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ABSTRACT 

In the last few years, we have noticed the emergence of influencer marketing (Lanz, 
Goldenberg, Shapira, & Stahl, 2019; Sokolova & Kefi, 2019), specifically of how some 
of this arising-stars in the social media spectrum have become sources of advice for other 
consumers, resulting in opinion leaders for the brands they advocate (Casaló, Flavián, & 
Ibáñez-Sánchez, 2018). As this trend is expected to continue in the near future, the 
current research focuses in one of the fastest-growing social media platforms - Instagram 
- (De Veirman, Cauberghe, & Hudders, 2017; Sheldon, Rauschnabel, Antony, & Car, 
2017) to understand how Instagrammers and their posts have an impact on consumer’s 
purchase decisions for the young-adult audiences. Additionally, this study also aims to 
understand if this content creation influences consumer’s brand attitude (Faircloth, 
Capella, & Alford, 2016), that is, in the consumer’s opinion about a product or service of 
a specific brand.

To put forward our research and be able to withdraw some conclusions, two studies with 
distinct research methods were used: first, we resort to a qualitative study based on in-
depth interviews. In this, 30 female consumers with age-range between 19 and 30 years 
old where interviewed. From this first study, we are able not only to provide information 
about the impact of influencer’s posts on consumer’s purchase decisions and their brand 
attitude but also to present diverse, relevant aspects about the digital influencers and their 
connection with the audience, such as Instagrammer personality, followers and followees 
ratio, preference between following traditional celebrities or bloggers, among others. 

Concerning the second study, we resort to a netnography followed by a data-mining 
technique, through a text-mining approach. In this analysis, around 1,000 comments were 
extracted from the Instagram account of 5 Portuguese digital influencers. Using the 
Meaning Cloud tool as support, the analysis of the topics and sentiments included in that 
comments was performed. Based on this second study, we can claim that female 
consumers show a clear intention of buying the products that the Instagrammer they are 
following promote. 
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To conclude, based on our two studies and in line with previous research (e.g., Chu & 
Kamal, 2008; Grewal & Stephen, 2019), it is noticeable that the digital influencers’ posts 
on Instagram have an impact on the consumer’s purchase intentions, especially 
concerning young female consumers. Regarding brand attitude, it is also clear that 
consumers tend to change their opinion towards a brand (positively or negatively) if a 
specific influencer promotes/demotes it. 
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