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Abstract:  
 
Influencer marketing has become a popular way of marketing on social media in past 
few years with the aim to raise awareness of a brand or a product, as well as affect 
consumers’ purchase intentions. Especially Instagram seems to be convenient channel 
for influencer endorsements because of the platform’s visuality and interactivity. 
Influencer endorsements are promotional content where a popular person recommends 
a brand’s product or service to the followers, in the present study in Instagram. 
 
New trends spread fast through influencers on Instagram. Particularly healthy living 
and sports, as well as consumption of sportswear are increasing among females. 
Females appreciate aesthetic aspects in sportswear and desire to look good in them. 
Furthermore, women tend to be influenced when it comes to influencer endorsements.  
 
This thesis explores Instagram influencers’ sportswear endorsements and consumer-
influencer interaction from young females’ perspective in order to understand how 
influencer marketing affects young females, and how it is associated with impulse 
buying behaviour. Qualitative methods were conducted in the form of interviews and 
focus groups with altogether 13 females. The collected data was analysed together with 
existing academic literature regarding endorsements and impulse buying, as well as 
parasocial interaction (PSI) theory. PSI theory was selected because consumers’ friendly 
feelings with influencers have been suggested to be one-sided, so called parasocial 
relationships, which are formed through consumer-influencer interaction.   
 
Based on the empirical findings, young women seem to be influenced in terms of 
marketing stimuli and triggers on Instagram. They regard three aspects important in 
sportswear endorsements on Instagram when choosing sportswear: visual appeal, the 
fit between the promoted style and the environment in the image, as well as the fit 
between the promoted style and the female. Moreover, it was discovered that 
influencers’ physical attractiveness, authenticity and expertise influence females’ 
perceptions of the endorsed product or the influencer. Yet, females’ awareness of 
endorsements’ commercialism affects their perceptions of influencers’ trustworthiness. 
 
Overall, sportswear endorsements’ features and consumer-influencer interaction were 
found to influence young female consumers’ affective state and their desire to purchase 
the endorsed item, which in turn are likely to lead to impulse buying behaviour. Whereas 
PSI is typically associated with an illusionary feeling of friendship in prior academic 
research, interviewed females perceived Instagram influencers more as celebrities and 
did not feel a similar bond or intimacy as in social relationships in real world. Thus, it 
seems that the original concept of PSI does not apply anymore, at least in the context of 
Instagram. 
 
The findings of this study are highly relevant when it comes to today’s marketing 
practices. As the use of influencer marketing and popularity of Instagram are increasing 
all the time among marketers, influencer endorsements create new possibilities to reach 
audiences and trigger impulsive purchases with authentic and inspiring content. 
 
Keywords: influencer marketing, sportswear endorsements, Instagram influencers, 
impulse buying behaviour, consumer-influencer interaction, parasocial interaction 
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1 INTRODUCTION 

Today’s consumption culture enhances impulsive decisions as accessibility, 

online stores and the use of consumer psychology in advertising has increased. 

Also, online purchases have argued to be more driven by consumers’ impulses 

than carefully considered and rational behaviours (LaRose & Eastin, 2002; Chan, 

Cheung & Lee, 2017). Furthermore, the emergence of social media has enabled 

marketers to create new ways to trigger consumers’ impulses and influence their 

purchasing behaviour. Consequently, consumers’ impulse purchases have a 

major role in annual sales (Chamorro-Premuzic, 2015). 

Researchers have been interested in consumers’ impulse buying behaviour 

already since the 1950s (Rook, 1987), but the concept has not gained much 

attention yet in social media research. In addition, as the information technology 

advances and social media grow, different atmospheric stimuli, such as content 

and design, have become even more forceful today in impacting consumers’ 

impulse buying (Floh & Madlberger, 2013). What is more, visual stimuli (e.g. 

aesthetics of images), play a crucial role on social media when evoking affect 

through brand images (Colliander & Marder, 2018). 

An example of a growing photo- and video-sharing social media platform is 

Instagram, which has over one billion active audiences monthly and the amount 

continues to grow (Clement, 2019). Due to the growing usage and interaction on 

Instagram and on other social media platforms, influencer marketing has become 

a widely used way among marketers and firms with the purpose to affect 

consumers’ attitudes and buying behaviour. Brands are trying intensely to 

approach Instagram users through influencers, as consumers present high 

engagement levels with the displayed content (Clement, 2019). The question 

remains, what makes Instagram so successful platform for marketers and for 

influencer marketing? Indeed, a picture is worth a thousand words in terms of 

Instagram. Users prefer visual content because of the simplicity and creativity 

pictures have there (Lee, Lee, Moon & Sung 2015). Therefore, the platform’s 

image-driven nature with an all-in-one feature, which allows users to take, edit, 
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share, like, and comment photos and videos with a mobile app, enables unique 

experience for the user (Lee et al., 2015; Sheldon & Bryant, 2016). 

 In addition, Instagram has features in which users can discuss privately, have 

group chats, watch and create video-content on Instagram TV, and even buy 

products directly through the app. In fact, according to one recent Facebook IQ’s 

research (“How Instagram Boosts Brands and Drives Sales,” 2019), 54% of 

respondents of the survey stated they have purchased a product/a service when 

seeing or after seeing it on Instagram. Similarly, GlobalWebIndex’s survey 

(Valentine, 2018) suggested that around half of Instagram users that follow 

influencers have been impacted by influencers in their purchasing behaviour. 

With all the affective features (e.g. images, sound and motion), marketers try to 

trigger consumers’ impulses and evoke emotional responses through influencer 

endorsements (Drossos, Kokkinaki, Giaglis & Fouskas, 2014).  

Consequently, the emergence of influencer marketing has enabled the spreading 

of new trends, such as healthy living and exercising, which are emphasized 

through visual images on Instagram. Wellness and health trends have increased 

the popularity of sports and physical activities, as well as sportswear industry 

(O’Sullivan, Hanlon, Spaaij & Westerbeek, 2017). Especially young adults seem 

to be interested in fitness and healthier living (Vaterlaus, Patten, Roche & Young, 

2015). Moreover, the biggest sportswear brands have lately changed their 

strategies from using only famous athletes and celebrities as their brand 

ambassadors (persons who represent the brand) to also choosing influencers with 

smaller audiences to promote the brand and engage with more varied audiences. 

For example, Nike used influencers with the interest in health to engage with 

audiences by asking them to create a short creative exercise with a hashtag 

#60SecondPowerUp. In addition to increased sales, the goal was to combat 

childhood obesity and increase activity. (Ong, 2018) 

Overall, the use of influencers with the interest of healthy lifestyle is growing 

among sportswear brands, while consumption of sportswear apparel is 

increasing. Global sports apparel market is estimated to generate $248.1 billion 

in revenue by 2026 mainly due to the increasing health awareness, changing 
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lifestyles, and growing popularity of women’s participation in sports (Kumar & 

Deshmukh, 2019). Hence, this study seeks to explore the world of influencer 

marketing on Instagram from female consumers’ perspective and investigate how 

sportswear endorsements impact young women’s impulse buying behaviour. 

1.1 Research problem 

Due to Instagram being fastest-growing social media platform today (Djafarova 

& Rushworth, 2017; Clement, 2019), influencer marketing is an effective way to 

impact consumers’ behaviour and spread new trends there (Casaló, Flavián & 

Ibanez-Sanchez, 2018). As social media and influencer marketing have increased 

during past few years, there has been more research regarding both Instagram 

and influencers. For example, Casaló et al. (2018) studied influencers as opinion 

leaders on Instagram in the context of fashion industry. Additionally, De 

Veirman, Cauberghe and Hudders (2017) investigated Instagram influencers’ 

number of followers and their diversity of products on consumers’ brand 

attitudes and suggested along with Kapitan and Silvera (2016) that influencer and 

endorsement characteristics, such as perceived popularity, uniqueness and 

likeability of an influencer impact consumers’ behavioural intentions. Kapitan 

and Silvera (2016) also found that strong source and message characteristics (e.g. 

how well an influencer’s content fits the intended consumers’ purchasing 

process) have a crucial role in effectiveness of an endorsement.  

However, even though researchers have become increasingly interested in 

influencer marketing in recent years, there are only few academic studies 

regarding influencers on Instagram and female consumers’ purchasing behaviour 

(e.g. Djafarova & Rushworth, 2017; Sokolova & Kefi, 2020). The focus on females 

in the study is motivated by females’ growing use of Instagram and endorsements 

being influential in females’ purchasing behaviour (Djafarova & Rushworth, 

2017; Sokolova & Kefi, 2020), as well as females being an important target group 

in terms of sportswear fashion (Zhou et al., 2017). 

Accordingly, as consumers spend more time on Instagram than other similar 

platforms (Djafarova & Rushworth, 2017), more research is needed in order to 

find out how consumers perceive influencer endorsements on Instagram, and 
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what is the effect of endorsements on consumers. Also, given the importance of 

sensory marketing (e.g. using senses such as sight and hearing) in understanding 

and exploring consumers’ emotions (Harvard Business Review, 2015), which is 

typically utilized in influencer marketing on Instagram when consumers interact 

with a brand or a product (Estay, 2019), it is interesting to see how Instagram 

influencers’ endorsements affect consumers’ emotional state. 

Impulse buying has gained considerable attention among consumer research, as 

consumers’ unplanned purchases are crucial part of purchasing behaviour (Luo, 

2005). O’Brien (2018) states that U.S. consumers spend annually $5,400 on 

impulsive purchases on average, which shows that impulse buying grounds a 

huge number of sales in general. Luo (2005) suggests that shopping with friends 

enhance impulsive purchases. This arises a question if Instagram influencers’ 

endorsements affect consumers’ impulse buying behaviour, as consumers often 

interact with media personas and celebrities and create an illusionary feeling of 

friendship with them (Labrecque, 2014). 

There is no existing academic research regarding consumers’ impulse buying with 

the focus of Instagram as a platform. Even though there are studies on previous 

research regarding impulse buying online, they focus on e-commerce and social 

commerce (e.g. Dawson & Kim, 2009; Floh & Madlberger, 2013; Liu, Bao & 

Zheng, 2019), and other social media platforms, such as Facebook (e.g. Chen, Su 

& Widjaja, 2016). Social commerce is a combination of e-commerce and social 

networking with the aim to share shopping experiences through social 

relationships with other consumers, and to purchase directly from the site (Liu et 

al., 2019). Xiang, Zheng, Lee and Zhao (2016) state that social relationship 

constructs are main elements that affect individuals’ behaviour and therefore, it 

is crucial to understand consumers’ impulse buying behaviour on social 

commerce platforms. They also indicate that many image-sharing social 

commerce platforms have brought celebrities and ordinary users together 

through different engagement activities. Hence, they differ from traditional 

websites due to the occurring closer relationships (Xiang et al., 2016). As 

Instagram has today almost all the features appearing on social media and social 

commerce platforms, such as private and public content, images, texts, videos, 
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commercial content, as well as the possibility to post ephemeral pictures and 

videos that vanish after 24 hours, there is a gap to fil in recent literature regarding 

Instagram and consumers’ impulse buying behaviour. 

In terms of sportswear endorsements and females’ impulse buying, which is 

focused on in this study, there is a gap in the research, as prior studies have not 

investigated the phenomenon. Fashion-oriented impulse buying behaviour has 

been studied in retail store settings by Park, Kim and Forney (2006) and Chang, 

Yan and Eckman (2014). These studies have shown that involvement between a 

consumer and a desired product has a positive effect on impulse buying 

behaviour. O’Cass (2004) defined involvement in the context of fashion clothing 

as a state of interest or pleasure generated by environment or a specific situation 

that a consumer has towards a product. The more important meaning fashion 

clothing has for a consumer, the greater the interaction with an apparel (O’Cass, 

2004). Park et al. (2006) determined involvement as the interaction between a 

consumer and an item.  In the context of fashion marketing, fashion involvement, 

such as the level of interest a consumer has towards an apparel, is a crucial 

predictor of consumers’ impulse buying of fashion apparels (Park et al., 2006).  

Moreover, both Park et al. (2004) and Chang et al. (2014) suggest that positive 

emotion that occurs in decision making is an important determinant for making 

impulse purchases.  

Rather than consumers’ social relationships in real world, their intimate and 

friendly feelings with social media personas are often one-sided, so called 

parasocial relationships, in which consumers develop illusionary feeling of 

friendship with those personas (Chung & Cho, 2017; Xiang et al., 2016). Namely, 

parasocial relationships are to some extent similar to the relationships between 

social media users and influencers, which are formed through consumer-

influencer interactions (Sokolova & Kefi, 2020). Even though PSI (parasocial 

interaction) theory has been studied widely in recent years (e.g. Labreque, 2014; 

Kim & Song, 2016; Xiang et al., 2016; Chung & Cho; 2017), Instagram as a 

platform has not gained much attention. As consumer-influencer interaction and 

relationships on social media has already been found to impact female 

consumers’ purchasing intentions (e.g. Sokolova & Kefi, 2020), it is important 



 6 

gain new insights regarding the interaction between females and influencers and 

its effect on females’ impulse buying behaviour.  

1.2 Aim of the study 

This paper explores influencers’ sportswear endorsements on Instagram and 

interaction with influencers from young females’ perspective. The aim is to find 

out how young female consumers perceive Instagram influencers’ sportswear 

endorsements and consumer-influencer interaction, as well as how these impact 

impulse buying behaviour. This way the study contributes to a better 

understanding of the role of Instagram influencer marketing in young female 

consumers’ impulse buying behaviour. Also, the study provides insight into 

females’ perception of influencer endorsements. The findings of the study are 

expected to provide information both for developing influencer marketing 

strategies on Instagram especially in the case of sportswear and fashion brands, 

and for consumers to consider their impulsive purchasing under the influence of 

Instagram and promoted content. 

The following research questions are answered: 

 

Figure 1 Formulated research questions for the study 

Parasocial interaction is included in the study’s research questions in brackets, as 

parasocial relationships have been shown to be quite similar as relationships 

between consumers and influencers on social media, which are developed 

through consumer-influencer interaction (Sokolova & Kefi, 2020). The purpose 
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is to make sense of the role of parasocial interaction in females’ perceptions of 

consumer-influencer interaction and its effect on impulse buying behaviour. 

1.3 Delimitations of the study 

The study focuses on Instagram as a platform. Instagram is chosen among other 

social media platforms because it is the most used social networking site for 

brand collaborations among influencers (Clement, 2018). Moreover, the visuality 

and interactivity of Instagram are likely to stimulate consumers’ impulse buying 

behaviour. 

Instagram influencers are chosen for the study, leaving out traditional celebrities 

(e.g. famous singers, movie stars, professional athletes). Collective Bias Survey 

(2016) presents in its survey concerning U.S. consumers’ online behaviour that 

30% of consumers purchase a product more likely by an influencer’s 

endorsement instead of by a traditional celebrity’s endorsement, and 70% of 18-

34 years old consumers preferred influencers’ endorsements the most. Hence, the 

focus of the study are influencers.  

Furthermore, the study concentrates on Nordic lifestyle and fitness influencers, 

who promote sportswear. These influencers typically have interest in fitness, 

fashion, beauty and/or nutrition, for instance. Their content varies from outfit 

and training images to food and fitness guides, and make-up or skincare routines. 

Lifestyle and fitness influencers are chosen because major sportswear brands 

usually choose influencers with matching interest with the brand. In addition, as 

the study’s aim is to explore sportswear endorsements, only promoted sportswear 

content by Instagram influencers are considered, leaving out non-promoted 

content and other types of endorsed products. 

As one part of this study’s purpose is to find out how influencers’ endorsements 

and consumer-influencer interaction on Instagram affect female consumers’ 

impulse buying behaviour, the focus will be on visual and marketing stimuli, as 

well as an influencer’s source characteristics and situational factors, leaving out 

consumers’ personality characteristics, such as normative evaluations and 
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personality traits. These concepts are explained in chapter 2, in the study’s 

theoretical framework. 

The study concentrates on consumers’ affective state (emotions), leaving out 

cognitive state (information processing) (Youn & Faber, 2000; Dawson & Kim, 

2009), as its purpose is to understand females’ feelings that occur while they feel 

an urge to buy after seeing an Instagram influencer’s endorsement. The focus on 

affective state is motivated by consumers’ positive emotional responses being 

already shown to result in impulse buying behaviour, and as it has been suggested 

that buying impulses could be stimulated by consumers’ desire to control 

emotions (e.g. Rook, 1987; Chang et al., 2014). 

The sample is delimited to 13 female consumers living in Helsinki metropolitan 

area. This is based on the researcher’s location and because the interviews are 

conducted face-to-face and require physical presence. In addition, all 

participants are Finnish. The sample is conducted with a purposeful sampling 

technique, which will be explained in the method section of the thesis. 

1.4 Definitions of main terms 

In this chapter, definitions for main terms emerging in the study are explained. 

These include consumer-influencer interaction, endorsement, Instagram 

influencer, impulse buying behaviour and parasocial interaction. 

Consumer-influencer interaction refers in the study to the interaction between a 

consumer and an influencer. Interaction includes communication between 

parties: a consumer’s commenting an influencer’s published photographs and 

videos, as well as sending a message to an influencer.  

Endorsement refers in the study to promotional content on Instagram, which can 

be a photograph or a video in which an influencer’s purpose is to raise awareness, 

interest or purchase intentions of a brand or a product. In general, endorsements 

are recommendations from influential persons (Kapitan & Silvera, 2016). 

Instagram influencer is a person who influence followers by creating content on 

Instagram. Influencers are not necessarily traditional celebrities, but blog writes 
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and video publishers, for instance. Influencers persuade audiences by supporting 

them and providing reviews of products and services. (Sokolova & Kefi, 2020) 

Impulse buying behaviour in the study refers to the extent to which a consumer 

feels an urge or need to buy a product, which leads to certain kind of behaviour, 

such as to high interest towards a product and/or to possible actual buying of a 

product. However, an urge to buy a product does not necessarily lead to actual 

buying of a product immediately (Ning Shen & Khalifa, 2012), but after reacting 

with stimuli and having a feeling of a need to purchase, impulse buying behaviour 

develops. Rook (1987, p. 189) determined that “The onset of a psychological 

impulse occurs suddenly and spontaneously”. Drawing from this, impulse buying 

behaviour is spontaneous in nature and impulse occurs without planning. It is 

likely to appear when a consumer has positive reactions while seeing/interacting 

with endorsement on Instagram and develop high interest towards an apparel. In 

this study, impulse buying behaviour involves also consumers’ deferred 

purchases at online webstore and in-store. Deferred impulse purchases in the 

study refer to purchases that consumers make after a particular amount of time 

after seeing an endorsement. In other words, consumers may have an internal 

process before the actual purchasing (Ning Shen & Khalifa, 2012). 

Parasocial interaction (PSI) in the context of social media refers to a situation 

where a consumer develops a feeling of perceived friendship and sense of 

intimacy with a digital persona through social media interactions (Chung & Cho, 

2017). PSI theory is often used to explain a formulation of a relationship between 

a user and a digital persona which appears usually as one-sided relationship, 

which is called Parasocial relationship (PSR) (Stever & Lawson, 2013; Sokolova 

& Kefi, 2020). In this study, the phenomenon is discussed as PSI, which refers to 

the consumers’ feelings of perceived sense of intimacy with Instagram influencers 

caused by consumer-influencer interaction. 

1.5 Structure of the thesis 

Since the purpose of the study is to find new insights of the issue, earlier academic 

research is reviewed to formulate theoretical framework and to discover both 

connections and gaps in the existing research. First, influencer marketing and 
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endorsement literatures are discussed including fitness and sportswear content 

on Instagram. Moreover, women as a target group is reviewed. After this, 

consumer-influencer interaction and relationships are presented involving 

parasocial interaction theory. Finally, impulse buying and online impulse buying 

literature are discussed and formulated S-O-R model is illustrated to present the 

basis of the main theories for the study’s preliminary theoretical framework. 

After reviewing prior literature of the main issues, research methods including 

data collection, sampling, and evaluation the quality of the data are discussed in 

the third chapter. More specifically, the reasons for choosing qualitative research 

approach are explained along with the sampling techniques. The fourth chapter 

indicates the empirical findings of the study and different themes evolving during 

the research process are reported and analysed. Lastly, the study’s contribution 

and implications for future research are discussed in chapter 5. In addition, 

limitations of the study are discussed. 
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2 INFLUENCER MARKETING’S EFFECT ON IMPULSE 
BUYING 

This chapter discusses influencer marketing’s effect on consumers’ impulse 

buying behaviour. First, influencer marketing and influencer endorsement are 

introduced. Second, fitness influencers and sportswear industry on Instagram are 

discussed further. Given the importance of female consumers in the study, 

females and fitness and sportswear related content are reviewed. In addition, 

women’s consumption of sportswear is discussed. 

Third, as the aim of the study is also to understand the effect of consumer-

influencer interaction and its impact on impulse buying behaviour, prior 

literature concerning consumer-influencer interaction, including PSI (parasocial 

interaction) theory is examined. Accordingly, the phenomenon in the context of 

social media is discussed. Finally, prior impulse buying literature is reviewed in 

order to form a model for the study’s preliminary theoretical framework.  

2.1 Influencer marketing 

With social media’s increasing influence and firms focusing more and more social 

media strategies, influencer marketing has become a powerful form of marketing 

(Woods, 2016). Woods (2016) describes influencer marketing as a strategy where 

marketing is targeted to specific consumers instead of a whole target market. He 

further states that the aim is electronic word-of-mouth through social media 

influencers, whom consumers trust. As Khamis, Ang and Welling (2017) state, 

popularity no longer belong to traditional celebrities (e.g. actors and athletes), 

but ‘normal’ consumers can seek attention by self-branding themselves on social 

media and this way gain fame. The authors (2017) suggest that one reason behind 

increased popularity of influencers is fascinating narratives that attract followers 

by being inspirational or relatable. 

Today, influencer marketing is rapidly advancing. Forrester’s latest report shows 

that marketers’ budgets for influencer marketing are rising and some brands are 

spending many millions on their annual influencer strategy (Skinner, 2019). 

Skinner (2019) suggests that the future of influencer marketing would be 
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accounted as a consumer partner strategy, which describes the nature of 

influencer marketing as its best.  

Prior academic literature on influencer marketing has indicated that opinion 

leadership influence consumers’ behavioural intentions (e.g. Casaló et al., 2018) 

and brand attitudes (e.g. De Veirman, Cauberghe & Hudders, 2017). Moreover, 

Casaló et al. (2018) found that in terms of fashion apparel, a person’s creativeness 

and uniqueness are important features for consumers to perceive him or her as 

an opinion leader. The authors (2018) refer opinion leadership as the degree to 

which the content a person produces is perceived interesting and persuasive, as 

well as to what extent he or she is considered as a role model for other people. 

Furthermore, previous findings have indicated that an influencer’s credibility, 

such as his or her trustworthiness and the extent to which the influencer cares for 

his or her followers, impact positively consumers’ purchase intentions (Sokolova 

& Kefi, 2020). Sokolova and Kefi (2020) also suggested that shared values and 

perceived similarity with an influencer affect consumers’ purchasing behaviour. 

Overall, influencer marketing is nowadays an important part of companies’ 

marketing strategies and it is often used to raise awareness and boost sales 

through endorsements, which are discussed next. 

2.1.1 Influencer endorsement 

Influencer marketing has various different ways. Influencers can post 

endorsements with a paid collaboration, or recommend a product or service 

genuinely, without getting paid by a company (Woods, 2016). Influencer 

endorsements are also often used by marketers due to their attracted attention 

among consumers and positive effects on endorsed brands (Chung & Cho, 2017). 

When comparing to celebrity endorsements, in which traditional celebrities  

bring value to a brand by using their fame, influencer endorsements have similar 

purpose, except an influencer is not necessarily well-known person due to him or 

her being a traditional celebrity, but rather being so called “online celebrity”, such 

as a blogger or a vlogger (Schouten, Janssen & Verspaget, 2019; Sokolova & Kefi, 

2020). Influencers have gained big audiences and fame on social media due to 

creating a substantial online identity (Khamis et al., 2017). Endorsement is often 
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a presentation of a product an influencer has tried and at the same time, he or she 

evaluates it while promoting the product to the social media audiences. 

Instagram influencers’ endorsements are usually visual images or videos with a 

well-thought caption and text (Sokolova & Kefi, 2020). 

Prior study concerning influencer marketing by Woods (2016) stated that one of 

the reasons for influencers’ endorsements’ effectivity is the fading line between 

promoted and non-promoted content. Thus, today, influencers’ endorsements 

are typically marked on social media with a hashtag #ad or #sponsored (Woods, 

2016), or written with “paid collaboration” in the content. These usually indicate 

if an influencer’s post on social media is a paid recommendation or his or her own 

thoughts without getting paid or given free products by a company. The main rule 

regarding endorsements is that an influencer has to state that a particular post 

includes commercial content and indicate the company’s or the brand’s name 

(Kilpailu- ja kuluttajavirasto, 2019). 

Another recent study by Schouten et al. (2019) compared the effectiveness of 

social media influencer endorsements and traditional celebrity endorsements. 

The results of their study showed that consumers identify more with influencers 

and perceive them more similar, as well as trust influencers more when compared 

to traditional celebrities. Schouten et al. (2019) also presented that consumers 

are more willing to purchase a product through an influencer than through a 

traditional celebrity. Interestingly, perceived similarity and a desire to identify 

with an influencer (e.g. desire to become similar as the influencer) supported 

consumers’ attitudes towards product and purchase intention in case of fitness 

products (Schouten et al., 2019). The authors (2019) suggested that this can be 

explained by people feeling they could accomplish similar physical shape as the 

influencer and thus, are willing to try the endorsed fitness product. Fitness 

influencers and sportswear industry on Instagram are further discussed in the 

following subchapter. 
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2.1.2 Fitness influencers and sportswear industry on Instagram 

Because of the rise of social media, sport brands are investing more time and 

resources on social media campaigns, while it has affected consumers’ 

consumption of sports (Filo, Lock & Karg, 2015). According to Statista (Gough, 

2019), the fitness and health club industry worldwide cultivates over $80 billion 

in revenue for one year. The growing interest on sports and fitness has been seen 

on Instagram also, as the amount of fitness influencers with a content of fitness 

and food guides, as well as sportswear recommendations, has increased during 

past few years. 

O’Sullivan et al. (2017) emphasized that activewear is the most branded apparel 

market’s segment and the importance of social values has increased the use of 

fashion-oriented activewear, especially among young people. Nowadays, with the 

possibility to swipe up straight to purchase options through influencers’ 

Instagram stories (Valentine, 2018), promoting sportswear apparel fits to the 

visual and interactive nature of Instagram. Influencers typically discuss about 

their thoughts of new sportswear apparel and show different colours, size guides, 

and materials to their audiences. 

An example of a growing sportswear and fitness apparel start-up company is 

Gymshark. The company was founded in 2012 by a 19-year-old, Ben Francis, and 

is now one of the fastest growing around the globe with estimated $128 million 

revenue in 2018 (Bearne, 2018; Leighton 2018). What makes Gymshark special, 

is that most of its success is because of its use of social media and celebrity 

trainers’ endorsements (Leighton, 2018). The company utilizes its fitness brand 

ambassadors on Instagram who promote the brand through endorsements. It has 

already 3.5 million followers, and the brand produces figure-flattering, aesthetic 

sportswear that fits well in the visual nature of Instagram to sell. 

2.1.2.1 Fitness- and sportswear-related content and female consumers 

Prior literature has shown that Instagram and fitness-related content has 

impacted individuals’ body image and health behaviour (Carrotte, Vella & Lim, 

2015). Carrotte et al. (2015) studied consuming of health and fitness content on 
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Instagram. The authors (2015) state that one popular type of content concerning 

fitness issues are “fitspiration” pictures, which are typically pictures while 

exercising, post- and after-training selfies (self-portrait pictures), and individual 

stories about their fitness journey and transformation pictures. The purpose of 

“fitspiration” and “fitspo” content is to give fitness inspiration to audiences 

(Carrotte et al., 2015). Therefore, influencers often use motivational text in their 

fitness- and sports- related content.  

Internationalization and spreading of idealization of athletic body image have 

also resulted in negative feelings and shame of individuals’ own body image, and 

fitness inspiration content targeted to women involve often thin and well-shaped 

female bodies to advance the idea of what is healthy and strong (Carrotte et al., 

2015). In addition, Ruane and Wallace (2013) found that social media increases 

females’ consumption of fashion brands, as it is used both as source of inspiration 

and source of information. They suggest that women seek inspiration from 

brands in order to self-present through social media. Hence, social media 

influences females’ decision making in purchasing (Ruane & Wallace, 2013). 

According to Ruane and Wallace (2013), women perceive social media through 

pictures similar to a brand’s webstore, as they see other people wearing brands 

and then seek for the brand from online or in-store. Thus, social media is likely 

to be also one reason for the growth of consumption of women’s sportswear, and 

why women are powerful and important segment in sportswear industry globally 

(Zhou et al., 2017). 

2.1.3 Females’ consumption of sportswear as fashion 

Today, many luxury brands are producing sportswear collections, as sport-

inspired fashion apparels are part of young consumers’ casual daywear 

(O’Sullivan et al., 2017). The interaction of fashion and sport has changed both 

sportswear and fashionwear markets, and especially women tend to consider and 

appreciate more the fashionable variables and trendiness of sports- and 

activewear (Zhou et al., 2017; O’Sullivan et al., 2017).  

Zhou et al. (2017) explored females’ consumption of activewear products. They 

indicate that aesthetic benefits through the design of sportswear mirror females’ 
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desire for beauty. Aesthetic aspects usually relate to products’ features, namely, 

what is women’s perception of design and body relationships (Zhou et al., 2017). 

As female consumers are aware of their body image, they seem to perceive 

sportswear’s aesthetic value important and appreciate how clothes enhance their 

body shape (LaBat & DeLong, 1990 cited in Zhou et al., 2017).  

The findings of the study by Zhou et al. (2017) indicate that females appreciate a 

body image that is fit, healthy and well-shaped. Participants regarded a small-

framed look as an important factor when buying activewear clothes, and they 

preferred looking thinner and well-shaped in their sportwear clothes (Zhou et al., 

2017). As fitness influencers post pictures and videos of themselves wearing 

promoted sportswear clothes, female consumers compare themselves to well-

shaped body images (Carrotte et al., 2015), which instead creates a need to 

consume clothes in order to express self-identity (Bakewell, Mitchell & Rothwell, 

2006). 

Overall, Zhou et al. (2017) suggested that women are sensitive to how sportswear 

brands reflect a female body, and female sportswear customers look for harmony 

between imagery/ideal body image, and actual real body image. Influencers on 

Instagram have a crucial role today in shaping young female consumers’ body 

image and purchasing intentions. Hence, as female sportswear market is 

increasing (Zhou et al., 2017) and females are using increasingly social media for 

searching opinions and shopping fashion brands online (Ruane & Wallace, 2013), 

it is important to find out which factors impact the urge to buy these apparels 

when browsing on Instagram. 

2.2 Consumer-influencer interaction and relationships on social 
media 

Due to the interactivity on social media, consumers are able to discuss with 

influencers and comment their admired person’s content. Previous studies have 

emphasized that different characteristics affect how people interact and 

formulate relationships with influencers on social media. For instance, Sokolova 

and Kefi (2020) indicate that similarity (e.g. beliefs, education and social status) 

between individuals who communicate increase the interactions they have. 
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Moreover, frequent interactions contribute to a formulation of a relationship on 

social media (Sokolova & Kefi, 2020). 

From influencers’ perspective, social media and image-sharing sites provide also 

a way for them to interact with their audiences (Xiang et al., 2016; Chung & Cho, 

2017). This has led to more intimate and open social media interactions, and both 

influencers and celebrities utilize Instagram, for instance, to show their personal 

lives and thoughts, as well as have personal discussions with fans (Chung & Cho, 

2017). 

According to Casaló et al. (2018), consumers appear to behave and interact 

differently on Instagram when compared to other social networking sites. They 

state that individuals seem to be more active on Instagram (e.g. follow brands). 

Moreover, Instagram users are most affected by influencers when compared to 

YouTube visitors and Facebook users (Valentine, 2018).  

Through interactive communication, users follow daily lives of the people they 

admire, whether it includes unilateral or bilateral communication. This way, 

consumers may feel as if persons they follow, such as influencers, are part of their 

life and socially present. (Kim & Song, 2016) However, prior studies have 

indicated that interactions on social media between consumers and media 

personas are mostly unilateral (Lee & Watkins, 2016; Sokolova & Kefi, 2020). PSI 

(Parasocial interaction) theory offers a basis for understanding this one-way 

relationship between consumers and digital personalities (Lee & Watkins, 2016). 

As it has been studied widely in communication and given the importance of the 

interactive nature of Instagram, PSI theory will be discussed further in the 

following sections. 

2.2.1 PSI (Parasocial interaction) theory 

PSI theory emerged originally in communications literature when researchers 

examined the relationships between consumers and mass media (Horton & Wohl, 

1956 cited in Labrecque, 2014). According to Labrecque’s (2014, p. 135) 

definition, PSI is “an illusionary experience, such that consumers interact with 

personas (i.e., mediated representations of presenters, celebrities, or characters) 
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as if they are present and engaged in a reciprocal relationship.” Particularly, 

consumers feel like they have a reciprocal conversation such that their admired 

personas are talking precisely to them (Rubin, Perse and Powell, 1985; 

Labrecque, 2014). 

Rubin et al. (1985) investigated the phenomenon in the context of local television 

news and measured audiences’ feelings of their relationship with news 

personalities. In their study (1985, p. 156)., PSI was seen as “interpersonal 

involvement of the media user with what he or she consumes”. Involvement 

included multiple aspects, such as perceiving media personas as friends or 

desiring to meet them and imagining being part of the television program’s social 

life (Rubin et al., 1985). The authors (1985) state that the findings were related to 

elements that had been previously incorporated within PSI, including empathy, 

perceived similarity, and physical attraction. Namely, affinity with news in 

television could enhance empathy and perceived similarity with news 

personalities (Rubin et al., 1985). 

 In addition, Perse and Rubin (1989) studied the phenomenon in a traditional 

media context and showed that parasocial relationships with TV personas are 

partially developed by consumers’ decreased uncertainty. After this, many 

researchers have pointed out that empathy, perceived similarity, both physical 

and social attraction, as well as low self-esteem and uncertainty reduction 

influence the formulation of PSI (e.g. Frederick, Lim, Clavio & Walsh, 2012; Lee 

& Watkins, 2016; Hwang & Chan, 2018). These, as well as PSI in social media 

environments are explained and discussed in the following subsection. 

2.2.2 PSI studies on social media environments 

PSI theory include two concepts in prior academic literature, PSI (parasocial 

interaction) and PSR (parasocial relationship). However, they are often discussed 

as one entity, as PSI is used as a concept that explains the relationship between 

media persons and consumers (Lee & Watkins, 2016). Thus, meanings of the 

concepts are often overlapping when looking at prior literature. In terms of 

Instagram, the relationship between a follower and an influencer is more an 

illusionary friendship to followers than a friendship people have in real life 
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(Sokolova & Kefi, 2020). According to Sokolova & Kefi (2020), consumer-

influencer relationship is in a way one-sided relationship as consumers can 

comment and engage with the influencer’s content, but influencers are not 

usually able to engage with individuals because they have high number of 

audiences. Hence, it can be considered as PSR due to being mostly one-sided. 

PSI and PSR have been important concepts in numerous studies, yet, they have 

gained interest in social media environments only during the past few years 

(Hwang and Chan, 2018). Table 1 shows the focus of prior academic literature 

regarding the phenomenon on social media, common constructs of the concepts, 

as well as different effects of PSI and PSR on consumer behaviour. 

Table 1 Prior PSI theories on social media environments 

 

As it can be seen in Table 1, Labrecque (2014) found that brands are able to create 

a feeling of PSI through message cues that indicate interactivity and openness in 

communication on social media. According to Labrecque (2014), the sense of PSI 

among consumers is positively correlated to loyalty intentions towards a brand 
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and consumers’ eagerness to provide information about their needs and 

themselves to the brand. In addition, Kim and Song (2016), and Chung and Cho 

(2017) suggested that celebrities’ self-disclosure, such as sharing seemingly 

honest their emotions and opinions, as well as inside information about 

celebrities’ lives impacts positively PSI with celebrities and the formation of PSR 

through consumer-celebrity interactions. 

Lee and Watkins (2016) indicated that physical and social attraction, including a 

YouTube blogger’s physical appearance and perceived similarity with him or her, 

as well as attitude homophily, are positively related to the formation of PSI 

between a consumer and the YouTube blogger. Attitude homophily refers to the 

extent to which a consumer perceives him- or herself as similar as a social media 

person, and the more similarity is perceived between the communicators, the 

more likely they will interact with each other (Lee and Watkins, 2016; Sokolova 

and Kefi, 2020). 

Surprisingly, only Hwang and Chan (2018) found that low self-esteem (e.g. a 

consumer feels having low self-conscious and is somewhat displeased with him- 

or herself) and empathy, such as relating to similar feelings as digital celebrity 

has, have positive effect on PSR. As social media advances empathy due to a 

possibility to interact easily and frequently (Caplan & Turner, 2007), empathy is 

likely to promote PSR between a consumer and a social media influencer. Also, 

according to Hwang and Chan (2018), consumers perceive their admired persons 

on social media as a credible source of information when purchasing a product. 

Because of the repeated posts that consumers see on their feeds, they develop 

PSR, and this way, perceive digital celebrities as a credible source (Hwang & 

Chan, 2018). The authors (2018) also found in their study that PSR has a positive 

effect on purchase intention, as well as positive electronic word-of-mouth 

(eWOM) intentions.  

In addition, Sokolova and Kefi (2020) found that an influencer’s perceived 

credibility (how reliable or believable consumers perceive an influencer in terms 

of purchasing the endorsed product) and PSI affect followers’ purchase intentions 

on Instagram and YouTube. Accordingly, previous research concerning PSR with 
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celebrities on Twitter and Facebook (Chung & Cho, 2017) has shown that PSR 

with online celebrities lead to purchase intentions. 

Because the concept of PSI is often used in prior academic literature to 

demonstrate a formulation of PSR and related feelings that occur during 

interaction between consumers and social media personas, in this study, they are 

considered as one embedded entity, and referred as PSI (parasocial interaction). 

In other words, as one of the study’s aim is to explore how females perceive 

interaction with Instagram influencers, the focus will be in the related feelings in 

PSI, namely, what emotions are related with consumer-influencer interaction. 

Finally, Xiang et al. (2016) demonstrated that PSI positively impact consumers’ 

impulse buying tendency. They suggested that consumers can imitate other 

people’s styles and listen their suggestions in a PSR, which can eventually result 

in buying impulsively something. The following chapter will discuss more about 

consumers’ impulse buying. 

2.3 Consumers’ impulse buying 

Previous research has defined impulse buying in numerous different ways, which 

indicates the term’s complexity. Rook (1987, p. 191) defined impulse buying in 

the following way: 

“Impulse buying occurs when a consumer experiences a sudden, often powerful and persistent 
urge to buy something immediately. The impulse to buy is hedonically complex and may stimulate 
emotional conflict. Also, impulse buying is prone to occur with diminished regard for its 
consequences.” 

However, based on prior definitions, there are two main factors that emerge in 

impulse buying (Verplanken & Herabadi, 2001). First, Verplanken & Herabadi 

(2001) argue that there are no planning or careful considering of an impulsively 

purchased item. However, there are numerous reasons for why consumers’ 

purchases might be unplanned, such as when buying something out of habit and 

repeatedly, or when a purchase has actually been subconsciously planned for a 

long time (Verplanken & Aarts, 1999 cited in Verplanken & Herabadi, 2001). 

Therefore, impulse buying contains typically also emotional responses, such as 

enjoyment and enthusiasm (Rook, 1987; Verplanken & Herabadi, 2001). As these 
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two elements (unplanning and emotions) identify impulse buying, Verplanken 

and Herabadi (2001) write that attitudes might be formed from different features. 

Namely, both cognitions (e.g. beliefs about pros and cons) and emotions, such as 

feelings of pleasure, passion or anxiety impact consumers’ attitudes.  

When looking at recent academic studies, definitions of impulse buying have 

changed based on the context and research perspective. Impulse buying 

behaviour has also emerged as its own concept separated from impulse buying. 

Ning Shen and Khalifa (2012, p. 397) demonstrated that ”Impulse buying 

behavior occurs after experiencing an urge to buy and it tends to be spontaneous 

and lacking in much reflection.” This does not however lead to action and actual 

purchase (Ning Shen & Khalifa, 2012). In other words, the authors (2012) point 

out that different characteristics impact impulse buying and every buying 

impulse that occur does not result in impulse buying. 

Instead of this, Xian et al. (2016) state that in the context of image-sharing 

platforms, most of the users’ buying behaviour can be seen as impulse buying 

behaviour. Because of the visual culture of image-sharing sites, users are able to 

know deeply influencers’ opinions and lifestyles through pictures and product 

reviews (Xiang et al., 2016). The authors (2016) indicate that consumers’ sense of 

vision is affected by photographs and products on image-sharing sites and hence, 

users are quickly stimulated by the visual culture and interactive characteristics, 

which will lead to impulse buying. Drawing from this, impulse buying behaviour 

is likely to develop after having an unplanned urge to buy something when seeing 

an endorsement on Instagram, and a consumer has a desire for purchasing a 

product. Namely, a consumer’s positive individual reactions are likely to lead 

impulse buying behaviour. 

Overall, earlier academic research has investigated impulse buying mainly from 

two different points of view: individuals’ state of mind developed by a purchasing 

environment and individuals’ personality traits (Wells, Parboteeah & Valacich, 

2011). For instance, Rook (1987) investigated consumers’ behavioural 

components and experiences developed by the shopping environment, while 

another study by Rook and Fisher (1995) approached impulse buying from 
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individuals’ normative evaluations of buying impulsiveness, which focuses on a 

consumer’s traits, such as a consumer’s tendency to purchase spontaneously and 

without consideration. They defined normative evaluations as individuals’ 

consideration of the suitability of buying impulsively in a specific purchasing 

situation. Namely, the authors (1995) studied the relationship between buying 

impulsiveness and individuals’ buying behaviours. They found that consumers 

with low impulse tendencies and negative judgement towards possible impulse 

purchasing are unlikely to buy impulsively and do anything for their buying 

impulses. 

Additionally, another approach to impulse buying by Luo (2005) examined how 

presence of other people affect consumers’ impulse buying behaviour. According 

to the findings of the study (2005), the presence of friends increases the urge to 

buy, while family members decrease impulse buying. Similar phenomenon has 

not been yet investigated by the presence of social media and digital personas, 

and how they impact consumers’ impulse buying behaviour. Rather, most of the 

existing online impulse buying studies concentrate on environmental cues and 

marketing stimuli in online context, which is discussed in the following 

subchapter. 

2.3.1 Online impulse buying 

Online impulse buying refers to consumers’ impulse buying behaviour online, for 

example in online store. Chan et al. (2017, p. 205) define the concept as “a 

process–outcome mechanism within the domain of an individual psychological 

approach that occurs when a consumer experiences a sudden, often persistent 

urge to buy something immediately”.  

Online impulse buying has gained increased attention while online shopping has 

emerged in the last decade (Chan et al., 2017). The authors (2017) state that there 

occur two trends in online impulse buying literature. First of the trends focus on 

websites’ environmental cues’ effect on online impulse purchasing, and second 

examines how impulse buying elements that occur offline explain same behaviour 

online (Chan et al., 2017). For example, Dawson and Kim (2010) found that 

environmental cues on websites, such as sales promotions, featured and top 
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items, free shipping and convenient return, inspiration for presents, contests, and 

free products with a purchase attracted to buy impulsively. Environmental or 

external cues are particular marketer-controlled environmental and sensory 

triggers related to buying (Youn & Faber, 2000).  

The second trend concerns consumers’ internal triggers. Internal triggers of 

impulse buying refer to consumers’ affective and cognitive state, which results in 

impulsive or non-impulsive behaviour (Dawson & Kim, 2009). Affective state 

refers to consumers’ emotions and mood (Youn & Faber, 2000), while cognitive 

state has been defined as consumers’ information processing, such as, how 

consumers understand and react to information (Dawson & Kim, 2009). For 

instance, Dawson and Kim (2009) studied the relationship between a person’s 

normative evaluation and the degree of making purchases impulsively, and the 

findings revealed similar results as in the study by Rook and Fisher (1995) in 

traditional context. These findings suggest that there is a positive correlation 

between a consumer’s affective state and online impulse-buying behaviour, while 

cognitive state was found to impact negatively on actual impulse buying 

behaviour (Dawson & Kim, 2009).  

All in all, most of the existing studies concerning online impulse buying have 

studied the relationship between environmental cues, individuals’ cognitive and 

affective reactions and emerging behaviour based on reactions (Chan et al., 2017). 

In order to explain the resulting behaviour from environmental factors and 

reactions, Stimulus-Organism-Response (S-O-R) model is frequently used in 

online impulse buying behaviour research. This is discussed next. 

2.3.2 S-O-R model 

S-O-R model has emerged with multiple different characteristics in each of the 

three factors of it in impulse buying literature, and recent studies regarding 

online impulse buying have concentrated on different approaches of the model’s 

framework (Floh and Madlberger, 2013). The original framework is developed by 

Mehrabian and Russell (1974), which was advanced for example by Chang et al. 

(2014) together with impulse buying literature in retail store environment. The 

figure 2 illustrates the developed S-O-R model by the authors (2014). 
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Figure 2 An example of the S-O-R framework by Chang et al. (2014, p. 300) 

According to Chang et al. (2014), stimulus include a retail store’s environmental 

elements which impact consumers’ emotional responses. They illustrate 

organism as positive feelings that refer to consumers’ positive emotional 

responses towards retail characteristics, which in turn, is likely to lead to final 

resulting behaviour, impulse buying behaviour. Moreover, the authors (2014) 

included situational characteristics in the model, which mean situations that 

affect consumers’ choices (Belk, 1975). These involve available time and money 

resources, for instance (Chang et al., 2014). 

Accordingly, Floh and Madlberger (2013, p. 427) demonstrate the S-O-R model 

in a following way: ”The S–O–R theory states that a stimulus (S) influences 

people’s internal affective evaluations (O), which in turn leads to approach or 

avoidance responses (R).” They further point out that consumers are influenced 

by environmental elements positively or negatively, which leads to a certain kind 

of behaviour. Overall, according to most of the prior impulse buying studies, three 

main factors of the S-O-R model are explained the following way: 

 Stimulus (S) refers to a trigger that generates a consumer’s interest 
(Chan et al., 2017). 

 Organism (O) means a consumer’s internal processes and feelings that 
appear while interacting with stimuli (Chan et al., 2017). 

 Response (R) is explained as a resulting response/behaviour from 
reactions to stimuli (Chan et al., 2017). 

 

Abovementioned factors of the S-O-R model in the study are further discussed on 

the next sub-sections. 
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2.3.2.1 An influencer’s endorsement as stimulus 

Stimulus has a major impact on impulse buying behaviour (Rook & Fisher, 1995). 

As stated before, existing research has focused both on environmental and 

individual factors impacting impulse buying behaviour. In the nature of this 

study, stimulus will include environmental triggers on an Instagram influencer’s 

endorsement, such as visual appeal and other emerging features of an 

endorsement. Moreover, marketing stimuli will be considered in theoretical 

framework as it plays an important role in influencer marketing on Instagram. 

Marketing stimuli consist of the hints that marketers use to persuade consumers 

to buy a product (Chan et al., 2017). Chan et al. (2017) summarize different 

marketing stimuli that have been used among researchers. They present factors 

such as suggestions (e.g. customer recommendations), idea (e.g. new styles, 

favourite products) and promotion, which includes having a percentage off from 

a product and additional free items, as well as sales. In this study, marketing 

stimuli include an influencer’s recommendations, favourite sportswear items and 

new styles along with discounts. 

Consumer resources, such as situational characteristics, have been shown to 

influence on consumers’ behaviour (Belk, 1975). Beatty and Ferrell (1998) found 

that available resources that an individual has in retail store shopping 

environment impact the mood state he or she has. Namely, different situations, 

such as money availability and time in purchasing situation, can strengthen or 

weaken consumers’ feelings towards different environmental features in retail 

store (Beatty & Ferrell, 1998; Chang et al., 2014). Furthermore, Iyer, Blut, Xiao 

and Grewal (2019) suggested in their meta-analytic review on impulse buying 

that time and money that an individual has in a shopping situation are one of the 

main triggers when it comes to impulse purchases. Hence, it is interesting to see 

if similar issues regarding the effect of situational characteristics on impulse 

buying behaviour emerge in the context of Instagram.  Females’ situational 

characteristics are included in the study’s preliminary framework, as they are 

likely to affect females’ impulse buying behaviour, as it has been shown by Chang 

et al. (2014) and Iyer et al. (2019). 
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2.3.2.2 An influencer’s source characteristics 

In addition to an influencer endorsement’s features and situational 

characteristics, an influencer’s characteristics are likely to influence on females’ 

reactions and perceptions. For instance, Xiang et al. (2016) present that 

consumers on social commerce platforms are likely to transform information 

with people who have complementary buying purposes, interests and styles. 

Others who prefer the same product and who have similar recommendations are 

the kind of factors that help consumers to search for people with same interests 

on social commerce platforms (Xian et al., 2016). In addition to similarity, the 

authors (2016) propose two other features that conclude consumers’ parasocial 

interaction online: expertise (perceived professionalism of a person and 

usefulness of a content) and likeability (perceived popularity and likeability of a 

person). 

Moreover, source credibility is considered as it plays an important role in 

influencer marketing and celebrity endorsement research. According to Chung 

and Cho (2017), source credibility includes expertise and trustworthiness. They 

refer expertise as the skills, knowledge and expertise that a person has, while 

trustworthiness is referred as a perceived credibility and integrity of a person. 

Chung and Cho (2017) showed that source trustworthiness (e.g. how trustworthy 

a celebrity’s endorsement on social media is perceived) has a positive impact on 

brand credibility and this way on buying intention, for instance. Furthermore, 

Sokolova and Kefi (2020), demonstrated that bloggers’ credibility positively 

influences buying intention, especially in terms of younger generation.  

Consequently, four source factors (similarity, expertise, credibility, likeability of 

an Instagram influencer) are included in the study’s theoretical framework. 

Further meanings of the concepts in the study will be presented later in the 

summary of the study’s theoretical framework.  

2.3.2.3 Females’ reactions as organism 

In this study’s framework, organism refers to females’ reactions to different 

stimuli in endorsements and feelings that occur in the process of impulse buying 
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after seeing an influencer’s endorsement on Instagram. In other words, it 

indicates their positive and negative states of feelings, and how they perceive an 

endorsement. Impulse buying online imitate typical behaviour in the context of 

IT, which is referred as affective, experiential and hedonic behaviour (Ning Shen 

& Khalifa, 2012). In line with Youn & Faber (2000), Verplanken and Herabadi 

(2001) suggested that affective aspects relate to emotional feelings and moods. 

For instance, one might feel pleasure or excitement when seeing a likeable 

product or when wanting to buy something, as well as feeling a lack of control and 

difficulty to leave an item (Verplanken & Herabadi, 2001).  

Drossos et al. (2014) studied cognitive and affective product involvement and 

impulse buying on purchase intentions in the context of mobile advertising. 

According to them, consumers observe products based on their engagement with 

them and in the basis of emotional and rational features, namely, which one of 

them play greater role in decision making process. The authors (2014) indicate 

that affective product involvement is caused by emotional features of products, 

where elements, such as images, sounds and motion that provide emotional 

information, are used to evoke emotional responses. Instead of this, cognitive 

involvement refers more to cultivating rational feelings and presenting legitimate 

information (Drossos et al. 2014). Affective product involvement is typically 

utilized in sensory marketing on Instagram with the aim to influence consumer’s 

senses through images and videos. Hence, females’ affective state in which they 

have positive emotions towards an influencer endorsement is likely to result in 

impulse buying behaviour. 

2.3.2.4 PSI in S-O-R model 

Xiang et al. (2016) introduced PSI theory in online impulse buying research to 

illustrate more deeply its influence on consumers’ affective and emotional 

response while interacting with social commerce platform. They found that PSI 

has a crucial role in forming and strengthening impulse buying tendency through 

perceived similarity, likeability and expertise, which in turn, create a pleasant 

feeling and positive affective state among consumers. Accordingly, the authors 

(2016) discovered that PSI is associated with perceived enjoyment, which has 
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been found to impact positively on consumer’s feeling of an urge to purchase 

impulsively (Beatty & Ferrell, 1998). 

However, the study by Xiang et al. (2016) did not investigate further the 

relationship between PSI and impulse buying behaviour. They showed that the 

impact of PSI positively supported impulse buying tendency, but the authors did 

not further examine the process of impulse buying behaviour. Furthermore, 

Xiang et al. (2016) used cross-sectional data to test the relationships’ causality, 

so there cannot be stated any permanent conclusions regarding actual behaviour. 

Thus, PSI in influencing consumers’ reactions and responses is an interrogation 

point in this study, as it has not been studied before in impulse buying research 

in the context of Instagram and influencer marketing, and because prior findings 

of PSI’s role in consumers’ impulse buying behaviour seem to be still unique. 

Therefore, this study will bring new insights to academic research by exploring 

how females perceive interaction with Instagram influencers and whether and 

how PSI and consumer-influencer interaction affect impulse buying behaviour. 

The role of PSI in the study is presented in chapter 2.4, where preliminary 

theoretical model for the study is illustrated. 

2.3.2.5 Females’ impulse buying behaviour as response 

Existing studies have demonstrated biphasic process in response that results 

from the exposure to stimulus and organism (Chan et al., 2017). For instance, 

Ning Shen and Khalifa (2012) indicated that buying impulse resulting from 

stimuli had a great effect on actual impulse buying behaviour. The process begins 

with a stimulus, after which a consumer proceeds the feeling of an urge or need 

to buy something. After this, he or she actualizes the need while ordering and 

paying a product, for example. Finally, when more urges to buy occurs, a 

consumer will more likely buy impulsively. In other words, impulse buying can 

be regarded as a chain effect in the response phase of impulse buying. (Chan et 

al., 2017)  

However, consumers’ final behaviour is likely to depend on their reactions on 

different stimuli. For instance, if negative reactions and emotions occur while 

interacting with a stimulus, a consumer will not likely purchase a particular 
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product. In addition, as Ning Shen and Khalifa (2012) suggested, every buying 

impulse does not lead to actual purchase, and there often appears a temporal 

delay between having a buying impulse and actual purchasing. Consumers’ 

responses, which are namely occurring impulse buying behaviour, include also 

consumers’ referred purchases in the study. In other words, drawing from the 

study by Ning Shen and Khalifa (2012), consumers’ final impulse buying 

behaviour does not always result in actual purchasing immediately after seeing a 

specific sportswear on Instagram but involve also subsequently made purchases 

that have been triggered earlier by an influencer endorsement. The response 

phase, which finally formulates a consumer’s impulse buying behaviour is 

illustrated in the summary of the theoretical framework. 

2.4 Summary of the theoretical framework for the study 

The purpose of the study is to investigate how young female consumers perceive 

sportswear endorsements on Instagram and interaction with Instagram 

influencers, and how these impact females’ impulse buying behaviour. Hence, 

influencer endorsements’ features, such as visual appeal of images, as well as 

marketing stimuli (e.g. an influencer’s recommendations and favourite 

sportswear apparel, introduction of new styles and promotional aspects) are 

included in the study’s theoretical framework.  

Moreover, an influencer’s source characteristics in the study involve four 

features: similarity, expertise, credibility and likeability. In this study, similarity 

is defined as the extent to which a female consumer perceives that an influencer 

on Instagram has similar taste, style and interests as she has, and how females 

identify with an influencer. Expertise means the extent to which a female 

consumer perceives that an influencer’s endorsement is professional to some 

extent and that she is able to get helpful or interesting consumption information. 

In addition, credibility includes perceived trustworthiness and integrity of an 

influencer, as Chung and Cho (2017) suggested. Finally, likeability in the study 

refers to the extent to which a female perceives an influencer as inspiring or well-

known. 



 31 

Figure 3 presents the summary of main theories in the study’s theoretical 

framework. First, presented S-O-R model’s stimulus consists of the features of 

influencer endorsements including visual appeal and marketing stimuli. 

Additionally, source characteristics are likely to have an effect on consumers’ 

perceptions and responses about influencers and endorsed sportswear. 

Furthermore, situational characteristics are considered, which include time and 

money availability that females have.  

Second, organism refers to females’ perceptions of endorsements and reactions 

after seeing them. The study focuses on affective reactions, as the aim of 

Instagram and influencer marketing is typically to evoke emotions through 

affective product involvement, such as through images, sound and motion. In 

addition, in terms of Instagram, affective cues and visual information play a 

dominant role, which are usually associated to emotional aspect and high 

affective involvement of products (Drossos et al., 2014). Hence, female 

consumers’ affective state is likely to lead to impulse buying behaviour. 

Lastly, as figure 3 shows, PSI and consumer-influencer interaction are likely to 

influence on consumers’ perceptions and final behaviour, at least to some extent. 

However, its effect on impulse buying is questioned, because there is no previous 

evidence that PSI has direct effect on impulse buying behaviour in the context of 

Instagram. Overall, the study seeks to discover whether females have similar 

feelings regarding sportswear endorsements and consumer-influencer 

interaction that foster PSI, such as perceived similarity, expertise, and likeability 

of an influencer, as well as physical attraction (Xiang et al., 2016; Lee & Watkins, 

2006). Finally, impulse buying behaviour is likely to develop after having positive 

emotional responses from stimuli. 
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Figure 3 Summary of the preliminary theoretical framework for the study 
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3 EMPIRICAL RESEARCH 

In the following chapter, the approach for the empirical study is presented and 

methodological choices are introduced. These include data collection method and 

sampling techniques, which are explained. Also, ethical issues regarding data 

collection are discussed. Finally, data analysis process and quality of the data are 

discussed in the end of the chapter. 

3.1 Research approach 

This subchapter introduces the study’s approach and explains the choices made 

regarding the empirical study. Existing literature was utilized in formulating 

preliminary theoretical framework for the study and in defining patterns and 

themes from the data to build an empirical framework. Formulating an 

understanding of a specific phenomenon is the strength of inductive approach, 

while deductive approach seeks to determine research questions based on 

existing theories and testing them (Saunders, Lewis & Thornhill, 2007). 

Consequently, combination of inductive and deductive approaches (abductive 

approach) was used. Moreover, the aim was to make sense of the interviewed data 

and analyze the data together with existing theories, which enables the researcher 

to discover possible new issues, as it is the case in abductive research approach 

(Gioia, Corley & Hamilton, 2012).  

The study concentrated on 18-35 years old female users of Instagram. According 

to Statista (Clement, 2020), 65 % of global Instagram users in January 2020 were 

people between ages 18 and 34. Thus, the relevant age segment for the study 

consisted of young consumers who are active users of Instagram. Furthermore, 

because Instagram audiences are relatively young as two thirds of the global users 

are under 34 years old (Clement, 2020), young adults will probably have more 

knowledge of brands and influencers on Instagram when comparing to older 

population. In addition, according to Budac and Baltador (2014), young adults 

are more impulsive and dependent on online communication, as well as attentive 

to how other people perceive them. As a result, they are more likely exposed to 

engagement on Instagram and likely to make impulsive purchases based on 

influencers’ persuasion.  



 34 

Moreover, in terms of brand interaction, women are more active and engaged on 

social media (Morrison, 2014), and they are also sensitive to aesthetic 

information and desire more aesthetic aspects in fashion apparels compared to 

males (Zhou et al., 2017). O’Sullivan et al. (2017) suggest that women are more 

affected by activewear fashion and they more likely buy activewear apparels if 

they take part in exercise. As the growing trend of healthy lifestyle and physical 

activity among females is crucial to understand in marketing of sportswear 

brands (O’Sullivan et al., 2017; Zhou et al., 2017), the study focused particularly 

on female consumers.  

O’Sullivan et al. (2017) suggest that the concept “sportswear” refers in Europe 

and Asia to clothes that are used when being active. Yet the term has different 

meaning in USA, where it refers to casual everyday fashion apparels (O’Sullivan 

et al., 2017). In the context of this study, a broad definition of sportswear was 

utilized in order to see whether/how females’ impulse buying behaviour differ 

regarding different sportswear. Thus, sportswear in this study refers to both 

activewear and sport fashion (casual daywear). 

3.2 Research method 

The study is conducted as exploratory in nature with the aim to develop an 

understanding of young females’ perception of Instagram influencers’ 

endorsements and how they impact females’ impulse buying of sportswear 

apparel, namely, what creates a need to buy when consumers browse their 

Instagram feed and see influencers’ endorsements. In addition, the study seeks 

to find insight about the effect of consumer-influencer interaction (refers in this 

study to communication, such as commenting influencers’ content and having 

discussions with them) and its impact on females’ impulse buying behavior. 

Exploratory studies are often about discovering new insights that will provide 

new information for the topics (Saunders & Lewis, 2012). The following research 

questions are answered: 

RQ1: How do females perceive sportswear endorsements by Instagram 

influencers? 
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RQ2: How do females perceive (parasocial) interaction with Instagram 

influencers? 

RQ3: Whether and how do sportswear endorsements and (parasocial) interaction 

with influencers impact females’ impulse buying behaviour? 

To address the research aim and answer the formulated research questions, 

qualitative methods were found to be most applicable in the study. The purpose 

of qualitative research is to understand the phenomenon and reasons behind the 

subject (Djafarova & Rushworth, 2017). The method was selected because it gives 

unique insights of how young females behave (engage in impulse buying) and why 

they behave in such way (Belk, Fischer & Kozinets, 2013). When looking at 

previous studies regarding purchase intentions on Instagram, there are both 

quantitative and qualitative studies. For instance, Sokolova and Kefi (2020) 

studied Instagram and YouTube bloggers’ credibility and parasocial interaction 

influencing consumers purchase intentions through online survey method. 

Djafarova and Rushworth (2017) in turn used in-depth interviews with the aim 

to explore online celebrities’ credibility influencing young females’ purchasing 

decisions.  

Overall, qualitative approach was selected in this study to understand the effect 

of influencers’ sportswear endorsements through female consumers’ point of 

view in order to identify eventual reasons not revealed by existing studies. 

Moreover, because there is no previous academic research on impulse buying 

concerning Instagram that combines influencers’ endorsements and interaction 

with influencers, collecting primary qualitative data is required. 

3.3 Sample 

To gather information-rich data, purposeful sampling techniques were used, 

which are based on studying in-depth cases that are chosen intentionally. The key 

aspect of purposeful sampling is to focus on strategic selection of cases along with 

the object of the study, main questions and gathered data. (Patton, 2015) In other 

words, respondents were chosen purposefully in order to understand young 

female consumers’ perspective on research issues. The strength of purposeful 
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sampling comes from selecting information-rich cases from which the researcher 

can learn meaningful issues of the study’s focus and which are important to the 

purpose of the study (Patton, 2015). Two purposeful sampling strategies were 

applied to the study; homogeneous sampling and intensity sampling. 

Homogeneous sampling enables studying respondents deeper as it concentrates 

on a specific sample with similar characteristics (Saunders et al., 2007), while 

intensity sampling is based on selecting information-rich cases that express the 

studied phenomenon deeply (Patton, 2015). Applied sampling strategies are 

presented and explained in Table 4. 

Table 4 Sampling strategies in the study 

 

The study’s interest was to find females with the age between 18 and 35 living in 

the same region as the researcher, as the study’s target group is young females. 

Namely, homogeneous sampling was applied so that there could be discovered 

group patterns among females with similar characteristics. 

The first focus group discussion was conducted to females that share common 

interests towards fashion and sportswear. Instead of this, the second focus group 

discussion involved females who are active in sports. The third discussion group 

in turn had females that are familiar with Instagram influencers’ endorsements, 
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as they are entrepreneurs in social media and wellness industry. The purpose was 

to select groups where the issues being studied are most likely to occur. 

Furthermore, the respondents to individual in-depth interviews were selected 

based on their interests. The purpose of intensity sampling here was to select 

females that are interested in fashion, fitness, health or sports. They were chosen 

as they are most likely familiar with influencers and sportswear endorsements on 

Instagram. This way, more information-rich data could be gathered in the 

research process. 

In addition, other criteria for choosing respondents to individual interviews and 

focus groups discussions were their current use of Instagram. All respondents 

were active users of Instagram. First, a possible respondent was asked if she 

follows any influencers on Instagram. If the possible respondent’s answer for this 

was yes, her permission was asked to be interviewed for the study. 15 females 

were contacted together and two of them responded they do not follow 

influencers on Instagram or that they do not want to be interviewed. This way, 

the researcher was able to ensure theoretical sampling and that data is 

appropriate for answering the study’s aim and research questions. Also, by asking 

a general screening question felt a suitable way to choose respondents because 

the interviewer did not want to influence on respondents’ thoughts before the 

interview. 

3.4 Data collection process 

The most often used ways to conduct exploratory studies are conducting 

interviews and searching existing academic literature of the issues (Saunders & 

Lewis, 2012). As interviews are applicable for the nature of exploratory research 

and prior impulse buying and consumers’ purchasing intentions studies have 

explored both individual in-depth interviews and focus group sessions, 

aforementioned ways were chosen as data collection techniques to gain rich 

insights of the research issues.  

Prior research by Dawson and Kim (2009) studied apparel websites’ cues 

triggering impulse buying from consumers’ perspective by conducting focus 
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group interviews.  In addition, qualitative inquiry conducted with groups makes 

the interview situation a social experience and thus the interviewer can gain 

important information from individuals (Patton, 2015; Saunders et al., 2007). 

Focus groups were chosen as technique to engage in qualitative inquiry since 

social experience is expected to enhance the quality and validity of findings due 

to the perspectives being developed and maintained in social groups (Patton, 

2015). Saunders et al. (2007) describe focus group as a data collection technique 

where group participants’ interactions and responses are encouraged in the 

discussion and the group interview focuses on a specific issues and topic, which 

were Instagram influencer endorsements, impulse buying behavior, and 

consumer-influencer interaction in the study. Following the recommendation by 

Saunders et al. (2007), the participants in groups were selected based on shared 

features that associate with the discussed issues, as it was explained earlier in the 

study’s sample. 

Individual in-depth interviews were conducted in addition to focus group 

sessions to ensure the quality of the data, as there are potential risks in using 

focus groups, such as emerging group effect where particular respondents 

dominate the discussion (Saunders et al., 2007). Together, 13 females 

participated in focus groups and individual interviews, which are illustrated in 

Table 2 below. 

Table 2 Respondents in the focus groups and individual interviews 

 



 39 

As the Table 2 presents, the data collection process included four face-to-face 

individual interviews and three mini focus group discussions that were conducted 

with a total of nine female participants. The average age of the respondents was 

26. The interviews were conducted between 12 October 2019 and 13 November 

2019. Also, they were conducted in Helsinki metropolitan area due to the 

researcher’s location. 

During the interviews, images of influencers’ sportswear endorsements were 

shown to respondents to determine the extent to which features of the images 

influence their impulse buying behavior and how they react on endorsements. 

Furthermore, four conversations from few influencers’ comments on Instagram 

were shown to respondents to elicit discussion about interacting, which meant 

commenting and sending private messages in this case. Overall, by showing 

images of influencers’ sportswear endorsements and conversations between a 

consumer and an influencer, the researcher was able to gain insights into how 

females perceive endorsements and consumer-influencer interaction, as well as 

discuss how these impact females’ impulse buying behavior. In addition, by using 

images as stimulus to arouse feelings, respondents can better understand to topic 

and evolve discussion around it. For example, Zhou et al. (2017) utilized images 

in focus group interviews to elicit conversation and data in their study about 

females’ consumption of activewear. The authors (Zhou et al., 2017) indicate that 

visual and sensory stimulus have an important role in developing perceptions of 

activewear consumption.  

The images were chosen based on four criteria. The first one was an influencer’s 

content, in which the influencer promotes a sportswear brand. In other words, 

only sportswear endorsements were chosen to act as stimulus in the interviews. 

The second criterion was the influencer’s country of origin, because the study 

focuses mainly on Nordic lifestyle and fitness influencers. The third criterion in 

turn was to show different sportswear clothes to the respondents in order to see 

if there are differences between different sportswear and females’ impulse buying 

behavior. Finally, the researcher wanted to show both influencers’ endorsements 

from their Instagram feed and from their Instagram stories, which disappear 

after 24 hours, because both of them are actively used by influencers to promote 
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products. Also, Instagram stories were shown in the interviews because stories 

enable influencers to put direct links to buy the endorsed product from a 

webstore, and the researcher wanted to see if there are any differences regarding 

females’ impulse buying behavior between endorsements on Instagram feed and 

Instagram stories. Examples of the influencer endorsements are illustrated in 

Appendix 2.  

Interviews were audio-recorded with a smartphone. This way the researcher 

could focus on what respondents are saying and taking notes of the discussion 

during the interview, as well as use respondents’ words for the analysis. Before 

the beginning of each interview, the interviewer tested the recorder in order to 

ensure its functionality. After each interview, the recording was transcribed in 

order to analyze respondents’ exact words. Transcriptions were altogether 50 

pages. 

3.4.1 Interview guide 

The study’s interviews were conducted with an interview guide, which was 

structured into different themes. This approach was chosen for the study as an 

interview guide helps maintaining the data collection both systematic and still 

conversational (Patton, 2015). Moreover, an interview guide was used to prevent 

bias during the interview. An interview guide’s aim is to provide similar basic 

themes and issues for each interview, and an interviewer can decide the wording 

of questions freely and discuss freely with predetermined topics (Patton, 2015). 

Patton (2015) illustrates the interview guide as an approach where the 

interviewer can choose how detailed the guide is, depending on the extent to 

which themes are able to discover beforehand.  

The study’s interview guide was formulated in a semi-structured manner. Semi-

structured interview method was chosen since it gives a fundamental structure 

for the interview but also enables the interviewer to discover further details of the 

issues, as Patton (2015) states. Qualitative studies are usually conducted with the 

aim to enable a respondent to tell his or her thoughts freely without formal 

patterns of questioning (Silverman, 2010). With the semi-structured interview 

style, the interviewer has a set of questions that are used as a guide so that all 
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relevant topics are covered (Silverman, 2010; Patton, 2015). To ensure this, three 

themes were formulated for the data collection, along with the shaping of themes 

during the research process.  

After formulating a preliminary interview guide, it was tested in the first 

individual interview, which thereby functioned as a pilot interview. The purpose 

of the pilot was to ensure that respondents understand the questions asked, as 

Saunders and Lewis (2012) suggest. The first individual interview revealed that 

the order of some of the questions had to be resorted because the respondent had 

sometimes difficulties to understand the meaning behind the questions. Also, few 

warm-up questions were added to the interview guide in order to see better how 

respondents perceive influencer endorsements they have seen before, and how 

they perceive sportswear endorsements have impacted them. This way, the 

respondents could better understand the discussed issues. 

The study’s interview guide (Appendix 3) was divided into five sections in order 

to answer all the research questions in the study. First section covered warm-up 

questions regarding respondents’ interests towards health, sports and fashion, as 

well as Instagram influencers. In addition, respondents were asked to recollect 

sportswear endorsements they have seen on Instagram. The focus of the second 

section was influencer endorsements, and discussion was formulated around 

different images of sportswear endorsements that were shown. The third section 

concentrated on females’ impulse buying behavior and respondents were asked 

about their feelings when purchasing sportswear impulsively and situations in 

which these purchases occur. The fourth section’s aim was to cover females’ point 

of view in consumer-influencer interaction by showing discussions between a 

consumer and an influencer on Instagram. Finally, the purpose of the last section 

was to discover if there were gaps to fill. The interviews were concluded by asking 

background questions, such as respondents’ ages. Furthermore, during the 

interviews, additional questions were asked, and the interview guide’s questions 

were used to guide the interview process. Themes are shown in Table 3 below.  
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Table 3 Covered themes in the interview guide  

 

Overall, the covered themes in the interview guide were influencer endorsements, 

impulse buying behavior, and consumer-influencer interaction and its effect on 

impulse buying behaviour. 

3.4.2 Ethical issues in data collection 

This section discusses ethical issues of the data collection. Due to qualitative 

methods in data collection being both personal and interpersonal, there are some 

ethical dimensions to consider when conducting a research (Patton, 2015). Patton 

(2015) suggests few common ethical issues when conducting a qualitative 

inquiry. First, it is important to explain the purpose of the interview, including 

consent form and confidentiality of the study, as in-depth interviews open up 

individuals’ thoughts (Patton, 2015). Before the beginning of each interview and 

focus group discussion, the purpose of the inquiry and collecting information was 

explained to the respondents, as well as how the data will be used. In addition, 

respondents’ permission to be audio-recorded was asked. 

Second, it was explained to the respondents how their responses will be handled 

and stored. In this case, the data was handled anonymously, and the interview 
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responses was referred to using pseudonyms, not the respondent’s real name. In 

addition, the respondents were asked to sign a consent form (Appendix 1) before 

the beginning of each inquiry, which indicated that the study is conducted 

according to the privacy policy of Hanken, and that they had right to withdraw 

from the interview.  

Third, as it is suggested by Patton (2015), the inquiries were conducted in 

Finnish, as it made sense to the respondents due to being Finnish women. This 

way, the respondents were also better able to understand the meaning behind the 

questions asked. Finally, the interviews and focus group discussions did not 

include any harmful questions, and they were arranged in convenient locations 

for the respondents. 

3.5 Data analysis process 

This chapter discusses how the collected data was analysed. As interviews were 

conducted in Finnish, data coding was done by using Finnish transcriptions, 

which included 50 pages of text. Citations presented in the study were translated 

to English by the researcher. 

Data analysis frameworks by Spiggle (1994) and Gioia et al. (2012) were used in 

the analysis to identify relevant issues and understand the data that is gathered. 

The study’s data analysis followed data manipulation operations including 

categorization, abstraction, comparison, dimensionalization, integration and 

iteration. Spiggle (1994) suggests that these operations do not occur in sequential 

manner, but the researcher uses them in multiple stages of analysis and move 

back and forth between different stages of the study. Iteration, which refers to 

conducting the data analysis in a way where a researcher goes back and forth 

between the operations (Spiggle, 1994), was utilized in the study as the questions 

asked were modified after the first pilot interview. Moreover, the study’s 

framework was influenced by the findings during the data collection and the 

research process was constantly evaluated in order to answer the research’s aim. 

For example, the role of PSI in the study’s preliminary framework was extended 

to be part of the research questions, as it emerged in the data regarding research 

questions 2 and 3 (presented earlier in the thesis). Furthermore, the preliminary 
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focus of the study was modified during the data collection process, as new 

dimensions were discovered (e.g. females’ perceptions were found to be a 

significant part of the findings). 

As it is the case in abductive research approach, the collected data was analyzed 

together with assumptions from existing theories. First, all the raw data that was 

related to perceptions of influencers’ sportswear endorsements and consumer-

influencer interaction, as well as impulse buying behavior was highlighted and 

colored based on above-mentioned themes in the transcriptions.  After the coding 

process, colored data was transferred to an Excel -file in order to analyze it 

further. To make sense of the data (respondents’ quotes), the themes from the 

data were separated into different excel sheets based on the study’s research 

questions. Relationships between discovered concepts are shown in the study’s 

findings and analysis. The following subchapter discusses further the operations 

conducted in the data analysis process. 

3.5.1 Categorization 

Following the framework by Gioia et al. (2012), the data were first divided to 1st-

order categories in the Excel sheets. The categorization began by analyzing the 

data that associated with research questions 1 and 2 (females’ perceptions of 

sportswear endorsements and consumer-influencer interaction). In addition, by 

following the framework by Spiggle (1994), iteration was conducted by going 

through transcribed documents several times and transferring data to Excel 

sheets while coding process. After labelling categories based on their content, 

there occurred together 56 different 1st-order categories in the data concerning 

females’ perceptions. Categories were determined both by looking at prior 

literature from the study’s theoretical framework and by discovering new 

concepts that were related to the respondent’s quotes. An example of 

categorization is illustrated in Appendix 4. 

Next the pieces of data regarding females’ impulse buying behaviour were 

categorized the same way and there was found 34 separate 1st-order categories. 

Altogether, 90 individual 1st-order categories (in which a proportion were 

overlapping or similar) were found related to females’ perception of sportswear 
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endorsements on Instagram and consumer-influencer interaction, as well as their 

effect on females’ impulse buying behaviour. 

3.5.2 Abstraction and comparison 

The aim of abstraction is to identify categories into more general concepts that 

share similar characteristics (Spiggle, 1994). This was conducted in the study by 

searching 2nd-order themes from the 1st-order categories in order to discover 

concepts that explain the research issues (Gioia et al., 2012), which were the data 

related to the study’s research questions. 2nd-order themes were created by 

sorting 1st-order categories with similar features into more abstract themes that 

described those specific categories. Existing literature from the study’s 

theoretical framework was also utilized in this part. 

 After having found 1st-order categories and 2nd-order themes from each research 

issue, the purpose was to discover and label themes even further into more 

generalized themes which Gioia et al. (2012) describe as “aggregate dimensions”. 

This way, the data structure (Appendix 5) was built in order to see categories, 

themes and dimensions that appear in existing literature, and also discover 

whether new concepts were found (Gioia et al., 2012). Table 5 (adapted from 

Gioia et al., 2012) presents an example of a data structure. 

Table 5 An example of abstraction of the data 

 

As stated before, existing literature from the thesis’ theoretical framework was 

consulted when formulating the 2nd-order themes and aggregate dimensions 

(e.g. Chang et al., 2014; Shen and Khalifa, 2012; Xiang et al., 2016; Sokolova and 

Kefi, 2020). Some similar dimensions were found from all three themes, such as 

an influencer’s source characteristics. Moreover, dimensions including a 

sportswear endorsement’s features, encouragement, individual characteristics, 

marketing stimuli, sportswear characteristics and expertise in communication 
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and context were discovered from the data. Themes and dimensions are 

explained further in the findings in chapter 4. 

After abstraction with the data, third focus group, which included social media 

and wellness entrepreneurs, was compared to other respondents due to the 

group’s diverse responses when comparing to the rest of the respondents. The 

purpose was to see how their perceptions of the studied issues differ from other 

respondents. Particularly, the researcher wanted to explore similarities and 

differences in females’ perceptions based on their group characteristics (in this 

case meaning the third focus group’s expertise in influencer marketing), as 

suggested by Spiggle (1994). Moreover, the impact of different sportswear on 

impulse buying behaviour was compared to discover differences. Comparisons 

are presented in the study’s findings, in chapter 4. 

3.5.3 Dimensionalization and integration 

The aim of dimensionalization is to identify features from the data structure and 

variation between them (Spiggle, 1994). In other words, it was executed in the 

study by investigating 2nd-order themes’ attributes through dimensions such as 

positive and negative feelings. Dimensionalization enables the researcher to 

discover relationships between different themes in the data (Spiggle, 1994).  

In this case, dimensionalization was conducted in order to see what positive and 

negative feelings appeared among respondents regarding Instagram influencers, 

sportswear endorsements, and consumer-influencer interaction. Furthermore, 

the aim of the process was to seek which features in endorsements and interaction 

females perceive to have an effect on their impulse buying behaviour, and which 

features in turn lead to non-impulse behaviour or negative attitudes towards 

sportswear or an influencer. Table 8 shows an example of the dimensionalization 

process. 
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Table 8 An example of dimensionalization in the study 

 

Finally, the last step of the data analysis was integration. The aim of integration 

is to formulate a theory or conceptual explanation by constructing and organizing 

emerged contexts and themes from the data (Spiggle, 1994). Integration’s 

purpose in the study was to combine theories presented earlier in the thesis to 

the themes that emerged in the data. The results of dimensionalization and 

integration processes are presented in the study’s findings. 

3.6 Assessing the quality of the data 

This chapter discusses the quality of the data. To assess the quality of the data, 

the study follows the suggestion by Wallendorf and Belk (1989), which include 

five criteria to guarantee the trustworthiness of the data. These recommended 

criteria by the authors (1989) are credibility, transferability, dependability, 

confirmability and integrity. They aim to answer the following questions (adapted 

from Wallendorf and Belk, 1989): 

1. How do we know the results of the study are trustworthy? 
2. To what extent the results apply in different contexts? 
3. Would there be similar findings if the study would be repeated exactly 

in the same way? 
4. How can we define the extent to which the findings develop from the 

respondents and context instead of from the researcher? 
 

When evaluating the first question, that is to say, assessing credibility in the 

study, the researcher has to evaluate the data collection process, and how the data 

was interpreted and presented to the readers (Wallendorf and Belk, 1989). 

Firstly, credibility can be advanced by providing essential information to 
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respondents before interviews (Saunders et al., 2007). To enhance credibility in 

this study and to get relevant findings, the aim of the interviews was explained to 

respondents in the beginning of each interview, and images of endorsements 

were shown, so that respondents could fully understand the discussed issues.   

Secondly, respondents were selected from the researcher’s network, and for this 

reason, prolonged engagement was utilized, as Wallendorf and Belk (1989) 

suggest. Moreover, in order to increase consistency of the findings, the researcher 

can use qualitative triangulation of data sources, such as comparing respondents’ 

perspectives from different aspects (Patton, 2015). Namely, the third focus group 

was asked to think both from a consumer’s and from a wellness and social media 

entrepreneur’s point of view in order to get rich insight and this way, information-

rich findings for the study’s research questions. Finally, to assure credibility of 

findings, enough time was reserved for each interview and each of them was also 

audio-recorded. The researcher also took notes during the interviews to make 

sure to get all the possible data to analyse.  

The second question concerns transferability of the study. This was applied with 

purposeful sampling, which included Finnish females that share similar 

characteristics in order to discover group patterns. This means that if the study 

would be conducted with different respondents, diverse results would be likely to 

occur. In addition, each focus group had specific females in order to gain rich 

insights. Therefore, generalisations to the whole population cannot be done based 

on the study’s results, which is often the case in qualitative studies with in-depth 

interviews, as the results are based on small number of respondents (Saunders et 

al., 2007). Transferability will be discussed also in the study’s limitations and 

future implications. 

Dependability refers to the third question: would there be similar findings if the 

study would be repeated exactly in the same way? Wallendorf and Belk (1989) 

recommend returning to participants later, which is not applicable in this case 

due to the limited timeframe in the thesis. Also, as respondents were from the 

researcher’s network, there might be some differences in the findings if another 

researcher would conduct the study. However, due to the formulated interview 

guide, it would be easier for another researcher to conduct the study and discover 
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similar findings. Furthermore, the findings are not time and place dependent, as 

different days or places would not affect the nature of interviewed issues. Yet, as 

Instagram and influencer marketing are continuously advancing and trends are 

changing, there might be differentiating findings in the future. 

Confirmability refers to the fourth question, which means that the findings are 

determined by respondents and not biased by the researcher (Wallendorf and 

Belk, 1989). This was established for example by triangulation over data 

collection, including the use of audio-recording in the interviews and making 

detailed transcripts of them. Interpretations of findings were made based on the 

data. Moreover, as stated before, images were used in the interviews to elicit 

discussion and help respondents to understand the discussed issues and this way, 

to gain additional information. Themes that especially evoked discussion among 

respondents were aesthetics in endorsements and in sportswear, as well as 

characteristics regarding influencers and influencer endorsements in general.   

Integrity of the study can be biased if respondents do not trust the researcher, for 

instance. Furthermore, respondents may try to present themselves differently in 

order to be more appealing. (Wallendorf and Belk, 1989) To enhance integrity of 

the study, prolonged engagement and the construction of rapport and trust that 

Wallendorf and Belk (1989) recommend were established as the interviews were 

conducted in a friendly and informal manner. Also, the study’s purpose was 

explained to respondents and their identities were secured because the data was 

handled and analysed anonymously, following Hanken’s data privacy guidelines. 

Also, as stated before, detailed transcripts were made to avoid misinformation in 

the interpretation.  
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4 EMPIRICAL FINDINGS AND ANALYSIS 

This chapter discusses the empirical findings of the study analysed together with 

existing theories that were discussed in the study’s theoretical framework. 

Results are presented based on the study’s research questions that are introduced 

previously in the thesis. First, females’ perceptions of Instagram influencers’ 

sportswear endorsements are presented together with endorsements’ effect on 

females’ impulse buying behaviour. Second, it is discussed how interviewed 

females perceive interaction with influencers on Instagram and how PSI emerged 

in the data. Accordingly, its effect on females’ impulse buying behaviour are 

presented. Finally, the impact of individual characteristics on impulse buying 

behaviour and comparison between impulse buying of different sportswear are 

discussed and analysed. 

4.1 Females’ perception of sportswear endorsements on Instagram 
and their effect on females’ impulse buying behaviour 

Aggregate dimensions that emerged in the data regarding females’ perception of 

Instagram influencers’ sportswear endorsements were a sportswear 

endorsement’s features and an influencer’s source characteristics. These were 

discovered from the data regarding warm-up questions and the first theme in the 

interview guide (influencer endorsements). Following sub-sections present the 

findings from these dimensions. 

4.1.1 A sportswear endorsement’s features 

Visual appeal was one of the themes that was discovered from the data. It 

included different features of sportswear endorsements that were shown to 

respondents as images. These features refer to the appeal of an endorsement in 

general. For example, overall visuality and attractiveness of an endorsement were 

found to evoke positive emotions among interviewed females. The results were 

consistent with prior findings by Xiang et al. (2016), who suggested that visual 

appeal is one key determinant of perceived enjoyment among consumers in social 

commerce. They referred visual appeal as the elements, such as images, which 

increase the overall attractiveness of social commerce platform. Respondent 1 

(R1) told that overall appeal of an endorsement generates her interest towards it: 



 51 

“Well when I look these images now and also in general, I always look first if the overall appeal 
pleases my eyes. And that generates my interest towards the image.” (R1) 

Due to the visuality of Instagram, many of the respondents mentioned that they 

first look the image in an endorsement and if the image is interesting or attractive, 

they may read the caption (text under the image), which highlights the 

importance of aesthetics in endorsements: 

“I absolutely first look the image in an endorsement. Then if it turns out to be interesting, I usually 
read the caption, which is usually longer if it is a paid collaboration.” (R3) 

Moreover, R5 and R7 said that the reason for following influencers on Instagram 

is the visuality of the images and identification with images. For instance, R7 

stated that she likes to look images that she could imagine taking herself and 

clothes that she would like to wear herself. These categories under visual appeal 

are illustrated in respondents’ quotes below. 

“I follow specific influencers because of the images are beautiful to look at and the visuality of the 
images. I don’t think I follow any influencers because of their story, or something like that.” (R5) 

“I follow because of the images perhaps and how they look like and what I could imagine either 
wearing myself, I mean the clothes, or taking similar images myself.” (R7) 

In addition, use of colours in an endorsement, delight in the image, positive 

feeling and perceived good quality were associated with perceived enjoyment 

when respondents looked different endorsements in the interviews. This is 

supported by Zhou et al. (2017) whom also found that women expressed positive 

associations when activewear models are looking happy in images and that bright 

colours in activewear contribute positive affective state among women. The third 

focus group (R11_expert, R12_expert and R13_expert) preferred endorsements 

with bright and strong colours and influencers who are smiling or looking 

expressive and energetic, for instance:  

“I notice that delight, expressiveness and colours are things that share positive feeling. And for 
example, in this image where an influencer doesn’t look at the camera, there is missing the specific 
feeling.” (R11_expert) 

“I pay attention to strong colours and contrasts in a way the sportswear stands out from the 
background.” (R12_expert) 

“I first look at the feeling that an endorsement has. So, when I look at these images, I notice positive 
feeling, exuberance and vitality of the images. …Also, this first image drew my attention because 
there is a clear intention and colours are bright. And of course, because she is smiling, and she has 
certain feeling in the image.” (R13_expert) 
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In contrary, perceived lack of expression, poor quality and uninspiring appeal 

in an endorsement were found to generate negative responses among females 

who were interviewed. R11_expert stated that images which have serious 

atmosphere do not affect her at all. Also, R11_expert, R12_expert and R13_expert 

said that endorsements in which the photograph is taken through a mirror are 

uninspiring and they don’t attract attention or arouse feelings: 

“Yes, but I think even though this image has good quality, there is a lack of expression.”  
(R11_expert) 

“Yes, I agree. I think it is boring.” (R12_expert) 

“This image which is taken through mirror does not arouse any feelings. Perhaps because it has 
bad quality, or because it is mirrorselfie.” (R13_expert) 

Overall, images taken through mirror were perceived meaningless and they even 

annoyed and cultivated negative feelings among some respondents. R2, R8, R10 

also told that they get annoyed when seeing an influencer posing in the 

“mirrorselfie” (a photograph that is taken through mirror): 

“This kind of mirrorselfies I don’t like at all. She only showing off herself, so I think it is pointless.” 
(R8) 

“I don’t understand this mirrorselfie endorsement at all, what is the meaning of it. You know that 
its only adjusted for the photograph. Nothing in this endorsement is like it would be in a real 
world.” (R10) 

Consequently, environment and context in an endorsement were found to be 

significant for interviewed females. Many of the respondents preferred 

sportswear endorsements in which there is nature or training environment as 

background. Females especially preferred endorsements in which they could see 

themselves wearing similar sportswear in similar situation, since they associate 

sportswear to exercising situation: 

“I think the image taken through mirror is not that nice. I prefer the images where there is nature 
as background, or gym. I find the one in which an influencer is at home sitting at floor a bit 
ordinary somehow. I would like to see endorsements that are associated with the context, such as 
where I would like to see the sports clothes or wear them myself.” (R3) 

“I like sportiness of the image. When we are looking at sportswear, I associate them to some sort 
of training. And if an influencer is only posing in the clothes and not exercising it is even annoying 
somehow. I prefer images in which an influencer is exercising or doing some sort of training rather 
than only hanging around with them.” (R2) 
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Accordingly, R7 stated that an endorsement feels incoherent if the promoted 

sportswear product is not presented in a right context or environment in a 

photograph: 

“This endorsement feels incoherent as it can be seen that the photograph’s only aim is the 
endorsement and it does not fit to context. …She is sitting on her bed, drinking coffee and wearing 
sportswear. It would be better if she would wear different clothes.” (R7) 

To same extent, R5 and R6 perceived that a fit between an endorsed product and 

an environment in which it is presented is important, and it influenced 

respondents’ feelings of authenticity: 

“It can be seen that this photograph is taken just for the paid collaboration, because it has a clear 
posing with the only purpose to advertise the product (fleece and base layer). So, if this would be 
taken in another context, such as when having a picnic in woods and drinking hot chocolate, it 
would be different.” (R5) 

“Yes, because this is supposed to be her favourite base layer for winter, so if she would be walking 
in Nuuksio woods and those clothes would be shown a little and she would actually have coffee 
mug with her, it would be a totally different and better image.” (R6) 

When looking at existing studies, there are no findings related to a fit between an 

endorsed product and an Instagram endorsement’s background, so the results 

bring interesting implications to sportswear industry and marketers. Colliander 

and Marder (2018) found that aesthetic stimulus, especially snapshot aesthetics 

(meaning amateur aesthetics such as selfies and images taken with phone 

cameras) are positively associated with consumers’ brand attitude and word-of-

mouth intentions through increased liking and increased perceived credibility. 

Interestingly, the findings of this thesis revealed somewhat contradictory results, 

since snapshot aesthetics, such as mirrorselfies, seemed to generate only negative 

responses and affect negatively to perceived credibility of an endorsement. 

Authenticity emerged from the data regarding both endorsements and 

influencers. Some of the respondents associate commercialism of an 

endorsement strongly with negative feelings while non-commercialism, in turn, 

cultivated more positive feelings. For example, R6 perceived endorsements’ 

commercialism as negative feature: 

“I have to say that I think of the commercialism in all of these endorsements, because it can be 
seen that something is promoted in all of them. There are no images that are just taken and putting 
on Instagram without a purpose behind them. I have started to think more the motivations behind 
an endorsement due to its being a paid collaboration.” (R6) 
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She also considered difficult to trust influencers’ words regarding promoted 

products because they are getting paid from doing endorsements, which shows 

that commercialism is perceived as unauthentic. The respondent said that it is 

easier for her to trust for example her friends’ words about a specific sportswear:  

“I find it hard to believe what an influencer says about gym leggings, for example, because I know 
that she gets money from doing that. So, I cannot trust the influencer’s words. I would rather hear 
from my friends that those gym leggings are great because I know that I can trust their words.” 
(R6) 

Consequently, one aspect that was perceived as a positive feature was 

spontaneous content in an endorsement. In other words, respondents preferred 

endorsements that are authentic and not too deliberate. This is partly supported 

by prior results that indicate that when a consumer feels that a social media 

celebrity is open and self-disclosing, the positive feelings result in increased trust 

towards the person (Chung & Cho, 2017). In addition, R5 said that she prefers 

endorsements which are natural and authentic: 

“I think the best endorsements are those where you cannot even notice that it is a paid 
collaboration. So that the advertising becomes authentic and natural.” (R5) 

Accordingly, R2 said she appreciate naturalness of an endorsement: 

“I find this image the most attractive as it is authentic. I like natural-looking images more than 
those where an influencer is trying or posing too hard.” (R2) 

However, one of the respondents (R3) mentioned that she does not mind if the 

commercialism can be seen clearly in an endorsement, and she still usually trusts 

an influencer’s words, which is supported by previous findings that show that 

females tend to follow their admired people’s opinion through product reviews 

(Djafarova & Rushworth, 2017). 

Furthermore, integrity of influencers was discovered as a theme related to 

authenticity of endorsements. Interviewed females had negative feelings 

regarding superficiality and showing false self-disclosure. These findings are 

somewhat similar when comparing some of the previous findings which 

suggested that consumers’ perceived self-disclosure of social media celebrities 

impacts their source trustworthiness, such as a celebrity’s honesty, credibility and 

integrity (Chung & Cho, 2017). One respondent mentioned questioning easily 
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influencers’ self-disclosure, namely, if influencers present themselves in an 

authentic way that portrays reality in endorsements: 

“I kind of associate these influencers in the endorsements to those who are so unhealthy with each 
other. Because many of the persons who post photographs like these are confused with their self-
image. So, every time when I see this kind of endorsements, I begin to think that how many of 
these influencers suffer from eating disorders or low self-esteem. Basically, I easily question their 
sayings, for example, could they really take a photograph of themselves when they are all natural 
and themselves.” (R10) 

Moreover, R9 questioned the integrity of influencers on Instagram because of the 

superficiality that occur there: 

“There are so much superficiality and paid collaborations on Instagram. You can never be sure if 
the person really thinks similarly as she says on Instagram, or if she is like this in real life, since 
she is paid for doing endorsements or because she wants to increase the number of followers. So, 
it is true that people show false things in social media, such as only glamorous life.” (R9) 

Accordingly, some of the respondents perceived endorsements as factitious and 

associated also posing in the image and well considered endorsements with 

superficiality: 

“I get sort of a superficial feeling from the endorsements where the influencer is posing with no 
other purpose. It seems that she is just trying to get more followers with the image.” (R2) 

“The first word that come to my mind when looking at some of these endorsements is factitious.” 
(R8) 

Style appeared from the data as one theme, including sporty content and 

females’ own taste of sportswear, as well as perceived fit/relevance between the 

promoted style and the female. This is to some extent associated with the findings 

by Zhou et al. (2017), which revealed females’ activewear purchases are depended 

mainly on perceived size and fit of activewear, as well as perceptions of images of 

activewear models. R4 and R13_expert mentioned that they prefer sportiness of 

an endorsement and matching styles, for instance, which is illustrated below: 

“Well, those influencers in the images are pretty and maybe it is the sportiness that has effect on 
me. Also, they have neat style, for example, this one girl has matching outfit and the background 
is nice. Even though there are every filter used in the image it looks really cool.” (R4) 

In addition, R4 said she perceives endorsements which include type of sportswear 

that she usually wears more interesting and appealing:  

“I don’t know why this endorsement feels uninspiring for me. Maybe because the influencer is 
wearing outdoor sportswear. I’m more interested in indoor sportswear because I don’t exercise 
outside often.” (R4) 
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R2 also stated that she perceived the fit/relevance between the promoted style 

and herself important, as she prefers gym clothes in general rather than sporty 

casualwear: 

“I prefer gym clothes more than other sportswear because I have a clear line when I use sportswear 
and it is only at the gym. For instance, at free time I don’t use sporty clothes and at work it is strict 
which clothes I have to wear. And I wear more business clothes so that is why I’m not interested 
in sporty casualwear and I find gym apparel more interesting.” (R2) 

Encouragement was discovered as a theme from the data, including 

inspiration and motivation. Almost all of the respondents mentioned they seek 

for inspiration from Instagram influencers and many of the respondents also got 

motivation from influencers’ sportswear endorsements, which supports prior 

findings in celebrity research that suggested social media is used as a source of 

inspiration since consumers are affected by celebrities there (Ruane & Wallace, 

2013).  For example, R5 said getting inspiration from influencers for her own 

style. Additionally, R6 and R8 told they seek for motivation for exercising from 

Instagram influencers. Examples of these are presented in the following quotes: 

“I follow influencers with training content because I like to get motivation for my training from 
there.” (R6) 

“I like to watch for example training videos and tips from Gymshark people so I can get inspiration 
for my glute exercise.” (R8) 

Additionally, many of the respondents perceived having increased motivation to 

exercise when purchasing new training clothes: 

“It gives a nice motivation to go to the gym and exercise when you have new training clothes.” (R3) 

R4 even said that by following Instagram influencers, she is able to keep the gym 

lifestyle present in her life: 

“I follow influencers who have great training content and I get a lot of tips and inspiration for my 
training from them and save their exercise content on Instagram. They are all brand ambassadors 
for some big sportswear brand. I think I first found those influencers through their training videos 
and then I recognized the brands they were wearing. And Gymshark’s influencers are amazing, 
they have so good content that I look at their posts almost every day when I’m going to work. I get 
so much motivation for my own gym hobby as I expose myself to that type of content on Instagram. 
This way, the gym lifestyle is present in my everyday life.” (R4) 

All in all, visual appeal, environment and context, authenticity and style emerged 

from the data regarding the features of Instagram influencers’ sportswear 

endorsements. Furthermore, encouragement was revealed from the data as 
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females perceived getting inspiration for their own style and motivation for 

exercising from endorsements.  

It was interesting to see how the findings emerged quite similar among 

respondents despite few differences in perceptions. Yet, it was found that the 

third focus group (R11_expert-R13_expert) which consisted of experts in the field 

(social media and wellness entrepreneurs) seemed to appreciate even more 

aesthetic aspects in endorsements and desired more visuality from images. 

Furthermore, this group of females paid more attention to influencers’ expression 

in endorsements and other details in the images when compared to other 

respondents. The reason for this could be their professionality in the field, 

namely, they are more demanding in terms of endorsements. The following 

subchapter discusses the second emerging dimension from the data, an 

influencer’s source characteristics. 

4.1.2 An influencer’s source characteristics 

An influencer’s source characteristics as a dimension includes categories such as 

appearance, adoration, and identification/similarity. The findings from these 

categories are presented next. 

Appearance, referring to influencers’ physical appearance and attractiveness, 

was discovered as a major feature influencing on females’ perceptions of 

sportswear endorsements. Influencers’ physical appearance in the endorsements 

that were shown to respondents generated both positive and negative feelings 

among respondents. Interviewed females also regarded influencers having an 

idea of ideal body in endorsements and that cultivated adoration towards 

influencers. As it was discussed in the theory section of the thesis, females desire 

a balance between aesthetic benefits when evaluating activewear, such as ideal 

body image and self-perceived actual body image (Zhou et al., 2017). R7, R8 and 

R3 told they like the physical shape of the influencers and find them attractive, 

for example: 

“Well, I think all of the influencers in the images are attractive, so I don’t have any negative to say 
about them.” (R7) 

“Well, I find those influencers attractive, they have nice bodies.” (R8) 
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“In my opinion, influencers in the endorsements are attractive, as I like the fitness type of body.” 
(R3) 

Nevertheless, some of the respondents (R2, R9, R10) had neutral feelings towards 

influencers, so there did not occur adoration, or in turn, negative feelings: 

“Well these endorsements and influencers are kind of what you see nowadays everywhere and all 
the time.” (R2) 

“I don’t have any specific feelings regarding these influencers.” (R9) 

“Well I don’t think these influencers are ugly, but I neither have any adoration towards them.” 
(R10) 

A reason for this could be today’s nature of Instagram, which is full of 

endorsements and advertising. Hence, consumers are more aware of paid content 

and don’t have specific feelings related to them.  

Since the study focused on sportswear endorsements, sporty appearance was 

regarded as positive feature in endorsements that bring motivation for females 

to exercise. R1 told that she feels that she should go exercising when she looks at 

the endorsements where are physically attractive influencers, and R3 mentioned 

that influencers have an ideal body that she dreams to have herself and that 

generates motivation to exercise: 

“Well, always in the case of sportswear endorsements, I wish that I would have similar body as the 
influencer in the image and I think if I should go exercising in the near future.” (R1) 

“I pay attention to influencers’ bodies in these endorsements, because I always dream of having 
similar body. So, I think that generates also motivation for me to exercise.” (R3) 

However, R5, R6 and R7 discussed in focus group discussion that all the 

influencers in the endorsements shown to them looked what the respondents felt 

everyone should look like today, which was associated with negative feelings. 

Namely, they preferred more variation of body images among influencers that 

promote sportswear, since endorsements may bring pressure for young females 

of their physical appearance. The respondents also felt that women’s ideal body 

should not be only thin and athletic, because nobody looks similar. This was 

linked to identification with influencers, which is discussed later in this chapter 

as an own category. First focus group’s (including R5, R6 and R7) discussion is 

illustrated in respondents’ quotes below. 
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“Well, I think these influencers are looking like what feels that nowadays you have to look like.” 
(R7) 

“Yes, they have the ideal body.” (R6) 

“I agree. There aren’t girls who have cellulite, those influencers are in a very good physical shape.” 
(R7) 

“I agree, they have trained bodies. I think they don’t probably otherwise do collaboration with 
sportswear brands if they hadn’t such bodies. But it would be nice if there would be influencers 
who aren’t that trained and in a good physical shape.” (R5) 

“Yes, because I think there are more women who do not look similar as those influencers. And 
because they photoshop photographs so much and I don’t like to see photographs were all cellulites 
are removed, for instance. I think it shouldn’t belong to the present time anymore.” (R7) 

“I think it distorts the body image, like everyone should look the same. Or if you think about young 
people who see those endorsements every day, they don’t regard other types of bodies normal 
anymore but regard the ideal body on Instagram as normal. So, I think it is a negative thing, 
because nobody looks similar. So, in my opinion, there could be more variation in influencers who 
promote sportswear.” (R6) 

Wishful identification was revealed from the data. In other words, some of 

the females wished they looked similar as the influencers and have similar 

physical appearance. Moreover, recognition of a specific influencer from 

endorsements shown in the interviews evoked positive feelings among females. 

R4 and R11_expert said that they recognize one influencer from the 

endorsements who they follow on Instagram and they preferred that specific 

endorsement because they think her content is good in general on Instagram.  

“This specific endorsement evokes positive feelings for me right away because she is perhaps the 
best Instagram person ever.” (R4) 

“Well I immediately pay attention to this endorsement because I follow this person on Instagram, 
and I like a lot her content on Instagram.” (R11_expert) 

What is more, R1 told when she looked at the different endorsements that she 

first sought if she recognizes any of the influencers that are nice. 

“I seek first if there are any influencers I recognize on Instagram.” (R1) 

Hoffner and Buchanan (2005) studied young adults’ wishful identification (a 

desire to be similar) with media characters and suggested that one of the 

attributes of wishful identification was attractiveness of characters. Especially 

young females tend to identify more with attractive women (Hoffner & Buchanan, 

2005). In addition, the authors (2005) indicated that females identified with 

female characters who were successful and admired, which supports the results 
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of this study, as some of the interviewed females felt that endorsements from 

their admired influencers generated positive feelings.  

Overall, the findings related to females’ perceptions of Instagram influencers’ 

endorsements are to some extent supported by previous findings by Zhou et al. 

(2017) that showed that women perceived an authentic activewear model when 

promoting activewear as physically attractive but not too thin, concentrated on 

exercising and not posing too hard in an image. Particularly, females in their 

study focused on the body image of the persons who promoted activewear (Zhou 

et al., 2017), which was also an emerging topic in this study’s interviews. 

Sokolova and Kefi (2020) suggested that today, female Instagram followers do 

not perceive a perfect physical appearance to be the most important aspect in 

terms of influencers they follow. In turn, social attractiveness and friendliness, as 

well as addictive content were found to be more influential among female 

followers (Sokolova & Kefi, 2020). The findings of this study indicate that on the 

one hand, females developed wishful identification with influencers, as they 

perceived the influencers physically attractive and some of respondents admired 

their appearance and desired to look similar. Yet, on the other hand, some of the 

respondents felt that the perfect physical shape of influencers create pressure on 

young women and desired more natural body images in endorsements that could 

be more relatable. Consequently, based on the results, females perceive physical 

attractiveness as an important feature of influencers who promote sportswear, 

but desire natural body images that they can identify. Thus, the results are 

somewhat contradictory to prior findings by Sokolova and Kefi (2020), as most 

of the interviewed females regarded physical appearance to be an influential 

factor of their perceptions of sportswear endorsements. 

4.1.3 Sportswear endorsements’ effect on females’ impulse buying 
behaviour 

In general, Instagram and influencer marketing were discovered to increase most 

of the interviewed females’ impulsive purchases. The following quotes show how 

respondents perceived their impulse buying behaviour under the influence of 

endorsements and promoted content on Instagram. 
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“I notice that before Instagram was invented, I might have had only two pair of training leggings 
and I did not think about their aesthetics. …I have to say that nowadays I think more about how 
my training clothes look like when compared before. I did not think what everyone else wore and 
I only bought clothes that looked nice from my opinion. Now, I feel I get an urge to buy training 
clothes more often when I see them all the time on Instagram, since I follow a lot of people who 
exercise. I often think that someone has nice pair of leggings and then I also want to purchase 
them, even though I don’t even actually need new training clothes.” (R11_expert) 

“Well, I notice that I might have purchased something very impulsively when I have seen, for 
example, a cool shirt and I recognize the brand is Adidas. Then I go and purchase it.” (R13_expert) 

As the quotes above demonstrate, R11_expert and R13_expert perceived their 

impulse buying behaviour is impacted by Instagram and endorsements. In 

addition, R1 said she purchases most of her clothes impulsively and she sees every 

day something on Instagram that she would like to purchase: 

“Well, I could almost say 90% of my purchasing of clothes are done impulsively. I like to browse 
some fashion influencers’ pages on Instagram very often, and I get inspiration from them. Just 
yesterday I was looking particular shoes that I have probably seen someone wearing on Instagram 
and I got a feeling that I want them. Basically, I see every day something on Instagram that I would 
like to buy.” (R1) 

Accordingly, R2, R3 and R4 they purchase clothes and sportswear they have seen 

on Instagram. R2 said she gets an urge to purchase if she sees appealing image 

and style on Instagram, and that she is affected by ads when browsing on 

Instagram: 

“I usually browse Instagram and I see some ad. And if it is a really nice image and the style is 
appealing to me, then I get an urge to buy. …Just few weeks ago I was scrolling down my Instagram 
feed and I saw a nice shirt, and it was a moment that I was not busy or doing anything, so I went 
to browse the online webstore and there were really nice clothes and I ended up buying clothes 
from there.” (R2) 

Based on the data, many of the interviewed females perceive they have been 

affected by influencers’ endorsements on Instagram. In addition, most of them 

have done some impulsive purchases of sportswear under the influence of 

endorsements. However, there were also females that perceived influencers’ 

endorsements on Instagram does not increase their impulsive purchases of 

sportswear. For instance, in the case of R5 and R6, there turned out to be a 

contradictory reaction towards influencers’ endorsements. R5 told she does not 

want to buy clothes that she sees on influencers on Instagram because she does 

not wear similar clothes as other women wear. Moreover, R6 said commercialism 

of endorsements in general affected her purchasing decisions negatively.  
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Consequently, the results revealed that while some of the respondents found 

influencer endorsements being very influential in their impulse buying 

behaviour, some associated endorsements with negative feelings, which led to 

avoidance behaviour. Thus, the results partly support previous findings which 

indicated that consumers are stimulated by photographs and products on image-

sharing sites, which will lead to impulse buying (Xiang et al., 2016). However, the 

suspicion about genuineness of influencer endorsements is somewhat 

contradictory to prior findings by Djafarova and Rusworth (2017) which 

emphasized that product reviews on Instagram can affect purchase intentions 

positively by decreasing perceived risk in purchasing. 

Moreover, it was found that different features that appear in an influencer’s 

endorsement on Instagram have a significant effect on respondent’s reactions 

and impulse buying behaviour. For example, an endorsement’s overall 

appeal and perceived the fit/relevance between the promoted style 

and a female turned out be crucial factors when it comes to females’ impulse 

buying of sportswear. When respondents were asked what influences them to 

purchase sportswear based on the endorsements that were shown in the 

interviews, many of them said that they would buy a specific sportswear if it looks 

neat in an endorsement and if there is a good fit/relevance between the promoted 

style and themselves, as illustrated below: 

“I purchase sportswear based on endorsements if it looks good on the influencer and if it is my 
style. …And I also imagine how the clothes would perform on me.” (R8) 

R11_expert also said she would purchase sportswear because of the overall appeal 

of an endorsement along with R12_expert and R13_expert, who underlined 

visuality and positive feeling in an endorsement, as it is illustrated in the quotes 

below. 

“I would purchase the Puma’s outfit in the first endorsement because of the harmony in the 
image.” (R11_expert) 

“I could go and order this sportswear because the overall appeal looks neat and there is a really 
positive feeling in the endorsement.” (R11_expert) 

“I agree. It is visual and good feeling is forwarded to followers.” (R12_expert) 



 63 

Furthermore, environment and context were discovered to influence on 

purchasing decisions. One of the respondents said that she would purchase 

sportswear that is presented in a training environment in an endorsement in 

order to being able to imagine how it would function in exercising: 

“I would rather purchase sportswear that is worn in training context. I want that the clothes appear 
in an endorsement in right environment and circumstances, so that I can imagine myself wearing 
the sportswear there.” (R10) 

Based on these results, influencer endorsements on Instagram may trigger 

impulse buying behaviour if a visuality of an image seems pleasing for a female 

consumer and if a promoted sportswear style is perceived to look good on an 

influencer, as well as perceived to fit well on herself. Accordingly, the right 

background in the endorsement, such as exercising environment, contributes the 

feeling of real exercising situation and this way helps the female consumer to 

imagine wearing the sportswear in similar situation. 

Marketing stimuli emerged from the data and it involved findings related to 

sales (e.g. discount codes) and suggestion (an influencer’s recommendations and 

introductions of apparel). The data revealed that most of the females utilize 

discount codes from Instagram influencers’ endorsements or have visited an 

online webstore because of the discount code. Especially, respondents perceived 

that discount codes persuade to purchase, and they may purchase impulsively if 

they have been thinking of a particular apparel before and see a discount code on 

an endorsement on Instagram. As Dawson and Kim (2010) found that discount 

coupons, free gifts or shipping, and shipping discount tempt to buy impulsively 

on apparel websites, it can be argued that similar marketing stimuli trigger 

impulse buying behaviour on online webstores as on Instagram. For instance, R4 

said that she may occasionally purchase something because of a discount code on 

Instagram: 

“Sometimes, my purchase is depended on a discount code. I don’t know if the threshold to buy is 
lower because of the discount, but if it is a good discount and there is something I have desired for 
a long time, I may purchase it with the discount code. I’m not sure if I would have purchased it 
otherwise without the discount.” (R4) 

Moreover, R1, R5, R7, R8 and R3 stated they are tempted to purchase if they see 

a discount code on Instagram. However, speciality of sportswear and the amount 
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of discount affected their decision to utilize a discount code, as the following 

quotes demonstrate: 

“…if I see something that is half of the normal price, namely, when the discount is big, I may 
purchase it. For example, if I see sneakers that I have been desiring to have, I may purchase them. 
Not necessarily with -20% discount but with -40% discount I would purchase the sneakers.” (R5) 

“If the product is very special for me and relevant for that moment, I use the discount code and 
purchase.” (R1) 

Some of the respondents mentioned also that they might purchase sportswear 

when an influencer recommends her favourite apparel or introduces new 

collections in a video on Instagram. R6 and R4 said they may have an urge to buy 

more easily if they see a video where an influencer tries on different sportswear, 

for instance.  

Consequently, endorsements in influencers’ Instagram stories were 

discovered to have a diverse effect on respondents’ impulse buying behaviour. 

Endorsements in Instagram stories are usually a video or an image, which may 

include a direct link to purchase an apparel. The data revealed that approximately 

half of the respondents use direct links to purchase sportswear and may purchase 

impulsively through the link. R4 said she could easily purchase sportswear 

through a direct link in an influencer’s Instagram story: 

“…well, if the apparel would be really nice, I could easily swipe up and purchase it immediately.” 
(R4) 

Yet, most of the interviewed females that utilize direct links told they usually go 

and explore more about products from a webstore, and then may purchase 

products later from there. For example, R11_expert said it is easy to swipe up 

direct links in endorsements and see more information about the product: 

“…it is so easy to swipe up the link. For example, if there is no price in the endorsement and it 
generates my interest to purchase it, by using the link I can check the product’s price from 
webstore.” (R11_expert) 

Additionally, R1 and R4 said they may often go later to a webstore to browse and 

look more information about apparel, but do not usually purchase directly from 

an endorsement in Instagram story because of situational factors, such as not 

having time to purchase at the moment when browsing on Instagram: 
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“…I usually think that I will go later to visit that webstore, so I don’t necessarily purchase anything 
on that particular moment from a direct link.” (R1) 

“…I may press the link and go to a webstore to see more about a product and then consider 
purchasing it. After a few days if I still feel that I would like to purchase it, then I will purchase it 
from the webstore.” (R4) 

Reasons for postponed purchases were females’ internal process regarding the 

purchasing decision, and their desire to discover more details about the specific 

product: 

“I would probably press the link in and endorsement first, but I never purchase directly from there 
because I want to discover more about the product. I may visit to a webstore later.” (R5) 

Situation was one affecting aspect when it comes to respondents’ impulse 

buying behaviour. This involved a type of situation when browsing Instagram, life 

situations, and different seasons and upcoming events. It was found that feeling 

of boredom and leisured situations are likely to increase impulsive purchases. 

This was supported to some extent by prior studies (e.g. Beatty & Ferrell, 1998; 

Chang et al., 2014) which indicated different situations’ impact on impulse 

buying, including time availability. In addition, purchasing in order to feel happy 

by rewarding oneself was discovered to affect impulse buying behaviour. While 

previous findings have shown that positive emotions such as excitement, 

happiness, inspiration, joy and interest increase impulsive purchases (Chang et 

al., 2014), the results of the study revealed that also negative feelings may trigger 

impulse buying behaviour. Respondents’ quotes are shown below: 

“Sometimes, when I’m bored or depressed, I start to think if I should purchase new sneakers.” 
(R10) 

“I make more impulsive purchases when there are new collections that are depended on season. 
For example, I may purchase new bikinis in the summer.” (R1) 

“…it is the happiness from materialism. I feel that I really need this right now because it is nice...” 
(R4) 

Based on the findings, in case of some respondents, endorsements in Instagram 

stories with direct links to purchase may cultivate an interest towards sportswear 

and a desire to purchase it, but it does not necessarily lead to an actual purchase, 

or it may evoke postponed purchases. However, some of the interviewed females 

also perceived they don’t usually press the links and are not interested to see more 

information about the endorsed product. Diverse results are likely to be affected 



 66 

by females’ individual characteristics, such as impulse buying tendency, which 

was discussed in the study’s theory part. 

An influencer’s source characteristics related also to respondents’ impulse 

buying behaviour. Influencers’ physical attractiveness was found to stimulate 

females’ craving to purchase sportswear. It cultivated a feeling of adoration and 

wishful identification, which lead to impulse buying behaviour in terms of some 

respondents. The following quotes demonstrate the findings related to this. 

“…I think my impulsive purchases are directly connected to influencers that wear training clothes, 
because I think they look good and I feel that I want also to wear similar clothes.” (R3) 

“…the idea that comes to my mind subconsciously is that would I look similar as the influencer if 
I wore the same clothes.” (R1) 

Accordingly, R4 and R3 told they discover training clothes from Instagram 

influencers and purchase them in particular because images are relatable on 

Instagram and because of influencers’ physical appearance: 

“I discover my training clothes from Instagram. It is easy to see somehow what they look like when 
someone is wearing them on Instagram. For example, how it would function in real life and what 
it really looks like if you compare to, for instance, H&M online webstore. …I buy in particular 
clothes and sportswear that influencers wear on Instagram.” (R4) 

“I have purchased sportswear from Instagram because influencers look so good when wearing 
them and I wish that I would look similar as them. …Every product that I have from Gymshark, I 
have seen them first on Instagram.” (R3) 

Style, referring to respondents’ own taste of particular sportswear, was found to 

impact females’ desire to purchase the apparel: 

“Well, I guess the own style affects me and if I would purchase it. For example, if don’t prefer some 
colour in sportswear and I know it would not look good on me and I don’t like the colour.” (R4) 

Sokolova and Kefi (2020) suggested that consumers do not inevitably like all of 

the influencer’s outfits or regard them beautiful, but can prefer his or her style in 

general, which indicates that purchase intention is impacted by a similarity of a 

style rather than beauty of an endorsement. For example, R2 said she would not 

purchase particular clothes in the endorsements that were presented in the 

interview, because she does not like training clothes that are too revealing. 

R13_expert also mentioned she probably would not actually purchase sportswear 

that was promoted in a specific endorsement even though it looked nice, because 
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it was not her style. In turn, R11_expert preferred matching colours in presented 

sportswear, which created a desire to purchase for her: 

“I notice I clearly have craving to purchase outfits that have matching colours in trousers and shirt 
in those endorsements.” (R11_expert) 

It was revealed from the data that brand image affected some of the 

respondents’ impulse buying behaviour. Namely, influencers had an effect on 

females’ perceived brand image and prior experiences of a particular brand was 

discovered to impact impulse buying behaviour. For example, R1 stated she 

thinks a brand has good quality when many fitness influencers are wearing the 

brand: 

“…when I have seen and heard a lot about a specific brand from fitness influencers, it affects my 
mental image about that brand. When I continuously see and hear about the brand from 
influencers, I get an image that it is good and has a good quality.” (R1) 

R4 told her prior experiences about a brand’s clothes impacts on which 

sportswear she purchases impulsively and based on Instagram endorsements: 

“…I have been loyal to some brands lately, as I know the clothes fit me and they have good selection 
of colours. …Maybe it is because I have found a good brand, I always purchase from that brand. 
(R4) 

Jain and Roy (2016) suggested meanings in celebrity endorsements, such as 

physical appearance and credibility, can be transferred to the endorsed brand. In 

other words, if consumers feel a celebrity endorser is trustworthy, they feel that 

the endorsed brand is also reliable. In addition, if consumers perceive the 

endorser attractive, they associate the attractiveness to the endorsed product and 

feel that they would look similar if buying the product. (Jain & Roy, 2016) It can 

be argued that this somewhat applies also with Instagram influencers’ sportswear 

endorsements, since there emerged wishful identification among some 

interviewed females due to influencers’ physical appearance, and as they 

perceived the endorsed brand trustworthy because of the influencers. 

4.1.3.1 Comparison between impulse buying of different sportswear 

This subsection introduces differences between impulse buying of different 

sportswear items. Interviewed females’ impulse purchases varied based on their 
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preferred clothing style and interests. Table 10 introduce respondents’ impulse 

buying behaviour related to different sportswear. 

Table 9 Comparison between respondents’ impulse buying of different sportswear 

 

As the quotes in the table 10 present, some of the respondents told they purchase 

sneakers and shoes more impulsively rather than rationally. For example, R1 said 

that most of her purchases regarding clothes and shoes are usually made 

impulsively. In addition, R8 told she purchases impulsively clothes and sneakers 

based on what she has seen somewhere, for example on Instagram. Accordingly, 

R10 told she has purchased sneakers very impulsively. 

The data revealed that another type of sportswear that some of the respondents 

purchase impulsively was activewear, especially fitness apparel. It was discovered 

based on the data that particularly those females that go to the gym often, make 

impulse purchases of activewear and fitness apparel. As the table show, both R3 



 69 

and R4 mentioned they make the most impulse purchases related to fitness 

apparel.  

There emerged also some influencing aspects in respondents’ impulse buying 

behaviour. First, in line with prior academic studies (e.g. Wells et al., 2011; Floh 

& Madlberger, 2013), different stimuli were found to influence impulse buying 

behaviour. Specifically, stimuli on Instagram and social media, as well as in-store 

were discovered to evoke impulse purchases of apparel, shoes and sneakers. 

Second, some of the reasons behind impulse purchases of activewear and fitness 

apparel were females’ increased training motivation, to reward oneself through 

self-gifting, and wishful identification with influencers. Respectively, Heath, 

Tynan and Ennew (2011) explored consumers’ self-gifting and found that 

consumers give self-gifts to themselves to feel better or to reward as an 

accomplishment of something, for example. In line with this study’s results, they 

discovered clothes being the most common self-gift among consumers. 

Moreover, as it was discussed in the study’s theoretical framework, a desire to 

identify with an influencer (so called wishful identification) can support 

consumers’ purchase intention of fitness products (Schouten et al., 2019). 

In conclusion, sneakers and shoes, as well as fitness apparel and activewear were 

discovered to be sportswear that many of the interviewed females purchases 

impulsively. Overall, activewear was regarded as tempting to purchase when 

seeing Instagram influencers’ endorsements. 

4.2 Females’ perception of (parasocial) interaction with Instagram 
influencers and its effect on females’ impulse buying behaviour 

In this section, the findings related to how interviewed females perceived 

consumer-influencer interaction are introduced including its effect on their 

impulse buying behaviour. Respondents were shown few example discussions 

from Instagram and asked both how they would feel if they get a response from 

an influencer in that situation, and how they feel commenting and discussing with 

Instagram influencers in general. Dimensions that appeared from the data were 

PSI and expertise in communication.  
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PSI as a dimension was discovered as there emerged themes such as friendliness 

in interaction, appreciation, and perceived enjoyment from the data, which are 

likely to associate feelings that foster PSI relationships between consumers and 

influencers (e.g. Xiang et al., 2016). These themes are further discussed next. 

Friendliness played a major role in influencers’ communication style when it was 

asked from females how they perceive commenting and discussing with 

influencers on Instagram.  Especially warmth of an influencer’s response and use 

of emojis were significant factors related to positive feelings among females. R5, 

R10, R11_expert and R13_expert all said that they expect a warm tone and use of 

emojis in an influencer’s response, because it creates feeling of friendliness in a 

message: 

“Emojis create the feeling of friendliness. …the more you write emojis and hearts in the response 
the warmer and friendlier it is.” (R5) 

“…because she responded me fast and it was friendly, it created a feeling of trust that I can send a 
message again for her later if I want to. When compared to if she would have responded with no 
emojis or happiness in it, I would have probably felt that I’m not going to discuss with her 
anymore.” (R10) 

“When thinking of the use of emojis, I use so much emojis myself that if someone would respond 
to me without an emoji, I would probably not be going to talk to that person anymore.” 
(R13_expert) 

R11_expert also mentioned that a message feels distant if an influencer ends a 

sentence to a dot, and if there are no emojis: 

“But I notice that if there is, for instance, only a dot at the end of a response, it creates a colder 
feeling.” (R11_expert) 

However, R13_expert perceived that the communication style on Instagram 

depends on the personality. She said that she expects similar style in 

comment/question for an influencer and in response from the influencer: 

“When you use emojis yourself, you expect the same warm tone when getting a response from 
someone. Maybe it depends on what kind of person you are. For example, if you are not open and 
pleasant person and not used to discuss with warm tone on social media, those heart emojis may 
even annoy you. So, I guess it depends on what kind of person you are.” (R13_expert) 

Furthermore, meaningfulness of an influencer’s response was found to impact 

females’ feelings. For instance, R7 told that if an influencer’s response is 

meaningful and is perceived to be addressed particularly for her, she would feel 

important as a follower for the influencer: 
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“…if the response looks like it has been copied for every person that has commented the image, in 
that case it is meaningless for me. But if I get a feeling from the response that it is meant 
particularly for me, I would feel that the influencer regards her followers important.” (R7) 

As it can be seen from the respondents’ quotes, females associated warm tone and 

the use of emojis in consumer-influencer interaction on Instagram with positive 

feelings. Overall, an influencer’s communication style was found to affect females’ 

perceptions.  

Appreciation (feeling valued and noticed) and perceived enjoyment appeared to 

be the feelings interviewed females had when imagining getting a response from 

an influencer on Instagram. This way, consistent with the results by Xiang et al. 

(2016), it can be drawn from the data that the sense of PSI is associated with 

perceived enjoyment. For instance, R3 and R6 mentioned they feel valued and 

noticed if an influencer responds to their comment, and for this reason, they 

perceived to have enjoyment and positive feelings if getting a response: 

“I would think that my comment matters to her. And that it would be nice to have a response, so 
that she has noticed my comment.” (R3) 

“…If I would comment on an influencer’s content, I would think positively when getting a response 
from her. Especially if it would be directed to me, I would have positive feelings that I’m important 
as her follower and I matter.” (R6) 

The main reason for positive feelings was that respondents were aware of that 

influencers usually have difficulties to respond every follower’s comment or 

message due to the large number of followers, as the quotes below illustrate: 

“… it would generate feelings of appreciation as she probably gets huge number of messages, so 
she perhaps invests time to respond. It depends of course on the person and the influencer; how 
well-known and popular she is. If it would be a very popular influencer, I would probably have 
even more positive feelings. Similar feelings as when thinking of celebrities.” (R1) 

“Well, it would be someway delightful. Because the influencers have so many followers, they invest 
their time to respond. Of course, it is also part of their job, but it is impossible to respond every 
comment they have. Overall, it would be really wonderful to get a response.” (R4) 

Furthermore, when R11_expert was asked to think from a social media 

entrepreneur’s perspective, she mentioned that she tries to respond every 

comment she receives because she knows that it cultivates a specific feeling for 

followers: 

“…I think all interactivity is part of the positive feeling. It is a totally different feeling if an 
influencer does not respond to you. You notice when you do it for living that it is good to respond 
people’s comments, because it leaves a specific feeling when someone responds to you.” 
(R11_expert) 
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Moreover, R4 even told that she has had “a fan girl moment”, when an influencer 

has shared her post in the influencer’s own Instagram story: 

“…I have sometimes tagged that girl Kristiina to my own Instagram post when I have tried her 
exercise. She has shared my post to her own Instagram story a couple of times, and that has made 
me so happy. I had kind of “a fan girl moment” when she shared my post to her own story, it was 
so cool.” (R4) 

Based on the findings from the data, it can be stated that consumer-influencer 

interaction cultivates positive feelings when getting a response from an 

influencer, and that friendliness in communication on Instagram is perceived as 

an important factor and is associated with positive responses. This emphasize the 

nature of Instagram, in which people prefer positive online presence over 

negative information (Djafarova & Rushworth, 2017). 

The second theme was expertise in communication. Influencers’ expertise 

refers in the study to how significant/professional an influencer’s content was 

perceived and how reasonable/helpful an influencer’s response was perceived. 

Meaningfulness of the content and quality of a response emerged especially in 

the third focus group discussion. In addition, this group of females perceived 

visuality of an influencer’s content one of the reasons that determine if they 

comment to it or not: 

“When I just looked at those photographs you showed, I noticed that if an endorsement is 
colourful, visual and well-intended, then you stop to look at it and like and comment on it. So, the 
importance of those things came to my mind.” (R11_expert) 

“I guess the reasons for commenting are the visuality of the image and if there is meaningful 
message transmitted that affect yourself, or otherwise well-thought and good text in it.” 
(R12_expert) 

“I would also say that the content determines if you comment or not. Usually I put a “like” because 
of the image, but if there is also good caption (text) or you have something to say for it, I comment. 
…So, I guess the content affects quite lot if you comment or not.” (R13_expert) 

Furthermore, R11_expert told that it is an important factor in consumer-

influencer interaction that an influencer’s response includes useful information 

for her: 

“…an example of this is when I asked from Myprotein brand’s people which collection and style 
are one particular leggings, when they had different leggings on Instagram. I thought it was 
wonderful when they actually managed to respond with useful information about the style and 
collection, so it was a helpful for me and I perceived it as a proper response.” (R11_expert) 
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To sum up, it can be argued based on the data that Instagram influencers’ 

communication style, whether influencers respond or not to consumers’ 

comments and messages, and how meaningful the response is, have an effect on 

females’ perceptions and feelings towards influencers. This is consistent with the 

prior findings that emphasize the role of an expertise in determining PSI (Xiang 

et al., 2016). Moreover, those who usually commented on influencers’ content or 

sent messages for them (Focus group 3), regarded meaningfulness of the content 

(image and text) as the reason why they interact with influencers. Thus, some 

females interact more likely with influencers who are perceived knowledgeable 

(Xiang et al., 2016). Next, comparison between interviewed females’ interaction 

behaviour on Instagram is presented. 

4.2.1 Comparison between females’ perception of consumer-
influencer interaction 

Surprisingly, most of the interviewed females said that they do not usually 

comment or send messages to Instagram influencers when in turn, females who 

were social media and wellness entrepreneurs themselves (R11_expert, 

R12_expert, R13_expert), told they interact on Instagram with other influencers, 

mostly for business purposes. It seemed that interviewed females who did not 

typically interact with influencers regarded influencers as celebrities, and 

therefore, did not interacted similarly with them as with friends. This finding was 

inconsistent with previous studies that suggested that consumers may feel 

intimate as if they were friends with other users or celebrities and hence, they are 

more likely to interact with their admired persons (e.g. Xiang et al., 2016; Chung 

& Cho, 2017). As Sokolova & Kefi (2020) proposed, meaning of PSI seems to be 

changing in the world of social media where consumers do not necessarily feel 

having a friendship-like relationship with influencers they follow daily. Thus, PSI 

has become more of a content consumption rather than illusionary friendship 

(Sokolova & Kefi, 2020). 

It was also discovered that the third focus group (R11-R13 experts) found easier 

to comment or send a private message to famous influencers, when compared to 

rest of the respondents. One reason for this could be that females who work in 

the same field with Instagram influencers perceived being more like friends with 
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other influencers and concerned them as colleagues in the same business. This 

also explains their increased interaction on Instagram. Differences between the 

third focus group and other interviewed females regarding their perceptions and 

interaction behaviour on Instagram is presented in the table 10. 

Table 10 Differences between respondents’ perceptions of consumer-influencer interaction 

 

As the table 10 illustrates, R11-R13 experts found it easy to go and comment an 

influencer’s content and regarded interactivity on Instagram as the part of the 

positive atmosphere there. In addition, these females told they have interacted 

on Instagram for business purposes, including as an attempt to grow their 
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number of followers, or perceive interaction crucial when growing the awareness 

of the Instagram account. However, they mentioned that they perceive 

authenticity in interaction important, so that they do not want to comment 

anything by force.  

Respondents 1-10 also perceived authenticity important in interaction between 

consumers and influencers, especially in the case of how influencers respond to 

consumers’ comments. That is to say, influencers’ authentic communication on 

Instagram affects females to some extent, but unlike Labrecque (2014) and 

Chung and Cho (2017) suggested, does not necessarily foster PSI and increased 

interaction with influencers. Furthermore, respondents 1-10 questioned 

influencers’ authenticity in interaction in some cases, because they were aware of 

influencers’ possible motives to grow the number of followers. 

Overall, friendliness and expertise were perceived important in consumer-

influencer interaction on Instagram, and these generated positive feelings among 

respondents. Additionally, R11-R13 experts told they feel delighted and 

appreciated if someone comments to their content or endorsements on 

Instagram. Consequently, it can be argued that females expect positive and 

authentic interactivity on Instagram. Next, the role of consumer-influencer 

interaction in females’ impulse buying behaviour is discovered. 

4.2.2 The role of consumer-influencer interaction in females’ 
impulse buying behaviour 

The findings support previous findings on parasocial interaction and Instagram 

(Sokolova & Kefi, 2020), as consumer-influencer interaction was found to 

strengthen some of the interviewed females’ purchasing decision. Namely, some 

of the respondents perceived that if an influencer responds to their comment 

regarding a product on Instagram, it would strengthen their decision to purchase 

it. Even though most of the respondents did not interact with influencers on 

Instagram, they were asked to imagine themselves in a situation in which they 

have commented to an influencer’s endorsements and asked something 

concerning the endorsed product. R3 said interaction with an influencer increase 

her trust towards a product, for instance: 
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“If there has been launched a new selection of sportswear and an influencer responds to my 
question regarding a product and gives me more information about it, I feel that the product is 
good because she responds and gives more information.” (R3) 

In addition, R9 told a message from an influencer would confirm her purchasing 

decision, especially if it gives additional information concerning the product for 

her: 

“Well, I imagine that I would ask her some details concerning the product she is endorsing. If she 
would reply to my comment and it would complete my thoughts about it, it would clearly 
strengthen my purchasing decision. …And then there would be the aspect that she even replied to 
me, so that would increase my desire to purchase the product.” (R9) 

Although, a quality of a response turned out to be an important element in 

affecting females’ perceptions. For example, R1 and R4 told the information in an 

influencer’s response would impact their purchasing decision. Also, R7 said an 

influencer’s response would impact her purchasing decision positively or, in turn, 

negatively if she would not get the information about the product that she needed: 

“It would affect my purchasing decision if it would a positive response. But if she would not know 
the product’s price, for instance, I would not purchase it.” (R7) 

However, R6 told she associate the message from an influencer to the person and 

not the endorsed product, so she perceived interaction with an influencer would 

not impact her purchasing decision or increase the urge to buy a product. 

In conclusion, consumer-influencer interaction was found to affect interviewed 

females’ purchasing decision to some extent, yet, no direct effect was discovered 

concerning females’ impulse buying behaviour and PSI, contradictory to the 

previous academic findings (Xiang et al., 2016). This could be because females 

did not seem to feel similar intimacy with influencers as with friends. This is 

discussed more in the next chapter. 



 77 

5 DISCUSSION 

The aim of this study was to find out how young female consumers perceive 

Instagram influencers’ sportswear endorsements and consumer-influencer 

interaction, as well as how these impact impulse buying behaviour. This chapter 

consists of the key findings and conclusions of the study. First, the study’s key 

findings and revised empirical framework for the study are discussed. After this, 

managerial implications are presented. Finally, the study’s limitations are 

discussed and recommendations for future research are made. 

5.1 Discussion of key findings 

In terms of how female consumers perceive Instagram influencers’ sportswear 

endorsements (RQ1), the study found that young females regard three aspects 

important in sportswear endorsements on Instagram: visual appeal, the fit 

between the promoted style and the environment/background in the image, as 

well as the fit between the promoted style and the female. Sportswear 

endorsements’ effect on impulse buying behaviour was also explored (RQ3). That 

is to say, when an influencer endorsement has perceived visuality, the image is 

taken in an appealing environment and the endorsed sportswear fits to a female’s 

own style, it is likely to trigger affective state (e.g. positive emotional state) or a 

desire to purchase among female consumers, which can lead to impulse buying 

behaviour or postponed purchases. In addition, marketing stimuli, especially 

discount codes on influencer endorsements, may lead to impulsive purchases 

similarly as on online website stores (Dawson and Kim, 2010). 

Specifically, as the study focused on sportswear products, sporty content and 

exercising environment in endorsements were found to evoke affective state 

through identification. Moreover, it was discovered that influencers’ physical 

attractiveness, authenticity and expertise influence on females’ perceptions of 

the endorsed product or the influencer herself. As a result, females perceive 

authentic endorsements where influencers are physically attractive but natural 

and who focus on exercising more influential (Zhou et al., 2o17). One reason for 

this may be that young women tend easily to have a desire to identify with 

attractive women (Hoffner & Buchanan, 2005). Also, it can be argued based on 
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the empirical evidence that wishful identification with influencers impact 

females’ affective state and desire to purchase promoted sportswear.  

In case of activewear and fitness apparel, some of the females felt increased 

training motivation and an urge to buy in order to self-gift oneself. Previous 

studies have shown that perceived similarity impact purchase intentions 

(Schouten et al., 2019; Sokolova and Kefi, 2020) and impulse buying tendency 

(Xiang et al., 2016), but they have not captured the role of motivation and self-

gifting in impulse buying behaviour. Furthermore, while existing studies have 

indicated that positive emotions increase impulsive purchases (Chang et al., 

2014), it was revealed that also negative feelings may trigger impulse buying 

behaviour. Especially boredom and feeling depressed may increase impulsive 

purchases in order to feel happy. Thus, the study brings important insights into 

influencer endorsement and impulse buying behaviour literatures. 

Another key finding was commercialism of endorsements and integrity of an 

influencer. As many respondents perceived commercialism as unauthentic, it can 

be argued that females’ awareness of commercialism in paid collaborations on 

Instagram influence their perceptions of influencers’ trustworthiness. 

Furthermore, since perceived false self-disclosure fostered negative responses 

towards an influencer and influencers’ integrity was easily questioned, it can be 

argued that females are very aware of influencer marketing and paid content on 

Instagram today. Unlike Hwang and Chan (2018) suggested, consumers seem not 

to regard Instagram influencers automatically anymore as credible source of 

information. 

When it comes to how females perceived consumer-influencer interaction (RQ2), 

it was surprising that despite the interactive nature of Instagram, interviewed 

females did not interact with influencers in general. Whereas PSI is typically 

associated with an illusionary feeling of friendship (e.g. Rubin et al., 1985; 

Labrecque, 2014; Lee & Watkins, 2016), interviewed females perceived 

Instagram influencers more as celebrities and did not felt similar bond or 

intimacy as in social relationships in real world. Hence, it seems that the original 

concept of PSI does not apply in the context of social media anymore. Also, based 
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on this, the results of this study could apply in celebrity advertising, since there 

seems to be a thin line between perceptions of influencers and celebrities on 

Instagram. Furthermore, consumer-influencer interaction was associated with 

perceived enjoyment which may cultivate a desire to purchase, since friendliness 

and expertise in influencers’ communication foster positive emotional responses 

towards an influencer or the endorsed product. 

The revised S-O-R model (Figure 4) illustrates how sportswear endorsements and 

consumer-influencer interaction affect females’ impulse buying behaviour. 

Overall, sportswear endorsements’ features, marketing stimuli, an influencer’s 

source characteristics, and consumer-influencer interaction have an influence on 

young female consumers’ affective state and may foster a desire to purchase, 

which in turn, may lead to impulse buying behaviour. Both impulsive purchases 

and postponed purchases emerged from the data in females’ behaviour. 

Moreover, self-gifting and different emotional states (e.g. feeling bored), as well 

as situational characteristics affect females’ final behaviour when it comes to 

impulse buying. 

 

Figure 4 The revised empirical framework 
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The study’s revised S-O-R model shows that endorsements and influencers have 

a crucial role in triggering females’ affective state. Whereas previous studies have 

looked at the impact of source characteristics on endorsements’ effectiveness and 

consumers’ purchase intentions (e.g. Chung & Cho, 2017; Djafarova & 

Rushworth, 2017), as well as the effect of environmental cues on consumers’ 

impulse buying behaviour (Floh & Madlberger, 2013), this thesis combined 

endorsement features, influencers’ source characteristics, interaction and 

situational characteristics in affecting impulse buying behaviour.  

The revised framework indicates that consumers’ impulse buying behaviour is a 

complex phenomenon with multiple affecting factors. However, it was found that 

similar factors (e.g. emotional states, situational factors and marketing stimuli) 

influence consumers’ impulse buying behaviour on Instagram as in other 

contexts, such as in online webstores and in-store environments. Furthermore, 

this study emphasizes that endorsements’ visuality and influencers’ appeal are 

significant features in affecting young females’ impulse buying behaviour in case 

of promoting sportswear on Instagram, which extends previous knowledge 

regarding impulse buying behaviour and the effect of endorsements. The study 

gives also new insights on how young females experience influencer marketing 

on Instagram. As it has been shown that people experience ads differently based 

on their background and individual factors (Mick & Buhl, 1992), it seems that 

consumers experience endorsements on Instagram also in a unique way based on 

their interests and life situations. 

5.2 Managerial implications 

The findings of this study are important and highly relevant when it comes to 

today’s marketing practices. As the use of influencer marketing and popularity of 

Instagram are increasing all the time among marketers, influencer endorsements 

create new possibilities to reach audiences and trigger impulse buying behaviour. 

Based on the findings of the study, young women seem to be influenced by 

marketing stimuli and triggers on Instagram in general. However, as females are 

aware of commercialism on Instagram and question easily integrity on 

influencers, it is evident that influencers should create authentic and inspiring 
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content. Also, as young women seem to look for visuality and pleasing appeal on 

Instagram images, influencers should concentrate on endorsements’ features, 

such as visual appeal and background in the image, as well as show expertise in 

communication.  

In addition, in case of sportswear endorsements, influencers should have athletic 

but natural body images, which evokes wishful identification. Sportswear 

endorsements should also be presented in authentic exercising scenario in order 

to develop identification and positive associations with sportswear clothes. 

Furthermore, sportswear endorsements should be targeted to right audiences 

based on their interests to create a great fit between a promoted style and female 

consumer.  

From marketers’ perspective, the use of discount codes is likely to persuade 

female consumers to purchase, and use of likeable, admired and attractive 

influencers in Instagram marketing is likely to create positive emotional state 

towards endorsed product as well as positive brand associations. However, as 

young women tend to seek natural and authentic influencers to identify with, it is 

important for marketers to choose influencers who matches perfectly with the 

endorsed brand, as well as who genuinely likes the product and wish to 

recommend it.  

Finally, both influencers and marketers should focus on friendliness and 

expertise in interaction with Instagram followers. In case of Instagram, it is 

important to highlight friendliness and positivity in communication for example 

by using emojis in order to influence audiences. Yet, the key issue is authenticity 

both in endorsements and in interaction. 

5.3 Limitations and recommendations for future research 

There are some limitations that deserve a discussion in this study. First, the 

researcher did not look at consumers’ personality traits and importance of 

impulse buying tendency in impulse buying behaviour. These are likely to have 

an effect on impulsive purchases and attitudes towards triggers through 

influencer endorsements on Instagram. Second, there were some differences 
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between results in the study, as the third focus group (R11-R13 experts) were 

professionals in the subject area regarding Instagram influencer marketing. 

Otherwise, the data emerged quite similar among interviewed females. Future 

studies could also compare males and females in the subject area. It would be 

interesting to see if young men perceive male influencer similarly or differently 

as women perceive female influencers, and if men wish to identify with influencer 

they follow. In addition, as females have been studied more in academic research 

(e.g. Djafarova & Rushworth, 2017; Sokolova and Kefi, 2020), future research 

could fill the gap related to male consumers’ impulse buying behaviour and 

consumption behaviour on social media. 

Third, the researcher focused more on aesthetic aspects in influencer 

endorsements rather than their professionality in athletics. Today, it is difficult 

to differentiate professionals and amateurs on Instagram because so many 

influencers sell their own training programmes there without clear certifications 

of personal trainer courses, for instance. Therefore, future studies could 

investigate how professional experts on Instagram, such as personal trainers or 

professional athletes, affect consumers’ perceptions regarding the endorsed 

product when compared to influencers who show their own experiences and 

training lives through Instagram.  

Fourth, this study concentrated on influencers’ content, and did not explore 

brands’ content. The study’s results may apply also to brands’ communication 

that use influencers since they often appear quite similar on Instagram, but this 

could be further discovered in the future and if there are differences between 

brands’ and influencers’ content in terms of consumers’ impulse buying 

behaviour. Moreover, one limitation in the study is imagined situations regarding 

consumer-influencer interaction and its effect on impulse buying behaviour. 

Therefore, future research is needed to explore also actual situations through 

observing or through quantitative methods. 

Finally, future studies could concentrate on the effect of videos on Instagram on 

consumers, as this study did not investigate these (e.g. videos on Instagram 

stories and Instagram TV). Meaning of videos in influencer marketing are 
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becoming crucial since consumers have transformed more impatient than before 

and seek for quick consumption information in fact-paced environment on social 

media. Moreover, future studies could explore other video platforms and impulse 

buying behaviour, such as YouTube and new trends among young consumers, 

because they have been shown to be more impulsive audience (Budac and 

Baltador, 2014). One of the latest trends among social media platforms is TikTok 

(mobile app for videos), which is already winning young audiences with short and 

funny videos. 
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APPENDIX 1 CONSENT FORM 

CONSENT FORM 

Consent form for interviews 

The data will be analyzed for the Master’s thesis by Ella Haaksluoto, master student at 
Hanken School of Economics, major in Marketing. The data will be handled 
anonymously. The research involves storing of personal data (a respondent’s name), 
but the interview responses will be referred to using pseudonyms, not the respondent’s 
real name. The research will be conducted according to the privacy policy of Hanken 
(https://www.hanken.fi/privacy). The data will be erased 6 months after the thesis is 
submitted. 

 

1. I understand what the study is about, and I 

have had the opportunity to ask questions.  

  (Check the box if you agree) 

 

2. I understand that my participation is 

voluntary and that I can withdraw from the 

interview at any time without any reasons.  

 

3. I agree to take part in this study.  

 

 

4. I agree that my interview will be recorded.  

 

5. I agree that the interview responses I have 

provided can be used as anonymized 

statements in the publication (translated by 

the interviewer into English) 

 

 

 

 

              Yes                             No 

 

 

 

 

 

Date:_____________________ 

Respondent’s name ____________Signature __________________ 

Researcher’s name ____________Signature ___________________ 

https://www.hanken.fi/privacy
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APPENDIX 2 EXAMPLES OF INFLUENCERS’ SPORTSWEAR 
ENDORSEMENTS SHOWN 

 

Image 1: @kenzas. (2018, October 4). [Photograph]. Instagram. 
https://www.instagram.com/p/BohRzEhBZOu/ 

Image 2: @nanna.koo. (2019, January 6). [Photograph]. Instagram. 
https://www.instagram.com/p/Bsqud8UA-Pt/ 

Image 3: @johannaolinemodin. (2019, August 10). [Photograph]. 
Instagram. https://www.instagram.com/p/B0_bPKNnorq/ 

Image 4: @jannihussi. (2019, October 13). [Photograph]. Instagram. 
https://www.instagram.com/p/B3jNK0bA6f6/ 

Image 5: @valentinaaiello. (2019, April 1). [Photograph]. Instagram. 
https://www.instagram.com/p/BvtFLs_HhHl/ 

Image 6: @katarinasollid. (2019, September 30). [Photograph]. Instagram. 
https://www.instagram.com/p/B3B24tFIu1A/ 

 

 

https://www.instagram.com/p/BohRzEhBZOu/
https://www.instagram.com/p/Bsqud8UA-Pt/
https://www.instagram.com/p/B0_bPKNnorq/
https://www.instagram.com/p/B3jNK0bA6f6/
https://www.instagram.com/p/BvtFLs_HhHl/
https://www.instagram.com/p/B3B24tFIu1A/
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APPENDIX 3 INTERVIEW GUIDE 

 

Introduce self 
Permission to record and how the data will be handled and 
stored 
Purpose of the study 

 

 Purpose & question focus Questions 

Warm-up - Can you tell me about yourself regarding your interests 
towards health, fitness, sports and fashion? 

- Could you tell me about Instagram influencers that 
you follow? Do they endorse sportwear? 

- Can you recollect whether you have been influenced by 
a sportwear endorsement (or sport-related post?), tell 
about this (what, when, why, how, where did you buy) 

Theme 1: Influencer endorsements 
 

- Stimulating discussion around influencers’ sportswear 
endorsement by using images  

- To find out how environmental characteristics, such as 
visual appeal and marketing stimuli, influence consumers’ 
reactions and feelings of buying sportswear 

- To understand how an influencer’s source characteristic 
affects consumers’ reactions and emotions 

- What do you think about these images on Instagram? 
- What features do you like or dislike in the images? 
- Can you describe me why you feel this way? 
- Do you find the clothes and people in the images 

attractive? 
- What kind of feelings do these images of influencers 

wearing sportswear clothes develop for you? 
- Can you describe me why you would/would not buy 

these clothes? 
- What influences you to buy a particular sportswear 

item? 
- What do you think about these influencers as persons 

in the images? 
- Imagine yourself in a situation where you see these 

product reviews from an influencer’s Mystories and 
post. How would you feel about the product after 
watching/reading the product reviews?  

- Would you look these products from a webstore 
through the influencers’ posts, or visit later the 
webstore? Can you think of what influences you to do 
that? 

Theme 2: Impulse buying behavior 
 

- To understand how an urge to buy impulsively occurs and 
what internal processes and reactions develop while 
interacting with stimulus  

 

- Do you ever feel an urge or need to buy some clothes?  
Can you think of which factors influence on this 
feeling? 

- In what kind of situations do you buy something 
without a careful consideration? 

- Can you think of something that you have bought after 
seeing it on Instagram? 

Theme 3: Consumer-influencer interaction <-> impulse 
buying behavior 
 
 

- To discover how females perceive interaction between a 
consumer and an influencer by showing discussions between 
an influencer and a consumer 

- To find out whether/how discussing with an influencer 
impact a consumer’s feelings and impulse buying behaviour 

- Imagine yourself in this situation where you comment 
on an influencer’s endorsement and she replies to you. 
How would you feel? 

- How would you feel about the endorsed product after 
having this discussion with an influencer, would you 
go and see the product online or in-store?  

Additional information 
- To find out if there occur suggestions for improvements to 

following interviews 

- What should I have asked you that I didn’t think to 
ask? 

- Do you have anything else you would like to add? 
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APPENDIX 4 AN EXAMPLE OF DATA CODING AND 
CATEGORIZATION 
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APPENDIX 5 EXAMPLES OF ABSTRACTION OF THE DATA 

Abstraction of the data regarding sportswear endorsements 

 

Abstraction of the data regarding consumer-influencer interaction 

 


