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Executive summary 



The  rise  of  social  media  has  paved  the  way  for  digital  opinion  leaders,  so  called  influencers,  to  become  key  elements  of  modern  marketing  strategies.  Influencer  marketing  strategies  are  today  used by many companies and the relationship between influencers and their followers has become a  vital  instrument  for  marketers.  Therefore,  the  aim  of  this  thesis  is  to  explore  the  relationship  between followers and influencers and describe the characteristics that shape the relationship. For  this  purpose,  a  multiple  case  study  was  conducted,  consisting  of  three  cases:  Bianca  Ingrosso,  Isabella  Löwengrip  and  Matilda  Djerf.  These  are  among  the  top  influencers  in  Sweden  and  are  active across several social media platforms.  



In order to study the relationship between followers and influencers, a theoretical framework based  on  theory  regarding  relationships  between  brands  and  consumers  was  used.  These  theories  and  concepts include parasocial interaction, engagement, trust, sponsored content and brand loyalty. To  explore  how  these  variables  affect  the  followers’  relationship  with  the  influencer  and  ultimately  how brand loyalty toward the influencer is mediated, 12 semi-structured interviews were conducted  with four followers of each influencer.  



All  three  cases  share  similar  results  and  the  findings  show  that  engagement  is  the  main  mediator  toward brand loyalty across all three cases since little evidence of feelings of PSI is found. For all  three  follower  groups,  the  engagement  level  was  generally  low  and  in  general  the  respondents  express rather weak brand loyalty. Their motivations for engaging with the influencers are mainly  inspiration, information and entertainment. Further, sponsored content is found to have an influence  on  trust  toward  the  influencer  depending  on  the  fit  between  the  sponsored  content  and  the  influencer.  Sponsorships  that  are  not  accepted  by  the  respondents  are  shown  to  have  a  negative  effect on engagement.  



Additionally, avenues for managerial implications and future research pertains to how influencers  should be aware of the followers’ motivations for engagement and their perceptions of sponsorships  and trust as well as researching how the commercial nature of influencers could have an effect on  the establishment of parasocial interaction through illusionary experiences.  



Keywords: Influencer marketing, parasocial interaction, engagement, sponsored content, trust. 
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1. Introduction 



The use of influencers in marketing is nothing new. Marketers have always relied on celebrities or  famous people to endorse their brands and create a buzz that spreads among the crowd (McCracken,  1989). Today, the power to influence no longer only resides with Hollywood stars, sporting heroes  or chart topping musicians. Social media through its interactive characteristics has paved a way for  individuals to assume the role of digital opinion leaders, so called influencers, and to reach out to  millions  of  people  (Uzunoğlu  and  Kip,  2014).  Today,  social  media  users  amount  to  2.46  billion  people worldwide and the most followed Instagram account has 132 million followers (eMarketer,  n.d.; Social blade, n.d.).  



Influencers are currently shaping the marketing landscape by attracting considerable attention from  both  brands  and  the  general  public  (DeMers,  2018).  The  essence  of  influencer  marketing  is  to  utilize  the  influential  power  the  influencer  has  and  get  them  to  endorse  the  right  product  or  the  brand. Uzunoğlu and Kip (2014) suggest in their brand communication through digital influencers  model  that  there  are  several  parties  involved  in  influencer  marketing,  the  company  itself  and  the  brand  they  promote,  the  influencer  they  work  with  and  the  influencers’  followers  as  well  as  the  followers’ friends.  



Followers engage with influencers for a variety of reasons such as to seek advice, find inspiration  and connect with an appealing persona (Men and Tsai, 2013). Beyond picture-perfect brunch plates,  surreal  sunsets  and  the  latest  fashion  trends  there  is  also  a  personality  that  followers  can  build  a  relationship with. Social media thus allows people to follow anybody as if it was a friend (Lee and  Watkins, 2016), and many influencers quickly catch on and start to share personal information to  satisfy  the  curiosity  of  the  followers.  This  phenomenon  of  feelings  of  friendship  arising  from  exposure to a persona through consuming media has been explored in the research field of mass- communication through the theory of parasocial interaction (PSI) (Horton and Wohl, 1956).  



Companies  and  marketers  are  realizing  the  marketing  potential  influencers  present  and  are  now 

shifting their budget from traditional media to social media, 65% of fashion brands are now using 

influencers in their marketing programmes (Michault, 2017). The influencer’s relationship with the 

followers  has  become  one  of  the  most  important  strategic  tool  for  brands  and  it  was  found  in  a 

survey that 92% of the respondents trust influencers more than brand advertising (Brandnew, 2018). 
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Uzunoğlu and Kip (2014) suggest that further research has to be conducted to better understand the  nature  of  the  relationship  between  followers  and  influencers.  Specifically,  they  call  for  more  research to gain a better understanding of how followers are motivated to engage with brands and  influencers as well as how the commercialization of content affects the trust in the relationship.  



The  aim  of  this  thesis  is  to  shed  more  light  on  and  develop  a  deeper  understanding  for  how  the  relationship  between  influencers  and  followers  is  built  and  maintained.  This  will  be  achieved  by  exploring the relationship from the perspective of followers in order to understand how they make  sense of the communication originating from the influencer and in turn how this has an impact on  the  nature  of  the  relationship.  This  in  part  answers  the  call  for  further  research  put  forward  by  Uzunoğlu and Kip (2014) but also provides general insights into influencer marketing, a relatively  scarcely researched area within marketing literature.  



1.1 Research question 



The  previously  presented  research  aim  and  objective  led  to  the  following  overarching  research  question, later in Chapter 4 the research question as well as sub-questions will be further presented.  



How does PSI and engagement mediate brand loyalty in the relationship between followers and  influencers on social media platforms? 



1.2 Thesis progression  


Figure 1. Thesis progression. 
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2. Case delimitation 



This section aims to describe the phenomenon of influencers in relation to existing theory. Further,  this section provides background information on the three influencers and their followers who are  the focus of this study. Each case is described, as well as argued for in terms of relevancy for the  study. The purpose is to give the reader an understanding of the characteristics of each influencer.   



As  previously  stated,  influencers  are  digital  opinion  leaders  that  have  an  impact  on  consumers’ 



purchase and loyalty intentions (Uzunoğlu and Kip, 2014). This impact can partly be attributed to  Thomson’s  (2006)  description  of  how  people  gain  an  emotional  connection  and  attachment  to  celebrities, who he refers to as human brands. This relationship between people and human brands  can be understood by applying the theory of PSI (Ballantine and Martin, 2005). PSI is according to  Labrecque  (2014)  “…an  illusionary  experience,  such  that  consumers  interact  with  personas  (i.e. 



mediated representations of presenters, celebrities, or characters) as if they are present and engaged 

in a reciprocal relationship”. (p. 135). Based on Thomson’s (2006), Uzunoğlu and Kip’s (2014) and 

Labrecque’s  (2014)  understanding  of  human  brands,  digital  opinion  leaders  and  PSI,  influencers 

can be seen as human brands with which people develop a relationship that expresses evidence of 

parasocial  interaction.  One  of  the  aims  of  this  thesis  is  to  investigate  the  relationship  between 

influencers and their followers and to explore if PSI plays a role in that relationship. Therefore, case 

studies were conducted with the prerequisite that they all show an indication of PSI. In order to find 

these indications, a basic netnographic study was conducted. Netnography is described by Kozinets 

(2002)  as  an  ethnographic  study  of  online  communities,  conducted  to  gather  primary  data.  This 

research method offers a means to explore rich symbolic consumer insights in a less obtrusive way 

than  other  types  of  qualitative  research  methods  such  as  interviews  or  focus  groups  where  the 

market situation often is fabricated (Kozinets, 2002). In accordance with Kozinets (2002), streams 

of data were collected from activity on influencers’ profiles and the data was subsequently coded 

according  to  understandings  of  PSI.  This  resulted  in  findings  that  indicate  the  presence  of  PSI 

between followers and influencers. To gain greater validity and reliability, a coherent sample made 

up  of  influencers  within  the  same  category  are  selected.  The  chosen  category  is  lifestyle  and  all 

cases  are  based  on  female  influencers.  To  add  further  synergy  to  the  data  set,  all  followers  and 

influencers chosen are Swedish. Based on these criteria and the netnographic study three cases are 

singled out. The three influencers chosen for this multiple case study are Bianca Ingrosso, Matilda 
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Djerf and Isabella Löwengrip. Their profiles and relevance to the study is further described in the  following section.  



2.1 Bianca Ingrosso  



Bianca Ingrosso is a 23-year-old influencer from Stockholm, Sweden. She is active on Instagram,  YouTube as well as on her own blog and podcast. Bianca Ingrosso joined Instagram in 2011 and  currently  has  718,000  followers  (May,  2018).  On  YouTube  her  videos  have  between  88,000  and  1,000,000  views  and  180,937  users  are  subscribed  to  her  YouTube  channel  (May,  2018).  Bianca  Ingrosso’s  blog  is  one  of  Sweden's  most  visited  blogs  (May,  2018).  In  addition  to  that,  Bianca  Ingrosso’s  podcast,  which  is  in  collaboration  with  another  Swedish  influencer,  is  on  top  of  the  iTunes list of most listened to podcasts in Sweden (May, 2018). Bianca Ingrosso describes herself  on her Instagram profile as “Lifestyle influencer and TV-personality” and on her YouTube channel  she  invites  people  to  “…follow  me  around  and  get  glimpses  of  Life  in  this  big  World”  (Bianca  Ingrosso,  n.d.-a,  n.d.-b).  The  categories  of  the  content  on  Bianca  Ingrosso’s  blog  can  be  filtered  between fashion, workout and food. Besides these categories, Bianca Ingrosso regularly features her  travels and her family in her posts. Below are examples of quotes gathered from the netnographic  study that suggest the presence of PSI between Bianca and her followers.  



“What  happened  to  your  iPhone  7  plus??  Like  I’m  just  wondering  because  all  of  a  sudden  you  have like an iPhone X  But you are so good looking, you seem to be so kind and nice and I love  you, you are my biggest idol luv ” (Teresecanterus, 2018).  



“I just came across Wahlgrens Värld [Reality TV-show about Bianca’s family]!! A bit late I know  but damn you are funny, would like to hang out with your family one day!” (Isa, 2018).  



“I love your clothes (same style as mine  )” (Nadinne Thyrell, 2018).  



”Hellooo,  aren’t  you  going  to  have  a  schlager-theme  on  pnillas  [Bianca’s  mom]50  years  old 

party?” (Josefinatorstensson, 2018).  
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2.2 Isabella Löwengrip 



Isabella  Löwengrip  is  a  27-year-old  influencer  based  in  Stockholm,  Sweden.  She  is  active  on  Instagram, YouTube and has her own blog. Isabella Löwengrip joined Instagram in 2012 and she  currently  has  428,000  followers  (May  2018).  On  YouTube  her  videos  have  between  1,400  and  247,000 views and 2,847 users are subscribed to her YouTube channel (May, 2018). According to  Isabella Löwengrip’s Instagram profile her blog is “Scandinavia’s biggest blog with 1.5m readers” 



(Isabella  Löwengrip,  n.d.-a).  She  further  describes  herself  as  “Awarded  as  the  most  powerful  business  woman  in  Sweden  2018  […]  Mother  of  two,  born  1990.  Let’s  get  global!”  and  as  the 



“youngest and most influential social media star in the sphere of empowering female entrepreneurs,  she  is  self-made  and  juggling  50  employees  with  a  combined  turnover  of  $10  m.”  (Isabella  Löwengrip, n.d.-a, n.d.-b). The categories Isabella Löwengrip is writing on her blog include home,  business,  looks,  beauty,  food  and  travel,  for  you,  life  and  thoughts  and  motherhood.  Isabella  Löwengrip was one of the first bloggers in Sweden and started blogging 2005 under the nickname  Blondinbella (Saldert, 2018). Below are examples of quotes gathered from the netnographic study  that suggest the presence of PSI between Isabella Löwengrip and her followers.  



“Like wow, you are so inspiring! I want to be you when I’m 27, started investing in stocks when I  was 14 :)” (ingridhllgren, 2018) 



“Hope you get better soon and that you get to feel good during the weekend  ” (cicimoller, 2018).  



“Recognize myself, I also plan a lot and tell the kids. Single mom with two girls, 2,5 and 3,5 years  old” (Nellie, 2018).  



“How happy I am for your sake that you resumed contact again. Hope that everything sorts itself  out even if it takes time” (Marika, 2018). 



2.3 Matilda Djerf 



Matilda  Djerf  is  a  20-year-old  influencer  based  in  Borås,  Sweden.  She  is  active  on  Instagram, 

YouTube  and  has  her  own  blog.  Matilda  Djerf  joined  Instagram  in  2013  and  she  currently  has 

287,000 followers (May, 2018). On YouTube her videos have between 10,000 and 186,000 views 

and 36,915 users are subscribed to her YouTube channel (May, 2018). Matilda Djerf welcomes her 

followers  on  Instagram  “to  my  world  and  dreams”  (Matilda  Djerf,  n.d.-a).  She  further  describes 
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herself on her YouTube channel as a “Swedish influencer and content creator sharing my passion  with you!” and invites her followers to “Follow me for travels, fashion, inspiration and everyday  life videos.” (Matilda Djerf, n.d.-b). The categories Matilda Djerf is writing about on her blog are  outfits and travels. Below are examples of quotes gathered from the netnographic study that suggest  the presence of PSI between Matilda Djerf and her followers.  



“@matildadjerf thank you much for replying! Unfortunately, they don’t send to Australia! But I will  try to get it posted from a friend from the UK! Just hope it looks as good on me as it does on you 



” (stephaniedoes, 2017).  



“Thank  you  so  much  for  your  real  talk  on  your  blog!  Really  got  me  and  my  eyes  are  now  more  opened. I'd like to wish you and Rasmus a Happy Holiday Season and all the best for the new year. 



Stay as YOU are, lovely! xx” (hannahiljx, 2017).  



“I love it when you take us everywhere  ” (Janet Roberson, 2017).  



“Hi Matilda! I just wanted to say that since I discovered you on YouTube and then followed you on 

Instagram you have been such an inspiration to me, you are my age and inspire me so much to love 

my self a little more, take care of my body, dress better, and honestly everything because I see you 

and you are so pretty, you seems so confident and your style is like the best and I just felt I wanted 

to  share  my  thoughts  with  you  because  I  feel  you  are  so  special  and  love  you ”  (Miriamdj9, 

2018).  
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3. Outlining and defining social media platforms 



The aim of this section is to provide an understanding of different social media platforms that are  relevant for this thesis. To be able to interpret and process the collected data it is of importance to  know  the  technologies  and  mechanics  that  are  being  used  on  social  media.  The  influencers  and  followers  are  active  across  many  different  platforms  that  differ  in  nature  and  thus  these  will  be  further explored in the following section.  



According  to  Kaplan  and  Haenlein  (2010)  social  media  grew  out  of  the  concept  of  web  2.0  that  explains how the online platforms have become collaborative in nature where all users are able to  create and modify content. Such content, that is created by end users and made publically available  is defined by Kaplan and Haenlein (2010) as User Generated Content. They define Social Media as 



“a group of Internet-based applications that build on the ideological and technological foundations  of  Web  2.0,  and  that  allow  the  creation  and  exchange  of  User  Generated  Content”  (p.  61).  As  previously stated influencers are active across different Social Media platforms (Michault, 2017). 



The  following  section  will  describe  and  define  these  platforms  in  order  to  give  a  better  understanding of their functionality.  



3.1 Blogs 



According  to  Kaplan  and  Haenlein  (2010)  blogs  are  similar  to  personal  web  pages  that  come  in  different variations such as personal diaries or summaries of content in a specific area where readers  can interact with the person who manages a blog, the blogger, through comments. Blogs are used as  a tool by businesses and individuals to share their views and opinions with the outside world and  since bloggers often share personal experiences and interest, the reader of the blog gets to know the  blogger  on  a  more  personal  level  (Halvorsen,  et  al.,  2013).  In  addition  to  commenting,  users  can  engage with blogs by reading and sharing. Blogs are used as marketing tools by businesses through  the placement of ads and banners and sponsored blog posts (Mutum and Wang, 2010).  



3.2 Instagram 



Instagram  began  as  a  photo  sharing  platform  where  users  were  able  to  share  photos,  short  video 

clips and texts with each other. Now, the platform has evolved and allows users to post a variety of 

content.  Today,  more  than  800  million  users  are  registered  on  Instagram  (Instagram,  n.d.).  These 

users  are  able  to  engage  with  other  users’  content  in  various  ways  such  as  viewing,  ‘liking’, 
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following,  commenting,  sharing  and  voting.  Users  are  able  to  upload  photos  and  videos  to  their  profile  as  well  as  a  format  called  ‘stories’  which  allows  a  user  to  post  a  picture  or  video  that  is  available to other users for 24 hours. This also includes sharing live videos where other users are  able  to  comment  in  real  time.  Posts  can  also  be  bookmarked  with  hashtags  and  @-signs,  these  bookmarks  could  link  to  topics  or  other  user  and  brand  accounts.  Recently  Instagram  has  increasingly  monitored  the  publishing  of  paid  content  and  invoked  several  regulations  that  force  users to disclose sponsorships (Frier, 2017).  



3.3 YouTube 



YouTube  is  a  content  sharing  platform  where  users  can  post  video  content  and  create  their  own  channels as well as subscribe to other users. It is the home of video bloggers, commonly referred to  as ‘vloggers’ (Lee and Watkins, 2016). YouTube was originally intended solely for user generated  content but over time it has attracted companies and brands as well (Freeman and Chaplan, 2007). 



Today several brands have their own YouTube channels for marketing purposes. On YouTube users  can  engage  with  content  by  viewing,  liking,  disliking,  sharing,  commenting  and  subscribing  to  channels. This social media platform is also being used by companies and ‘vloggers’ for marketing  purposes.  Companies  have  the  possibility  to  have  their  ads  shown  to  viewers  before  or  during  videos  and  in  turn  ‘vloggers’  can  earn  money  by  allowing  companies  to  place  these  ads  on  their  videos. ‘Vloggers’ can also earn money on YouTube through collaborations and sponsorships with  brands (YouTube, n.d.)  



3.4 Podcasts 



A  podcast  is  user  generated  audio  or  video  content,  similar  in  nature  to  radio  shows  but  made  available  to  users  on  demand  through  platforms  such  as  Apple’s  iTunes  music  and  video  store. 



Podcasts  are  a  growing  media,  currently  45%  of  global  internet  users  between  25-34  are  podcast 

listeners  (GlobalWebIndex,  n.d.).  Podcasts  are  consumed  through  one-way  communication  since 

there is no direct interaction between the listener and the producer during the consumption. Apart 

from listening, users are able to engage with podcasts through sharing, rating and subscribing to a 

channel.  It  is  common  for  podcast  producers  to  request  that  listeners  send  them  questions  and 

subsequently  answering  these  questions  in  upcoming  episodes.  Producers  are  free  to  promote 

companies  and  brands  in  their  podcasts  through  for  example  sponsorships.  In  regards  to  this 

monetization of the platform, the producers will in the future be able to access user data that could 

allow more specific targeting of commercial content (Locke, 2017).  
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4. Theory



This section will present as well as connect theories and constructs that are relevant to the research  study.  The  aim  is  also  to  describe  the  theoretical  context  and  offer  a  brief  description  of  how  research within this field has evolved over time. A theoretical framework consisting of the theories  and constructs will also be defined and illustrated. At the end of this section the research questions  will be presented based on theoretical propositions taken from the theoretical framework.  



4.1 Theoretical delimitation 



When  studying  the  loyalty  outcomes  of  the  relationship  between  followers  and  influencers  it  is  important  to  understand  the  mediating  factors  of  the  relationship  (Uzunoğlu  and  Kip,  2014).  Lee  and  Watkins  (2016)  suggest  that  the  strong  impact  of  word  of  mouth  (WOM)  in  social  networks  compared  to  traditional  advertising  can  be  due  to  the  fact  that  followers  are  able  to  build  relationships  with  influencers  through  social  media  because  the  content  influencers  post  have  several characteristics that allow followers to perceive them as friends. They study this relationship  through  the  concept  of  PSI,  which  according  to  Labrecque  (2014)  in  part  describes  the  one  way  nature  of  the  relationship  between  a  media  persona  and  an  individual.  Initially,  this  one  way  relationship was built through consumption of traditional mass media such as television and radio  (Labrecque,  2014).  Today,  media  usage  is  more  interactive,  characterized  by  the  usage  of  social  media, which allows influencers a more dynamic way of communicating through channels such as  blogs, Instagram, YouTube, and podcasts (Michault, 2017). Through these channels, followers can  engage with the influencers at any time through the channel or channels they prefer and overtime  can  become  loyal.  There  are  many  different  reasons  for  followers  to  express  loyalty  intentions  towards influencers. One is the feeling of friendship explained through PSI (e.g. Labrecque, 2014). 



Another  reason,  studied  by  Men  and  Tsai  (2013),  is  consumer  engagement  and  specifically  what 

motivates  consumers  to  engage  with  brand  pages  on  social  networks.  Consumer  engagement 

describes a more functional dimension of the relationship between followers and influencers, where 

consumers can be motivated by less emotional factors such as remuneration and information (Men 

and  Tsai,  2013).  Additionally,  prior  research  on  sponsored  content  and  trust  on  social  media  can 

support  the  understanding  of  the  commercialization  of  influencers  (Liljander,  Gummerus  and 

Söderlund, 2015; Grabner-Kräuter, 2009). 
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4.2 Theoretical framework 



To understand and analyse the relationship between the followers and the influencers in the selected  cases, a theoretical framework
* based on propositions from previous research will be presented in  this  section.  Each  variable  of  the  theoretical  framework  will  be  defined  and  serve  as  theoretical  propositions that will be relied upon for data collection and analysis. 



4.2.1 Parasocial interaction 



PSI  was  from  the  beginning  developed  for  mass-communication  to  explain  the  development  of  consumers’ relationships with mass media (Horton and Wohl, 1956). According to Ballantine and  Martin  (2005),  PSI  results  in  feelings  of  loyalty  towards  a  persona  and  this  loyalty  can  then  manifest  itself  through  different  behaviours  such  as  collecting  memorabilia  or  buying  products  recommended  by  the  persona.  Labrecque  (2014,  p.  135)  defines  PSI  as  “…an  illusionary  experience, such that consumers interact with personas (i.e. mediated representations of presenters,  celebrities, or characters) as if they are present and engaged in a reciprocal relationship”. From the  viewer’s perspective the relationship is perceived as a friendship where feelings of intimacy exist  (Labrecque, 2014).  



Recent research has applied the concept of PSI to an online environment (Ballantine and Martine,  2005; Labrecque, 2014; Lee and Watkins, 2016; Men and Tsai, 2013). Labrecque (2014) states that  online environments appear to allow two-way communication between individuals and personas but  that  this  rarely  happens.  Instead  the  relationship  is  better  described  as  one-way  communication. 



How communication is perceived differs across media selection and usage and it is suggested by  Ballantine and Martin (2005) that different media has the possibility to influence PSI by different  means.  Men  and  Tsai  (2013)  further  propose  that  PSI  is  higher  in  social  media  environments  specifically since users are able to continuously observe numerous interactions between a brand and  its followers. According to Ballantine and Martin (2005) PSI can help researchers understand the  act of only observing but not participating. They refer to this type of online consumer behaviour as 



‘lurking’.  In  this  thesis,  PSI  is  defined  as  an  illusionary  experience  such  that  a  follower  interacts 


       


*This framework was developed based on a previous master thesis retold by the supervisor Niels Kornum, the authors of this thesis 
never read the thesis in question and only received inspiration via Niels Kornum. 



(17)
with  an  influencer  as  if  it  is  a  friend,  which  is  characterized  by  feelings  of  intimacy  and  an  emotional bond. 



4.2.2 The antecedents of PSI 



The research conducted by Labrecque (2014) and Lee and Watkins (2016) identified four different  antecedents  of  PSI;  social  attraction,  attitude  homophily,  perceived  interactivity  and  openness  in  communication. The following section describes and defines these antecedents.  



4.2.2.1 Social attraction 



Lee and Watkins (2016) studied social attraction and found it to have a positive influence on PSI. 



They base their understanding of social attractiveness on Rubin and McHugh (1987) who define it  as stemming from the presentation of an individual as attractive to others and thus someone that a  person  would  like  to  have  an  interpersonal  relationship  with.  Rubin  and  McHugh  (1987)  found  social attraction to be a stronger predictor for PSI than physical attraction. They also propose that  social attraction is established through the disclosure of attitudes in communication. Ballantine and  Martin (2005) further suggest that PSI entice the same feelings for a user as social relationships and  thus are evaluated by the same criteria. In this thesis, social attraction is defined as the degree to  which a follower perceives an influencer to be attractive to others and therefore finds it desirable to  have an interpersonal relationship with the influencer.  



4.2.2.2 Attitude homophily 



Similar  to  social  attraction  is  the  concept  of  attitude  homophily,  described  by  Lee  and  Watkins 

(2016) as relating to how the perceived similarities between people affect their relationship. In the 

context of PSI, they describe it as “the more the user perceives similarities between their beliefs and 

the  media  personality,  the  more  likely  they  will  continue  the  interaction”  (p.  5755).  Lee  and 

Watkins (2016) in part base their definition on Eyal and Rubin (2003) who suggest that homophily 

is “the degree to which people who interact are similar in beliefs, education, social status and the 

like”  (p.  80).  They  also  state  that  homophily  is  subjective  since  it  relates  to  the  individual's 

perception  of  similarities.  In  this  thesis,  attitude  homophily  is  defined  as  the  degree  to  which  a 

follower  experiences  perceived  similarities  between  individual  beliefs  and  the  beliefs  of  an 

influencer.  
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4.2.2.3 Perceived interactivity 



Perceived interactivity is defined by Labrecque (2014) as the users’ perception of being part of two- way  communication  which  can  be  signalled  through  message  cues  that  indicate  that  a  persona  is  listening and interacting with its followers and responds to them within a reasonable timeframe. She  bases  this  definition  on  the  conceptualisation  of  interactivity  by  Song  and  Zinkhan  (2008)  who  presents a three dimensional construct of perceived interactivity. The three dimensions are control,  communication  and  responsiveness.  Control  relates  to  the  user’s  ability  to  navigate  websites,  communication  relates  to  the  perceived  degree  of  two-way  communication  and  responsiveness  relates  to  the  perceived  speed  and  frequency  of  replies.  In  this  thesis,  perceived  interactivity  is  defined as the degree to which a follower perceives a two-way communication with an influencer  through message cues indicating listening, interacting and timely responses.   



4.2.2.4 Openness in communication 



Openness  in  communication  reflects  the  personas  tendency  to  disclose  information  about  herself  which  according  to  Labrecque  (2014)  should  build  intimacy  and  trust.  She  further  notes  that  openness  can  be  apparent  when  a  persona  breaks  away  from  her  public  role  and  reveals  private  information to the viewer. In line with this, Ballantine and Martin (2005) describe how personas can  break  the  fourth  wall,  an  imaginary  wall  between  viewers  and  personas  that  helps  maintain  the  fictional world in which the persona exists. When this fourth wall is broken, PSI is increased since  the  persona  becomes  more  dominant  due  to  stepping  out  of  their  role,  due  to  the  media  being  acknowledged as fictive and due to the fact that the relationship with the audience becomes more  intimate  (Ballantine  and  Martin,  2015).  Since  followers  that  are  experiencing  PSI,  according  to  Labrecque (2014) have a desire to learn private details about a persona, it becomes beneficial for  the  persona  to  share  private  information  through  message  cues.  In  this  thesis,  openness  in  communication  is  defined  as  the  influencer’s  tendency  to  disclose  information,  for  instance,  information that a follower perceives as private. 



4.2.3 Engagement 



Research  has  argued  that  there  is  a  relationship  between  audiences’  media  involvement  and  engagement with embedded messages (Rubin and Step 1997; Sun, Rubin, and Haridakis 



2008).  Further,  Muntinga,  Moorman  and  Smit  (2011)  suggest  that  the  audience  is  goal-oriented 

when using media in line with user and gratification theory that suggests that people are active and 

selective  in  their  media  choice.  Following  this  argument,  Men  and  Tsai  (2013)  propose  that 
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engagement  is  considered  to  be  an  antecedent  of  different  possible  outcomes  of  consuming  communicated  messages.  They  further  put  emphasis  on  the  fact  that  engagement  is  an  important  variable when studying social network sites since these sites are built on relationships. Muntinga,  Moorman  and  Smith  (2011)  suggest  through  their  COBRA  model  that  engagement  takes  on  different shapes and forms which they describe in terms of levels of involvement with brand related  activities. The first level they describe is consuming which is the minimum level of online brand- related  activeness.  This  includes  activities  such  as  watching  brand-related  pictures,  reading  comments  on  brand  profiles  or  viewing  brand-related  videos.  The  middle  level  of  online  brand- related  activeness  is  defined  as  contributing  and  describes  user-to-content  as  well  as  user-to-user  interactions about brands. People contribute to brand-related content by joining a brand profile on  social  network  site,  commenting  on  brand-related  pictures,  videos  and  weblogs  and  engage  in  branded  conversations.  The  highest  level  of  brand-related  activeness  is  when  people  actively  produce  and  publish  brand-related  content  others  consume  and  contribute  to,  which  is  termed  creating.  This  could  for  example  be  uploading  brand-related  pictures  and  videos  or  publishing  a  brand-related  blog.  In  this  thesis,  engagement  is  defined  as  any  online  brand  related  activity  by  followers which can be categorized as consuming, contributing or creating.  



4.2.4 The antecedents of engagement 



The research conducted by Men and Tsai (2013), Trash and Elliot (2003) and Wallace et al. (2014a)  identified  five  different  antecedents  of  engagement;  information,  inspiration,  entertainment,  remuneration and self-expression. The following section describes and defines these antecedents.  



4.2.4.1 Inspiration 



Trash and Elliot (2003) describe inspiration as: “a breathing in or infusion of some idea, purpose, 

etc. into the mind; the suggestion, awakening, or creation of some feeling or impulse, especially of 

an  exalted  kind”  (p.  871).  According  to  Muntinga,  Moorman  and  Smit  (2011)  inspiration  can 

explain why people consume brand-related content. They found that brand-related information can 

be a source of inspiration to get new ideas. In relation to engagement their study further identified 

inspiration  to  be  a  motivation  which  drives  the  minimum  level  of  brand-related  activities, 

consuming, but not contributing or creating.  In this thesis, inspiration is defined as the infusion of 

some idea or purpose into the mind of a follower evoked by consuming influencer related content.  
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4.2.4.2 Information  



According to Men and Tsai (2013) information serves as a motive for engaging with brand pages on  social  network  sites.  They  further  describe  information  as  a  functional  motivation  that  involves  visitors looking for information on products, brands and company-related information. According to  Kaye (2007), information seeking as a motivation for engaging with a blog includes searching for  information  relevant  to  a  user’s  work,  special  interests  and  to  keep  up  to  date.  In  this  thesis,  information is defined as advice, opinions, information exchange and information to keep up to date  with current trends which followers seek when engaging with an influencer’s content.  



4.2.4.3 Entertainment 



Another motivation for visiting brand pages on social network sites is entertainment (Men and Tsai,  2013). Luarn, Lin and Chiu (2015) describe entertainment themed social media content as content  that  is  not  directly  linked  to  a  brand  or  a  product.  The  act  of  consuming  entertaining  content  is 



“related  to  escaping  or  being  diverted  from  problems  or  routine;  emotional  release  or  relief; 



relaxation; cultural or aesthetic enjoyment; passing time; and sexual arousal” (Muntinga, Moorman  and Smit, 2011, p. 19). Muntinga, Moorman and Smit (2011) describe how entertainment has been  used by several researchers in the context of social media as an overall motivation for engagement. 



In  this  thesis,  entertainment  is  defined  as  any  influencer’s  content  followers  consume  in  order  to  escape  from  problems,  relax,  get  aesthetic  enjoyment,  fill  time,  seek  emotional  release  or  sexual  arousal.  



4.2.4.4 Remuneration 



Men and Tsai (2013) describe remuneration as a motivation for users to engage with brand pages on  social network sites. Further, Muntinga, Moorman and Smit (2011) describe remuneration as when  users are looking for future rewards and categorize three different types of remuneration; economic  incentives,  job-related  benefits  or  personal  wants.  According  to  Luarn,  Lin  and  Chiu  (2015),  remuneration on social network sites are typically promotions, trials, coupons and special offers. In  this  thesis,  remuneration  is  defined  as  any  reward  that  is  given  to  a  follower  in  exchange  for  engaging with an influencers’ content.  



4.2.4.5 Self-expression 



Self-expression is described by Wallace et al. (2014a) as a process in which an individual uses an 

object to express a social or inner self. In the context of branding, Carroll and Ahuvia (2006, p. 82) 
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describe  that  self-expressive  brands  are  “the  customer’s  perception  of  the  degree  to  which  the  specific  brand  enhances  one’s  social  self  and/or  reflects  one’s  inner  self”.  Wallace  et  al.  (2014a)  found a distinction between inner self and social self with regards to the outcomes of engagement  with the brand. They concluded that people following brands that reflect their inner self are much  more likely to engage in WOM and are more sensitive to any wrongdoing by the brand. In contrast  with  this,  people  that  follow  brands  that  enhance  their  social  self  will  not  engage  in  any  recommendations  of  the  brand  in  question.  Wallace  et  al.  (2014b)  further  describe  different  fan  types  on  social  media.  One  of  the  characteristics  that  they  use  to  define  the  fan  types  is  self- expressive  brands.  Two  of  the  fan  types,  the  Fan-atic  and  the  Self-expressives,  are  motivated  by  social and inner self-expression and are following brands that genuinely reflect their interests but at  the same time they are aware of the social recognition. The Self-expressives only follow brands for  social recognition and for them the brand has a symbolic role in creating an ideal self online. These  self-expressive activities can be seen as engagement according to Muntinga, Moorman and Smit’s  (2011) levels of engagement and thus self-expression can lead to engagement. In this thesis, self- expression is defined as an act in which a follower engages with an influencer to enhance or reflect  the social self or the inner self.  



4.2.5 Trust 



Trust  has  long  been  a  focus  of  researchers,  see  for  example  Deutsch  (1958)  whose  examinations  outline fundamental findings of dealing with trust. Trust incorporates the notions of relevance and  predictability  to  a  person  or  organisation  (Deutsch,  1958).  According  to  Deutsch  (1958)  an 



“individual may be said to have trust in the occurrence of an event if he expects its occurrence and 

his  expectation  leads  to  behavior  which  he  perceives  to  have  greater  negative  motivational 

consequences  if  the  expectation  is  not  confirmed  than  positive  motivational  consequences  if  it  is 

confirmed”  (p.  266).  In  the  context  of  social  media,  Grabner-Kräuter  (2009)  defines  trust  as  “a 

belief  or  expectation  about  the  other  (trusted)  party,  or  as  a  willingness  to  rely  on  another  party, 

coupled  with  a  sense  of  vulnerability  or  risk  if  the  trust  is  violated”  (p.  506).  She  also  outlines 

different types of trust and identifies different sources of trust in online social networks. The types 

of trust are discussed in terms of micro level and macro level. On a micro level Grabner-Kräuter 

(2009)  outlines  trust  on  an  individual  level  between  people  in  an  online  social  network  and  on  a 

macro  level  she  outlines  trust  in  the  network  provider  and  web  2.0  technologies.  Beyond  these 

levels, Grabner-Kräuter (2009) further proposes that people over time develop a type of trust that is 

cross-situational and defined as “the extent to which a person displays a tendency to be willing or 



(22)
depend on others across a broad spectrum of situations and persons” (p. 515). In terms of sources of  trust, Grabner-Kräuter (2009), identified the following six; dispositional trust, first perceptions of  trust-relevant attributes, calculative processes, institutional beliefs, knowledge about and experience  with the online social network and its members, and processes of identification. She discusses these  according to three phases of trust; building, stabilizing and dissolution. In the first phase, trust is  built based on dispositional trust, first perceptions of trust-relevant attributes, calculative processes  and institutional beliefs. In the second phase, trust is stabilized by knowledge about and experience  with  the  online  social  network  and  its  members.  The  third  and  final  phase,  dissolution  is  characterized by processes of identification. Grabner-Kräuter (2009) proposes in her research that  identification-based  trust  is  more  important  in  online  social  networks  that  are  characterized  by  relationships built on friendship. She suggests that identification-based trust can be an outcome of 



“joint  values,  tasks  and  goals,  by  creating  a  collective  identity,  and  by  physical  proximity  or  emotional closeness” (p. 517). As previously presented many of these attributes can also found in  PSI.  In  line  with  this,  Labrecque  (2014)  notes  that  there  is  a  connection  between  PSI  and  trust  building.  In  this  thesis,  trust  is  defined  as  a  follower’s  belief  that  an  influencer  will  behave  in  expected ways, or as a willingness to rely on an influencer, coupled with a sense of vulnerability or  risk if the trust is violated.  



4.2.6 Sponsored content 



According to Mutum and Wang (2010) a clear distinction between traditional online display ads on 

blogs  and  sponsored  content  can  be  made.  They  define  sponsored  content  as  various  forms  of 

communication such as reviews, videos and opinions which have the purpose of driving consumer 

attitudes and purchase intentions toward the sponsored brand. Further, Lu, Chang and Chang (2014) 

state  that  the  sponsor  often  offers  compensation  in  exchange  for  the  publishing  of  sponsored 

content. This compensation can come in the form of “cash, coupons, free samples, and exclusive 

activity attendance” (Lu, Chang and Chang, 2014, p. 260). Uzunoğlu and Kip (2014) suggest that 

one of the powers of bloggers is that they are trustworthy, a view which they challenge by noting 

that  one  of  the  threats  towards  trust  is  the  commercialization  of  blog  content  can  impact  the 

relationship  between  followers  and  influencers.  Sponsored  content  could  thus  be  seen  as  an 

antecedent  of  trust  in  social  networks,  which  is  in  accordance  with  the  findings  of  Liljander, 

Gummerus  and  Söderlund  (2015)  who  studied  consumer  attitude  toward  covert  and  overt 

advertising  in  blogs.  As  previously  stated  several  regulations  have  been  imposed  recently  on 

sponsored content, this forces influencers to disclose partnerships to followers and this in turn leads 
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to an evaluation of sponsored content (Hwang and Jeong, 2016). In this thesis, sponsored content is  defined  as  brand  related  content  posted  by  influencers  for  which  they  receive  compensation  in  exchange. 



4.2.7 Acceptance of sponsorship 



Liljander,  Gummerus  and  Söderlund  (2015)  describe  the  acceptance  of  sponsorship  as  the  belief  that it is acceptable and appropriate for bloggers to receive support from companies. The effect of  sponsored  content  has  been  studied  to  some  degree  in  previous  research  (Colliander  and  Erlandsson,  2013;  Halvorsen  et  al.,  2013;  Hwang  and  Jeong,  2016;  Wojdynski  and  Evans,  2015; 



Liljander,  Gummerus  and  Söderlund,  2015;  Van  Reijmersdal  et  al.,  2016).  Previous  research  has  found that depending on who discloses the sponsorship and how it is disclosed, the effect will be  different. Wojdynski and Evans (2015) found that disclosing sponsorships had a negative effect on  credibility  but  also  suggested  that  this  effect  could  be  moderated  by  the  content  producers’ 



characteristics. This moderating effect was confirmed by Hwang and Jeong (2016) who found that  perceived honesty could moderate the negative effective of sponsorship disclosure. In line with this,  Liljander, Gummerus and Söderlund (2015) found that the acceptance of sponsored content has an  effect  on  engagement.  They  further  suggest  that  young  consumers  are  generally  wary  of  recommendations  and  content  published  by  bloggers.  This  highlights  the  notion  that  sponsorship  evaluation might take place even when there is no disclosure due to suspicious followers. In this  thesis,  acceptance  of  sponsorship  is  defined  as  a  follower’s  belief  that  it  is  acceptable  and  appropriate for an influencer to receive support from a company in exchange for posting company  related content. 



4.2.8 Brand Loyalty 



Brand  loyalty  is  a  well-researched  topic  within  marketing  research  (Day,  1969;  Keller,  2013; 



Chaudhuri and Holbrook, 2001; Jacoby and Kyner, 1973; Oliver, 1999; Tucker, 1964). According 

to Chaudhuri and Holbrook (2001) brand loyalty contains both cognitive and emotional aspects. In 

line  with  this,  they  present  a  two  dimensional  construct  of  brand  loyalty,  differentiating  between 

behavioural  loyalty  and  attitudinal  loyalty.  The  former  relates  to  actual  behaviour  such  as  repeat 

purchases  of  a  brand  and  the  latter  relates  to  preference  for  a  brand  based  on  emotional  ties.  In 

relation to PSI and engagement, researchers have found that brand loyalty is an outcome of both 

concepts  (Labrecque,  2014;  Tsiotsou,  2015;  Jahn  and  Kunz,  2012;  Greve,  2014).  For  PSI, 

Labrecque  (2014)  proposes  that  openness  in  communication  and  perceived  interactivity  creates  a 
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bond and this “sense of feeling connected with the brand through the interaction (PSI) goes beyond  the interaction itself and drives increased feelings of loyalty intentions and willingness to provide  information to the brand” (p. 139). For engagement, Jahn and Kunz (2012) suggest that one of the  most  important  drivers  for  user  loyalty  behaviour  on  brand  fan-pages  is  to  “deliver  interesting,  entertaining, and innovative content to its fans. Exclusive content, sweepstakes, online events, and  contests  are  some  of  the  means  brand  fan  pages  can  use  to  achieve  this”  (p.  354).  In  this  thesis,  brand  loyalty  is  defined  as  a  holistic  concept  based  on  behavioural  and  attitudinal  loyalty  that  manifests itself through repeat interactions with and strong emotional attachments to an influencer.  



4.2.8.1 Attitudinal loyalty 



Chaudhuri  and  Holbrook  (2001)  describe  attitudinal  loyalty  as  the  level  of  commitment  of  the  average  consumer  toward  a  brand.  This  description  shares  similarities  with  Keller’s  (2013)  description  of  attitudinal  attachment  as  an  emotional  connection  and  motivation  for  repeat  interactions  with  a  brand.  Keller  (2013)  suggests  that  attitudinal  attachment  can  be  measured  through  the  concept  of  brand  attachment.  A  definition  of  the  construct  of  brand  attachment  is  provided  by  Park  et  al.  (2010).  They  describe  how  brand  attachment  is  made  up  of  two  factors,  brand-self  connection  and  brand  prominence.  Brand-self  connection  is  explained  as  an  emotional  and cognitive connection between the brand and the self. It is suggested that a consumer develops a  oneness  with  the  brand  as  a  result  of  this  connection  which  is  similar  to  the  concept  PSI  as  described  by  Labrecque  (2014).  Park  et  al.  (2010)  further  describe  the  second  factor,  brand  prominence,  as  the  salience  of  the  connection  between  the  brand  and  the  self.  This  in  turn  is  determined by “the ease (1) and frequency (2) with which brand-related thoughts and feelings are  brought  to  mind”  (Park  et  al.,  2010,  p.  2).  In  line  with  this  Hudson  et  al.  (2015)  found  that  consumers’ relationships with brands are positively affected by social media usage. They propose  that consumers develop an emotional connection through social media that influences the strength  of  the  relationship  between  consumers  and  brands.  According  to  Thomson,  Macinnis  and  Park  (2005) it could be suggested that brand attachment is a predictor for a consumers’ loyalty towards a  brand. Therefore, PSI through its effect on relationships and loyalty could lead to brand attachment. 



Further,  Van  Doorn  et  al.  (2010)  found  that  customer  engagement  behaviour  has  emotional 

consequences  for  customers,  they  describe  how  customers  gain  emotional  benefits  as  well  as 

reinforce or shape their social identity through engaging with a brand. This is connected to brand-

self  connection  and  thus  brand  attachment  as  described  by  Park  et  al.  (2010).  In  this  thesis, 

attitudinal loyalty is defined as a two-dimensional construct that explains the level of commitment 
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of a follower toward an influencer. One dimension is brand-self connection, which is defined in this  thesis as the emotional and cognitive connection between an influencer and a follower’s self. The  second  dimension  is  brand  prominence,  which  in  this  thesis  is  defined  as  the  salience  of  the  connection between an influencer on a follower’s self. 



4.2.8.2 Behavioural loyalty 



Behavioural loyalty is frequently mentioned in research since it relates to actual behaviour, which is  most often referred to in terms of repeat purchase intentions (Jacoby and Kyner, 1973). Chaudhuri  and Holbrook (2001) define behavioural brand loyalty “as the willingness of the average consumer  to  repurchase  the  brand”  (p.  83).  Keller  (2013)  adopts  a  similar  definition  by  specifying  that  behavioural  loyalty  can  be  measured  in  terms  how  often  and  how  much  a  customer  purchases  a  brand. He also suggests that behavioural loyalty can be measured not only by repeat purchase but  also  through  WOM,  assuming  that  loyal  consumers  have  an  influence  on  their  peers’  purchase  behaviour. Buttle (1998) describes WOM as personal referrals resulting from a customer’s negative  or positive experience with a product or a service. In their study of online brand loyalty behaviour,  Thorbjørnsen  and  Supphellen  (2004)  researched  consumers’  online  behaviour  in  terms  of  revisit  intentions to corporate websites. This broadens the description of behavioural loyalty by Chaudhuri  and  Holbrook  (2001)  by  adding  revisit  intentions  as  a  type  of  repeat  behaviour.  In  terms  of  PSI,  Labrecque (2014) suggests that repeat viewing as well as repeat purchasing is an outcome of PSI. In  addition,  Song  and  Zinkhan  (2008)  found  that  perceived  interactivity  leads  to  WOM  as  well  as  repurchase behaviour. In terms of engagement, Jahn and Kunz (2012) found that engagement has  the potential to lead to behavioural loyalty in terms of WOM and repeat interactions. In this thesis,  behavioural  loyalty  is  defined  as  a  two  dimensional  construct  of  the  follower’s  willingness  to  engage further with the influencer. The first dimension is WOM which in this thesis is defined as  follower’s personal referral resulting from negative or positive experience with the influencer. The  second dimension is revisit intentions which is defined in this thesis as the follower’s willingness to  revisit the influencer’s social media platforms. 



4.3 Depiction of theoretical framework 



Based on the previously presented variables and the described interconnections, Figure 2 illustrates 

the  relationship  between  the  variables.  It  shows  how  perceived  interactivity,  openness  in 

communication,  social  attraction  and  attitude  homophily  precede  PSI  as  well  as  how  inspiration, 

information,  entertainment,  remuneration  and  self-expression  precede  engagement.  Sponsored 
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content  precedes  trust  and  trust  in  turn  affects  the  acceptance  of  sponsorships  which  affects  engagement  and  brand  loyalty.  Simultaneously  PSI  has  an  influence  on  trust.  Further,  PSI  and  engagement  have  an  effect  on  each  other.  Finally,  the  outcome  of  both,  PSI  and  engagement,  is  illustrated as brand loyalty divided into attitudinal loyalty and behavioural loyalty.  


Figure 2. Theoretical framework. 
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4.4 Research questions 



The  theoretical  propositions  outlined  in  the  previous  section  leads  to  the  following  overarching  primary research question and subsequent more focused sub-questions that will provide support for  answering the primary research question.  



RQ:  How  does  PSI  and  engagement  mediate  brand  loyalty  in  the  relationship  between  followers and influencers on social media platforms? 



SQ 1: How does sponsored content influence trust?  



SQ 2: How does trust influence the acceptance of sponsorship? 



SQ 3: How does the acceptance of sponsorship influence engagement and brand loyalty? 



SQ 4: How does perceived interactivity, openness in communication, social attraction and attitude  homophily influence PSI? 



SQ  5:  How  does  inspiration,  information,  entertainment,  remuneration  and  self-expression 

influence engagement?
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5. Methodology 



In  this  section  different  possible  ways  of  conducting  research  are  discussed  and  with  regard  to  these  the  approach  taken  in  this  thesis  is  presented  and  specified.  Along  with  this,  the  data  collection  and  sample  design  is  presented  together  with  a  description  of  how  the  findings  are  processed  and  analysed.  This  section  also  examines  ethical  considerations  and  addresses  the  quality of the research study.   



5.1 Scientific approach 



There  are  many  different  approaches  to  conducting  research  and  they  all  yield  different  results  (Bryman and Bell, 2011). The differences can be described by the researchers’ view of the nature of  reality and the nature of social beings (Hudson and Ozanne, 1988). The way in which researchers  approach this then determines what type of knowledge they seek and which methods they consider  best suited to seek that knowledge (Bryman and Bell, 2011).  



5.1.1 Ontology 



Ontological  considerations  are  related  to  how  a  researcher  views  the  world  and  happenings  in  it  (Bryman  and  Bell,  2011).  Hudson  and  Ozanne  (1988)  describe  how  this  relates  to  how  the  researcher  views  reality  and  social  beings.  According  to  Bryman  and  Bell  (2011)  the  two  most  frequent ontological standpoints are objectivism and constructionism, where the former views the  world as existing independently from human perceptions and thus reality exists as structured and  ordered.  In  contrast,  the  ontological  standpoint  of  constructionism  views  the  world  as  socially  constructed  and  continuously  produced  through  social  interactions  between  beings  (Hudson  and  Ozanne, 1988).  



5.1.2 Epistemology 



Epistemology is concerned with the researcher’s view of knowledge and how knowledge is gained 

(Bryman  and  Bell,  2011).  In  relation  to  the  two  fore  mentioned  ontological  standpoints  the  two 

related epistemological standpoints are positivism and interpretivism as described by Bryman and 

Bell (2011). They describe how positivism is related to objectivism by stating that with such a view 

of knowledge, science must be conducted in a value free, i.e. objective, way. Further, Bryman and 

Bell  (2011)  relate  interpretivism  to  constructionism  by  stating  that  interpretative  understanding  is 

needed in order to gain knowledge of a world that is produced through social interactions. Hudson 

and  Ozanne  (1988)  describe  the  difference  between  positivism  and  interpretivism  and  how 
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