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Abstract 

The purposes of this study aim to explore (1) consumer’s perception and attitude towards influencer 
marketing via Instagram, (2) the impact Instagram Influencers have on lifestyle products, and (3) the 
perception Bangkok consumers have of Instagram influencers compared to influencers on other social 
media platforms. Two in-depth interviews with marketing experts and focus group of a total 10 
participants were conducted. The focus group members include female university students between the 
ages of 18-23, registered as active on Instagram and at least one other social media platform. All 
members follow 3 types of influencers on their Instagram account as categorized in the research 
methodology. The focus group is required to complete a preliminary questionnaire regarding their 
opinion at the beginning of the sessions. 

 The findings of the study showed that these consumers’ perception and attitude towards influencer 
marketing particularly on beauty products via Instagram is noticeably negative due to high repetition 
and noticeable marketing strategy. Factors of trust and similar lifestyle of friends make this type of 
influencer play a greater role towards impact on the consumer’s behavior particularly in making choices 
on food-related products seen on Instagram. The results also revealed that celebrity influencers on 
Instagram are followed for their personal lifestyle or behind-the-scene photo contents. Moreover, online 
influencers on this social platform are unique in terms of physical appeal and visually creative content. 

 
BACKGROUND INFORMATION 
 The innovation of the media industry today has created two important changes in 
the field of communication. Firstly, it grants new opportunities for marketers to 
engage their communication with consumers over different variety of media platform 
both tradition and new. Secondly, it amplifies the voice of the individual, giving them 
the power to reshape the traditional patterns of communication models and 
information processing. Young generation of consumers commercially known as ‘the 
millennials’ are becoming less involved with traditional media as well as less 
influenced by traditional authority figures (Stein, 2013). Consumers’ activities are now 
increasing interlink to cyberspace through their community of social networks where 
they are able to exchange, comment and receive immediate feedback on content that 
influence their future behavior. Wilson & Ogden (2008, p.7) discovered that the public 
today is becoming increasingly segmented, furthermore, smaller ‘labeled interpretive 
communities’ are found within demographics and psychographics segmented group 
like those shared interested communities of users created through social media. As 
each year advances, each individual is more likely to become involved as a member of 
several communities where opinion leaders or influencers of these groups play a 
crucial role. Influencer marketing is, therefore, one of the important strategies 
marketers and brands today use to send their message to the targeted audience who 
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are already seeking advice and readily receiving meaningful information from their 
opinion leaders. 
 In terms of the focus of social media, Instagram, www.nitrogr.am statistics has 
identify Instagram as the fastest growing platform for visual social media in 2013 with 
the total of 900% growth from January 2012- January 2013 in comparison to Pinterest 
(380%), and Tumblr (43%).  The important fundamentals that have made Instagram a 
successful social platform is firstly, being Mobile-Based. In contrast to most of its 
competitors like Facebook, Hi5, Twitter, Tumblr and other blog sites, Instagram is 
created as a “mobile-first” application while its rival like Facebook is “a desktop-
centric internet company” (Killingsworth, 2012). Secondly, it is a Strictly Photo-Sharing 
Platform. Killingsworth further explains that Instagram is “essentially a stand-alone 
app for one of Facebook’s most popular features. Indeed, unless Instagram photos are 
published to Twitter or Facebook, they exist only in the space between phones”. 
Thirdly and finally, it has Simple Features. Instagram operates on an uncomplicated 
social platform with mainly 5 simple features. This includes a Photofeed Tab, 
Newsfeed Tab, Explore Tab where users can see random highlighted photos, Camera-
mode Tab and Profile Tab. Additionally, in the Profile section, Instagram only has 3 
basic displays of the user’s Posts, other profiles they are Following and who their 
Followers are. Unlike other social networks, user’s activities are limited to “Like” or 
“Comment” on a post. 
 In Thailand, statistics shown nearly 19 million Thai internet users are active on 
social media with 800,000 daily users on Instagram (Sanook, 2013). Among the 
Instagram community, the most followed accounts in the world are recognizable 
influential figures for example as of September 2013; singer, Justin Bieber 
(@justinbieber) has 10 million followers, Rihanna (@badgalriri) has 9 million, US 
President, Barack Obama (@barackobama) has 2.5 million while the most followed 
account is Instagram (@instagram) itself with more than 38 million followers. For 
Thailand, the most followed account is Thai star PatchrapaChaichua who has over 1.3 
million followers. Other noticeable local accounts such as university students, fitness 
bloggers and young photographers claimed to be made famous through friends and 
followers’ Tags and Mentions, has over 30 thousand followers. These celebrity and 
non-celebrity Instagram accounts gained great recognition from the user are given an 
online elite status where their posts can start news headlines, trends and other 
influences among their community (Kiatpongsan, 2013). 
  
 
PROBLEM JUSTIFICATION 
 Two years into its service, Instagram has more than 80 million users with over 4 
million photos in stock. Instagram popularity among Thai users has also increased 
tremendously. Remarkably, Suvarnabhumi Airport and Siam Paragon is listed as the 
top two most tagged location on Instagram Map in 2012 (Kiatpongsan, 2013). 
Recognizing the growing popularity and potential of photo sharing 
application,Instagram caught the attention of marketers as being one of the most 
successful mobile applications of all time. Almost 60 percent of the world’s top 100 
Interbrands are now on Instagram since the beginning the year. It remains debatable, 
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however, on how far Instagram would follow in footsteps of allowing active 
advertisement on its platform like the rest of its online social media family. For the 
moment, brand marketers are aggressively promoting their campaigns, products and 
services through famous Instagrammers which came to be known as ‘Instagram 
Influencers’. Therefore, it is crucial to study what marketers expect in communicating 
with their audience through Instagram using influencer marketing as well as the 
impact these influencers actually have on the consumer’s perception and attitude 
towards lifestyle product themselves. 

 
RESEARCH OBJECTIVES 

1. To explore the consumer’s perception and attitude towards Instagram 
influencer and Influencer marketing via Instagram. 

2. To examine the impact Instagram Influencers have on lifestyle products and 
potential customers 
 

RESEARCH QUESTION 
1. What are the consumer’s perception and attitude towards Instagram 

influencer and influencer marketing via Instagram? 
2. What is the impact Instagram Influencers have on lifestyle products and 

potential customers? 
 
LITERATURE REVIEW 
 The main concept of Influencer Marketing have been defined under the idea that 
as consumers, people rarely make decisions on their own but through reference 
checks from other sources, in other words, their influencers (Brown& Hayes, 2008, 
p.3). The person who possesses the power of influence or an influencer is defined in 
Brown & Hayes’s Influencer Marketing as “a third-party who significantly shapes the 
customer’s purchasing decision, but may ever be accountable for it,” (p.50).In 2000, 
the terms for powerful influencers is first introduced in Malcolm Gladwell’s The 
Tipping Point as Mavens, Connectors and Salesmen. While he did not go into the 
details on how the concept can be applied to the marketing tactics, Gladwell describes 
Connectors as sociable people who are good at making friends and bringing strangers 
together while Mavens are those who have the habit of collecting and passing on 
knowledge and thirdly, Salesmen, the ones with traits of charisma and likability who 
consciously or unconsciously skilled at persuading people to their point of view. 
Gladwell claimed that one small idea can lead to enormous changes in society if it 
reaches these key group of people in the right context (Gladwell, 2000, p.41-73). In 
their book, The Influentials, Keller & Berry (2003) revealed the important role 
influencers can play in social, political, lifestyle and business decisions of the 
consumers. Their research placed an emphasis on channel of word-of-mouth that “if 
you get it, share it”. These “Influentials”, Berry & Keller point out, exist 1 in every 10 
people who will tell others what they do or feel about a subject and affecting the 
remaining 9 people’s decisions. For Brown & Hayes (2008), they have detected up to 
10 different roles that influencers can play in decision-making process. Among them 
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are idea planters, predictors, trendsetters, proclaimers, aggregators/communicators, 
recommenders and persuaders, as well as adding that not only do these influencers 
help filter decision process for the consumers they also protect them from the 
pressure of companies marketing (Brown & Hayes, 2008, p.29-42).  
 Influencer marketing therefore is about promoting a brand or product 
through/with these influencers, enabling them to carry the company’s message to    
the market within that influencer’s community (Brown& Hayes, 2008 p. 105-106).  
However, new media like the internet has created new influencers, it has also 
“radically changed the influencer landscape notwithstanding the global ‘digital divide’, 
the ability for individuals to express their opinions and to be heard by anyone 
interested in listening has now undoubtedly arrived” (Brown & Hayes, 2008, p. 53).
 In 2013, the younger generations of The User are given the term ‘the millennial” 
by Time’s journalist Joel Stein, identifying those born between 1980 to 2000 with 
trademarks of narcissism, materialism and technology addiction. Stein quoted that 
these individuals share the same social revolution that empower them with the largest 
“inter-connectivity” in human history. Through smartphones, tablets and laptops this 
age group socializes online hourly and is under constant influence of their friends and 
community. Among them, Stein claimed, is the generation of the new influencers who 
recognize the way of turning themselves into “microcelebrity” brands by “friends” and 
“followers” that resembles sales figures.  
 To classify the new social media influencers, Harvard Business Review (2013) has 
defined a social media influential person with the following criteria: a) Someone who 
has a social media following of 2,500 or more. b) Someone who considers themselves 
to have an influence on their audience. c) Someone who has received or desires to 
receive compensation from a brand. Instagram, therefore, has become a relevant 
platform for businesses as a social application being used for Influencer Marketing. In 
Harvard Business Review’s article, Yes, Marketers, You Should Pay Your Influencers 
(2013), Teresa Caro discusses how companies are combining the influencers into their 
marketing campaigns with the simple logic that “if the influencer loves the brand and 
the fans love the influencer, then the fans will love the brand” as well. Noticeably 
many firms have also begun paying the influencers in order to have their products 
featured in the individual’s photo broadcasts (Caro, 2013). 
 Especially for Instagram in association to Influencer Marketing, Time’s Money and 
Business journalist, Victor Luckerson (2013) wrote that the network already has a total 
of 150 million active monthly users and brands are already leveraging the platform as 
a visual marketing tool. With this confirmed popularity, many internationally well-
known companies have set up their Instagram accounts as a new channel of 
communication for brand enthusiasts. However, consumer’s reactions to posts 
managed by these brand accounts are not as favorable as the posts owned by their 
own influencers. According to nitrogr.am website, it listed 3 strategies to promote 
business on the social platform. All strategies involve targeting and partnering with 
different level of influencers on Instagram which are celebrities, famous 
Instagrammers and the individual’s own influencers.Craig Atkinson (2013) further 
explains social media associate with influencer marketing that as marketers begin to 
target millennial consumers through the use of this platform, these new generations 
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of consumers are already fully-aware of traditional marketing like advertising. To see 
traditional advertisements and tactics on places like Instagram would discourage them 
from the brand rather than impress them. Atkinson (2013) further suggested that for 
brands to win over millennials, marketers will need to understand how the generation 
“is linked with each other, with brands, with influencers, with media platforms and 
their devices”.  
 The theories providing the foundation and thinking process for influencer 
marketing can be break into three major concepts; Opinion Leader related theories, 
Social Learning Theory and the Information-Integration Theory. Firstly, the “Two-Step 
Flow of Communication” theory proposed by Elihu Katz and Paul F. Lazarsfeld in 1964 
explains that people of society are more influenced by their social circle and opinion 
leaders of the group rather than the media. Secondly, in perspective of Social Learning 
Theory by Albert Bandura (1977) proposes that for an individual to adjust themselves 
in society they learn their behaviors through observational learning of others. The 
information is stored in memory through attention, retention, reproduction and 
motivation which serves as a guideline for future behavior. Therefore through simply 
watching each other, people influence others including how to wear new fashions and 
how to interact at social events. The model of the theory fundamentally addresses the 
concept of consumer behavior. In consumer’s perception and attitude change, the 
Information-Integration Theory by Stephan W. Littlejohn (2008) discusses that a piece 
of information whether an idea, an object or a situation, which a person received, will 
lead them to form attitudes that will cause them to act in a certain way. The more 
positive direction and greater weight the impact of information has on your system of 
beliefs, the more effectively the attitude will be altered (Littlejohn, 2008). 
 Past studies in Thailand have investigated online influencers and social media 
marketing. Pichaikarn (2011) studies consumers’ opinion and purchasing behavior on 
Facebook has discovered that consumers are likely to view Facebook pages and 
purchase items by Facebook recommended by friends. Moreover, the impact of online 
influencers on the purchase of cosmetics in Bangkok by Yiamsamatha (2012) has 
focused mainly on online influencers like Fashion bloggers’ impact on cosmetic 
products. Results from her interviewing marketers shows that online influencer is an 
effective tool to promote products to consumers. A qualitative research done by 
Dharmajiva (2012) explored the influence of mobile marketing via social media like 
Facebook, Instagram, Hi5, Twitter on consumer’s behavior in Bangkok. Importantly, 
Dharmajiva (2012) discovered how consumer’s own interest and friend’s 
recommendation via social media can greatly influence user’s engagement with the 
contents.  
 
METHODOLOGY 
 The objective of this research focuses solely on the visual social platform 
Instagram in order to explore and gain an in-depth perspective on the impact which 
the influencers in the social media can have on Bangkok consumers. The research is 
conducted via two qualitative approaches; the first involve in-depth interviews with 
two marketing communications experts in order to gauge their perception of 
influencer marketing’s impact on the Thai consumers, especially via Instagram. The 
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second part is the sample group session consisting of two groups of five participants. 
Drawn from the insights of the marketing communications experts, sample chosen in 
this research are female university students in Bangkok which based on the Kotler& 
Keller’s (2012) segmentation methods of demographic and behavioral types falls 
between ages 18-23. They are also within the millennial age range born between 
1980- 2000 (Stein, 2013). All members shared these following criteria: (1)members are 
female Bangkok residents, (2) members are currently studying in university or have 
graduated with a Bachelor degree, (3) members are registered on Instagram and at 
least one other social media website, (4) members follow all 3 types of Thai 
influencers which are celebrities, (5) online influencers with 2500 or more followers 
and friends and (6) members are randomly selected from Thai Instagram accounts 
following all of above criteria. Lastly, all discussions will be conducted in Thai. 
 
RESEARCH FINDINGS AND DISCUSSION 
 The first part of findings is from two Thai marketing experts; 1) a director at a well-
known digital media agency and 2) a general manager at one of most well-recognized 
traditional media company in Thailand. For the current marketing trend in Thailand, 
the most common idea all interviewees agreed is that social platforms, especially 
Facebook and Instagram, have become a global trend for marketers to reach their 
desired audience. Both supported the idea of the strategies of communicating to the 
Thai market and foreign markets are very different. They shared similar views on the 
lower level Thai audience have on media literacy and technological advancement. 
However, the general manager emphasized toward the big gap of technology advance 
which allows mass media to stay relevant. On the other hand, the director 
commented on education and lack of media literacy which enable consumers to be 
easily persuaded through influencers.  
 For the discussion on influencer marketing via Instagram; the mutual opinion 
among all is; influencer marketing on Instagram works effectively when the 
characteristics of influencer matches with the product. Their ideas are less common in 
the strategy for making an impact on the consumer’s perception. The general 
manager placed importance on the quality of product itself but the director observed 
that micro-influencers such as friends and acquaintances are becoming more 
influential. He mentionedconsumer’s behavior of following celebrities to look into 
their personal lives, but are not interested in the product they are promoting. 
Therefore, the engagement activities that are concern with the product are low. 
 In regarding to which products they thought would be effective to promote, the 
most common response from both sides is marketing beauty products to the female 
audience. For secondary idea they mentioned food products and food service 
locations like café or restaurants.   
 In summary for this study, the in-depth interviews with marketing experts 
displayed two different viewpoints based on their communication marketing 
experiences. One marketer’s viewpoint represents the perspectives from the 
traditional media sector of Thailand while the other signifies the outlook from the new 
media trades. The expert from the traditional media business emphasized social 
media platform like Instagram as a supportive online tool to bring the target group 
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back to the traditional way of purchasing on the sell stands. Relying on Thailand’s slow 
media growth and changes, the expert determined that social media in Thailand is still 
a relative less effective marketing tool than mass media in general because it has less 
reach. On the opposite end, the digital media expert point out the variety of new 
influencers which can be found in consumer’s social networks. All in all, these experts’ 
opinions represent the middle man in Thai media that serves as an outlook to how 
different businesses try to connect with the public. They agreeably placed the factor 
of ROI as the main influence to all the media channel marketing decisions.  
 For the second part, the sample group sessions consisted of two 1st-2nd year 
university students and three 3rd – 4th year university students. The sessions show 
while the entire participants are not familiar with the term, influencer marketing, they 
have seen or experienced this form of marketing from their Thai influencers on 
Instagram which includes celebrities and famous online individuals but excluding 
friends.  
 Favorite celebrities and close friends are the two types of Instagram profiles the 
group mainly follows. Apart from these accounts a few followed brand labels and local 
shops for updates and purchasing benefits. More importantly, the majority does not 
follow or add the celebrities on other social networks. They mentioned that the posts 
which consist of these influencers’ daily activities are what attracted them most when 
following an account. The responses were mostly negative in the discussions on using 
influencer marketing for beauty products via Instagram. The respondents show 
distaste to this approach by reporting about it being over-used and over recognizable.                     
The participants expressed annoyance towards the marketing strategy as well. Their 
perception and attitude towards the beauty products advertised through the 
influencers were also negative. However, a portion of members brought up loyal fans 
and devoted followers which they have experienced themselves or seen from their 
friends who reacted more favorable to the influencer marketing. From the 
explanation, this type of Instagram followers will purchase the products mainly under 
three circumstances; 1) if it would support their favorite celebrities 2) if it’s within 
their budget to purchase and 3) if they personally feel they interested in the product. 
 Food related-products and dining locations like restaurants received positive 
attention from the general focus group members. The respondents have identified 
they are comfortable and interested in seeking and sampling about this type of 
product seen from the photo posts. Furthermore, they confirmed that all photo posts 
of food and restaurants came from their friends’ photo-sharing feeds. Moreover, the 
focus group sessions showed the variety of reasons that pushes the female university 
students to try this type of product revolved around the key factors of trust and 
similar lifestyle among friends. 
 In terms of Instagram marketing campaign participation, very few respondents 
admit they were involved in a marketing campaign but several members have seen   
the marketing tactic being used by well-known brands including beauty products. For 
several members, fear of embarrassment is the main factor that discourages them to 
share the posts relating to the brand campaign. 
 For the focus groups, the female university students in Bangkok represent one 
small demographic of the Thai population. While these female university students are 
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exposed to the product-marketing related posts from their influencers, only a handful 
of participants demonstrate positive changes in their attitude and perception. The 
interview results from this focus group challenges the data retrieved earlier from two 
marketers. It chiefly contradicts the digital marketers views that influencer marketing 
remains a strong hold on these consumers. For this demographic group, friends are 
rather the chief influencers when it comes to making decision on daily lifestyle choices 
especially the attitude and perception on dining location, meal choices, food and 
beverages. 
 All in all, three valuable insights have been retrieved from this research. First and 
foremost is TheNegative Reaction from Promoting Beauty Products through 
Influencers on Instagram. While the local marketers predict influencer marketing has 
a positive impact on beauty product perception among the targeted audience. 
However this was disconfirmed by female university student focus groups in 
Bangkok.Marketing experts’ suggestion that visually-driven products, like beauty 
brands and fashion, create a positive impact on Thai female audiences goes in line 
with the research from digital analyst, Angelina Vuong (Beltrone, 2013), who proposed 
that influencer marketing is effective for these type of lifestyle products. It is 
important to note on the examples of successful marketing via Instagram given by 
local marketers’ interview like Magnum, Coke and yoghurt brand are all products 
within the food and beverage category. This product group is the type which most of 
female university students from the sessions mentioned as the product they most 
considered sampling if they’ve seen recommendations or photo posts from their 
friends. 

Furthermore, the group’s dislike attitude towards influencer marketing promoting 
beauty products is the result of high repetition of this marketing tactic and noticeable 
marketing pattern. This result contradicts two ideas given by the digital marketers in 
their interview. Firstly, it contradicts what the marketers proposed about the 
combination between Earned and Paid media allowing product promotion through 
the influencers to go unnoticeable for the consumers. Secondly, it disconfirms their 
idea that Thai consumers would less likely go against observable influencer marketing 
as that this type of marketing has already created very positive impact on beauty 
product businesses. The marketer further supported his idea by saying Thai 
consumers need more direct type of marketing due to the lower education level and 
media literacy of the audience. The negative attitude and perception from the focus 
group can be explained by Atkinson (2013) who has previously explained that the 
exposure to traditional advertisement on social platform such as Instagram will 
discourage the audiences from the product rather than making a good impression. 
Therefore, this demographic group, considering their university education and media 
literacy level does not apply to this idea. 

The second discovery is on The Most Persuasive Influencer on Instagram. Past 
studies has mentioned micro-level influencers such as friends having greater influence 
on the individual’s perception over high-level influencers who are well-known on the 
social media. The result from the sample group’s discussions clarifies this idea to be 
accurate. From the findings, micro-influencers such as friends are seen as trustful 
sources because they share similar lifestyle patterns with the each individual member. 
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This discovery can be traced back to Berry & Keller’s (2003) concept which stressed on 
the word-of-mouth where 1 in every 10 people will share their activities to their circle 
of acquaintances. This automatically affects the latter’s decision marking in the 
process. The fact that the representatives are likely to try the product they seen from 
their friends’ posts can be further supported by Anthony Young’s (2010) remark that 
new media helps reinforce word-of-mouth on a greater scale. Local studies by 
Pichaikarn (2011) and Dharmajiva (2012) reflected on this idea as well as their 
researches revealed the relevance of friends ‘recommendation and involvement in 
purchasing products on Facebook and engagement with mobile marketing on social 
media. Moreover, the higher credibility of friends in the level of trust and similar 
lifestyle is confirmed by Atkinson and Stein’s views as they claimed friends are new 
“microcelebrity” influencer (Stein, 2013) and millenials are the new medium because 
of their inter-link to each other on the online community (Atkinson, 2013). In terms of 
the examples of noticeable group of devoted Instagram followers who are more 
persuasive by their influencer’s marketing strategy. Caro (2013) has formerly 
discussed about this expectation through reasoning that the followers who are 
affectionate to their influencer have a positive feedback on products the influencer 
uses as well.   

The third important findings from the research is; The Uniqueness of Instagram 
Influencers. Instagram Influencers have different characteristics from influencers on 
other social media platforms. The female university students pointed out that 
Instagram influencers’ popularity and followers are earned by their photo contents 
and personal-photo sharing which look as attractive to the eyes of the audience. 
Therefore, the uniqueness of influencers on Instagram as also pointed out by the 
digital marketing expert are people with good appearances or “have the good looks to 
market themselves”. As a result it has a great impact of local influencer marketing on 
beauty products via Instagram. Further remarks from the focus group showed their 
decision for following celebrities type of influencers is because they’re curious to 
know about the celebrities’ daily activities and personal lifestyle. The focus group, 
therefore, confirms Beltrone’s (2013) prior observation about the sense of intimacy 
the followers can develop for the information that they wouldn’t have access to it 
themselves. In terms of celebrity influencers, several members also remarked on their 
interest towards celebrity’s photo posts regarding their appearance and difference in 
lifestyle. This response further supports Beltrone’s (2013) explanation that the 
followers feel they’re are receiving a behind-the-scene exclusive updates on their 
influencers which otherwise they would not see. 
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