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The objective of this thesis was to study the growth of Instagram in the context of Bangladesh, to be
precise, in the scenario of influencer marketing. It also aimed at assessing the authenticity of this ad-
vanced marketing tool into the individuals residing in Bangladesh as well as identifying apparently
how this marketing tool is implementing the rising media field of Instagram influencers with the goal
of accumulating more customer engagement, loyalty, and trust. This research emphasizes the impact
of Instagram influencers for brand images while examining the reasons why Bangladeshi consumers
are more inclined to this marketing method in terms of their buying behaviour.
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along with its interconnected exposures, and the impact of Instagram influencer marketing on con-
sumer behaviour while illustrating the core marketing strategies as well as highlighting the impact of
this particular marketing method on customers’ purchase intention.

In order to conduct the research and accomplish the goal, the quantitative approach of having a frame-
work of a survey questionnaire was implemented by using Webropol software with the aim of pri-
mary data collection in June, 2023. However, secondary data was also gathered for the literature re-
view used by utilizing sources available on books, e-books, academic journals, and articles which
eventually created a full overview on the research topic.

The result of this thesis project provided the argumentative reasoning on how Instagram, the rising
media channel and its influential community is empowering and boosting brand images towards the
general customers accompanying with sustaining the consumer engagements and values. As a result,
the accumulated vivid and profound angles can also be utilized for brands as well as marketers to up-
grade their existing strategies and thus gain more customer satisfaction.

Key words
Consumer Behaviour, Influencer Marketing, Instagram, Instagram Influencers




ABSTRACT

CONTENTS
L INTRODUGCTION. ...ttt bbbttt b e bbb bbb e st et e b s b b s be st e e b e eseeneenee e 1
2 INSTAGRAM INFLUENCER MARKETING AND CONSUMER BEHAVIOUR...................... 3
2.1 INTIUENCET MAFKETING ... bbbttt b et b et 3
2.1.1 Definition of influencer Marketing..........cccovieiieie i 3
2.1.2 Evolutions of influencer Marketing..........coviiiiiiiiei e 5
2.2 The rise of Instagram in MAarKetiNg..........ccoovieiiiiiiiece e 8
2.2.1 OVErVIEW OF INSTAGIAIM ......iiiiiiiiiiiieie bbbttt bbbt 8
2.2.2 Role of Instagram in MAarketing .......c.cccooiveiiiiiiieceece e 11
2.2.3 Instagram influencers and their IMPaCcE ...........ccoceiiiiiiie e, 15
2.3 The impact of instagram influencer marketing on consumer behaviour ..............c.cccccveevenee. 17
2.3.1 Influencer marketing strategies 0N INSTAGIaM .........cccociririiinineee e, 17
2.3.2 Effects of instagram influencers marketing on consumers’ buying behaviour ............ 20
3 RESEARCH METHODOLOGY ....ooiiiiiiiieie ettt sttt 23
TN I YT Lol a0 (1] T | SRS PSSRSPI 23
3.2SaMPIING TECNNIGUE .....eeeiie bbbt b ettt 24
3.3Data COllECtion MELNOM ........coveiviiiiiee e bbb 24
3.3.1 Primary data COIECTION .........couiiiiiii e 25
3.3.2 Secondary data COIECTION..........cuiiiiii e s 26
3.4 Data analysis tECANIQUE ..........ooiiiiiiiiee e 27
4 RESULTS AND FINDINGS .....cooiiitiecteeeeese ettt sttt ene e 28
5 CONCLUSIONS AND DISCUSSIONS .......coiiiiiiiieisieieie ettt 38
REFERENGCES. ... ..ottt s st e et et e st et e et e e aeese e st et e s e ntententeeneaneeneeneens 40
APPENDICES
FIGURES
FIGURE 1. Evolutions of influencer Marketing ............coviiiiiiiiiiee e 7
FIGURE 2. Highest ROI fOr SElliNg PrOTUCTS........cc.oiviiiiiiiiieieieese e 11
FIGURE 3. Role of Instagram in Marketing ..........ccccciveiiiieieeie et 12
FIGURE 4. Type of influencers and their TOHOWENS............ccovoiiiiiiiiiiccceee e 16
FIGURE 5. Four M's of influencer Marketing ...........ccoovoieiieii i 20
FIGURE 6. Five steps of buyer deCiSION PrOCESS .......ccuciviiiiiiiiieiie e stes et re e srae e ne e 21
e (T L] A CT=T oo [T USRS 29
FIGURE 8. AGE GFOUP .eittiieiiiieeitiieeeitteastte e e stte e s steaeataeessteaeasteeessbeeeasbeeessbeeessaeeesaaeeesseeeeanbeeensaeeanseeeansneeas 29
FIGURE 9. Daily time Spent 0N INSLAQIaM .........c.eiiiiiiiiiie ettt srae e sneeene e 30
FIGURE 10. Most Interesting CONENT LYPES ......ccviiiiieiieiie ettt ettt srae e sneeene e 31
FIGURE 11. INFIUBNCET AWAIENESS .....cvieuiiiiieitieie e stee ettt sttt sttt e et ne et e sneenreeeennes 32
FIGURE 12. Influencers' impact on brand fOHOWING ..........ccoeiiiiiiiicec e 32
FIGURE 13. Influencers’ impact on buying Denaviour ..., 33
FIGURE 14. Influencer’s authenticity on product recommendations ............coceeveerreereerireerineeneeseennnes 34

FIGURE 15. Trust on influencers' product recommendations............cccoovvriereiieeieenesieseese e e see s 35



FIGURE 16. Perception on influencers' producCt USAQE .........cccouvrirrveriesieseee e e esee e e ie s 36

FIGURE 17. Comparison with INfIUENCETS’ ........coiiiiiiiiiiiiiiiiii e 37
PICTURES

PICTURE 1. Main characteristics of influencers (Morteo 2018, 7) .....cccccevveveeieiieese e, 16
PICTURE 2. Fisherman's Influence Marketing Model (Brown & Fiorella, 77) .....c.ccccccoevvvevvieieennnnn, 18
PICTURE 3. Customer-Centric Marketing Model (Brown & Fiorella, 78) ........cccccevvevviieiviiesieen, 19
PICTURE 4. Screenshot of the survey link and Thank you message (Instagram story) ...........c.cccoc...... 25
TABLES

TABLE 1. Types Of SUNVEY QUESTIONS .......ccveiiiieiiieitecie st esie et e et ste e sta e te e sraesnesneesteeaesneesnees 26



1 INTRODUCTION

The Impact of Instagram Influencer Marketing on Consumer Behaviour in Bangladesh is apparently a
research-based thesis where the formulation has been conducted by incorporating two prime aspects of
today’s business world. Starting with the social media’s uttermost revolutions and certainly the widely
used marketing tool in this modern era which is Instagram along with its extensive impact on the con-
sumer level of Bangladesh. Now, to specifically mention the objectives behind this thesis, it definitely
starts with understanding if Instagram, the sensational media platform for influencer marketing is actu-
ally being expanding or evolving into the consumers residing in Bangladesh, and if so, how well its
marketing community is being authenticated among people as well as how exactly it’s operating to uti-
lize the voices of Instagram influencers in terms of gaining more customer engagement, loyalty and
trust. In a nutshell, this thesis is going to be highly reflecting on how this particular platform is impact-
ing on brand images, and the rationality coming from the consumers that are forming them to be more
encouraging, adaptive and diverting to this ongoing and pragmatic marketing tool rather than other
marketing methods. Apart from that, since this thesis truly specifies a certain region, hence, it makes a
room for portraying how this specific South Asian country is ultimately following the path of digital
marketing agenda, and moderately moving forward to do advertising or promoting through the potenti-
ality of that. Furthermore, it's going to be comprising both Instagram influencers and consumer per-
spectives merging with the further considerations that are aligning in this matter. Here, the received
outcomes are thoroughly going to be working in favour of the potentiality of the Instagram influencers
as well as the customers and their values in such way that people all over the world would get aware of
how Bangladesh is also coping with this specific and ongoing trending tool of digital marketing and
facilitating themselves thereby.

Nevertheless, while moving onto the central area of the literature review, the heightened agenda was to
enlighten the rise of Instagram in the social media, while highlighting all of its corresponding features
that came along in the context of influencer marketing starting with overview of Instagram, role of In-
stagram in marketing, and Instagram influencers and their impact. Eventually, to pivot every attribute
towards the central direction of this research paper, some indispensable subjects including the Insta-
gram influencer marketing strategies, and its effect on consumer buying behaviour while nurturing the
brief idea on consumers’ purchase intention and decision making attached to the Instagram influencer

marketing has conclusively finalized the overall literature review. However, the whole thesis has been



customized based on a particular geographical location as mentioned above containing the visualiza-
tion of how this specific media field signified the overall general market and diversified its impact

gradually yet again effectively.

Now, while stating the research questions, the utmost concern here has been detecting the in-depth
knowledge, rationality, and accuracy of these below mentioned causes.
1. To study the principal demographic and psychographic features of Bangladeshi consumers who
respond to Instagram influencer marketing the best.
2. To study how Instagram influencers profile themselves and engage with their audience in
Bangladesh.
3. To study how Instagram influencers influence consumers' perceptions, decision-making and

buying behaviour towards brands and products in Bangladesh.

In addition to that, the research has been conducted in a quantitative approach of having a framework
of a survey questionnaire published through the Webropol applications in order to gather feedback
from the respondents and come up with the final outcomes thereby. Both primary and secondary data
have been used here. Thus, all the collected secondary data from the referred books, e-books, articles,
academic journals, previous thesis reports and blog posts, has predominantly justified the comprehen-
sive literature review functioning as a foundation to acknowledge the current state of consumer prefer-
ences, purchasing behaviour, and the effectiveness of influencer marketing strategies. Furthermore, to
nurture that received information and enhance that, primary data has also been collected through
online survey responses in this regard. Moreover, concerning the sampling techniques, since I am an
eligible micro-influencer active on the Instagram platform consisting of more than 13,000 followers in
Bangladesh, hence, on the subject of reviewing this particular research, the participants have been con-
sidered as all Instagram users who viewed the Instagram story containing the link of the published sur-
vey on the researcher’s Instagram account and answered thereby. Here, the questionnaire has been ana-
lyzed how the Instagram influencers are successfully persuading the consumer level and providing a
huge impact on brands in Bangladesh, simultaneously the relation and dependency of general custom-
ers regarding their purchasing intention and behaviour. As a result, through the received outcomes
from the end users, all businesses and marketers in Bangladesh can surely utilize and implement that
for the sake of improvising their existing strategies as well as brands agenda and therefore boost the
companies to go an extra mile to provide more customer satisfaction while keeping the Instagram in-

fluencer marketing in mind.



2 INSTAGRAM INFLUENCER MARKETING AND CONSUMER BEHAVIOUR

Being out of the traditional marketing methods, and in the case of implementing online marketing, the
whole concept of social media has the fastest growing communication technologies in both the internet
as well as the marketing (Harb, Fowler, Chang, Blum & Alakaleek 2019). And in today’s time, Insta-
gram is one of the leading social media platforms considering the marketing objectives for brands.
Hence, by executing this specific media platform’s advances, now companies do share their core val-
ues, brand images and vision towards their customers along with other existing companies in the mar-
ket. (Mangold & Faulds 2009, 357-365.)

2.1 Influencer marketing

In this thesis paper, the content has been structured in such a manner where the initial phase has been
started while demonstrating the primary idea on influencer marketing, as well as defining all the re-

lated evolutions that have occurred so far in this concept.

2.1.1 Definition of influencer marketing

Digitalization and the exposure of social media has flourishingly transformed the media perspectives
to a considerable degree that all of its platforms have been successfully generating numerous perspec-
tives and wide-ranging fortuitous aspects. For instance, the influencers, influencer marketing and all
the affiliated prodigies also known as Instafamous during this time (Khamis, Ang & Welling 2016.)
Starting with influencers, they are basically a bit more discrete rather than the conventional celebrities,
in addition, referred to as micro celebrities. To state the uttermost definition, influencers belong to a
certain category of individuals who incorporate an extensive network of social media users as their fol-
lowers in their own channel or platform and hence, generate the right insights and aesthetic towards
the target audiences and therefore, set up lucrative examples to influence as an expert in their particu-
lar fields. (Zhou, LU & Mariani 2019.) Here, the considerable interest coming from the consumer's in-
terpretations is that, as the influencer community is much easier to get in touch with and there is al-
ways an ongoing mutual communication, it keeps a room for the general people to rely on them easily

and hence, keep practicing the lifestyle that is being portrayed. According to the author Alvarez-



Monzoncillo (2023), the influencers have also been introduced as opinion leaders in the society be-
cause of the role that they do play in introducing any new products, behaviours or services that are be-
ing discovered at the latest in practice or keep leveraging its consumption among the people. They are
also more like an actor in the social setting that people keep listening to and following. Apart from
that, they can also be identified as semi-celebrities with a wider base of audience. For instance, there
was a time, when to do any sort of advertisement brands or companies must reach out the personnel or
S0 to say, the celebrities who is compatible with their business field and thus made their adverts visible
to the whole media. However, due to the advancement, as well as the utilization of that, now-a-days
they reach out to such celebrities and the influencers to post their products on their blog pages or Insta-
gram profiles along with opinions and thus influence the followers to divert towards those brands. (Al-
varez-Monzoncillo 2023, 6-7.) In this present time, the market research has also identified this specific
field of influencer marketing as a principle and sensational approach. According to data on youth con-
sumer behaviour, influencers are gaining significance and working at the best interest whilst keeping
the consumer engagement in mind and inspiring the best possible amidst of other marketing channels.
However, as stated in a study by the Association of National Advertisers (ANA) in the year of 2018,
nearly 75% of the consumers corresponded through influencer marketing whereas almost 36% consid-

ered that as the most efficacious. (Alvarez-Monzoncillo 2023, 7.)

Accelerated to the growing platform of the social media, as Szakal (2022) discussed, now people are
relying on reviews online as well as true feedback in terms of making any sorts of purchase both online
and offline. In the context of doing so, they are basically in need of persons who get able to provide the
ongoing transparency and consistency for that. Based on this, there has been a new profession discov-
ered who has been known as influencers. In this regard, the job here is to basically point out the utmost
reliability in the general people’s life that has been provided by the influencers. However, it is also
stated that though it’s relatively a new genre of interest encountering in the general people preferences,
the influencer marketing has become the first choice to promote the brands for both the brands and the
influencers. Influencer marketing, according to Lou and Yuan (2019), is also another form of market-
ing method where marketers and brands both come together in order to settle for specific influencers
and hence deliver the task onto them of making the branded contents to advertise those in all the avail-

able social media platform.

Thus, influencer marketing is basically a collaboration between the famous social media users and the

brands or companies, where both parties get benefitted by exchanging few terms with each other where



the result is bestowed upon the customers. For instance, there is always an influencer marketing deal
that the influencers have to promote those brands’ products or services as a post in their social media
Channel and hence, supposed to be receiving a flat rate per post or some certain percentages of profit
from that brand whenever a customer do make a purchase either through their post with a purchase
gateway or a promo code. Thus, brands gain more sales and customer engagement. Here, the payment
coming from brands towards influencers is never a defined one, and that is because it always depends
on that particular deal that both parties have agreed on as well as the responses receiving from their
posts, nevertheless it is between three to five figures, and sometimes six figures for celebrities.

(McKinsey & Company 2023.) Hence, in light of that it can be simplified as below.

A high degree of congruence between the image of a social media influencer
and the consumer’s ideal self-image leads to effective endorsement outcomes (Alvarez-
Monzoncillo 2023, 28).

2.1.2 Evolutions of influencer marketing

In recent years, influencer marketing has become the revolutionary marketing tactic mostly for the
marketers which is taking the reach of brand images and awareness, along with its customer engage-
ment to another milestone. (Leung, Gu, Li, Zhang & Palmatier 2022, 18). Apart from that while scruti-
nizing the background history on influencer marketing, one common theme that has always been in the
picture is in terms of promoting any kinds of brands or encouraging the customers, the requisite of
having some influential individuals have had no alternatives even though in the absence of social me-
dia. People have always been motivated to make purchases on what they were seeing on either print
ads and television or something they were hearing on radio. From that to this road of modern influ-
encer marketing, according to the article published by Aspire (2023) it has brought up the endless
changes and that is also keep going so far. For instance, this basically started as a phase one named as
the pioneers (FIGURE 1) back in the 18th century where the cream-colored artwork by a British pot-
ter, named Josiah Wedgwood got the highest admiration as “Her majesty’s Potter” and approval from
the Queen Charlotte in the year of 1765, and accelerated to that, the potter was dexterous enough to
exploit this essence of portraying the art as “Queensware” by advertising through the stated face value
of the influential queen which eventually caused his business a great opportunity. Moving forward to
that, phase two started as influencing people through the fictional characters (FIGURE 1). For in-



stance, in 1932 Coca Cola has attained the best possible beverage sales at the height of great depres-
sion through the cheery image of Santa Claus in order to divert the target demographic while demol-
ishing the negatives as well as compelling the consumers towards the positive attributes of the com-
pany. With time another pattern of influence marketing was discovered known as phase three in the
market that kept going for a certain period of time which is still ongoing in the market and that was ce-
lebrity endorsements (FIGURE 1). Companies were relying and making agreements with the celebri-
ties because they had a large amount of population following their lifestyle and prioritizing their pref-
erences. As a result, brands like Nike and Pepsi began to establish alliances with them to advertise
their products through the quintessence of their popularity. Afterwards, at the peak time of the rising
reality TV (FIGURE 1) shows, marketers quickly diverted to those personalities who were being cast
in those reality shows referred as phase four. For example, the TV series named “Keeping Up With
The Kardashians” which broadcasted in America got world-wide fame just within a bit of time simply
because people could relate with such genuine entertainment sectors way better and found it more au-
thentic since it all relied on reflecting the basics of “reality”. Therefore, the reality TV stars paved the
groundwork for future social media trends based on their overnight success and high volume of view-
ers engagement. Ultimately, by the moment all the social media platforms, for example, Facebook, In-
stagram, Twitter, and YouTube were moving upwards with regard to accumulating millions of users,
people were getting the window of opportunity to forecast their day-to-day life in another privileged
manner. Nonetheless, it has occurred in both ways, starting with the existing celebrities or reality TV
stars who already own high profiles of viewers that have been following them, thus it basically lever-
aged a door for them to gather more engagement on their social networking sights. Another is for the
regular people who finally got the possibility to showcase their lives through their contents being more
authentic, interactive and true to their followers. Subsequently, this is the core maneuver which capti-
vated people than ever before because such influencers are just the normal people who also being liv-
ing the same life as others and hence portraying all the good and bad both parts of their lifestyle and
eventually engaging and encouraging people through high level of trust and authority provided by their
followers, and that is what being designated as influencer marketing (FIGURE 1) in modern society.
(Aspire 2023.)
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FIGURE 1. Evolutions of influencer marketing (Aspire 2023)

As it is already clarified that influencer marketing is evolving in leaps and bounds, but of course, the
more it’s expanding the more it requires a critical approach to deal with. Now that it has faced the
emerging growth, influencer marketing is just not about influencing people in terms of making them
aware of the products or services on behalf of brands, rather than that it’s more about Influencer-driven
commerce to address measurement and conversion concerns as well as authenticity in partnerships.
Starting with the first point of view here, companies are now not forming alliances with the influencers
just to advertise, whereas they are basically inserting and verifying that through the various availability
of different algorithms and metrics for specific social platforms. Influencers are right now operating
something in the middle of the store and its assistance who are implementing the e-commerce platform
to make a purchase and eventually they take percentages of those sales and profits. However, it’s not
just limited in posting photos or videos, influencers are also selling products through the live streaming
feature available on Instagram. As a result, countries such as China, USA and even in Europe, brands
are ready to pay the influencer comparatively large amount of money in exchange of that because in
due course they measure the success through the sales revenue. Another aspect that has been men-
tioned above concerning the authenticity in partnerships is being handled prudently by the influencers
because it has been seen among the consumers, to be precise the millennial, that any sort of campaign
that the influencers are taking part in is more like an advertisement rather than influencing. Based on
that, the influencers are now providing more of an emphasis on their authenticity while detecting their
target audience so that they get able to advertise their influence without compromising. For instance,
skin-fluencers are not just portraying the brands who reach them, but they make sure to let their audi-

ence know the pros and cons in those brand’s products or services as well as their preferred products



while reviewing any products or services that they encountered as a bad experience in the market. In a
nutshell, such practices make the influencers more trustworthy by merging this with the technical ad-
vancements, even more than conventional celebrities because they stay committed towards their fol-
lowers while being impartial and true to their areas of expertise. (Ryan 2021.)

2.2 The rise of Instagram in marketing

This application tool can also be utilized as a replacement of more time consuming and expensive mar-
keting strategies (Granberg 2019, 10). The basic reason behind brands or companies, regular people
and the Influencers community is more engrossed to this social media platform because in Instagram
there is a vast opportunity as well as availability for the users to choose their performing actions. Indi-
viduals can choose what kinds of content they want to see, create and broadcast. Moreover, the strat-
egy that Instagram owns in order to advertise is fundamentally the strongest marketing tool rather than
any others. (Djafarova & Rushworth 2016, 1-7.)

2.2.1 Overview of Instagram

Instagram is basically an application over the social media platforms where the core agenda is to up-
load and share photos and videos. This app was launched by Kevin Systrom and Mike Krieger, two
Stanford graduate students, back on the 6th of October, 2010. And just within the launching day, it
managed to gather 25,000 users instantly and made a record thereby. Within time, just about a week
this app was downloaded for 100,000 times and by the end of that same year, it crossed the number of
almost a million among the users. Concerning its history, it required just about eight weeks for the
software engineers to build up this app and hence launched it afterwards. The app was first based on a
prototype of a web app called Burbn which immediately after raising the funds from investors merged
a few advanced features, yet again made sure to ensure that in a very minimalistic approach, for in-
stance uploading photos with filters, commenting and liking. However, the name was originally re-
volved by combining two words- instant and telegram. At the beginning, it solely relied on the Apple
mobile operating system, whereas with time and its expansion in the year of 2012, it also launched for
Android devices too. The one central reason behind Instagram launching and its usage flooded all over

the social media is simply because just about four months back of the same year, in June 2010, iPhone



4 was launched with an improved version of iOS camera. Nevertheless, in the year 2012, Facebook

bought Instagram for $1 billion in cash and stock. (Bystone 2022.)

The functionality of Instagram is definitively straightforward where the prior focus is to post either
photos or videos like both long and short clips. Though with time latest and progressive feature has
been adjoined here, but as per the inclination of the owners, it has always highlighted the photos and
videos publications rather than anything else. There is an availability of followers which works as the
bridge between people who want to portray their lifestyles or any sorts of content and hence people
who follow them get able to see those. But here is an alternative to make users’ own profiles as public
or private, and that completely depends on the variability of the profile owner's preferences. (Eldridge
2023.)

However, there are diverse features in order to create contents, sharing procedures and thus communi-
cate through Instagram. Starting with photo and video postings where every Instagram users have the
accessibility to post photos and videos as long as it is not against the Instagram Community Guide-
lines. The collection of photos and videos that a user owns also known as IG feed (Instagram feed) for
the followers. Now, people can upload any media up to 1080 pixel according to advanced resolutions
formula. (Instagram Help 2023.) Coming out of the traditional way of uploading videos on Instagram
feeds, there is a sensational feature named Instagram reels which amazed the whole Instagram commu-
nity with its wide range of popularity and took this Instagram utilization in a more successful situation
than ever before. Reels is basically a video sharing method where users can record as well as merge
multiple video clips along with existing audios as well as through the voiceovers, effects and new crea-
tive tools for starting with 15 seconds to 90 seconds maximum. Both personal and private accounts can
post reels from their profiles and it is at this moment, the most effective way to reach huge potential of
audience if one wants to broadcast their Instagram account to that extent. (Introducing Instagram
Reels 2020.) Next to that, there is the most used features on Instagram, for instance Instagram stories
and instagram stories highlight: Instagram story is basically that kind of a feature available on Insta-
gram which enables the users to post any photos or videos just for 24 hours of a time period. And this
is the best way to keep in touch and provide the on-going communicational transparency towards the
followers. After that time period, the pictures or videos get vanished if it’s not added as Instagram sto-
ries highlight in a user’s account, to be precisely at the account feed. And that means, even though a
story is supposed to be displaying any photos or videos just for a limited time, but with this new ad-
vance feature of Instagram highlight, it is now possible to keep those available on a user’s account for

the long run. (Introducing Stories Highlights and Stories Archive 2017.) Afterwards, there is a live
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broadcast feature known as Live video that facilitate all kinds of real time content sharing where users
usually stay at the same phase with the audiences and can ask them to join in the live session, or read
their comments immediately and thus communicate thereby. (Instagram Help 2023.) Along with that,
there is the option of DM (direct message) where users get connected with each other and communi-
cate. In this section, there is a large volume of facilities that have been included recently which lever-
aged the communicating and contacting methods to another level. For instance, one user can give oth-
ers both audio and video calls. However, voice texts option has also been added, along with sharing
pictures or videos that can be able to see just for one time as well as be in the DM section like a record
with the texts. Also, stickers, blocking option, reporting facility, chat theme, mute, shared media, re-
strict all of these are can also be adjusted according to user’s choice of usages. (Instagram DMs 2023.)
There is also hashtag feature, and through the hashtag usages people can also get able to encounter the
same sorts of contents that come from different profiles, countries or varieties. (Instagram Help 2023.)

According to the Sproutsocial (2023), near to almost 4.89 billion people all over the world are using
social media platforms where individuals are effortlessly spending 151 minutes per day which is defi-
nitely the highest range so far. Whilst stating about all the social media platforms, it definitely includes
Facebook, YouTube, Instagram, Twitter, LinkedIn, TikTok, Snapchat and much more, where in terms
of business agenda Instagram has been successfully referred as the king of social selling with more
than 2 billion users in 2022 simply because it provides the highest ROI (Return On Investment) (FIG-
URE 2) near to 33% in order to sell products or services. Concerning the users, 18-34 years old people
are holding the highest number almost 61.2% when it comes to regularly use this particular social me-
dia platform. At the same time, its engagement rates are even four times higher than Facebook. Adding
to that, the very latest feature that has been added to Instagram known as reels is making a revolution-
ary change on this platform than ever before, which making people to spend their 30% of their time
that they spend on Instagram, and this is the exact tactic that marketers and brands are utilizing while
providing their sponsored content by the influencers. (Sproutsocial 2023.) On top of that, Instagram is
used by 81% of social media users for the sake of researching products or services in the commercial
sectors (Ambrose 2023). However, in this year of 2023 just about 29% of marketers are willing to in-

vest IN Instagram rather than any other platform (Sproutsocial 2023).
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FIGURE 2. Highest ROI for selling products (Sproutsocial 2023)

2.2.2 Role of Instagram in marketing

Now, to talk about the functionalities of Instagram in marketing, it basically works in order to foster
the brand image or expand its exposure. And one of its ways that brands perceive with the most possi-
ble benefits and hence keep executing is working with the Instagram Influencers. Marketing with In-
stagram influencers eventually leads to lower resistance to the advertising while providing greater au-
thenticity and trustworthiness. In such manners, Instagram influencers basically keep advertising prod-
ucts or services coming from brands with their solid base of followers and these sorts of endorsements
are known as electronic Word of Mouth (eWOM). In order to justify the success of Instagram market-
ing, the marketers operate here by measuring the engagement of people. As it is already mentioned in
Instagram there is a vast variety of posting photos, videos, reels, and stories as the core idea is to func-
tion with this app. But rather than that, there is always liking, commenting, and sending contents to
others which is similar to every other social media platform, as well as an advanced feature of reserv-
ing any videos or photos as favourites. And with these features marketers basically measure the suc-
cess of their marketing campaigns as well as detecting the engagement, starting with the number of

followers, likes, comments, and favourites etc. Then again, even from these measuring methods, there
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are priorities, and all forms of engagement are handled differently. For instance, the amount of time it
requires to do a comment on any posts is definitely more than just liking or viewing them. Hence, all
kinds of engagements are certainly not validated at the same level of importance because commenting
is more involved than just liking and eventually it refers to the high value of engagements. (Granberg
2019, 15.)

Another crucial aspect here to include is the strategies that companies must comprehend and act ac-
cordingly. According to Safko (2010), there are five methods (FIGURE 3) known as strategies for the
purpose of acquiring the exposure on Instagram, including analyze existing media, new strategy gener-
ates, the social media trinity, resources, and lastly implement and measure. For the first step here to
analyse the existing media, it basically sums up to mention all the market plans, campaigns and exist-
ing strategy. Moving forward to that, in the second step while generating any new strategies, the first
task is to examine the costs that the company had already brought up at the same time of figuring out
how many new clients the existing plan is bringing eventually. And by the moment, it gets decided,
then the company has to focus on the social media trinity which is the utmost crucial state, because
here the three key components of social media for instance, blogging, microblogging, and social net-
working gets operated to that extent where the marketing agenda gets fulfilled thereby. Adding to that,
in the fourth step of resource, it actually refers to the scheme in order to find the resources so that the
strategy gets established. The last phase is implement and measure, which relates to how to success-
fully execute the new strategy and gauge its impact. (Granberg 2019, 15.)

To acquire
the Analyze New Social
exposure existing strategy media Resources

Implement

and
measure

on media generates trinity
instagram

FIGURE 3. Role of Instagram in marketing (Granberg 2019, 15)

Apart from that, brands also can connect with their targeted niche market by uploading high quality
photos or videos and engage with others by commenting on as well as enjoying the posts. However, at
the initial stage this tactic used to taken in charge just to seek the potential customers, but now it’s
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more than that. Simply because it requires more requisites to be in the correspondence with the exist-
ing customers or followers, as well as, keeping the brand images intact while delivering the up to date
information to the audiences of any kinds. The main objective of using Instagram is to get likes and
comments from current consumers with the ultimate goal of converting them into followers. The fol-
lowers of those individuals who follow the account are the secondary target group. Moreover, the role
and objective of Instagram marketing generally varies based on different cases, hence, the measuring
metrics for those also often differs by solely focusing on the objective. Hence, the total number of fol-
lowers, likes, and comments is the examples of measurements that are used to build and grow brand
awareness. (McCann & Barlow 2015, 273-287.)

While going deeper to this Instagram app usages and it’s attributes to keep leveraging the marketing
agenda, there are basically two distinct categories of Instagram profiles which are available for the
wide range of the users. Starting with the personal account that tends to be the standard ones for those
who want to use this application and the available features have already been discussed. However, the
Instagram business profile is the advanced version from the Instagram profile category that was
launched back in the year of 2016 and right now almost 25 million of business profiles are present.
And to be precise, brands who want to outcast their images, the celebrities and the influencers basi-
cally prefer this latest and progressive profile idea so that the statistics of the customer engagement be-
comes clearer to measure. (Varvara 2019, 16.) Furthermore, to do that there are also some additional
and advanced features that are highly working in favour of both marketers, brands, influencers and

these are provided below.

Starting with Instagram Insights which is an analytics tool designed in order to provide the in-depth
information for the business profiles available on this platform. It offers a range of features from vari-
ous aspects that are specifically tailored to meet the needs of each profile customizable. These features
are organized into three categories: activity, content, and audience. Starting with the activity feature, it
focuses on assessing the number of individuals reached by a business account, how they discovered the
content produced by the account, and the actions they took while viewing the profile. Along with that,
the weekly statistical review is divided into different weekdays to provide a detailed analysis. Follow-
ing that, the second category which is content basically presents all the posts created by the account
over a week, including promotional posts, Instagram Stories, and regular posts while providing a com-
prehensive overview of the content strategy and performance. Then, last but not the least, the audience
statistics provide information about the primary regions, age range, gender, and typical peak activity
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periods of a profile's followers. Adding to that, it also enables the identification of top cities and coun-
tries that engage with the account. Here, the activity timeline, which can be viewed in hours or days,
helps to determine the best times to publish content on the profile, considering the patterns of user en-
gagement. (Varvara 2019, 16-17.)

Moving forward to that, promotion and that is certainly a creative feature of the site referred to as pro-
motion is basically to keep acknowledging to the brands, influencers or general users to turn a gener-
ated post into an advertisement. This promotional agenda comes with two objectives, first is to create a
brand awareness and reach more individuals and the second intent is to provide a following up link to-
wards the viewer’s so that they can engage themselves in every possible way with that particular brand
or influencer. For instance, sharing that profile with others, visiting the profile, following it, or the
highest possibility is getting into the shopping gateway and hence, ordering the products or buying
them. Although, while promoting there are alternatives where the users can either promote their posts
automatically which will prioritize the similar profiles or indicate that towards a target people by cate-
gorizing through location, interests, age and gender. Here, in promotional posts, a budget and timeline
of how long it’s going to keep promoting gets pre-decided and that eventually leads to the success,
cause the higher the budget is, the more it is supposed to be spreading to the audiences. (Varvara 2019,
17)

Next to that, coming out of the promotional contents, now Instagram has also discovered a more ad-
vanced meta tool known as Instagram ads. Through this feature a professional account has the potenti-
ality to create any kinds of customized advertisements as well as boost any feed posts, reels and stories

to attract their next customers with precise targeting and actionable insights. (Instagram Ads 2023.)

However, there is a particular feature known as collaboration is relatively an advanced tool that has
been added to Instagram quite recently in order to become partners as a collaborative manner where
the real task is to boost the creativity, connections and real business growth. Such collaboration refers
as co-authoring any post that might be one photo or several photos, as well as videos or reels which is
ultimately going to be shown on both of the profile’s feed and eventually be available for the rest of

the media. (Instagram Collaborate 2023.)

Also, there is the availability of contact information where this specific field is based on the purpose of
providing more clarified networking process coming as detailed information which are definitely pre-
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ferred by the account’s owner. This information for instance, the phone number, address, e-mail ad-
dress are certainly not mandatory, yet again works as a crossover between the companies or brands and
the influencers. (Varvara 2019, 17.)

Now to establish the idea on the effectiveness of Instagram marketing in the context of Bangladesh, a
notable example would be referring to a research that has developed the role of digital marketing
which includes three prominent social media marketing channels like Facebook, Instagram and Twit-
ter. According to the research, the international American pizza restaurant chain Domino’s Pizza
which made its entry in Bangladesh on February 28th, 2019 by its launching day, gathered a huge suc-
cess. Almost 72% of the total respondents came to learn about that by the social media platforms. In
addition to that, 61% of the respondents got influenced to visit the restaurant relying on the high en-
gagement on all the social media promotional activities. (Akhter 2019, 26-28.)

2.2.3 Instagram influencers and their impact

The most tactical approach that has been emerging in this industry is Instagram influencer marketing
simply because it is being remarkably successful to connect with potential customers and hence, nur-
ture them thereby (Tafesse & Wood 2021). However, another thesis report concerning “Influencer
Marketing as a Marketing Tool” also recognized that, general customers tend to seek recommendations
from people like influencers who will be neutral in this sector rather than the brand itself before buying
a product (Biaudet 2017, 13). That is why, based on the large possibility of influencing people and
therefore, building up own recognition, Instagram influencers have also started to classify themselves
on different levels of aspects in this sector and have focused on the distinct segments of the market and
its products, as well as claimed themselves as experts. A study conducted by TaplInfluence and Influi-
tive revealed that 90% of customers place a high level of trust in recommendations from people within
their personal network. Additionally, it was found that online platforms account for 81% of these refer-
rals. (Biaudet 2017, 14.)

Now, concerning the different types of influencers available on Instagram, it basically gets justified by
the number of the followers that an account user owns, and that has been provided below (Sanders
2023).



Mega-
influencers

1 million+
followers

Macro-
influencers

500,000- 1
million
followers

Mid-tier
influencers
50,000-
500,000
followers

FIGURE 4. Type of influencers and their followers (Sanders 2023)
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However, apart from the number of followers there are some other criteria that also classify the influ-

encers and their level of influence. As stated by the review paper of Morteo (2018) on “To Clarify the

Typication of Influencers: A review of the literature”, the urge of influencing people basically comes

either from profession or personal interests for influencers like opinion leaders, experts, celebrities,

trendsetters (PICTURE 1) etc. Besides that, the main source of influence which keeps the influencers

going and stays on track, along with the engagement rates also impact this cause. (Morteo 2018, 5-7.)

Profile Opinion Social Media Potential
Criteria Icader Expert Consumer luminary Celebrities  Trendsetters  Blogger  influencers
Origin of Profession Profession Profession  Personal Personal Personal Personal  Personal
influence interest interest interest interest interest
Main source  Reputation Organizational Experience Content Personality First-hand ~ Unbiased  Trust
of influence position quality knowledge  opinion
Number of 10,000 — 1 10,000 - 1 500 - More than | More than 10,000 — 1 10,000 - 500 -
followers million million 10,000 million I million  million 1 million 10,000
Engagement 5% - 25% 5% - 25% 25%-50% 2%-5% 2%-5%  5%-25%  5%-25% 25%-50%
per post
Examples Activists Businessmen  Advocates  Instagrammers  Actors Platform- Blog Sharer

Analysts CEO Employees Social Media  Athletes specific writers Summertime
Journalists Executives Fans mavens sensations player
Networkers Insiders Users Viners Rockstars

Thought Youtubers Beauty and

leaders fashion

PICTURE 1. Main characteristics of influencers (Morteo 2018, 7)

The most important thing that brands have to keep in mind is to have the clear concept of the different

categories of influencer and hence identify the right ones while having the correlation between the

products, as well as the targeted segments. It might be possible that the influencers which have been
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chosen own a little visibility in a grand scheme for instance, not a mega influencer or celebrity, but
more like a micro influencer with the same niche that the brands are trying to attract, and eventually
this is what comes with greater success. However, celebrity endorsement is a marketing strategy that
has been used a lot in the past and even though it is still being successfully practiced. (McCormick
2016, 39-45.)

But now with all the advances that have already been clarified in this thesis paper, it is certain that in-
fluencers with followers between 10,000- 50,000 are the new or modern form of celebrities who are
thoroughly bringing the similar consumer responses with regard to promotions on Instagram. Adding
to that, people often distrust celebrities due to the perception that they are compensated for promoting
specific products, leading to doubts about the genuineness of their opinions. (Wei & Lu 2013, 197)
Conversely, bloggers acting as influencers appear capable of preserving their authenticity, despite the
awareness that they receive payment for their endorsements (Woods 2016, 15). Hence, micro-celebri-
ties are characterized by greater reliability and a stronger inclination to live ordinary lives compared to
traditional celebrities. Furthermore, a research conducted on both micro and macro influencers showed
that Instagram influencer marketing is the most popular in market segments like the fashion industry
(30,51%), followed by accessories (19,07%), and beauty (18,64%) sectors. (Alassani & Goretz 2019)

2.3 The impact of Instagram influencer marketing on consumer behaviour

The social media's emergence has broadened consumers' options to access impartial product infor-
mation shared by fellow consumers as well as influencers. Consequently, it has also empowered them
to share their own recommendations about consumption through electronic word-of-mouth (eWOM)
as well as enabled them to spread the information. (Oliveira 2021, 11-12.) Hence, consumers’ buying
behaviour is one of the crucial aspects, while dealing with either the whole marketing agenda, or any
specific platforms of social media which is interconnected to that. However, this is the topic which has
been kept researching, and debating over the years while providing the apprehension of various frame
of outlooks to a great extent. (Constantinides 2004)

2.3.1 Influencer marketing strategies on Instagram
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Authored by Brown & Fiorella (2013), there are two theories that have been practiced regarding the
strategy of influencer marketing as specified in the book named as “Influence Marketing”. Here, the
first identification is the ongoing standard of influence marketing which is highly centralized by retain-
ing the influencers at the centre of marketing universe. Another theory referred as “The scientific
truth” truly validates the customers at the centre of marketing universe based on the idea that the cus-
tomers are definitely superior as well as relying on the core thought that they are the one making the
purchase decisions. (Brown & Fiorella 2013, 77-78.)

That is why, in order to justify the first theory, brands or companies implement the Fisherman’s Influ-
ence Marketing Model (PICTURE 2) that refers keeping the Instagram influencers at the epicentre and
circling their followers base identified as the potential Instagram influencers community for the mar-
keters, who may also utilize this formula as the initial phase of the required marketing plan. This is
more like a similar concept of “casting a wide net to catch the most fish” because it is the Instagram
influencers who are holding the responsibility of making people aware of the brands, and subsequently

influencing them to make purchases. (Brown & Fiorella, 77.)
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PICTURE 2. Fisherman's Influence Marketing Model (Brown & Fiorella, 77)

Now, focusing on the second theory (PICTURE 3) that prioritize the customers and their decisions that
gets influenced by the people, institutions, technologies and communities according to figure two.
(Brown & Fiorella 2013, 78). That is also another form of Instagram marketing strategy known as Cus-
tomer- Centric Marketing Model (PICTURE 3) which is leveraging the first M of the four M’s of in-

fluencer marketing.
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PICTURE 3. Customer-Centric Marketing Model (Brown & Fiorella, 78)

As also illustrated, in the book of Brown and Fiorella (2013) “Influencer Marketing: How to create,
Manage, and Measure”, there are basically four M’s (FIGURE 5) representing make, manage, monitor
and measure. And to implement that in the concept of Instagram influencer marketing, brands always
try to update their Instagram portfolio highlighting the customers’ requirements as well as being con-
nected with them while figuring out where they are currently in their purchase lifecycle for instance,
research stage, awareness stage, purchase stage and therefore “make” the right influencers to divert
them as the buyers. Moving forward to that, in the “manage” phase in accordance with every other
marketing strategy nurturing the relationship with the influencers are mandatory because in such way
by contacting with these Instagram influencers, brands are being able to generate trusts, a customer
base and the highest possibility of transforming the brand influences as the brown advocates. But of
course, this is not the end because the real task starts when the broad and advanced features of Insta-
gram marketing tools assist to “monitor” the implemented marketing campaigns bestowed upon the
Instagram influencers and generate ROI thereby. And in the end through “measure”, brands as well as
the marketers reciprocate to both success or failures of those taken strategies and hence come up with
the better version thereby. (Salminen 2018, 10-15.)
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FIGURE 5. Four M's of influencer marketing (Salminen 2018, 10-15)

2.3.2 Effects of Instagram influencers marketing on consumers’ buying behaviour

To comprise the concept here, three parties are basically being dependent as well as benefitted. For in-
stance, starting with the companies who are willing to invest billions in order to achieve the presence
on social networking sites. Then the consumers who are looking forward to those sites while looking
for the desired products, along with making any purchases. Finally the influencer community, who are
utilizing such urgency of the brands and hence being the authentic source towards the general level of
customers. This has been the most pivotal voyage in the customer journey, or the buying behaviour,
which keeps influencing and motivating every phase, starting with awareness, consideration, evalua-
tion to purchase, and certainly repurchase. To simplify the relationship between the influencers and the
followers as well as the general customers, it is basically the need of the product or services recom-
mendations. It is the consumers who always seek for recommendations from online sources of any
kind before justifying a product or even after buying the product to have the thought of if they still
want to keep repurchasing it. (Oliveira 2021, 14-15.)

Starting with the purchase intention here, it basically indicates the notion or predetermination coming
from the consumers before buying a product or even planning to make a purchase of any products or
thinking about taking some services among the huge variations of the availability in the market. To
comprise it in another definition, it is more like the initial manifestation coming while making pur-
chases. Hence, by the moment the consumers go down to a positive purchase intention they eventually
formulate a positive brand commitment as a result, it leverages them to actually make the purchase.
That is why, keeping the central idea of Instagram influencers after forming alliances with brands, they

provide the proper insights in order to increase the brands’ image positively as well as a high level of
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system and information quality, which eventually impacts to attract a large base of customers, but of
course, preferably the loyal customers. And this is more like a psychological intention where custom-
ers would like to be aware of the brands first and afterwards check all the social network that it has
built up to justify it thereby. And in today’s time, customers prefer to do so prioritizing the Instagram

platform in comparison of others. (Louro 2020, 14.)

Afterwards, the decision making process, and here in terms of any customers making the purchase de-
cision, there are a few components which keep influencing for instance, the cultural, social, personal
and psychological characteristics. (Kotler & Armstrong 2006, 134-150.) Accelerated to this core
thought of consumers buying process has been referred to as a learning, information processing, and
decision-making activity as it proceeds to five phases (FIGURE 6) and these are given below (Kotler
& Armstrong 2006, 152-154).

FIGURE 6. Five steps of buyer decision process (Kotler & Armstrong 2006, 152)

In general, the urge or the requisite of buying a product or taking any services always uplifts towards
this initial step which is defined as “Problem recognition” according to FIGURE 6. By the moment the
customers finalize what exactly they want to purchase, and immediately after that they start to look for
information or the availability to meet the requirements of those products or services online by com-
bining both internal and external search. And this stage of the purchase decision making process is re-
ferred to as “Information search”. Here, they try to brainstorm all the pros and cons before finally de-
ciding which one they should go for as well as recall the previous experiences for any brands of prod-
ucts if they have any. Moving forward to the third stage named as “Evaluation of alternatives” is cer-
tainly way clearer for the customers already. Because now they do have the broad idea on all other
brands or companies which were in the list and they can thoroughly compare and evaluate the facilities
with one and another. That eventually leads them forward to the most beneficial final decision identi-

fied as the fourth stage which is “Purchase”. Finally, after making the purchase there is one last stage
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for better evaluations and reminiscing the whole decision-making journey, and that is “Post-purchase
evaluations”. In this stage, the core task for the customers is to once again recall the reason behind
making this purchase at the first place, and now that it’s done already, the task again here is to detect if
the product or service that has been taken is being able to meet the requirements and if so how satisfy-
ing it is. (Kotler & Armstrong 2006, 152-154.)

Kotler & Armstrong (2006) have also specified the variations concerning the purchase behaviour into
various classifications. Starting with complex buying behaviour where it basically refers to the high
engagement of customers, which is more like before making the purchase decision customers try to
learn about the products in details along with the large availability of other different brands for the
same product. And majority of the times it happens to be an expensive or costly products. That is why
the consumer will certainly be aware of the learning process by stimulating all the little details about
the products and afterwards go for the most suitable and advantageous purchase choice. Moving for-
ward to that there is dissonance-reducing buying behaviour and that is almost similar to the previous
one but the slightest difference here is that while choosing the product the availability of brands are not
going to be that large. Hence, it provides the opportunity to the consumers to narrow down the brands
options and make the decision quickly yet again conveniently. Next, in habitual buying behaviour,
both the consumers’ engagement along with the brands availability are low, and that is why customers
keep buying the same product without doing too much of thinking. Lastly, there is variety seeking buy-
ing behaviour which is also related to the habitual buying behaviour, except the fact that customers
tend to switch to other variations in the market just to try something different and of course it doesn’t
indicate that they are not satisfied with the previous brands or companies. (Kotler & Armstrong 2006,
150-152.)
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3 RESEARCH METHODOLOGY

Research is basically a well-structured process where information and data are acquired as well as ver-
ified so that all the rising factors coming from different angles concerning a specific and pre-decided
topic can be studied and analyzed to a broader perspective. Through the implementation of a research
project, an overview concentrating on a present condition gets generated to a great extent. However, it
also provides a room to enlighten on the chosen domain and recommend all the possible and potential
advancements that might occur in the meanwhile and ultimately become interactive and highly useful
for the further study. (Flick 2015, 5-7.)

3.1 Research design

In order to conduct research of any kind, there are the availability of two different kinds of research
methods for the researchers, one is quantitative research method and another one is qualitative research
method. For this particular context of this research work, the student designed the outlines based on the
quantitative research method. That is because the general agenda of any quantitative research is to gen-
erate data and information about the chosen topic in a numerical manner and that is why gathered out-
comes are statistically significant to come up with the central idea of the research objectives and deter-

mined if it’s actually aligning with the those objectives. (Flick 2015, 11.)

Here, in this quantitative approach, the research was implemented through publishing a questionnaire
survey on Webropol 3.0 system that eventually collected data from the respondents in the context of
fulfilling and reaching the research objectives. The survey for the study was built up with in total
twelve questions merging all the required information from the respondents and as a result the raised
data from that ultimately put up a major impact to reach to the research goal. The survey (APPENDIX
1) had two pages in total where the first page was designed with five questions in a subtle manner to
encourage and engage the respondents so that they feel prompted while filling it out. And while mov-
ing on to the next page of the survey, it had seven questions focusing on the deeper understanding of
this specific research topic. However, starting with the first research question to basically detect the
principal demographic and psychographic features of Bangladeshi consumers who respond to Insta-
gram influencer marketing the best certainly lined up with the raised basic yet again informative ques-

tions that had been asked throughout the first page of the survey questionnaire to the respondents, and
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these were questions number one, two, three, four and five. After that, in the second page of the sur-
vey, questions number eight, nine, and ten were constructed in order to have the profound comprehen-
sion of the second research question of this research project which is particularly focused on the Insta-
gram influencers and how they exactly profile themselves and engage with their audience in Bangla-
desh. Then, for the very last research question about how Instagram Influencers influence consumers'
perceptions, decision-making and buying behaviour towards brands and products in Bangladesh emi-
nently provided the detailed overview through the responses that had been received from the respond-

ents in accordance with the survey question number six, seven and twelve.

3.2 Sampling technique

As it has already been illustrated that for the thesis work, quantitative methodology had been executed
via the survey questionnaire. Through this online tool referred as survey the task here is to examine
and evaluate all the data and information that has been collected within a certain size of sampling. Be-
sides that, the population is a large group of people who basically fit into the research objectives and
criteria. However, the sampling is the part of the population who participated in the research project

that can certainly be justified for the scenario of the whole population. (Sapsford & Jupp 1996, 25-26.)

Now, in the context of this study, the overall population is defined as all the people who are residing in
Bangladesh, as well as owning an Instagram account while having the idea about the Instagram mar-
keting. But, of course, based on some practical limitations for instance, time, resources, and accessibil-
ity, it was not feasible to analyze this whole population, and that is why as | am an existing Instagram
micro-influencer in the region of Bangladesh containing the followers of 13,000+, therefore, the sam-
pling technique was determined based on the followers of my Instagram account. Considering this the-
sis project, the sample size was the followers who viewed and responded to the Instagram story on my
profile containing the survey link which was available for 24 hours. After this specific time, the Insta-
gram story was not showing anymore, and the student immediately closed the survey from the system
so that none of the followers could response anymore and that eventually provide the actual number of

respondents along with the accumulated data.

3.3 Data collection method
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For the most parts of any research work, researchers have the possibility to rely on two different
sources of data and these are primary data and secondary data. Here, in this thesis project, both pri-

mary and secondary data had been used in the nature and significance of the required aspects.

3.3.1 Primary data collection

Primary data basically indicates the original or first-hand version of data which is gathered by the re-
searchers itself to develop and facilitate a certain research purpose. And in order to do so, researchers
implement various kinds of approaches to collect the primary data for instance, surveys, interviews,
field observations, and experiments. (Persaud 2010.) In this thesis work, the principal approach was
imposed by publishing a survey questionnaire where the prior focus was to detect the in-depth percep-
tions from the selected sample size. Since it was an online survey, hence, the respondents were invited
to fill out the survey on the student's Instagram account through the most used and recognized feature
and that was Instagram story (PICTURE 4). Nevertheless, after keeping the survey published for one
day straight, | also posted a thank you message (PICTURE 4) towards the people who responded.

Your Story 10 > Your Staory 1

attached link on this story and -
fill ourt a little survey! Truly need
vour opinion on that topic and

will appreciate your input a lot! Thanks ro everybody who gort the
Thank voutd gl time to fill our the survey! I received

more 200+« responses and that's great!

gl Thar was really helpful! Thanks again!

PICTURE 4. Screenshot of the survey link and Thank you message (Instagram story)
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The core idea here was to keep the survey as simple as possible so that the targeted people could easily
grasp the idea as well as feel uplifted and motivated to drop their beliefs and thoughts. However, as the
survey was open for just twenty-four hours, where response errors or inconveniences of any kind had
not been encountered that eventually led to collecting the primary data easily. Since it has already
mentioned above that the survey questionnaire had been structured containing two pages, hence, it re-
quires to also clarify the pattern of the questions. For the initiating part, there were three screening
questions (TABLE 1) in order to receive the idea of who were responding to the survey by inquiring
about gender, age and their active time frame on the usages of Instagram. And moving forward to that
there were a total of eight structured questions (TABLE 1) that consisted of three dichotomous ques-
tions, four multiple choosing questions and one scaling question. In the matter of the dichotomous
questions, they could provide their answers in yes or no. For the multiple questions, the respondent
could choose their specific, and the best answers, according to their beliefs and concerns. Then, for the
scaling question, they could rate from one to ten. And the very last there was one unstructured or open
question (TABLE 1), so that the respondents could make me acquainted regarding their own opinion

on this certain concern which would certainly be taken in charge for further study of any kinds.

TABLE 1. Types of survey questions (Appendix 1)

Type of a question Variety Question number in the survey

Screening questions - 1,2,3

Structured question

Dichotomous question 5,6,7,

Multiple-choice question 4,8,10,11

Scaling question 9
Unstructured or open question | - 12

3.3.2 Secondary data collection

Secondary data refers to data which has been collected and evaluated earlier for the sake of any pri-
mary purposes and now it is offered to be implemented efficiently. Such data basically gets collected
for the purposes of other research activities. This source of data has huge benefits simply because it is

not expensive as well as not time consuming at all. (Sylvia & Terhaar 2018, 61-62.)
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In this thesis work, the initial phase had been established through the large variation of available sec-
ondary data collected from different books, e-books, refereed articles, academic journals, previous the-
sis reports, and blog posts. Moreover, this data collection method had represented the literature review
of this thesis work that had gradually oriented the primary research of this research.

3.4 Data analysis technique

In this thesis, the collection of both primary and secondary data had been accumulated where the pri-
mary data was collected through an online survey amongst the Instagram users, on the other hand the
secondary data was collected from previous research conducted on similar topics. As a consequence, in
the matter of the data analyzing techniques, the descriptive and explanatory methods had been utilized.
I closely examined and thus described the survey feedback and attempted to explain how this demon-
strated the influence of Instagram influencer marketing on consumer behaviour. I also did a complete
breakdown of the gathered data using different and required graphs as well as displaying how the por-
tion of the sample population behaves to the impact of Instagram influencers in Bangladesh.
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4 RESULTS AND FINDINGS

The survey questionnaire had been conducted and posted in June 2023 in order to acknowledge and
reach the research objective questions while understanding the concept of Instagram influencers mar-
keting on consumer behaviour in the context of Bangladesh. And that is why the establishment of this
survey with twelve questions are thoroughly reflecting the research questions of this thesis project. To
begin with the respondents’ data ratios and details, along with analysing the data graphs of the survey,
first of all it was published for one day as a story in my Instagram account where 565 followers viewed
the story with the link of the survey, 358 of them opened the survey, 225 started responding and finally
210 participants filled out the survey in a complete manner. And as it has already been pointed out that
the core idea of the survey questionnaire was to be acquainted with all the raised research questions
and come up with the finalization of these causes. The core principal focus here is to detect the demo-
graphic and psychographic features of Bangladeshi consumers, along with the authenticity and engage-
ment of the Instagram influencers Instagram influencers and most importantly, to identify how it’s im-

pacting on the consumers buying behaviour.

The first question here that was asked to the respondents from the sample was concerning their gender,
and the idea behind this question was basically to figure out the first research question on the demo-
graphic feature of the Bangladeshi consumers who respond to Instagram influencer marketing the best.
This was basically a screening question with the availability of gender options, such as male, female
and other. And from this particular question, as per the graph (FIGURE 7), 109 of the participants con-
firmed themselves as female, which covered 53% among all the respondents and 46% of the respond-
ents were male.
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FIGURE 7. Gender

The second question was also a screening question which was asked from the sample that which age
group they belong to and that also centralized the core idea to detect another demographic feature re-
lied on the first research question. The age group on this survey had been classified according to gener-
ations for instance, genZ (11-26), millennial (27-42), genX (43-58), boomers (59-68) and lastly 69+.
Among all respondents, according to the data (FIGURE 8), 170 people belonged from the age group
11-26 which was genZ and that eventually covered 84%. For the rest, 16% of the respondents were the
age group of 27-42 who claimed themselves as the millennial and the minority of 1% of respondents

belonged from 43-58 referred as genX.
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FIGURE 8. Age group
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Concerning the third question of the survey, which also concentrates on the first research question, but
another pattern of the feature, which was the psychographic one, the aim here was to come up with the
idea that how many hours per day the people from the sample basically spent on Instagram. Since it
was also a screening questions, hence, answers that might come from different perspectives were con-
sidered having the option of less than an hour, 1 hour, 2 hours, more than 3 hours and never. And ac-
cording to the figure (FIGURE 9), the highest number was 73 from the total of 210 respondents which
was more like 37% of the respondents who tend to spend less than an hour on Instagram. Then, there
was 64 of the participants which was 32% of them, they answered that they felt prompted to use Insta-
gram more than 3 hours daily. Moreover, among the rest of the respondents 23% of them spent two
hours and lastly 8% of the people spent one hour daily. However, there was not a single person who

answered that they never spent time using Instagram.

0% 5% 10% 15% 20% 25% 30% 35% 40%

Less than an hour 36%

1 hour

2 hours 23%

More than 2 hours 3%

Mever

FIGURE 9. Daily time spent on Instagram

The fourth question also similarly focused on the psychographic paradigm of the respondents in ac-
cordance with asking the sample about their most interested and preferred type of contents on Insta-
gram. But for this pattern of the question, it was basically a multiple choice question where respond-
ents could select more than one in the aim of identifying their choices which would eventually impact
to affirm the first research question. For this specific question, the choosing options were classified
into the most up to date content criteria of recent times, such as fashion, beauty, fitness, travel, food,

lifestyle and other. The highest response here came into the fashion category of almost 72% (FIGURE
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10) which was 145 people among the total of 210 of the respondents. Moving forward to that, 45% of
people responded to the beauty category as their most preferred content which was covered by 90 of
them in total and certainly the second largest ratio from the respondents. Then again, fitness, travel,
lifestyle, food and other contents were preferred by 36%, 34%, 26%, 25% and 15% of the total re-

spondents.

0% 5%  10% 15% 20% 25% 30% 35% 40% 45% 50% 55% G60%%  65%  TO% T..

W

Fashion 2%

Beauty A58

Fitness 36%

Travel 35%

Food 26%

Lifestyle 26%

Cther 16%

FIGURE 10. Most interesting content types

The fifth question was the question which basically summed up the whole demographic and psycho-
graphic features of the Bangladeshi consumers who respond to Instagram influencer marketing the best
and assisted to understand the deeper of this context. The question for the sample was if the people re-
siding in Bangladesh were actually aware of influencers who promote products or services on Insta-
gram. This question was a dichotomous question with the answers provided as yes or no. And as speci-
fied by the respondents (FIGURE 11), the figure showed nearly 93% of them answered positively and
confirmed as yes which was 186 in number out of the total of 210 respondents and just about 7% of
them answered that they were not aware of such influencers in Bangladesh.
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FIGURE 11. Influencer awareness

Now, for the sixth question, it was basically intensely focused on the consumer perception and pur-
chase intention which was basically a sub-category in the whole buying behaviour criteria towards the
sample. The intention behind formulating this question towards the respondent was to study the third
research question which was how the Instagram influencers influence consumers’ perception, decision
making and buying behaviour towards brands and products in Bangladesh. By asking this question that
if they ever followed a brand being influenced by the advertisement of Instagram influencers, basically
assisted to study this third research question that had been introduced already. This question was cer-
tainly a dichotomous question of having the answering option of yes or no, where the majority of the
respondents, practically about 91% (FIGURE 12) of them which was 183 in number among the total
respondents of 210 answered that they did follow brands being influenced by the advertisement of In-
stagram influencers. However, just about 9% of them answered no in here, and responded in negative

with the raised question.

0% 10% 20% 30% 40% 50% 60% T0% 80% 90% 100%

Yes 91%

FIGURE 12. Influencers' impact on brand following
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Progressing to the seventh number of the survey question which was if the respondents ever bought
any products which were promoted by Instagram influencers were also specified onto the central yet
again broader idea of understanding the consumer decision making process. This question was inter-
connected with the third research question that already been mentioned above. This was also a dichoto-
mous question where 165 of the respondents that came about 82% from the sample (FIGURE 13) who
replied yes, eventually meant that there are a large number of people in Bangladesh, who highly feel
prompted and leveraged enough to trust the products or services, which get promoted by Instagram in-
fluencers. Apart from that, 18% of them responded that they had never bought any products advertised

by Instagram influencers.

0% 10% 20% 30% 40% 50% 60% T0% 80% 90%

FIGURE 13. Influencers' impact on buying behaviour

Now, regarding the eighth question of the survey, which was asked from the sample, if they believe
that Instagram influencers provide genuine product or service recommendations, was fundamentally
designed to display in accordance with the second research question which was how exactly Instagram
influencers profile themselves, and engage with the audience in Bangladesh. For this multiple choice
question, there was a diversification of answers availability so that it would assist to discover the na-
ture of the respondents inherited and honest thoughts. The respondents had options to answer such as
1) yes, | believe Instagram influencers provide genuine product or service recommendations, 2) yes,
but I think some influencers may only provide genuine recommendations for certain products or ser-
vices, 3) no, I don’t believe Instagram influencers provide genuine product or service recommenda-
tions, 4) no, | think influencers rarely provide genuine recommendations and primarily focused on pro-

motional content, and 5) I don’t have an opinion.

Though this question was a bit tactical to answer, still 148 from the total 210 respondents affirmed that

yes, they believe that Instagram influencers provide genuine product or service recommendations,
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which was the largest proportion of the respondents (FIGURE 14) and that came at 74%. Following
that 48 people of the total respondents which was 24% also claimed that yes, but they think some in-
fluencers may only provide general recommendations for certain products or services. 5% of the re-
spondents answered that they don’t have any opinion, 4% of them clearly disagreed as no and con-
firmed that they don’t believe Instagram influencers provide genuine, product or service and lastly, 3%
of them answered no and they think influencers really provide genuine recommendations and are pri-

marily focused on promotional content.

0% 10% 20% 30% 40% 50% 60% T0%  80%
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FIGURE 14. Influencer’s authenticity on product recommendations

Mo, | think influencers rarely provide I

The ninth question was also related to the second research question of influencers profile and engage-
ment, and the question that was asked from the sample was to rate the trustworthiness of the product
recommendations provided by Instagram influencers. This was basically the only scaling question with
the availability of ratings 0 to 10. And based on the data reports of the survey (FIGURE 15), 43% of
the respondents, which was 87 from 210 respondents signified as promoters because they rated from 9-
10, which meant this particular number of people were extremely likely to trust the product recommen-
dations provided by Instagram influencers. But there were 30% of the people who answered this scal-
ing question somewhat from 7-8 and showed as passive in the graph. However, 27% of the total re-
spondents rated from 0 to 6, and the number was in total 55 people who were not trusting the product

recommendation coming from the influencers to that level.
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FIGURE 15. Trust on influencers' product recommendations

The tenth question asked the sample again concentrating on the second research question was if they
think Instagram influencers actually use the products or services that they promote. For this particular
question, there were the variations of answers starting with 1) yes, | believe most influencers genuinely
do so, 2) yes, but I think some influencers only use for promotional purposes, 3) no, | believe most in-
fluencers do not, 4) no, I think, influencers rarely use, and 5) I don’t have an opinion. In this stage, 137
of the respondents which was 68% (FIGURE 16) among from the 210 of the total respondents an-
swered in the most positive way and confirmed that yes they believe most influencers genuinely do so.
Apart from that 25% of them confirmed as a yes, but they think some influencers only use for promo-
tional purposes. For the rest 9% answered no, they believe most influencers do not use, 5% of them

think that no, influencers rarely use and 4% did not have any opinion.
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FIGURE 16. Perception on influencers' product usage

The eleventh question was basically the question that was engrossed in influencers profile and engage-
ment criteria related to second research question, and that was, if the respondents from the sample
compared themselves to the lifestyle and experience portrayed by Instagram influencers. This was a
multiple choice question with the options of 1) yes, | frequently compare myself, 2) yes, but | only
compare myself occasionally or under certain circumstances, 3) no, I don’t typically compare myself,

4) no, | purposely stay away from self-comparison and 5) I don’t have an opinion.

As reported by the figure (FIGURE 17) of the survey 49% of the respondents which is 99 people from
210 of the total respondents acknowledged that yes, they frequently compare themselves. Afterwards
21% of the total respondents, which was 41 in number, answered that no they don’t typically compare
themselves. And about the others, 15% of the respondents responded, as a yes, but they only compare
themselves occasionally, or under certain circumstances, 9% of them answered no, they purposely stay

away from self-comparison and the rest of the 6% did not have any opinion.



37

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Yes, | frequently compare myself

Yes, butl only compare rmyself
occasionally or under certain
circumstances

Mo, | don't typically compare myself

Mo, | purposely stay away from self-
comparison

| don't have an opinion

FIGURE 17. Comparison with Influencers’

At the very end of this survey questionnaire (APPENDIX 2/1), there was one unstructured or open
question in order to be aware of the real life thought, coming from general level of consumers in Bang-
ladesh concerning this raised research topic. The twelfth number of the question was asked the sample
to describe in their own words of how exactly they perceive the overall Instagram influencer marketing
on Bangladesh and among 210 of the total respondents 36 participants made sure to express their per-
ception.
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5 CONCLUSIONS AND DISCUSSIONS

In today’s world, the diversification of social media and all of its pioneering is simply just not nar-
rowed down in communicating, exchanging views and thoughts or revolving the daily life, whereas in
the corporate world, it’s becoming the principle approach that keeps validating from various perspec-
tives and people are also being relied on such advances than ever before. To begin with the research
discussion here, the principle objective of this thesis project was to exhibit the core fact concentrated
on the consumer’s perspectives of Bangladesh, if they actually started to anticipate on this most sensa-
tional social media platform, which is Instagram. The core display of this thesis project was to high-
light how Instagram, the rising media channel and its influential community is empowering and boost-
ing numerous company products or their services towards the general customers accompanying with
sustaining the consumer engagements and values. Furthermore, this study has also tried to assess and
generate the authenticity provided by the advanced media tool that brands as well as consumers are uti-
lizing on a large scale. Over and above that, in this thesis work, the theoretical framework has also
been illustrated from different perspectives on consumer behaviour so that it assists to discover the
profound angles of the raised research questions to achieve the expected goal. Adding to that while fo-
cusing on the customers, this thesis also endeavoured to portray the dependency of the people to Insta-
gram, as well as Instagram influencers, while detecting the scale of domination coming from the influ-

encers, and that also established by the vivid and comprehensive literature review.

Now, to state the survey outcomes it has successfully been recognized that in the context of Bangla-
desh, majority of the consumers who respond to Instagram influencer marketing is the female users
rather than male which is successfully incorporating with the literature findings where women also
seemed to be more influential on media platforms. However, among all the generations, in accordance
with the statistics of the respondents generated by the online survey, certainly determines that in the
context of Bangladesh, the users from 11 to 26 years old or so to say the genZ were more influenced
by Instagram influencer marketing. Along with that while studying the research questions, the survey
successfully demonstrated all the aspects starting with people from Bangladesh are also including this
Instagram platform as a major tool to operate for their daily life. With these emerging sectors on to-
day’s world, they are also trying to be in the equal pace by having the understanding on various devel-
oping criteria for instance, fashion, beauty, fitness etc. which are also bringing huge success for the

rest of the world according to the theoretical framework. But of course, it is just not restricted in the
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regular life whereas in terms of making any online or offline purchases, they are relying on their opin-
ion leaders known as influencers than ever before. Moreover, on the report of the survey, it has also
been clarified that people tend to follow these influencers, compare with them and in consequence, feel
motivated to assert all the activities that they are coming across online through these influencers. Be-
sides, it certainly not only narrowed down in their requisites, but also relation between the consumers
and influencers is apparent in compliance with the survey data. And that is why the brands are also be-
ing diverted to the influencer community in order to establish their images and increase the sales reve-
nue. Based on that, according to the survey respondents, a major domain of Bangladeshi are trusting
and relying on the advertisements coming from the influencers as well as feeling encouraged to buy
the promoted products and services. Though there is still a bit of controversy concerning the authentic-
ity of influencers’ recommendation as well as if they actually use this product and then provide re-
views or it’s just solely dependent on the commercial interest. But with the attempt and transparency
of the influencers in Bangladesh, they are definitely alluring the customers and becoming more prom-
ising. As a result, according to the survey result, the consumers are nevertheless seeming to be reliable
and trusting influencers. As stated by the direct responses of the Bangladeshi consumers on the survey,
such marketing tactics are basically win-win situation for all of the aspects, such as the brands, the In-
stagram influencers, and most importantly the consumers. This Instagram influencers’ marketing tool
by this point, is a key promotional tool which is undoubtedly bringing better benefits than other social

media marketing.

To conclude, through the implementation of this thesis project both small or big companies in Bangla-
desh can consider the rising criteria that consumers are expecting and eventually execute those while
operating with this specific digital marketing tool. Along with that the influencers may also come
across and thereby figure out their lacking on their further advertisements and promotions. Neverthe-
less, in this research, the limitations which were encountered started with publishing the survey in
English. And that somehow impacted on receiving wide-reaching responses from the participants, due
to the language barrier as people certainly feel prompted to fill out surveys in their own languages and
in Bangladesh the predominant language is Bengali. And following up to that, another research limita-
tion was the choosing of the sample size which was based on the Instagram followers of my Instagram
account and that might have narrowed down the diversity of perspectives and experiences. But of
course, due to the time restrictions, this particular method of data collection based on this sample was
certainly easier compared to a broader size of sample. So, the further recommendation here would be
choosing the sample from a larger scale of population.
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Survey Questionnaire

THE IMPACT OF INSTAGRAM INFLUENCER MARKETING ON CONSUMER BEHAVIOUR
IN BANGLADESH

1. What is your gender?

= Male

= Female

= Other

2. Which age group do you belong to?

= 11-26

= 27-42

= 43-58

= 59-68

= 69+

3. How many hours per day do you spend on Instagram?
= Less than an hour
= 1 hour

= 2 hours

= 3hours

= More than 3 hours
= Never

4. Which type of content on Instagram, are you most interested in?
Fashion

Beauty

Fitness

Travel

Food

Lifestyle

Other

5. Are you aware of influencers who promote products or services on Instagram in Bangladesh?

" Yes
= No
6. Have you ever followed a brand being influenced by the advertisements of Instagram influenc-
ers?
= Yes
= No

7. Did you ever buy any products that were promoted by Instagram influencers?
= Yes
= No



10.

11.

12.

APPENDIX 1/2

Do you believe that Instagram influencers provide genuine product or service recommenda-
tions?

Yes, | believe Instagram influencers provide genuine product or service recommendations
Yes, but I think some influencers may only provide genuine recommendations for certain
products or services

No, I don’t believe Instagram influencers provide genuine product or service recommenda-
tions

No, I think Influencers rarely provide genuine recommendations and are primarily focused
on promotional content

I don’t have an opinion

How likely are you to trust the product recommendations provided by Instagram influencers

0- Not at all likely
1

2
3
4
5
6
7
8
9
1

0- Extremely likely

Do you think Instagram influencers actually use the products or services that they promote?

Yes, | believe most influencers genuinely do so

Yes, but I think some influencers only use for promotional purposes
No, I believe most influencers do not

No, I think influencers rarely use

I don’t have an opinion

Do you compare yourself to the lifestyle and experiences portrayed by Instagram influencers?

Yes, | frequently compare myself

Yes, but | only compare myself occasionally or under certain circumstances
No, I don’t typically compare myself

No, I purposely stay away from self-comparison

[ don’t have an opinion

How would you describe your overall perception of Instagram influencer marketing in Bangla-
desh?
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12. How would you describe your overall perception of Instagram influencer marketing in Bangla-
desh?
Number of respondents: 36

Responses

This media field is rising rapidly now and people are trusting instagram influencer because of
their true advertising and honesty. And brands are also taking full advantages of that.

It is developing day by day.

Firstly I'm going to say it's unique. It gives different Ideas to Bangladeshi people to improve their
style. It helps identify our country country. And lastly it help us buying the right thing that will
suit us!

Easy Marketing

Sometimes influencers exaggerate things that are not entirely true as they get paid by the brands.

Influencers try to make the advertisements as real as possible. | just don't trust those brands who
pay the Influencers.

It has a great impact on consumer behaviour.

Well honestly, the whole ‘promotional marketing' scenario is so convoluted in Bangladesh, people
just start taking money from clients for product promotion. Whereas, it should be the other way
round; they should only promote the product that they have been using. This actually pulls down
the trust of people on overall online purchases, at the end of the day.

No comments.

Creative, but at some point they overdo it.

Instagram is a platform where potential customers can buy things from instagram influencers.
More or less if they are honest promoting any services then it can grow up more

It’s better than Facebook marketing.

It’s good but gradually it’s becoming a bit cluttery because so many people are trying to be-come
one influencer. In easy words there is more marketer and less customer.

9/10

Instagram influencers are important for now a day's marketing in Bangladesh.

Good

Most of our Bangladeshi brands are using influencers as a key promotional tool.

Instagram influencers are helping new entrepreneurs by promoting their products.

Nowadays being an instagram influencer is a very popular thing. So, people should try it.

It is growing

Nowadays the presence of digitalization is visible in every aspect of our life; such as education,
health and medicine, entertainment, marketing, finance sectors etc.

| think Instagram is a vulgar platform now, influencers should choose another platform. , Insta-
gram has become a dopamine release for boys these days.

Nowadays the presence of digitalization is visible in every aspect of our life; such as education,
health and medicine, entertainment, marketing, finance sectors etc.

It’s great
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Good work done but less authenticity. Not every product is good, however, | feel they yet
talk good about products that don’t work for them either.

If they focus on advertising valuable products that are really important for us regardless of
the products that are important for business compition it would be awesome.

Yes it is very important for Instagram influencer marketing in Bangladesh

| think Instagram is a vulgar platform now, influencers should choose another platform. ,
Instagram has become a dopamine release for boys these days.

Influencer marketing typically works for specific categories like fashion, makeup and
supplements. But there is a preference of influencers as well when it comes to their
reviews.

They should give true reviews

Brilliant

Most of them doesn’t have any idea how to grab the specific cohorts for the products

It’s good because they are representing our country product in worldwide. So obviously there are lot
of benefits for our overall economy.

| do believe that people are being influenced by influencers to the degree that they buy
everything that it advertised.

Not bad

Paid promoters are not fully aware of the quality of the product which causes trust issues




