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Abstract.

Research background: Opinion leaders have always influenced
consumers' decision-making process. At present, with the development of
digital technologies and social networks, influencers have taken on the role
of opinion leaders worldwide. Influencers represent a very authentic group
of people who publish their attitudes, opinions and observations through
social media. People sympathize with them because the content they
publish is close to them and reminds them of their own lives and the
situations they face or would like to experience in the future. The impact of
influencers is really great. This is also evidenced by the fact that a separate
area called influencer marketing has emerged within the global marketing.
Influencer marketing can be defined as the process of researching,
identifying, supporting and engaging people in high-impact conversations.
Purpose of the article: The aim of the contribution is to point out the
history of the activity of opinion leaders in the traditional environment up
to the current global digital environment and social networks.

Methods: The authors used the analysis of secondary data and the
comparison of knowledge from the results of global research studies and
the research study processed by authors.

Findings & Value added: The article provides a new perspective on the
impact of opinion leaders on consumer behaviour and defines the
characteristics that are most important in influencing the consumer.

Keywords: opinion leaders; consumer behaviour; social networks; global
digital environment

JEL Classification: M13; M31; M37

1 Introduction

Social networks are places where people meet with a simple intention. That is the
purpose of communication. They form circles of their friends or search for groups with
common interests. It is social networks that are a suitable place for communities to emerge.
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There are a number of social networks. Every year, new ones are created, which try to
differentiate themselves in some way, thus trying to attract the largest possible audience.
According to their main features, we can divide them into information, professional,
educational, hobbies and news. There are also various combinations between them. Users
of information social networks are primarily people looking for answers to various
questions. In this way, they try to reach individuals or groups who might know the answer.
They are also used by companies that try to communicate with the customer, advise him
and solve his consumer problems. Professional social networks are designed to help
employees or job seekers. Based on the criteria, companies can easily find a suitable
candidate for the position they are looking for on these networks. These networks are also
created at the corporate level and are used for corporate communication. Educational social
networks are used to communicate between schools and students themselves. The reason is
communication with students, professors and teachers. They often allow the use of various
tools designed for the field of study. Hobby social networks are among the most used and
most visited types of social network. Users on these social networks are looking for other
people with a similar or similar interest. Or they are simply looking for people they know
from everyday life and want to communicate with them online. News social networks form
a community of people using this type of social network for sale and obtaining fresh and
new information from all over the world. This is the content of websites where members
publish newspaper articles, comments, or anything else.

From the very beginning, as social networks began to emerge, companies have sought
to find a way to use them effectively for business purposes and to increase the company's
reputation. With the growing popularity of social networks, the marketing opportunity has
also grown. Due to the growing popularity, it is necessary to constantly look for new ways
to change the marketing strategy on the social network [7].

According to the latest data published by We Are Social Inc., we currently have more
than 4.54 billion active users online, an increase of 7% over the last year. Of this number,
up to 3.8 billion users use some type of social media. Not surprisingly, these numbers have
the potential to grow in the future. Social media offers a myriad of opportunities for
entrepreneurial marketing strategies that leverage the power of communities [9]. For
companies offering services on the Internet, the time that users spend on social networks is
also beneficial. The average user spends 6 hours and 43 minutes a day on the Internet,
which is a long enough time for companies to communicate and build a relationship with
the customer [13].

Many users operate on social networks and use them with varying intensity. According
to the Bednaft, users can be divided according to their activity as follows:

 Active users - content creators - belong to the core of social networks. They create

content in them by adding statuses, images or other content and form a certain

information channel.

* Active users - distributors and evaluators - interact with the content. By such
interaction we mean, for example, commenting on posts and creating discussions,
sharing and disseminating content, or evaluating a post and review in the form of an
opinion.

* Passive users - content evaluators - rating and sharing the contributions of others is
their main characteristic. Their most common activity is tagging posts in a form I like.
This type of user only reads comments and reviews, but does not add their own
comment or opinion.

» Passive users - observing authorities - this type of user is rare. These include
authorities who actively engage in discussions with their expert opinions. Such views
are rapidly spreading and have a greater impact on the environment, because the
authority operates in a given professional field.
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* Passive users - observers - such users have social networks but are not active on them.
They only make up consumers with content they don't affect. This type of user is
divided into active and passive. An active user group is made up of users who are
interested in content but do not interact with it. A passive group of users are referred to
as those whose content is not of interest and completely ignored.

With the intensive use of social networks, a new concept of influencer marketing was
formed. According to Juraskova and Hornak, "influencer marketing is a form of word-of-
mouth marketing based on identifying and influencing opinion leaders who are likely to
talk about a product, service or brand, which can influence the opinions of their followers
and other consumers [12]."

There are not many definitions of this term, but from the literature dealing with this
issue we can conclude that it is primarily about addressing a well-known and influential
person, the so-called influencer, which has an impact on a larger number of people. Such a
person should be able, through his actions and behaviour, to knowingly or subconsciously
influence the shopping behaviour of followers and thus potential customers and consumers.
The advantage of such a form of marketing communication is the acquisition of new
customers. Research and applied evidence suggest that online opinion leaders are important
promoters of products and services in different areas of business and marketing tools [14, 3,
6, 15].

According to several sources, influencer marketing is currently one of the most
attractive forms of online marketing. It was created by combining new and old marketing
tools. The main distinguishing feature among other forms of marketing is that the campaign
of individual companies uses cooperation with influential people.

According to Brown and Fiorell, at the core of influencer marketing is a person who has
a certain ability to influence others. In everyday life, we could understand the influencer as
a parent who shapes the behavior of a child or a designer who determines fashion trends, or
a person influencing the religious thinking of religious groups. Influencer marketing has
some limitations too, for example cooperating with influencers with high numbers of
followers might not be the best marketing choice for promoting divergent products, as this
decreases the brand's perceived uniqueness and consequently brand attitudes [5] or
consumers could react negatively to influencers' posts when they do not appear with the
products they endorse [10].

Until some time ago, for example, university professors and doctors were considered
influencers. At present, however, celebrities, bloggers, people known from social media are
mostly considered influencers. An inherent part of influencers’ success is that they manage
to create a personal story that is fun and enjoyable [8].

According to the Cambridge Dictionary, the word influencer is a person who influences
or changes the way people behave. It is no different in marketing. We can only find the
difference in the goal we want to achieve by influencing. Companies are trying to change
shopping behaviour with the help of this form. Thus, to convince the customer to buy the
particular product or service, or to prefer the selected brand. Influencer marketing has a
great meaning as an effective branding strategy and in their marketing efforts, companies
increasingly abandon traditional celebrity endorsers in favour of social media influencers,
such as vloggers and instafamous personalities [11, 16].

2 Methodology

The aim of the contribution is to point out the history of the activity of opinion leaders
in the traditional environment up to the current global digital environment and social
networks. The article provides a new perspective on the impact of opinion leaders on
consumer behaviour and defines the characteristics that are most important in influencing
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the consumer. In order to achieve that objective, we used the basic methods of scientific
research - analysis, synthesis, induction, deduction and interrogation. In order to obtain
theoretical background to the researched issue, it was based on information available in
professional books, magazines and electronic sources from foreign and domestic authors. In
this theoretical section we used mainly methods of synthesis and analysis. As part of the
marketing research, we applied a quantitative method of inquiry - questioning using an
online questionnaire. With the help of the analysis of the obtained data, we were able to
break down the individual data on the basis of their importance and relevance. This step has
helped us to process data faster and more efficiently. With the help of the use of synthesis,
we came to the context that was the subject of this work. We used mathematical-statistical
methods to sort and connect individual information, and we commented on and clarified the
results using the method of explanation.

3 Results and discussion

3.1 The main results of the survey

The aim of our survey was to provide a new perspective on the impact of opinion leaders on
consumer behaviour and defines the characteristics that are most important in influencing
the consumer. We conducted a survey using a standardized questionnaire. The
questionnaire consisted of both open and closed questions and was distributed via the
Internet. The survey was attended by 360 respondents who were from different age groups
and came from different regions. Answers were collected during the May 2020.

Through the questionnaire, we tried to get a number of answers concerning social
networks, influencers and their impact and perception by society. In addition to the
preference for social networks, we also found out the amount of time that respondents
spend on them every day. We investigated whether influencer could really affect
consumers' shopping behaviour with the help of a question on trust and a subsequent
question in which we asked whether influencer had ever influenced a respondent's
purchase. We found that the categories of clothing, cosmetics and electronics had the
largest representation. According to these data, we can say that in these categories, the
involvement of influencer is effective and advantageous for companies operating in this
area.

For the purposes of this article, we chose two key questions from the survey, which
concerned the reasons for following influencers and the relationship to influencer
advertising posts.

The results concerning the reasons why respondents follow influencers on social
networks are interesting. Respondents had to express the degree of agreement with 7
statements, in which we found out how the respondents identify with them.

In the first statement, we tried to find out the importance of the content of posts for
followers. The result shows that the content and topic of the post is important for more than
39% of respondents, only 6% of respondents stated that they did not agree with this
statement. In the second statement, we examined the importance of identifying with the
opinion of the influencer. 32.3% of respondents stated that they fully agree with this
statement, another more than 25% of respondents stated that they rather agree. For only
7.8% of respondents, the opinion of the influencer is not at all relevant. When saying
whether adding beautiful photos and videos has an impact on whether or not respondents
will follow influencer, only 6.6% said that this attribute is not relevant to them at all. More
than 35% said they agreed with the statement and another 28.7% said they rather agreed
with the statement.
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Table 1. The reasons to follow an influencer.

Why are you following the Strongly Rather Irll;‘l’i:&) Rather Strongly
influencer? disagree | disagree . agree agree
opinion
Hike thgo";‘;tﬁg/tsizdafj"(gc of the 6% 6% 23% | 259% | 39.8%
I like his/her opinion 7.8% 9% 257 % 251 % 323 %
He/she adds Bf(f;‘;;ful photos or 6.6 % 6% 234% | 287% | 353%
He/she is Clﬁizstt‘;lfe in his/her 10.8 % 18 % 30.5 % 24 % 16.8 %
I'want to be informed about trends | ¢ fo, | 1140, | 223% | 283% | 313%
in the area I am interested in
I admire some of his/her features o o o o o
(talent, physical condition, beauty) 17.5% 15.1% 163% 253% 258%
He/she adds original content 7.8% 8.4 % 18 % 299 % 359 %

In the fourth statement, we investigated whether a similar lifestyle with the respondent
is the reason for monitoring influencer. The largest part of the respondents (30.5%) could
not unequivocally confirm or refute whether this is really the case. Awareness through
influencer is important for 31.3% of respondents, 6.6% of respondents respondents do not
attach any importance to information through influencer. In the penultimate statement, we
examined the importance of admiration in monitoring influencers. More than 50% of
respondents think that admiration is an important aspect for watching influencer on social
media. Almost 33% of respondents are of the opposite opinion and rather do not attach
importance to the influence of influencers in their observation. Finally, we found out the
importance of the originality of the influencer. More than 65% of respondents think that
originality is important when choosing an influencer, only 7.8% of respondents do not
attach any importance to the originality of an influencer.

In another series of questions, we surveyed respondents' views on the type of
advertising. Participants indicated the extent to which they agreed or disagreed with
individual statements. We have summarized their answers in the Table 2.

The first in a series of statements focused on influencers' advertising posts and their
impact on consumers. Of all respondents, 18% think that such posts have no effect on them.
The largest group of responses consisted of respondents who were not sure whether or not
they were influenced by this form of advertising. In the second statement, we tried to find
out whether the consumer considers this form of advertising to be more credible than
conventional forms of advertising. In this case, the answers that disagreed with such a
statement prevailed, 14% of respondents do not think at all and another more than 23% of
respondents tend to disagree with this statement. Only 10.5% of respondents completely
agreed with such a statement. The credibility of the influencer is essential in this form of
advertising, so we used the third statement to determine whether the number of followers is
important for consumer confidence. 22.7% of respondents strongly disagreed and another
25% rather disagreed with this statement and are of the opinion that this aspect is not
important for trust in influencer. On the contrary, only 8.1% consider this aspect necessary
in connection with trust.
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Table 2. Influencer advertising posts.

I have
Express your agreement with the Strongly | Rather no Rather Strongly
following statements disagree | disagree | reserved agree agree
opinion

I think that influencers' advertising
posts affect me
I consider advertising through
influencers to be more credible than
traditional forms of advertising (TV,
radio, print advertising)
I consider influencers with a larger
number of followers to be more 22.7% 25 % 28.5% 15.7 % 8.1%
credible
The credibility of an influencer
depends on its knowledge of the field 4.6 % 8.1% 23.7% 324 % 312%
in which it operates
It bothers me if influencer does not
indicate paid promotion of a product or

18 % 26.2 % 273 % 20.9 % 7.6 %

14 % 23.4% 322 % 19.9 % 10.5 %

service with the appropriate hashtag, 25 % 14% 256% 12.8% 2.7%
e.g. #cooperation

When [ know it's a paid collaboration,

I trust the review or recommendation 11% 21.5% 36.6 % 19.2 % 11.6 %

less

Another statement was also focused on building trust. We asked respondents about
linking trust with influencer expertise. In this case, the majority of respondents strongly
agreed or rather agreed. Together, these responses accounted for more than 63%, with only
4.6% of respondents expressing complete disagreement. In the penultimate statement, we
asked whether influencer, in the case of paid cooperation, should indicate that it is such
cooperation. 39% of respondents do not mind non-labeling, 22.7% of respondents bother
that influencer does not mark such cooperation. Finally, we found out whether the
respondents trust the influencers' paid cooperation less than in the case of unpaid forms of
promotion of goods or services. In this case, the opinions were balanced. 11% did not agree
with this statement at all, on the contrary, 11.6% of the respondents fully agreed.

3.2 Discussion and recommendations

We obtained interesting and valuable information from the answers provided by the
respondents for the purposes of the research. We focused the most attention on issues
focused on shopping behavior and the possible influence of influencers on consumer
behavior on the social network. Through an electronic questionnaire, which we sent
through social networks, we found out that each respondent uses at least one type of social
network, which are an essential part from the point of view of influencer marketing. This
information confirmed to us the importance of social networks in online marketing.

The effectiveness of communication on social networks depends on a large number of
factors. In order for communication through influencer to be effective, we need to know our
customers. Determining the target group is one of the most important factors in choosing a
suitable influencer. If a company decides to communicate through influencer marketing, it
should be well oriented in the online space and know its possibilities. The importance of the
choice lies not only in the selection of a suitable influencer but also in the social network on
which he wants to promote the products and services. The right choice will make it possible
to address more effectively those customers who could really show interest in the
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company's offer. Due to the high competition and the number of substitute goods, it is
necessary to differentiate from the competition.

With the help of an influencer who is knowledgeable in the field and at the same time
adds original content, we can more effectively attract potential customers to our side. In
order to preserve the naturalness and authenticity of the communication between the
influencer and its audience, after agreeing on the terms of the paid cooperation, the
company should no longer significantly interfere in this communication. We can constantly
monitor whether communication with the help of social networks is really effective with the
help of a number of functions.

We also found that influencer marketing, as one of the modern tools, brings new
possibilities for online marketing to address customers and communicate with them. In this
way, it allows companies to be efficient and communicate with the customer even when he
is not in the store. Compared to traditional types of advertising, influencer marketing has
the advantage of closer contact with the client, as the customer also spends more time
online. Social networks are thus replacing the traditional form of communication. And for
this reason, influencer marketing and digital marketing as such have great prospects for the
future.

4 Conclusion

Influencer marketing is currently having a huge impact that is still growing. An
increasing number of companies and brands use it for their marketing. Thanks to increasing
banner blindness and also thanks to great consumer confidence in influencers, influencer
marketing surpasses current marketing techniques, such as e-mail marketing or various
types of PPC advertising. Under the conditions of choosing a suitable influencer, the
company is able to effectively attract the target group that the company is interested in. The
results of the research confirmed to us that consumers trust more recommendations than
traditional forms of advertising. Currently existing as well as potential customers have a
large number of products and services to choose from, and a recommendation from
influencer can significantly help in their consumer decisions and influence them when
buying products. If such a recommendation is from a famous person, it increases the reach
of the respondents. The price for this form of advertising depends on the influencer himself.
The price is influenced by a number of factors, such as the number of followers, the
credibility of the influencer, his expertise in the given issue and many others. Therefore,
when selecting a suitable candidate, companies should look for consistency between
individual factors so that they use all the allocated funds as efficiently as possible. The
authenticity of the influencer and its genuine interest in the promoted product or service
result in a greater success rate for such a campaign. In this case, consumers do not see
influencer as a common type of advertising, but rather as a friend whom they trust and
recommend. Influencer marketing is therefore the right way and tool that helps the
company on the one hand not only attract new customers and increase sales, but on the
other hand will help in building a good reputation of the company or brand.

This paper is an output of the science project VEGA (S.G.A.) 1/0657/19 The role of influencers in the
consumer decision-making process.
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