapaKTepU30BaJId YPOBEHb Baliero MarepuaibHOTO MOJ0KEHHS

When it comes to potential theoretical contributions, it should be noted that this

research is among the first ones to analyse Instagram Influencer marketing after the ban of



Instagram in Russia. The research uncovered that people are willing to bypass government
restrictions in order to keep being engaged in the lives of their favourite influencers. However,
it should be noted that slightly more people are showed their interest in putting effort to stay in
contact with macro-influencers (66.3%) then with micro-influencers (56.6%). At the same time,
almost a quarter (24,1%) of respondents was willing to give up on micro-influencers while only
7,2% of people would go as far as to stop follow influencers, even in current unpredictable
situation. As such, it is advised to continue promotional campaigns on Instagram, despite the

turbulations it may face at the moment.

Ha, s ucnons3yo VPN, 4robu ofxonuTs 3anpe
W [la, 7 cnexy 3a wiMH B apyrux coucetax (Telegram, VK u 1.1 Her

Fig. 10. Are you going to continue following those MACRO-influencers now that Instagram is
banned in Russia? / YuuTsiBas 3anpet uncrarpama B Poccun, cobupaerecs au Bol u nanbiie

cieauth 3a 3TuMd MAKPO-undoencepamu?

fa, % nonb3yioch VPN, 9T06H 06X0HTE 3anper
W Jla, 5 cnexy sa wumu 8 apyrux coucersx (Telegram, VK u 1.1, Her

Fig. 11. Are you going to continue following those MICRO-influencers now that Instagram is
banned in Russia? / YuuTsiBas 3anpet uncrarpama B Poccun, cobupaerecs au Bol u nanbiie

ciequth 3a 3tumMu MUKPO-undmoencepam

Secondly, the research also uncovered other important data that should be mentioned

in this section. For instance, people use Instagram to follow the news of their relatives in the



first place. Our study shows that they also use it to look for inspiration and follow influencers.
In fact, 47.6% reported that they “often” follow influencers and additional 8.4% gave this factor
an “always” rating. This shows the importance of influencer marketing and the opportunities

for brands.

Ciexy 3a NOCTaMH HHQIII0eHCepOB

Fig. 12. In Instagram ... follow Influencers / B uncrarpame 4... ciexy 3a noctamu
UH(IIIOEHCEPOB

When it comes to other aspects of the research, should also be noted that Russian market
is not as deeply research and this particular study may be seen as a possibility to enrich the
pool of works in this fields.

On the other hand, this research does have certain limitations, namely the fact that it
was conducted through the use of anonymous questionnaires and lacks personal statements
from different sides of the field. Other research could therefore be carried out to complement
this one. It may potentially take into account the type of products, the social network or the

category of influencer chosen.



4. CONCLUSION

This section of research will delve into the discussion of the general conclusions of the
literature review and the quantitative analysis performed.

The aim, set in this work, was to determine which type of influencer would be more
effective depending on such factors as brand awareness and other objectives.

The literature review shed a light on the power of influence that influencers hold as well
as to explain the roots of it. There are three elements that can be pinpointed: their credibility,
their community and their interactions with it, and their values. These factors also help gain
the comprehension of the differences between a macro- and micro-influencer. Afterward, such
factors as different brand objectives were established, following the exploration of the effect
that influencers have in achieving them.

The theoretical part made it possible to establish 6 hypotheses that formed the basis of
the succeeding quantitative study. To test the first, general hypotheses, Hla: Micro-influencers
generate higher engagement than macro-influence, the data on the engagement rate of macro-
and micro-influencers was collected, following its subsequent analysis. For the analysis of
other hypothesis, a questionnaire was created which was later analyses, using SPSS program.
Three hypothesis were rejected, namely, H1b: Micro-influencers generate higher brand
engagement than macro-influencers, H3b: Macro-influencers have a more positive effect on
the identification of brand values than a micro-influencer and H4: The relationship between
influencer type and purchase intent is moderated by the need for compliance. At the same time,
other three hypothesis, namely, Hla: Micro-influencers generate higher brand engagement than
macro-influencers, H2: Macro-influencers have a more positive effect on brand awareness than
micro-influencer and H3a: Macro-influencers have a more positive effect on brand attitude
than micro-influencers were accepted.

At the same time, the perception of the size of the community was found to have an
impact on consumers. As such, there seems to be a difference between macro or micro-
influencers with consumers favouring macro-influencers. At the same time, macro-influencers
were not proven to have a more positive effect on the identification of brand values than a
micro-influencer. An interesting case can also be observed with engagement and brand
engagement. While micro-influencers generated a higher level of engagement, the result was

the opposite for brand engagement. Finally, it was established that the need for conformity did



not have any role in purchase intention. As such, it is important for the company to pay attention

to these objectives when dealing with the influencer marketing.
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APPENDIX 1. Questionnaire in English

This questionnaire is conducted as part of the thesis, aiming to study the phenomenon
of influencers on social networks. Do you have an Instagram account? Do you like to follow
influencers on Instagram? If your answer is “yes” to both of these questions, then you would
help me greatly by participating in this questionnaire. It will only take 10 minutes to finish.
The questionnaire is completely anonymous and complies with the Privacy Act (RGPD). Your
answers will never be linked to your identity. This study is simply intended to better understand
the characteristics of the impact of influencers on consumers. Your answers will only be used
for the thesis.

Thank you in advance for your participation in this study.

Use of Instagram

Q1. Do you have an Instagram account?
e Yes
e No

Q2. Rate your answers to the following questions on the scale from “Never” to “Always™:

On Instagram Never Rarely Not sure Often Always
I...

Share my daily
life

Follow the life
of my friends,
relatives,
acquaintances
Search for
inspiration,
advice, good
tips and hacks
Follow
influencers

Influencers are people who have a visible and regular social media presence. They share their
opinions about a product or service with their audience on a regular basis.

Q3. Do you follow any influencers?

e Yes
e No

Q4. Rate your answers to the following questions on the scale from “Strongly agree” to

“Strongly disagree”:



When I want to | Strongly Disagree | Neither agree nor | Agree Strongly

buy a product: disagree disagree agree

In general, I prefer
to ask my friends
and family for
their opinion on a
product  before

buying it

I prefer a product
that everyone

likes or uses

I prefer a product
that I  think
everyone else

approves of

In general, I prefer
a product that is
recommended by
my friends and

family

I prefer a product
that allows me to
identify with

others

Macro-Influencer presentation:

Q5. MACRO-influencers are those who have 50,000+ followers. Based on this description, do
you follow any macro-influencers:

e Yes

e No

Q6. Which MACRO-influencers do you follow?

Q7. Are you going to continue following those MACRO-influencers now that Instagram is

banned in Russia?



¢ Yes, I’'m going to use VPN to follow them in Instagram
e Yes, I am going to follow them in other social media (Telegram, VK, etc.)
e No

Brand awareness (macro-influencers):
Q8. Do the MACRO-influencers you follow promotes any brand products?
® vyes

® NO

Q9. Write one (1) example of a brand that a MACRO-influencer you follow promote?

Q10. Which MACRO-influencer promotes this brand?

Q11. What are your associations with those brands?

Q12. Have you bought any product by this brand before?
® yes

® NO

Q13. If your answer to the previous question was “NO”, would you like to by the product by
this brand?

e Definitely not

e Most probably not

e Notsure

e Most probably yes

e Definitely yes

Q14. If your answer to the question 13 was “Definitely not” or “Most probably not”, then why?

Q15. If your answer to the question 13 was “Definitely yes” or “Most probably yes”, then why?




Influencer's values (macro-influencers):

Q16. Rate your answers to the following questions on the scale from “Strongly agree” to

“Strongly disagree”:

Strongly

disagree

Disagree

Neither agree nor

disagree

Agree | Strongly

agree

1 understand  the
micro-influencer's

values and personality

I find that the micro-
influencer's values

match that of my own

I think the micro-

influencer is like me

I think the micro-

influencer reflects the

brand's image well

Q17-20. Upon seeing the brand in the post by macro-influencer, what thoughts do you have

about this brand:

This brand has poor quality

I don't like this brand

This brand is worse than others

This brand has bad values

Purchasing behaviour:

12345
12345
12345
12345

The brand has good quality

I like this brand

This brand is better than others

This brand has good values

Q21. Rate your answers to the following questions on the scale from “Strongly agree” to

“The product appearing in the posts of several macro-influencers makes me want to buy it”:

“Strongly disagree”:
Strongly Disagree
disagree

Neither agree nor disagree | Agree

Strongly agree

Brand engagement (macro-influencers)

Q22. Rate your answers to the following questions on the scale from “Strongly agree” to

“Strongly disagree”:



When seeing a | Strongly Disagree | Neither  agree | Agree Strongly
brand appear in the | disagree nor disagree agree
posts of macro-
influencers, 1 feel
that:

The brand made a

strong impression

on me
The brand
induced/influenced

my feelings

I felt strong
emotions for the
brand

The brand engaged
me strongly on an

emotional level

The brand cought

my curiosity

The brand made me
this about serious
issues
(environmental
problems, child

labour, etc.)

I felt like
interacting with this
brand (liking its
page, visiting the

store, etc.)

I am not impartial
to the brand

I feel like I am part
of the brand's

community

Micro-Influencer presentation:



Q23. MICRO-influencers are those who have between 10,000 and 50,000 followers. Based on
this description, do you follow any:

e Yes

e No

Q24. Which MICRO-influencers do you follow?

Q25. Are you going to continue following those MICRO-influencers now that Instagram is
banned in Russia?

¢ Yes, I’'m going to use VPN to follow them in Instagram

e Yes, I am going to follow them in other social media (Telegram, VK, etc.)

e No

Brand awareness (macro-influencers):
Q26. Do the MICRO-influencers you follow promotes any brand products?
® vyes

® NO

Q27. Write one (1) example of a brand that a MICRO-influencer you follow promote?

Q28. Which MICRO-influencer promotes this brand?

Q29. What are your associations with those brands?

Q30. Have you bought any product by this brand before?
® vyes

® NO

Q31. If your answer to the previous question was “NO”, would you like to by the product by
this brand?

e Definitely not

e Most probably not

e Notsure



e Most probably yes
e Definitely yes

Q32. If your answer to the question 31 was “Definitely not” or “Most probably not”, then why?

Q33. If your answer to the question 31 was “Definitely yes” or “Most probably yes”, then why?

Q34. Rate your answers to the following questions on the scale from “Strongly agree” to
“Strongly disagree”:

Strongly | Disagree | Neither agree nor | Agree | Strongly

disagree disagree agree

I  understand the
micro-influencer's

values and personality
I find that the micro-

influencer's values

match that of my own

I think the micro-

influencer is like me

I think the micro-

influencer reflects the

brand's image well

Purchasing behaviour (micro-influencers):
Q35-38. Upon seeing a brand in the post by MICRO-influencer, what thoughts do you have
about this brand:

This brand has poor quality 12345 The brand has good quality

I don't like this brand 12345 I like this brand

This brand is worse than others 12345 This brand is better than others
This brand has bad values 12345 This brand has good values

Q39. Rate your answers to the following questions on the scale from “Strongly agree” to
“Strongly disagree”:

“The product appearing in the posts of several MICRO-influencers makes me want to buy it”:



Strongly Disagree Neither agree nor disagree | Agree Strongly agree

disagree

Brand engagement (micro-influencers)
Q40. Rate your answers to the following questions on the scale from “Strongly agree” to

“Strongly disagree”:

When seeing a | Strongly Disagree | Neither agree nor | Agree Strongly
brand appear in | disagree disagree agree
the  posts  of
MICRO-
influencers, 1 feel
that:

The brand made a

strong impression

on me
The brand

induced/influence

d my feelings

I felt strong

emotions for the

brand
The brand
engaged me

strongly on an
emotional level
The brand caught
my curiosity

The brand made

me this about

serious issues
(environmental
problems, child
labour, etc.)

I felt like

interacting ~ with




this brand (liking
its page, visiting

the store, etc.)

I am not impartial
to the brand

I feel like I am
part of the brand's

community

General information:
Q41. What is your gender?
e Female

e Male

Q42. What age group do you belong to?
e < |8 years

® 18 to 25 years old

® 26 to 35 years old

® 36 to 45 years old

® 46 to 59 years old

e 60 years or older

Q43. What is your level of education:
® O classes

e 11 classes

e unfinished higher education

® bachelor education

e masters/specialty education

® post-graduate school

e PhD

Q44. How would you describe the level of your financial situation

e [ don't always have enough money for food

e [ have enough money for food, but buying clothes is a serious problem for me

e | have enough money for food, but buying small household appliances (for example, a
microwave oven) causes difficulty)

e | have enough money to buy small household appliances, but I don't have enough for a car




e My funds will be enough for everything, except for such large acquisitions as an apartment
or a country house
e [ have no financial difficulties, if necessary I can buy an apartment or a house

You have reached the end of the questionnaire. I would like to thank you, once again,

for the time you have taken to complete this survey. It contributes enormously to my research.



APPENDIX 2. Questionnaire in Russian

JlaHHasi aHKEeTa MPOBOJUTCS B PaMKaXx JUIIJIOMHOM paOOThI, LIETIBI0 KOTOPOH SBIISIETCS
u3ydeHne Takoro (eHOMEeHa B coIceTsAX Kak HHpmoeHcepsl. EcTh au y Bac akkayHT B
uHctarpame? [Toanucansl 1 Bel 3a nngmoencepamu B uactarpame? Ecnu Bol otBeTnim "na"
Ha 00a 3THX BOIpoca, TO Bbl MoXkeTe 0ka3aTh HEOIICHUMYIO ITOMOIIIb, IPUHSAB y4acTUE B 3TOU
ankere. Ha 3amosHeHue aHkeThl yiaeT Bcero 15 MMHYT. AHKETa IOJHOCTBIO AHOHMMHA U
COOTBETCTBYET 3aKOHY 0 KoH(pUIeHIIMaTbHOCTH EPCOHANBHBIX JaHHBIX. Balim oTBeThl HUKaK
He OyIyT CBs3aHBI C Balleld JUYHOCTHIO. Llenb JaHHOrO MCCleqoBaHUS - Jy4Yllle MOHSATH
0COOEHHOCTH BO3JEHCTBUA WHQIIOCHLEPOB Ha moTpeduteneid. Bamm oTBeTsl OyayT
MCTIOJIb30BaHBI TOJIBKO IS HAITMCAHUS TUIUIOMHOM paboThI.

3apanee 61aroiapro 3a y4acTHe B UCCIIEIOBaHHH.
Hcnosb3oBanue HHCTarpama
Q1. Ectb 1n y Bac akkayHT B uHCTarpame?
e [la

e Her

Q2. OueHuTe YTBEPKIACHUS MO MIKAJIE OT «HUKOTJA» J10 «BCETIay:

B uncrarpame Hukorna Penxo 3aTpyIHAIOCh Yacto Bcerna
... OTBETUTH
Paccka3smwiBaio o
CBOEH
IMOBCEIHEBHOM
JKU3HHA

Cnexy 3a
JKM3HBIO MOHX
Jipy3en,
POACTBEHHUKOB,
3HaKOMBIX

Ny
BIOXHOBEHHUE,
COBETHI,
IIOJIC3HEIE
PEKOMMEH 1alI!
u naiidxaku
Cnexy 3a
IIOCTaMHt
MH(IIIOCHCEPOB




WudmroeHceps! - 3TO JI0/IM, UMEIOIINE 3aMETHOE U PETYJIIPHOE MPUCYTCTBUE B COIMATIBHBIX
cerax. OHU HA MOCTOSTHHOM OCHOBE JIEJIATCS CO CBOEH ayJUTOpHEll MHEHHEM O KaKUX-JIH0O

MIPOIYKTaX WM YCIyrax.

Q3. Iloanucansl Ji1 BBl HAa HHPIIOCHCEPOB?

e [la

e Her

Q4. Ouenute yTBEpKACHHS IO IIKale OT «a0COJTIOTHO HE COTJIACEH/CHA» J0 «a0COIOTHO

COTJIACEH/CHaY:

Korma s xouy | A6comoTs | He 3aTpyIHSAIOCH Cornace | AGcomoTHO
KYyIUTh KaKOH-TO | 0 HE | cornaceH | oTBETUTH H/CHa COTJIAaCeH/CH
MPOIYKT: cornacer/ | /cHa a

CHa

B ocHOBHOM 1
IIPEIIIOYNTAIO
CIPAIINBaTh
MHEHHE Ipy3eH U
POACTBEHHUKOB O
IIPOAYKTE,
IIpexIe 4eM

IIOKYIIaThb €ro

S npeamnouuraro
MPOJYKT,
KOTOPBIN BCEM
HPaBUTCSA W
HCIIOJIb3YETCS
00IBIIUM
KOJINYECTBOM

monen

S npeamnouuraro
IIPOIYKT,
KOTOPBIU, KaK MHE
KayKkeTcs,
0JI0OpSIOT BCE

OCTaJIBHBIC

B ocHOBHOM 4

MIPEATIOYUTALO




MPOJYKT,
KOTOPBIN
PEKOMEHIYIOT
MOU Jpy3bs U

POACTBEHHUKH

S npeamnouuraro
TPOJIYKT,
KOTOPBIN
MO3BOJISIET ~ MHE
uaeHTuGuIMpoBa

Tb ceos c

JPYTUMHU JIFOIbMHU

IIpe3enTanus Makpo-uHQJIIOEHCEPOB:
Q5. MAKPO-unmmoeHcepaMu CYUTAIOTCS OJI0TepBl, Ubsd ayIuTOpus HacuuThiBaeT ot 50,000

u Oojtee HOAININCYHUKOB. OCHOBBIBasICh Ha dTUX JAaHHBIX, IIOAIIMCAaHbI JIX BrI Ha KakuX-1H00
MAKPO-un¢proercepo?

e [la

e Her

Q6. Ha kakux MAKPO-undgoencepos Bsl noanucansi?

Q7. YuutsiBas 3anpet uHcrarpama B Poccuu, codupaetech 11 Bbl 1 gasnbine ciaeIuTh 3a STHMU
uHII0eHCEpaMu?

e Jla, s monp3yrock VPN, 4T0OBI 00XOIUTH 3ampeT

e Jla, s cnexy 3a HUMH B apyrux comucersix (Telegram, VK u 1.71.)

e Hert

Y3naBaemocth Openaa (Makpo-uH(II0OeHCepHI):

Q8. PexnamupyroT IM Makpo-WH(IIOCHCEpHI, Ha KOTOPHIX BBl moamucaHbl, Kakue-1ubo
Openab1?

e [la

e Her

Q9. IIpusemure npumep moboro omgHoro (1) OpeHma, KOTOPBIH peKIAMUPYET MaKpo-

HHQIIIOCHIEP, HA KOTOpOro Brl moamnucans




Q10. Y xakoro MAKPO-un¢mroercepa Bl yBuaenu pexinamy nansHoro Openaa?

Q11. Kakue y Bac acconmanuu ¢ JaHHbIM OpeH10M?

Q12. Tlokamanu 1 Bel mpoaykT gaHHOTrO OpeHaa panee?
e [la

e Her

Q13. Ecnin Ha npeasiaymii Bonpoc Ber orBetnu «HET», To xotenu 651 Bel Kynuthb
MPOAYKT IaHHOTO OpeHa?

e Touno He kynum(a) ObI

e Ckopee He Kynua(a) bbl

e 3aTpyJHSKCh OTBETUTh
e CKopee Kynu(a) 6bl

e TouHo kynui(a) Ob

Q14. Ecnu Bamr otBet Ha Bompoc 13 6bu1 «Touno He kymmi(a) 661y mwiu «Cropee He
Kkynui(a) Ob», TO moueMy?

Q15. Ecniu Bam otBet Ha Bonpoc 13 611 «Cropee kynui(a) Ob1», uinn «Touno kynui(a) Ob1»
TO TIouemy?

IlenHocTH MaKpO-HH(JIIOEHCEPOB:

Q16. Ouenure yTBepKIEHH 1O IIKaJe OT «aOCOJIOTHO HE COTJIACeH/CHa» 0 «abCOIOTHO

COTIJIACEH/CHAY:
Abcomo | He 3aTpyIHAIOCH Cornac | Abcomot
THO HE | COINIaceH | OTBETUTH €H/CHa | HO
coriaces | /cua coryiacen/
/cHa cHa

Mmue MOHSTHBI

LEHHOCTH U JIMYHEIE




0COOEHHOCTH

MaKpOUH(IIIOCHCEPOB

A CUHTAIO, 4TOo
LIEHHOCTHU

MaKpOUH(IIIOEHCEPOB
COBMAJAIOT C MOUMH

COOCTBEHHBIMU

S cunraro, 4TO MaKkpo-
MHQIIIOCHCEPhl HUYEM
HE OTJIMYAIOTCA OT

MCHA

S cunraro, 4TO MaKkpo-
UHQIIIOCHCEPHI

Xopomo OTpaxxaroT

UMUK OpeHoB,
KOTOpBIC OHU
PEKIaMHUPYIOT

Q17-20. Buns pexnamy OpeHia y Makpo-uHQIIIOeHCepa,

MOBOJIy pPEKJIaMUPYEMOT0 OpeH a:

VY 3Toro 6peHsa mIoxoe KayecTBo 12345
MHe He HpaBUTCS AaHHBIA OpeH.T 12345
3TOT OpeH] XyKe APYTHX 12345
VY 3Toro 6peHsa IoXue HeHHOCTH 12345

KaKuC MBICJIM BO3HHUKAIOT Y Bac no

Y Openpa xopoiiee Ka4ecTBO
MHe HpaBHTCS JaHHBINA OpeH]T
OrtoT OpeHp Jydiie Jpyrux

VY 3toro 6peHaa xopouire IeHHOCTH

Iokynarenbckoe noBeaeHne (MaKpo-uHQJIOeHCEPbI):

Q21. Ouenure yTBepKIEHH IO MIKaJe OT «aOCOJIOTHO HE COTJIACeH/CHa» 10 «abCOIOTHO

COTJIACEH/CHAY:

«YBHJIEB, UTO MPOAYKT MOSBIISAECTCS B TIOCTaX Y HECKOJIBKHX MaKpO-UH(IIOCHCEPOB, Y MEHS

Cpa3y K€ BO3HUKAET KEJIAHUE KYyIIUTh JAHHBIA IPOILYKT»
M

AbcomotHo | He 3aTpyaHSIOCh OTBETUTh
HE corJjiaceH/cHa
corjiaceH/cHa

Cormacen/c | AGCOIOTHO

Ha coryiaceH/cHa

B3anmopeiicrBue ¢ Openaom (Makpo-nHQJII0eHCEPbI)



Q18. Ouenure yTBep:KIEHH 1O IIKaJe OT «aOCOJIIOTHO HE COTJIACeH/CHa» 10 «abCOIIOTHO

COTJIACEH/CHAY:

Hame Beero, AbcomotH | He 3aTpyIHSIOCH Cormace | AGCOMOTHO
KOT/Ja sl BUXKY

OT3bIB O OpeH/ie B
noctax MAKPO- | cornacen/ | /cHa a
MHQIIIOCHCEPOB, 1 | cHa
HOHUMAI0, YTO:

0 He | coraced | OTBETUTH H/CHA COIJIaCEH/CH

bpenn npoussén
Ha MEHs CWIBHOE

BIICYATJICHUC

bpenn BbI3BIBAET
BO MHE/BIIHSIECT Ha

MO 1yBCTBa

A HUCIBITHIBAIO
CIWIbHBIE JYMOIIUU

IO OTHOIICHHIO K

OpeHy

bpenn CUJIBHO
3aMHTEPECOBAII
MEHs Ha
SMOLMOHAIBHOM
YPOBHE

bpenn BeI3BAN Y
MEHs

JIFOOOIBITCTBO

bpenn 3acrasisier
MEHS 3aJyMaThCs
0 Oonee
CEpBE3HBIX
BOIIpOCax
(mpobGiembl
OKpPY’KaroIlen
Cpedpl, JETCKHUM
Tpyna, T.1.)

Mue 3axoTesioch

B3aUMOJIENICTBOBA
Tb C 3TUM

OpeHaoM




(mocMoTpeTh  €ero
CTPaHUILY B
COIICETSIX,

IIOCTaBUTh  JaMK

€ro MocTam H T.1.)

bpenn wmHe He

Oe3paznuueH

51 ayBCTBYIO cebs
YaCThIO

cooO1iecTBa

Openaa

IIpe3enTanusa MUKpPO-HH(IIOEHCEPOB:

Q23. MUKPO-unparoeHcepaMu CUUTAIOTCS OJIOTEPHI, Ubsl AyAUTOPUS HACUUTHIBAET OT
10,000 u mo 50,000 noxamucurkoB. OCHOBBIBAsICh Ha ATUX JaHHBIX, HOAIMCAHEI 11 BBl Ha
kakux-m60 MUKPO-undroercepon?

e [la

e Hert

Q24. Ha xakux MUKPO-un¢roercepoB Bel moanucansi?

Q25. YuursiBas 3amper uHcTarpama B Poccum, cobupaerecs a1 Bel U gamnbine ciaeauTh 3a
stumMu MUKPO-undmroencepamun?

e Jla, s monp3yrock VPN, 4T0OBI 00XOIUTH 3ampeT

e Jla, s cnexy 3a HUMH B apyrux coucersix (Telegram, VK u T.71.)

e Hert

Y3naBaemocth Openaa (MUKpPO-UH(IIOCHCEPHI):

Q26. Pexnamupytor 1u MUKPO-undatoeHceps!, Ha KOTOpbIX Bl moamnucansl, Kakue-imoo
Openab1?

e [la

e Her

Q27. IlpuBeaure mpumep moboro omnoro (1) OpeHaa, KOTOpHI pPEKIaMHPYET MHKPO-

UHQIIIOCHIIEP, HA KOTOPOro Brl moamnucans

Q28. Y xakoro MUKPO-undmroencepa Bl Bunenu pexkiamy ganHoro 6pesaa’?



Q29. Kakue y Bac acconmanuu ¢ JaHHbIM OpeH10M?

Q30. INoxynanu nu Bel mpoaykT panHoro 6peHna paxnee?
e [la

e Hert

Q31. Ecniu Ha npeasiayimii Bonpoc Ber orBetnim «HET», To Xotenu 651 Bel Kynuthb
MPOAYKT aHHOTO OpeHja?

e Touno He kynum(a) ObI

e Ckopee He Kynua(a) bbl

e 3aTpyJHSKCh OTBETUTh
e CKopee Kynu(a) 6bl

e TouHo kynui(a) Ob

Q32. Ecnu Bamr otBet Ha Bompoc 31 6bu1 «Touno He kymmn(a) 661y mwiu «Cropee He
Kkynui(a) 06, TO moueMy?

Q33. Ecnu Bamr otBet Ha Bonpoc 31 6611 «Ckropee kymnui(a) Ob1», min «Touro kynui(a) ObD»
TO TIouemy?

IenHocTH MUKPO-HH(JIIOEHCEPOB:

Q34. Ouenute yTBepKIEHHUS IO IIKaJle OT «a0COIIOTHO HE COTIACEH/CHA» /10 «abCOIOTHO

COTJIACEH/CHa»:

Buns pexnamy | A6como | He 3aTpyIHAIOCH Cornac | AOcomioT
OpeHga B TmOCTe Yy | THO  HE | COTJIaceH | OTBETHUTH eH/cHa | HO
MUKPO- coryiaceH | /cHa coryaces/
uH{}IIIOCHCEepa, a | /cHa CHa

MOHUMaAIO, YTO:

Mue MOHSATHBI

OCHHOCTU W JIMYHBIC




0COOEHHOCTH

MUKPOUH(IIIOCHCEPOB

A CUHTAIO, 4TOo
LIEHHOCTHU

MUKPOUH(IIIOCHCEPOB
COBMAJAIOT C MOUMH

COOCTBEHHBIMU

S cunraro, 4TO MUKPO-
MHQIIIOCHCEPhl HUYEM
HE OTJIMYAIOTCA OT

MCHA

S cunraro, 4TO MUKPO-
UHQIIIOCHCEPHI

Xopomo OTpaxxaroT

UMUK OpeHoB,
KOTOpBIC OHH
PEKIaMHUPYIOT

Q35-38. Bunas pexnamy OpeHna y MUKpo-HH(]IIIOeHCepa, KaKue MBICIH BO3HHKAIOT y Bac mo

MOBOJIy pPEKJIaMUPYEMOT0 OpeH a:

VY 3Toro 6peHsa mIoxoe KayecTBo 12345
MHe He HpaBUTCS AaHHBIA OpeH.T 12345
3TOT OpeH] XyKe APYTHX 12345
VY 3Toro 6peHsa IoXue HeHHOCTH 12345

IToxynartenbckoe noseaeHue (MUKpPO-UH(JIIOCHCEPDI)

Y Openpa xopoiiee Ka4ecTBO
MHe HpaBHTCS JaHHBINA OpeH]T
OrtoT OpeHn Jydiie Jpyrux

VY 3toro 6peHaa xopouire IeHHOCTH

Q39. Ouenute yTBEepKIEHUS IO IIKalle OT «a0COMIOTHO HE COTJIACEH/CHA» /10 «abCONOTHO

COTJIACEH/CHAY:

«YBI/IIIGB, 4TO ONPOAYKT HOABIIACTCA B IMOCTAX Y HECCKOJIBKUX MHKpO-HH(b.HIOGHCGpOB, Y MCHA

Cpa3y K€ BO3HUKAET KEJIAHUE KYyIIUTh JAHHBIA IPOILYKT»
M

AbcomotHo | He 3aTpyaHSIOCh OTBETUTh
HE corJjiaceH/cHa
corjiaceH/cHa

Cormacen/c | AGCOIOTHO

Ha coryiaceH/cHa

BosJiieuéHHoCTh B OpeHa (MUKpPO-HHQJII0eHCEPbI)



Q40. Ouenute yTBEepKIEHUS IO IIKaJle OT «a0COMIOTHO HE COTIACEH/CHA» /10 «abCONIOTHO

COrJIaceH/CHay:
Hame BCCTO, | Abcomrorn | He 3aTpyIHAIOCH Cormace | AOGCOIIOTHO
Koraa s BHXKY |0 HE | corjaceH | OTBETUTH H/CHA COTJIaCEH/CH
OT3BIB 0 OpeHze B | COrinaces/ | /cHa a

nocrax MUKPO- | “H2
UH(IIOCHCEPOB, 5

MOHUMAIO, YTO:

bpenn npoussén
Ha MEHs CWIBHOE

BIICYATJICHUC

bpenn BbI3BIBaEcT
BO MHE/BIHSIET HA

MO 1yBCTBa

A HUCIBITHIBAIO
CIWIbHBIE JYMOIIUU

110 OTHOIICHHIO K

Openay

bpenn CHJIBHO
3aMHTEPECOBAII
MCHHA Ha
9MOIMOHAILHOM
YpOBHE

bpenn BeI3BaN y
MEHS

JIFOOOIBITCTBO

bpenn 3acrasisier
MEHS 3ayMaThCs
0 Oonee
CEpBE3HBIX
BOIIpOCax
(mpobnembl

OKpY Karoleun
Cpenpl, JETCKHUM
Tpyna, T.1.)

Mue 3axoTesoch

B3aUMOJIEHICTBOBA




Tb c 3TUM
OpeHaoM
(mocMoTpeTh  €ero
CTPaHUILY B
COIICETSIX,
MOCTaBUTh  JIAlK

€ro MocTam H T.1.)

bpenn wmHe He

Oe3paznuueH

51 ayBCTBYIO cebs
YaCThIO

cooO1iecTBa

Openaa

OcHoBHast uH(popManus:
Q41. Ykaxure cBOM MOI:
e X

e M

Q42. Ykaxxute CBOIO BO3PACTHYIO TPYyMILY:
e MHe HeT 18 jer
® o1 18 10 25 ner
® 0T 26 10 35 ner
® o1 36 510 45 ner
® 0T 46 510 59 ner

® o1 60 JsieT u crapiie

Q43. Ykaxure ypoBeHb Bamrero oopazoBaHusi:
e OcHoBHoe of1iee (9 Ki1accoB)

e Cpennee obmiee (11 kmaccon)

® He3zakoHYEHHOE BbICIIEE

e bakanaBpuar

e MarucTparypa/creuaiuTeT

e AcnmupaHTypa

® JlokTOpaHTypa

Q44. Kak 651 Bl oxapakTepu3oBaiy ypoBeHb Barero MaTepraabHOTO HOJI0KEHUS

o Mue He BCCTJa 1OCTATOYHO ACHCT Ha Ay



e MHe xBaTaeT AeHer Ha efly, HO NOKYMKA OAeXAbl ANA MEHA - cepbé3Hasa npobnema

e MHe xBaTaeT AeHer Ha eny, HO MOKyNKa MeNKoW ObITOBOM TeXHUMKKM (Hanpumep,
MWKPOBOJTHOBKA) BbI3bIBAET 3aTPyAHEHUE)

e Y MeHA [OCTaTOYHO AEHEer Ha NOKYMNKY MeKon BbITOBOM TEXHUKM, HO HA aBTOMObOUNb
MHe He XBaTuT

e Mowux cpeacTB XBAaTUT HAa BCE, KPOME TaKUX KPYMNHbIX NPUOBpeTEHNIN KaK KBAapTMpa UK
3aropoAHbIii AoM

® Y MeHSA HeT HMKAKMX GMHAHCOBbIX 3aTPYAHEHWUI, NP HEOBXOAMMOCTM A MOTY KynuTb

KBAPTMPY MU AOM

Bbl mogonui x KoHIy naHHOro ompoca. Emé pa3 Omaromapro 3a yuactue. Bam Bkian

HEBEPOSITHO BaXKEH 11 MOEH pabOTHI.
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