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Abstract: The topic of influencers has been awidely used word in recent years. It isa
person who, through social media networks, influences the target groups of their
followers. The aim of this paper is to analyze the communication of selected
influencers on the socia platform Instagram. Using classification analysis, data on
individual influencers are presented. For the sake of interesting results and the proof
that the success of an influencer does not only depend on how many followers they
have on their profile, the influencers were selected with the help of respondents who
assessed them independently. The data were obtained on the socia platform Instagram
and subsequently processed on the basis of the last five contributions as of April 3,
2020. This work is focused mainly on the number of responses to influencers in the
form of likes or comments, furthermore we aso caculate what share of their
contributions is from 2020, mainly due to the fact that influencers on Instagram started
to become known mostly in that year. The statistics of individua Instagram profiles
and their subsequent comparison with each other are presented. The results show that
it does not entirely depend on how many followers an influencer has, but that it
depends more on the quality and impact of individual posts.
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Introduction

Social networks, which arose as a result of the rapid
development of modern telecommunications and information
technologies, can be considered a phenomenon of the
information society. In a short time, there has been a quantitative
and qualitative growth of socia networks, which have become
commonplace in our lives (Bessarab et a. 2021). Socia
networks have completely redesigned the way people
communicate with each other. Most importantly, these platforms
play a major role in providing greater influence (Abdullah,
2020). Young people have found an ideal space in social
networks for obtaining and relaying information (Martinez-Sanz
and Gonzélez-Fernandez, 2018; Nadéniova and Das, 2020).

Instagram has seen a remarkable increase worldwide over the
past five years (Marauri-Castillo et a. 2021). Instagram posts
have a positive impact on news credibility, access to advertising,
or purchase intent (Lee and Kim, 2020).

Socia networks are associated with the emergence of new types
of personalities caled influencers, who share their current
experiences and ideas and often promote brands. Developing and
maintaining a large community of followers is one of the most
important goals of influencers (Balaban et al. 2020).

Although influencer marketing has attracted increased interest
from marketing researchers in recent years, relatively little is
known about the content and strategy of influencing influencers
(Tafesse and Wood, 2021).

The aim of the work is to evaluate several of the most famous
Czech influencers who work on the socia platform Instagram.
For this purpose, the following research questions were
formulated:

RQ1: How many% of followers actively respond to the
influencer's contributions using "likes?"

RQ2: How many% of followers actively respond to the
influencer's contributions using "comments'?

RQ3: How many% of posts are from 2020?
1Literatureresearch

The main goal of the company management is set up on earnings
management, but in the fact, sometimes are earnings deliberately

overrated (Kliedtik et al. 2020). Management has many ways to
fill financial expectations. On of them is psychological influence

via online social media (Nica, Gajanova and Kicov4, 2019) or
classic outdoor advertising (Zahradka, Machova and Kucera,
2021). These methods are aimed on customers and finally at
company performance, which is illustrated in sales (Vochozka,
Rowland and Vrbka, 2016).

Influencer marketing represents a 10 billion USD industry in
2020 and is gaining in importance for many companies,
especially those operating in a business-to-consumer
environment. Several companies in the fashion, cosmetics,
travel, food or beverage industries today run marketing
campaigns that do not, at least in part, involve working with
popular users on platforms such as Instagram and TikTok.
However, many marketing managers still do not have sufficient
knowledge of these platforms compared to their knowledge of
more traditional media channels, and in this rapidly evolving
environment, it is often difficult to make the right decision
(Haenlein et a. 2020). The visua grasp of what a person
represents is an increasingly important element for social media
generation. This is especialy true for fashion bloggers and
"influencers’ who make a living - or try to make aliving - from
their blogs or Instagram accounts. Creating a specific visual
universe on these platforms seems to be a common and
fundamental practice among these content producers (Eitzinger,
2019).

The influencer marketing literature has identified influencer
opinion leadership and a para-social relationship with influencers
as two central constructs influencing the shopping intentions of
their followers; nevertheless, they are studied only in isolation.
The results point to the importance of the social aspect of
influencer marketing and inform influencer research and practice
about "who says what" to improve communication efficiency
(Farivar, Wang and Yuan, 2021). Based on the influencer
literature, we argue that each influencer post (consisting of
textual and visual information) is an example of storiesin which
there are main characters and storylines. To uncover the content
strategies used by influential socia media, we adopted the
combined use of machine learning-based topic analysis and
deep-learning image analysis to examine the content of captions
and photographs contained in influencers posts on Instagram.
The results provided empirical information regarding the use of
compelling stories by influencers (Feng, Chen and Kong, 2020).

In the US, Instagram was the best-rated platform for sharing
information. Accounts should focus on one area or market,
consistent and personal voice, and regular communication (new
content at least three times a week) (Stock, 2020). One study
sought to identify the keys to creating content and managing a
social network that helps explain the results obtained by an
influencer. Through a content analysis in the first half of 2019,
which consisted of the publication of 164 activity reports on
their account, it was found that adapting the language to the
network algorithms, visualizing information with infographics
and video, using references to popular culture and constructing a
story with good and bad characters are some of the
characteristics (Marauri-Castillo et a. 2021). Celebrities who use
Instagram can influence their followers in many ways, such as
influencing their perception of body image, adopting a healthy
lifestyle, and persuading them to buy products or services
supported by these celebrities (Shariffadeen and Manaf, 2019).

Social media usually relies on two types of accounts: officia
brand accounts and influencer accounts. The current study
examines the relevant mechanisms that explain the effectiveness
of Instagram posts in terms of account types (brand accounts on
Instagram versus influencer accounts on Instagram) and content
types. The survey found that Instagram posts promoted by
influencers would have similar effects and socia presence, even
if they do not appear in branded content themselves. This
research contributes to the understanding of effective
predecessors of credibility in fashion marketing and the
management of fashion brands based on social media. The types
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of accounts and types of content on Instagram influence the
extent to which communication on social media enables the
creation of emotional bonds and the positive evaluation of a
fashion brand (Jin, Ryu and Mugaddam, 2021).

Tafesse and Wood (2021) examine how content and strategies
with influencer involvement on Instagram are measured both
individually and interactively (i.e., number of followers, number
of people following, volume of content, and domains of interest).
The study uses unique Instagram influencer data to test its
hypotheses. The findings suggest that the number of followers
and the volume of content are negatively linked to the
involvement of followers, while the number of accounts the
influencer isfollowing is positively linked to the involvement of
followers. However, these main effects are modified by the
influencer domains of interest. The findings contribute to the
literature by shedding light on how elements of influencer
content and strategies contribute to Instagram follower
engagement. Weismuelleler et a. (2020) examines the impact of
influencers recommendations on social media on purchase
intent, more specifically the impact of advertising and the
credibility of the source in this process. The proposed framework
argues that the publication of advertising has a significant impact
on the form of sources of credibility, attractiveness and
professionalism; partial dimensions that positively affect the
consumer's purchasing intention. Empirical evidence based on
306 German Instagram users aged 18 to 34 reveals that the
attractiveness of the source, the credibility of the source and the
expertise of the source significantly increase the consumer's
purchase intention; while the publication of an advertisement
indirectly affects the intention of the consumer to purchase by
affecting the attractiveness of the source. The results also show
that the number of followers positively affects the attractiveness
of the source, the credibility of the source and the purchase
intention. Overall, this paper contributes uniquely to the product
promotion literature, with evidence highlighting how influential
social media and Instagram advertising can be used to effectively
increase consumer purchase intent.

Most studies on influencer marketing techniques have focused
on promoting unheathy foods, while little is known about
promoting healthier foods. This experimental study examined
whether a real influencer versus a fictitious influencer is more
successful in promoting healthy food products. In addition, we
examined the role of parasocia interaction as the basic
mechanism for approving healthy foods. The results showed that
the para-social interaction mediated the relationship between the
type of influencer and the attitude to the product, as well as the
purchase intention. Para-socia interaction was higher in
participants who were exposed to the popular rea influencer
compared to the fictitious influencer, which led to a higher
prestige perception of the health food brand and the purchase
intention of their followers in successfully promoting a healthy
product. We suggest that the promotion of healthy foods could
be more successful in the field of public health using popular
influencers (Folkvord, Roes and Bevelander, 2020).

Perez (2019) anadlyze the copyright implications of using
copyrighted content on Instagram "stories" as part of the Social
Media Influencer (SMI) approva activities in the light of
Colombian law. Socia media brought an economic revolution,
where SMIs found a way to make a living by producing
advertising content on their social media accounts. Some of the
key interactions used by these influencers come in the form of
"Stories" used on the popular "Instagram™ social media platform:
posts in the form of photos and videos that constantly use
copyrighted content and third-party copyrights. Overal, the
Colombian copyright jurisdiction complies with the standard of
protection set by international treaties with regard to the digital
use of copyrighted works, such as those created in Instagram
stories. However, the uncertainty of some provisions of the law
could cause problems in interpreting these uses.

In order to achieve a deeper understanding of communication
and sustainable tourism in urban and rural areas through the
"eyes of users', the contribution identifies the different types of

influencers on Instagram, and how they are linked to tourist
destinations. From January 2012 to January 2019, social media
focusing on the role of influencers in shaping the view of
destinations  analyzes  posts  using the hashtag
#sustainabletourism. An approach based on a mixed method
related to the content and typology of influencers was used to
map the development of sustainable tourism. The results show
that different types of influencers on Instagram generate
involvement differently according to tourist destinations
(Palazzo et a. 2021).

2 Data and methods

The base source of data will be the data from individual
Instagram profiles, which we will analyze using classification
analysis. For this research, we will leave the selection of
Instagram profiles up to the respondents, to whom we will send a
google questionnaire created in advance. The questionnaire will
ask the following questions (Q):

Q1: Do you actively use the socia platform Instagram?

Q2: Do you think "influencer" isareal job to be able to make a
living from?

Q3: Are you impressionable by influencers?
Q4: According to what criteria do you choose influencers?

Q5: Which influencers, out of the 20 below, are you actively
following?

The questionnaire will be set so that if the respondent answers
"no" in Q1, the questionnaire will be closed for him, thus
preventing false information. If the respondent states "yes' in
Q1, he/she will continue the following questions. In Q5,
individual pseudonyms of influencers will be listed, where
respondents will choose which of them they actively follow.
Based on the answers from Q5, we will select the 7 most
followed influencers (according to the respondents) and then we
will obtain data, which will be used to find answers to the
research questions set out in the introduction.

The analysis itself will consist of the creation of tables, in which
we will then record the data obtained from individual Instagram
profiles. The data will relate to the number of followers, the total
posts submitted during the existence of the Instagram profile, the
number of posts submitted in 2020, the number of likes and
comments for the last five posts. Subsequently, these data will be
analyzed using an arithmetic mean and then expressed as a
percentage.

In our analysis we will work with real influencers, therefore they
will be further marked by placeholders (11, 12, 13..., In).

3 Results

In the tables below (Tab. 1, Tab. 2, Tab. 3) individua data on
selected influencers were presented, the analysis of which led to
the answer to the research questions mentioned in the
introduction, based on their last five posts as of April 3rd, 2021.
As dready mentioned in the methodology, influencers were
selected with the help of respondents. However, according to
Tab. 1 it is clear that the numbers of their followers are
somewhat different, so there is arange of different categories of
influencers, according to the number of followers. Individual
Instagram profiles were established within the range of 2018-
2019.
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Tab. 1: general influencer data

s | ke [ o [ rosspon [ st
11 310,000 1,057 409 39%
12 211,000 789 462 59%
13 390,000 860 356 41%
14 532,000 1,541 299 19%
15 630,000 964 464 48%
16 628,000 2,553 703 28%
17 515,000 3,536 314 9%

Source: instagram.com (2021), own interpretation.

It is clear from the table (Tab. 1) that different influencers have
very different data. At the same time, Tab. 1 shows the
percentage of posts added in 2020. The data show that even
though, for example, 17 has 515,000 followers and ranks 4th in
this table, their posts from 2020 make up only 9% of all posts. In
contrast, 12 has the lowest number of followers of the selected
influencers and their posts from 2020 account for 59%. If we
compare these two influencers (17, 12), it is obvious that
everything depends only on the personality of the influencer and
their approach to individual posts.

Tab. 2: "like" statistics

Average
number of
"likes" on the
last 5 posts

Individual
"likes' on the
last 5 posts

Activeresponders

Influencer ket

11 30,871
21,869
18,658
15,298
6,330
12 12,562
20,570
23,644
12,328
16,713
13 12,253
18,336
28,734
12,849
37,042
14 27,255
31,768
20,233
66,876
50,115
15 50,915
69,098
36,264
38,071
36,178
16 11,199
23,028
38,601
47,508
45,823
17 8,806
6,708
11,113
7,076
6,874
Source: instagram.com (2021), own interpretation.

15,538.75 5%

18,313.75 9%

24,240.25 6%

42,248 8%

44,902.75 7%

38,762.50 6%

7,942.75 2%

From the following table (Tab. 2) we can see how many "likes"
the individua influencers have on the last five posts, their
averages and the subsequent expression in percentages with
respect to the number of followers. From these data (Tab. 2) it is
clear that "likes" are actually only given by a minimal number of
followers. However, if we were to compare the data obtained,
since |3 has 238,000 fewer followers, their percentage of "likes"
compared to number of followersisthe same.

Tab. 3: "comments" statistics

Average number
of " comments"
on thelast 5
posts

Individual
" comments"' on the
last 5 posts

Active
responders-
" comments*

Influencer

11 1,748
365
166 513
198
920
12 36

0.17%

76
79 63.8
94
34
13 63
35
67 52.8
75

0.03%

0.01%

24

14 62

84
95 66.4
35
56
15 73
64
85 66.6
38
73
16 48

0.01%

0.01%

42
78 452
26
32
17 73
46
62 56.8
24
79
Source: instagram.com (2021), own interpretation.

0.01%

0.01%

From the table (Tab. 3) we can see how many "comments' the
individual influencers have on the last five posts, their averages
and the subsequent expression in percentages with respect to the
number of followers. From Tab. 3, or rather from the percentual
expression, it is clear that the "comments' below the posts are
not very popular among followers. With regard to the number of
followers, the value of comments did not exceed 1% for the 5
monitored posts.

Based on the presented data results, very different values of
comments, likes, etc. were found. The results show that
followers are often only inspired by the influencer, but only a
small percentage of followers actively participate in the reactions
to the published posts.

-109 -



AD ALTA

JOURNAL OF INTERDISCIPLINARY RESEARCH

4 Discussion

It is evident that each influencer has a similar composition of
their followers, which consists of:

a) their admirers,

b) their haters - followers who do not like them very much,
but watch them out of interest/curiosity,

c) others - followers who are neither their admirers nor their
haters.

Based on this, al datathat are freely available on their individual
Instagram profiles were presented, it should aso be noted again
that in this work, influencers were evaluated on the basis of their
last five posts as of April 3, 202. If the analysis was done on a
different date, the results will most likely be somewhat different,
precisely because the influencers or statistics of their profiles are
constantly growing in most cases.

Based on the obtained results, it is now possible to answer the
research questions that were formulated for this purpose:

So how many% of followers actively respond to the influencer's
contributions using "likes'? As was evident in the results, the
data for each influencer are somewhat different. However, if we
were to evaluate the results as a whole, the activity of followers
in the area of "likes" ranges from 2% to 9% with respect to the
total number of their followers.

So how many% of followers actively respond to the influencer's
contributions with "comments'? This RQ2 is very closely related
to RQ1, it isavery similar case with the difference that it is not
an activity of "likes", but "comments'. However, it was found
that none of the monitored influencers recorded activity higher
than 1% on the monitored postsin relation to the total number of
their followers. The results show that the number of followers an
influencer has is not so important, because the activity of
"comments" is at the same level for everyone. However, if the
influencers would like to record a higher incidence of comments
under their posts, there is one fairly simple method, which is to
create a post with any kind of contest, where they will require
several conditions to participate, one of which will be, for
example, to write "done" in the comments; in this case the
comment statistics will increase very quickly.

What is the percentage of posts from 20207 In the case of this
research question, the data range from 9% to 59%. Only one
thing is evident from this; in the case of the activity of "likes" or
"comments' the fina data did not differ too much between
individual influencers, or it did only slightly, but in the case of
the percentage of posts in 2020 the resulting data are very
different. As aready mentioned in the results, it al depends on
the personality of the influencer and their approach. Again, |
consider it important to look at Tab. 1, where |12 has the lowest
number of followers of the selected influencers and their posts
from 2020 make up 59% of their total Instagram profile. Given
that al Instagram profiles were established during the same year,
it can be assumed that influencer activity could be somewhat
similar, therefore this number is admirable.

Tafesse and Wood (2021) explored how content and strategies
are measured with the involvement of influencers on Instagram
(i.e., number of followers, number of people following, volume
of content, and domains of interest), in regard to which |
somewhat identify with them. Shariffadeen and Manaf (2019)
argue that celebrities who use Instagram can influence their
followers in many ways, and athough this claim was made two
years ago and still cannot be disagreed with.

There are alot of questions about the topic of influencers, which
is very broad. It would be very interesting to see the resulting
data if this analysis was not carried out with only five posts, but
with, for example, al that are available on the individual
profiles. Thistopic can be analyzed from several directions, soin
our opinion, adeeper examination is necessary.

Conclusion

The aim of the work was to analyze the communication of an
influencer on the social network Instagram. The goal was met by
means of classification analysis and subsequent evaluation of the
results.

In the results chapter, the data were expressed in atable and then
the percentual expression of "success' of a given influencer was
calculated, in terms of the amount in which their followers
respond to their posts using "likes" or "comments'. The results
were obtained on the basis of statistics from the last five posts of
each influencer on the given date. It is obvious that if we did the
same analysis on another day, the results will most likely be
somewhat different, due to the fact that this concerns
communication through a social network, where the activity is
growing each day.

The results obtained inevitably lead to several questions, what
would the results be if the analysis was based on posts
throughout an entire year? How is it possible that influencer x,
which has a lower number of followers, has more activity under
their posts than an influencer, which has severa times more
followers? What is then the real basis of success of a given
influencer? Based on the data collected for this research, it is not
possible to answer these questions correctly at this time, but the
last-mentioned question is worth noting, i.e., what is the real
basis of success of a given influencer. Opinions may differ, but
as has aready been stated, it is probably more about the attitude
of each influencer, the quality of their posts and communication
towards their followers. However, as mentioned, it is only a
probability statement, for a more definite specification of a
successful influencer and the answer to these questions, it is
necessary to conduct further, follow-up research that will answer
the questions and identify this issue more accurately.
Subsequently, these research papers will help to better
understand the success of an influencer itself.
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