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I 

ABSTRACT 
 
 
This thesis aims to understand the perception that Generation Y and Z have of co-branding 

with Instagram influencers. For this purpose, a literary review is carried out in order to give the 

reader a good overview of the concepts related to this issue. We then carried out a quantitative 

and qualitative study to explore the perception of these two generations most anchored in the 

digital world.  

 

The interviews conducted for our qualitative study showed that the product co-created with a 

well-known brand is perceived as being of higher quality than when the product is co-created 

with a less well-known brand or with the influence’s brand. Moreover, it has also demonstrated 

that the larger the influencer's community, the more he/she is perceived as an expert through 

his experience. Furthermore, the smaller the influencer is perceived as the most authentic one 

compared to bigger influencers. Finally, our results also showed that the influencer could create 

a product in any field.  

 

The results of our online questionnaire analysed with SPSS software showed that the co-

creation of a product by an influencer and his/her own brand is perceived as the most congruent. 

Moreover, it has been demonstrated that people from Generation Y and Z perceive a product 

co-created with a known brand and an influencer as the highest quality compared to a 

collaboration between a smaller brand, or the brand of the influencer. We also discovered from 

our results that when the expertise of an influencer increases, the purchase intention of the co-

created product increases and increases further when it is created with the influencer's brand. 

Furthermore, the product that generates the most purchase intention is the product co-created 

with a known brand. Additionally, purchase intention is the lowest when the product is co-

created with the influencer's brand. 

 

ABBREVIATIONS:  
 
SMI Social Media Influencers 
SM Social Media 
 
 
Key words: co-branding – generation Z – generation Y – Millennials – influencer – influence 
marketing – influencer co-branding 
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INTRODUCTION 
 
 

Over the last years, influence marketing has become very important. The latter is characterised 

by the use of an influencer to promote a product for a brand in exchange for remuneration. This 

recent form of marketing is proving to be very effective since it has been shown that consumers 

believe more influencers than brands. Indeed, people perceive the influencer as a “friend” who 

recommends a product with honesty and spontaneity. Despite their success, given the 

uncertainty that still persists in this profession, some of them prefer to broaden their horizons 

in order to secure a future. Indeed, for several years now, it has been common to hear that 

influencers create their own brand. Among them we can mention EnjoyPhœnix1, Squeezie2, 

Chiara Ferragni3, Caroline Receveur4 and Pewdipie5 to name just a few (Drouin, 2019). 

 

But influencers do not always want to create their own brand from scratch. Indeed, creating a 

clothing line is a heavy task that influencers may not be willing to handle (Backaler & 

Shankman, 2018).  For these influencers, influence co-branding might be the ideal solution for 

them. You have probably heard the car from Gucci and Fiat, the new Liège waffles from Lu 

and Côte d'Or, the delicious cookies of Milka and Oreo, the super shaver from Philips and 

Nivea, the fashionable pair of shoes from Converse and Comme les garçons, … On the road, 

on our plate, in our wardrobe or even in the shower, it is actually very common to see a product 

with two brand names on it. The various products mentioned above are in fact products 

resulting from co-branding between two brands. The term "co-branding" should be used when 

the following criteria are met (Abratt & Motlana, 2002; Baumgarth, 2004; Washburn et al., 

2000). First, the product, logo or product packaging should show the names of the involved 

brands. Then, the co-branding agreement and cooperation should be of a long-term nature. 

Finally, throwing a new product into a fresh or already existent market is the priority goal 

(Besharat, 2010).  

 

 
1 EnjoyPhœnix: 25-year-old French youtuber specialized in fashion, beauty and lifestyle 
2 Squeezie: a 24-year-old French Youtuber named Lucas Hauchard 
3 Chiara Ferragni: a 33-year-old Italian blogger 
4 Caroline Receveur: 33-year-old French woman, originally a reality TV personality, who afterwards became an 
influencer 
5 Pewdipie: a 31-year-old Swedish Youtuber named Felix Kjellberg  
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However, brands are not the only ones to join forces to develop a product. As a direct 

consequence of the growth of influence marketing, a new variant of co-branding has emerged. 

This variant is called influence co-branding and consists of a brand actually associating with 

an influencer who can be a youtuber, an Instagramer or a blogger to co-create a product 

(Cosson, 2019).  

 

Aware that influence co-branding is a growing trend, we would like to focus on how Generation 

Y and Y perceive this marketing practice. In this way, the subject of this thesis is: “Co-

branding with Instagram influencers: Perception of Generation Y and Z”. As Generation Y 

and Z are the two generations most firmly rooted in the digital age, we would like to focus on 

these two generations in order to get their impression of this recent practice.   

 

With this in mind, a literature review is carried out in order to develop hypotheses. These 

hypotheses are first be verified by a qualitative analysis through interviews and then by a 

quantitative analysis through an online questionnaire. We finally draw conclusions and speak 

possible discussions and recommendations for future research.  
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PART I: LITTERATURE REVIEW 
 

 
In the first part, a specific chapter is dedicated to the influencer himself. In this chapter, the 

evolution of influence marketing as well as different sections on the influencer itself will be 

detailed. After that, a second chapter explains the concept of co-branding in detail and finally 

discusses the central theme of our issue, influence co-branding. 
 

Chapter I: The influencer 
 

1. Using influence, a new concept? 
 

1.1 The Evolution of Influencer Marketing 
 
Brian Solis defines the term influence as "the ability to cause measurable effects or to change 

perceptions or behaviours” (Solis, 2018).  

However, digital influence is rather defined as “the ability to cause effect, change behaviour, 

and drive measurable outcomes online” (Solis, 2012). 

The degree of influence is measured on the basis of three factors: reach, resonance, relevance 

(Traackr, 2017). Reach can be defined as the scope of the audience with which the influencer 

communicates (Gräve, 2019). Resonance is actually the engagement of the influencer's 

community measured by the number of likes, shares, views, comments, etc while relevance 

measures the consistency of the influencer’s content with the brand (Traackr, 2017). 

Before beginning the analysis of what is known as "Influencer", it is interesting to realize that 

the presence of eminent and influential figures in the business or social world has already 

existed for quite a long time. Indeed, the phenomenon of taking advantage of influential people 

to encourage a product purchase has been used for centuries. During the 18th century, Josiah 

Wedgwood, a British potter, amazed the Queen of Great Britain, Charlotte of Mecklenburg-

Strelitz. He created a new kind of earthenware which he named “Queenware” to honour Her 

Majesty. The royal endorsement helped Mr. Josiah Wedgwood to rapidly attract many 

customers. This was the first documented endorsement (Schaffer, 2020).  

Then came a new era where fictional characters were leveraged as influencers. Many brands 

started creating their own character to play the role of advocates or influencers (Kim, 2020). 

The most famous example is from Coca-Cola company. To increase beverage sales after the 
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Great Depression, Coca-Cola created the Santa Claus character to spread joy and cheer during 

this sad period. This is how Coca-Cola benefited from influencer marketing activities by 

utilizing the Santa Claus figure (Hacioglu, 2019).  

After this era, it was all about celebrities. The principle is in fact to use a star to show a product 

on them in order to promote it. This is called “celebrity endorsement”. This time the influencers 

are real people, very popular and have real aspirations. As a matter of fact, fans will be 

influenced to buy the product promoted by the celebrities.  

However, although it was very effective, celebrity endorsement was becoming less and less 

efficient as consumers did not identify with the lives of celebrities. It was at this time that 

reality TV shows emerged. The aim of these shows was to bring a more authentic aspect and 

make these stars more trustworthy than “traditional” stars.  

Finally, this phase brought us to the era in which we are currently in, namely the influencer 

marketing with social media influencers. This type of influencers are people like everybody 

else and this is the reason why we identify ourselves a lot with them. They basically started 

creating content out of passion or fun and were very present with their audience. Brands 

realized that this type of influencers were a good lever to take profit of it and started to make 

partnerships by sending them products in order to promote it with their audience (Kim, 2020). 

This is how influence marketing came into being. 

As a conclusion, influence marketing is therefore nothing brand-new. Actually, the only thing 

that changed is the rise and joining of social media and this is how digital influencers came 

into being (Hrnčárová 2017).  
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2. The Influencer Marketing 
 

Although it used to be quality and physical attributes that mattered to the consumer, this is no 

longer the case. Indeed, the consumer-brand relationship evolved a lot over the last few years. 

More and more, consumers are looking for an emotional relationship with the brand (Aaker, 

1999; Sirgy, 1982; Sprott et al., 2006). In this way, brands try as best they can to think beyond 

technical specifications, performance or product quality to bring more meaning to their 

relationship with the consumer (Ambroise, Pantin-Sohier, Valette-Florence & Albert, 2014).  

 

This is part of the reason why small local businesses are once again a success. Indeed, people 

are looking for an intimate and close relationship with brands (Samama, 2003). In order to 

build an emotional relationship with the consumer, using a brand ambassador can be very 

useful. Indeed, through ambassadors, consumers perceive certain personality traits, a specific 

image, a physical appearance to the brand (Stone et al., 2003) and marketers understood it very 

well. The transfer of the ambassador's personality to the brand plays a big role as a criterion 

for a good choice of ambassador (Ambroise, Pantin-Sohier, Valette-Florence & Albert, 2014). 

According to Aaker (1997), as consumers humanize the brand, it would therefore be beneficial 

to approach brand customer relations using the concept of personality. Personality would make 

it easier to build a relationship between them. Actually, the ambassador is the emblem of 

specific associations directly related to the brand or the product consumed. By consuming these 

products, the consumer will be able to appropriate these values (Ambroise, Pantin-Sohier, 

Valette-Florence & Albert, 2014). This approach can be illustrated by the following figure (de 

Chernatony, 2001).  

 
Figure 1: Brand Pyramid (Ambroise, Pantin-Sohier, Valette-Florence & Albert, 2014) 
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Since consumers associate the ambassador's personality with the brand, it is really important 

to make the right choice of influencer.  

 

There are many different ways in which influence marketing can appear. It can take the form 

of videos, stories, or as a post on the influencer's social network (Vodák., Novysedlák, 

Čakanová, & Pekár, 2019). Influence marketing can be very useful for advertising campaigns, 

events, trips or even conferences (Biaudet, 2017). 

 

For marketers, SMI’s (Social Media Influencers) are a more effective tool than traditional tools 

(Booth and Matic, 2011; Colliander and Dahlén, 2011; De Veirman et al., 2017). Indeed, it 

turns out that consumers actually believe more these opinion leaders than brands and that their 

recommendations for a product or for a brand would have positive effects on individuals as it 

generally encourages purchase, increases interest in the product, and increases purchase 

intention (Jézéquel, 2017). 

 

By establishing themselves a community, SMI’s become famous and succeeded in acquiring a 

certain notoriety. The advantage is that the influencer has already built an audience based on 

trust (Traackr, 2017). As a result, marketers see them as levers to influence purchasing 

decisions (Colliander and Dahlén, 2011; De Veirman et al., 2017). Moreover, several studies 

on the subject have proven the effectiveness of an endorser on brand image (Walker et al., 

1992).  In this way, marketers are extremely attracted to influencers in order to take advantage 

of them. The benefits for companies are to increase their visibility and sales through the 

promotion of SMI (Vodák., Novysedlák, Čakanová, & Pekár, 2019). This practice is called 

influence marketing (Hearn & Schoenhoff, 2016; De Veirman, Cauberghe, & Hudders, 2017) 

and it allows to communicate directly with the influencer’s audience. This is what makes them 

so effective and powerful (Patel, 2020). 

Influence marketing can be defined as the fact that a company pays an influencer to achieve 

specific goals (Ikonen et al, 2017).  
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3. From content consumer to content producer 
 

3.1 What is a SMI? 
 

Authors define the Social Media Influencers (SMI) in several ways. According to Singh, 

Lehnert, and Bostick (2012), an influencer is defined as a person who has the power to 

influence someone to make a purchase using various platforms. Other sources claim that an 

influencer is someone who has a large fan base and can lead it to act in a certain way (Nanji, 

2017).  

 

The search for ever better content for the web 2.0 (Bruns, 2006) has given many opportunities 

to internet users for creating and sharing their personal content. Duffy talks about SMI content 

as content produced with their own time and money in the hope of one day potentially making 

a breakthrough. There are only a few people among many who manage to achieve success and 

remuneration (Duffy, 2015).  

 

The influencers' content includes sharing their passion, interests and expressing their opinions 

on particular products (Kaplan and Haelein, 2010). By expressing their opinion on the 

effectiveness of a product and giving advice on the use of products, influencers represent the 

new opinion leader on social networks (Freberg et al., 2011).  

However, care must be taken when the term influencer is used. Indeed, the terms influencer 

and advocate are often confused when they should not be. An advocate is someone who 

voluntarily advice a product or a brand to those close to him/her while an influencer is asked 

to do so for a brand (Brown and Fiorella, 2013). In addition, the influencer is very careful not 

to have celebrity status and place too much distance, typical feature of traditional celebrities. 

SMI emphasize their “ordinariness” by mixing more professional content with more 

spontaneous content displaying their everyday life. This balance and sharing of little-worked 

content make it possible to give an image of being spontaneous to the followers while it is the 

opposite (Abidin, 2017). 

 

Among the content they post, it sometimes contains paid posts in which they are asked to say 

brand messages in exchange for remuneration (Hearn & Schoenhoff, 2016; Lu, Chang & 

Chang, 2014). This practice is therefore referred to as influence marketing. Sponsored content 

appears in the same form as the content usually posted by the influencer (Boerman et al., 2012; 
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Tutaj and van Reijmersdal, 2012). For this reason, many argue that it is a form of native 

marketing (Faber et al., 2004; Wojdynski, 2016). Indeed, this is the subtlety of native 

marketing: there is no real distinction and breakdown between regular and sponsored content 

(Chia, 2012). This means that the person seeing the content may not then realize the 

commercial intention behind the post (Boerman and van Reijmersdal, 2016).  

 

The goal of social media influencers is to establish a two-way relationship with their audience 

(Abidin, 2015) that allows them to maintain and grow their audience. In order to achieve this 

goal, they actually create a close relationship with their community and are very active (Ashton 

and Patel, 2018). Thanks to their honesty, SMI’s manage to acquire an enormous cultural 

capital and, subsequently, they manage to build up a large audience, which results in a solid 

reputation in a particular field (Origgi, 2017). 

 

 

3.2 Types of Influencers 

 
In this paper we will discover different types of influencers but for the purpose of this paper 

we will only consider digital influencers. The difference lies in the fact that in contrast to 

celebrities who have become influencers afterwards, an influencer is a personal brand that has 

been built on the basis of their work, i.e., the content creation. This particularity implies that 

their followers feel that they have a say and therefore implies that the influencer cannot deny a 

drop in attention (ESCP, 2020). 

 
 

3.2.1 By follower number 
 

Influencers can be classified according to an unofficial but widespread ranking based on their 

number of followers. At the bottom of this classification are the so-called nano-influencers. 

They have a community ranging from 1,000 to 10,000 influencers (Campbell and Farrell, 

2020). The latter are generally very inexpensive and are suitable for relatively small businesses 

with very limited marketing budgets. They do not make a living from influence. A quick 

example for this category of influencer would be Larissa Poumay. She currently has more than 

5,600 followers on Instagram (see Appendix 1). 
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The next category of influencers are micro-influencers. This type of influence can have 

between 10,000 to 50,000 followers. They generally have a strong commitment rate and usually 

specialize in a niche. To their followers, they appear to be authentic, reliable and relevant. An 

example of a micro influencer is TheWildGirl who has more than 27,900 followers on 

Instagram (see Appendix 2). 

 

Then comes the mid-tier influencers commonly called the mid-tier influencers. These hold a 

community of between 50,000 and 500,000 followers. It is usually easy to get their attention 

in general and they work with multiple brands at the same time (Engaio Digital, 2020). As an 

example of a mid-tier influencer, we can mention Carla Ginola who has more than 361,000 

Instagram followers (see Appendix 3). 

 

The penultimate category of influencers, but not least, are the macro influencers. The amount 

of their followers is between 500,000 to 1 million. Many brands are asking for this type of 

influencers. This type of influencer can generally make a living from content creation. An 

example of a macro-influencer is Laure Gonnet, a blogger also known as “Style_tonic” with 

more than 691,000 followers on Instagram (see Appendix 4).  

 

Finally, when an influencer owns more than 1 million followers, they are referred as all-star 

influencers or celebrity influencers. This type of influencers includes superstars such as 

athletes, singers or actors but also online social media influencers who worked very hard to 

reach this notoriety (Backaler & Shankman, 2018). These are perfect for companies with a 

huge marketing budget and who want a viral effect for their campaign (Mediakix, 2020). A 

typical example of such influencers is Léna Mahfouf also known as “Léna Situations” or Chiara 

Ferragni. They have more than 2.7 million followers and 22.2 million followers respectively 

(see Appendix 5 and Appendix 6). 
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Figure 2: Instagram Influencer Tiers (Mediatix, 2020) 

 

3.2.2 By type of content and social presence 
 
 
A study was carried out by Jana Gross and Florian von Wangenheim and resulted in a 

distinction of 4 types of influencers. A first type of influencers of this classification are the 

snoopers. This first type of influencers is those who share their content out for passion or for 

fun. They are relatively close to their community and are present fairly regularly via comments 

or private messages. Very often, they show very private aspects of their lives such as their 

mood, their thoughts, what they do today, … 

 

Another category of influencers are the informers. Unlike Snoopers where their main 

motivation is fun, informers aim to provide information. Here, their audience is looking for 

help and advice on specific topics and they interact with them actively. Their answers to 

comments are often information or advice on issues related to their field. They appreciate 

feedback from their followers regarding the quality of their content and wish to constantly 

improve. 

 

A third category of influencers are entertainers. These are generally creative and offer their 

followers a good time by giving them fun, joy and relaxation. They are usually assisted by a 

team of managers behind them for their content creation (e.g., helping them with video editing, 

managing their social network). However, they have much less frequent interaction with their 
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audience. The most common way to keep in touch with them and answer their questions are 

FAQ videos and live videos. 

 

The last category of this classification is the infotainers. These are in fact a mix between 

informers and entertainers. They will actually share content for fun but also in the background, 

they will inform their audience about a specific area. The balance between sharing fun and 

information simply depends on the influencer in question (Gross & von Wangenheim, 2018).

  

 

 
 

Figure 3 Typology (Gross & von Wangenheim, 2018) 

 
3.3 Characteristics of an influencer 

 
Key characteristics are very helpful to spot a good influencer and authenticity is the first 

criterion at the top of this list. The term authenticity means “something real, original, sincere 

and not fake”. (Gilmore & Pine, 2007). Authenticity has never been as important as it is today. 

As we mentioned earlier, people have completely changed the way they consume since the 

COVID-19 pandemic and its two confinements (Hivency, 2020). Being authentic has been 

recognized by marketers as a very important criteria for a successful influencer and creating a 

relationship of trust is therefore essential (Audrezet et al., 2020).  

Authenticity is a factor that allows several things. Firstly, it allows a better receptivity of the 

message (Labrecque, Markos, & Milne, 2011). Secondly, consumers would be more inclined 

to buy the product when it seems authentic to them (Napoli, Dickinson, Beverland & Farrelly, 

2014). Finally, it would also improve the quality that the consumer perceives of the product 

(Moulard, Raggio & Folse, 2016).  
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One of the biggest problems that influencers face is to be able to maintain this authentic 

relationship when working with a brand and above all not to be perceived as a “sellout” 

(Backaler & Shankman, 2018). This problem becomes even more complicated when they 

become more and more famous. Indeed, an influencer is first a new opinion leader who 

primarily acquires a small community of 0 - 10,000 followers, the so-called nano-influencers 

(Campbell and Farrell, 2020). By gaining followers and therefore a real power of influence, 

they risk seeing their authenticity affected. Emily Weiss, creator of the Glossier brand, stresses 

that it is very important to be true to the community. It is very common for influencers to 

promote products they do not believe in. She also explains that it is very important to promote 

products that stay in their field so as not to damage their credibility. She explains that it often 

happens that influencers make products that are totally outside their field (Backaler & 

Shankman, 2018).  

 

Being authentic without being coherent doesn't make sense. Indeed, another very important 

criterion in being an influencer is to be consistent (Backaler & Shankman, 2018). This feature 

has two flip sides. On the one hand, it means that the content produced by the influencer must 

match as close as possible the interests of his/her community. On the other hand, the 

influencer's community must first fit with the brand's potential customers but also the brand 

must be willing to be potentially associated with the subjects and interests with which the 

influencer is involved (Traackr, 2017). 

 

In addition to this, several studies attempting to explain the relationship between the consumer 

and the brand show, among other things, that the credibility of the influencer plays an important 

role in the influence he/she will have (Ambroise, Pantin-Sohier, Valette-Florence & Albert, 

2014). The credibility of the influencer is a combination of two components: expertise and 

trust. Expertise can be defined as "the validity of the messages delivered by the spokesperson" 

and trust as "the degree of acceptance of the delivery of the message by the spokesperson" 

(Ambroise, Pantin-Sohier, Valette-Florence & Albert, p8, 2014). Research shows that purchase 

intention increases when the consumer believes in the content conveyed by the influencer 

(Sertoglu et al., 2014).  

 

We have understood that authenticity and relevance is therefore an important quality for 

influencers, and even more since the two confinements of 2020. In addition to that, an 

additional very important criterion is the coherence between the influencer and the brand 
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(Backaler & Shankman, 2018). This notion is more commonly known as “congruency” 

(Ambroise, Pantin-Sohier, Valette-Florence & Albert, 2014). The term congruence refers to 

“the fact that two (or more) entities fit well together” (Fleck & Maille, 2011). It comes from 

natural or learned judgement (Fleck & Maille, 2011). According to Taryn Southern6, the 

influencer in itself constitutes a brand, a personal brand. Therefore, when an influencer works 

with a brand, it is in fact two brands collaborating with different values and manners of 

communicating with their respective audiences (Backaler & Shankman, 2018). According to 

Mark Fidelman, a brand fit with the influencer is the key. Otherwise, consumers would perceive 

that the sole purpose is to make money (Backaler & Shankman, 2018). 

 

Furthermore, reach and resonance are two very important factors as well, especially for brands. 

Reach represents the size of the influencer’s community and traffic while resonance is the 

engagement they get from internet users, i.e. the total of likes, views, shares,… (Backaler & 

Shankman, 2018). 

 

Lately, in order to continue to grow their community, an influencer should specialise in a 

particular area so that their followers identify themselves as much as possible with the content 

they publish. By doing so, they build up their expertise and credibility (ESCP, 2020). 

  

 
6 « A YouTube Category Influencer » (Backaler & Shankman, 2018).   
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4 Influencer’s Content 
 
 
An influencer might publish different forms of content. Influencers either publish a post 

spontaneously, in other words, no remuneration will be paid for it, or a paid post, meaning that 

a brand will pay the influencer to promote a product. If this is the case, they are now obliged 

to mention it in one way or another, but it must be clear and visible. Although content from 

influencers is among the only forms of communication that are perceived as authentic and 

genuine (Scott,2015), working with brands can play on the authenticity perceived by the 

audience. Some influencers will accept business opportunities for the wrong reasons and will 

collaborate with the brand for a product that they would not have accepted in the first place 

(Audrezet et al., 2020). In order to be transparent with consumers, a law has been elected 

around the world to make disclosure mandatory in the case of collaboration. In Belgium, both 

conditions must be met to be obliged to mention #ad or #sponsored.  Firstly, the influencer 

must have received remuneration for promoting the product. Secondly, he/she is not free to say 

what he/she really wants, in other words, he/she is given a script (Conseil de la Publicité, 2018).  

 

Among the different forms of remunerated content, several possibilities are open to the 

influencer. One of these is product placement. Product placement originated long before 

influence marketing. Indeed, the first product placements were created via TV, radio, posters, 

etc... Nevertheless, influence marketing is a major portion of this practice. Research has shown 

that product placement has several impacts. Firstly, it may stimulate purchase intentions 

(Gould, Gupta, & Grabner-Kräuter). In addition, it would improve brand image. Finally, it 

would also improve brand recall (Babin & Carder, 1996; d’Astous & Chartier, 2000; Law & 

Braun, 2000). Product placement is very persuasive because it shows the consumer the product 

used in an entertaining and everyday way (Russell & Stern, 2006). The reason why this practice 

is so effective is because the influencer has a close relationship with his/her audience. As a 

result, the follower sometimes has the impression that he has befriended the influencer 

(Hartmann & Goldhoorn, 2011) and therefore listens to him/her as a friend and adheres to the 

promoted products, which often leads to a purchase. 
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5 Social medias: the influencer’s platforms 

Since the COVID-19 pandemic, it has been shown that the two 2020 confinements have led to 

a much greater use of social media.  

To date, social networks are much more than a means of communication. They have now 

become income generators (Wang and Zhang, 2012; Barnes, 2014). The spread of social 

networks has allowed much easier access to celebrity status for people sharing their content on 

social networks, the SMI. It has been shown that almost half of consumers buy a product after 

seeing it on social networks. A reason why this is happening is that before buying a product, 

the consumer will indeed check and try to find an opinion on the product in question. As a 

matter of fact, it is clear that consumers trust others more than brands (Berthon, Pitt, Plangger, 

& Shapiro, 2012; Pitt, Berthon, Watson, & Zinkhan, 2002). From a business point of view, SM 

are extremely beneficial to companies. By communicating their opinion on the product they 

bought to other consumers, the consumer actually gives the company a huge opportunity to 

gain real insights and then retain and decide with their team what they need to improve on 

(Evans, Bratton, & McKee, 2010; Hookway, 2008). 

Social networks have in fact become tools for marketers to connect with consumers (Quinton, 

2013).  Since the advent of a much more engaged marketing (Mangold & Faulds, 2009; Muñiz 

& Schau, 2007) with these SMI’s, conventional marketing is working far less well (Damanpour 

and Gopalakrishnan, 2001).  

Many SMI are working on several platforms at the same time and juggling between them 

(O’Meara, 2019). In fact, there is a wide choice in terms of social networks: YouTube, 

Instagram, Pinterest, Twitter, Facebook, Blogs, LinkedIn, Snapchat, TikTok, Twitch, Reddit, 

to name just a few.  However, people often refer to influencers by the type of platforms on 

which they are most active. As an illustration, this means that influencers whose content is 

overwhelmingly found on YouTube are generally referred to as "YouTubers". In the same way, 

those who have a blog are called the “bloggers”. There is no rule: influential people use social 

media to deliver their content in the way that suits them best. Obviously, not everyone is ready 

to show up on camera and conversely, not everyone is a good long-time writer (Backaler & 

Shankman, 2018).  
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Among the main leaders in social media, Facebook, Instagram and YouTube occupy the top 

three places (Kallas, 2020). For the purpose of this paper, we will solely focus on the digital 

influencers that are most present on Instagram, better known as "Instagramers".  

Instagram is the number one platform for influencers. Indeed, according to a study carried out 

by CreatorIQ on 6,000 influencer campaigns, 93% of all of these campaigns used Instagram. 

This is approximately twice as much as the use of Facebook and YouTube (Williams, 2018; 

O’Meara, 2019). Instagram is proving to be effective as it achieves twice the engagement rate 

of other platforms (Aslam, 2018). As mentioned just above, consumers tend to be interested in 

reading other consumers' reviews of the product they wish to purchase, and this is a 

phenomenon that is especially common on Instagram. Users use Instagram as a referral tool 

before making a purchase (Rebelo, 2017). 

Since last October, the platform has passed the 10-year milestone (Oxford, 2020). Instagram 

was founded in 2010 by Kevin Systrom and Mike Krieger (Instagram, 2011) and was the only 

image platform to date. What appealed most to users was the special feature of Instagram that 

enables them to apply a filter to their photos (Lee et al., 2015). Since 2018, the platform has 

reached more than one billion users (see Appendix 7) (Statista, 2020). This is a real victory. 

The users are composed almost equally of women and men since there are exactly 51% women 

and 49% men among the users (see Appendix 8) (Statista, 2020) and the main users of this 

platform are aged 25-34, followed by people aged 18-24 (see Appendix 9) (Statista, 2020).  
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Chapter 2: Co-branding 
 
 
As our paper is studying the perception of Generation Z regarding the co-branding, in this 

second chapter, we will try to bring a definition to the concept of co-creation. Then, we will 

detail important factors for a successful co-branding. Finally, a final section of this chapter will 

explain in detail what influence co-branding is and the reasons why it can be a good lever for 

some influencers. 

 

1. Introduction 

 
1.1 Concept and objectives 

Although the main occupation of consumers was for a long time the quality of the products 

sold by the brands, today this is very different. As we mentioned above, nowadays the 

consumer is looking for a close and intimate link with the brand (Aaker, 1999; Sirgy, 1982; 

Sprott et al., 2006). Indeed, consumers are increasingly looking for more emotional 

connections when it comes to making a purchase. This is leading brands to find new ways to 

connect and celebrity endorsement is one of them.  Celebrities, politicians, athletes, even a 

country represents a personal brand in their own right. Therefore, their personal brand 

constitutes a form of co-branding when they associate with a brand (Ambroise, Pantin-Sohier, 

Valette-Florence & Albert, 2014). 

It is quite common to hear that brands ally together on a promotional level or even in the co-

development of a product (Macchiette & Roy, 1992). Because there is no internationally 

accepted definition of co-branding yet, a variety of terms can be used to describe this practice 

including the following: brand alliances (Park et al., 1996), ingredient branding (Leuthesser et 

al., 2003), multi-branding (DiPietro, 2005), joint or even dual branding (Levin & Levin, 2000).  

 

Researchers who have studied the subject extensively suggest that the term "co-branding" 

should be used when the following criteria are met (Abratt & Motlana, 2002; Baumgarth, 2004; 

Washburn et al., 2000). First, the product, logo or product packaging should show the names 

of the involved brands. Then, the co-branding agreement and cooperation should be of a long-

term nature. Finally, throwing a new product into a fresh or already existent market is the 

priority goal (Besharat, 2010).  
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According to Blackett and Russel (1999), co-branding must nevertheless be based on a series 

of objectives. These objectives include increasing brand awareness, highlighting one of the 

main components of the product, or sharing skills for the development of new products (Michel 

& Cegarra, 2001).  

 

These alliances are beneficial for companies on several levels. Firstly, it allows synergies to be 

achieved. Secondly, it also enables new competitive advantages to be gained as well. Thirdly, 

co-branding would also contribute to changing and evolving the positioning of a product 

(Michel & Cegarra, 2001). And finally, this alliance would also bring in new target consumers 

(Boudali Methamem & Zghal, 2007). 

Such alliances, however, are not only beneficial and can involve real risks. As an example, an 

association with a brand perceived as inferior in quality can have a very negative effect on the 

partner's brand image (Boudali Methamem & Zghal, 2007).  Therefore, in the next sub-point, 

the different factors that ensure the success of a co-branding strategy will be explored. 

 

1.2 Factors for successful co-branding 
 

According to a survey conducted by Boudali Methamem & Zghal (2007), the first element that 

ensures a favourable alliance between two brands is cohesion, both from a physical point of 

view and in terms of brand image. This factor is more commonly referred to as "spokesperson-

brand congruency" (Kamins, 1990). Congruence is an important factor in the way that it allows 

to find a company that fits with the partner. For an alliance to be perceived as coherent from 

the consumer's point of view, the consumer must perceive the alliance or association of two 

product categories as logical (Aaker & Keller, 1990). Congruency provokes a favourable or 

unfavourable attitude towards the co-created product and therefore leads or not to a purchase 

of this product. 

Furthermore, it has been proven by various studies that the more coherent the alliance was 

considered to be, the more positive the returns from the strategy were. Coherence is therefore 

an important factor since it will play an important role in the evaluation of the co-created 

product (Boudali Methamem & Zghal, 2007). 
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Another very important factor for successful co-branding is the relevance of the co-created 

product. To be relevant to consumers, it has been shown that consumers will adopt a co-created 

product if he perceives an added value compared to competing products. A co-created product 

may have improvements in terms of physical attributes as well as being completely new to the 

market. These new attributes therefore bring a better satisfaction of the consumer's needs and 

a positive perception of both brands.  

 

In addition to that, it is important to emphasise that the marketing mix strategy can also have 

effects on the evaluation of the co-created product (Randall, Ulrich & Reibstein, 1999). It was 

retained that price and promotion are the components that have the most impact on the 

evaluation of the co-created product. As a reminder, marketing mix has 4 different components: 

the product, the price, the place, the promotion. 

Price is an element that influences the perceived quality of the product, especially of co-created 

products. In fact, a study has shown that price has a positive influence on the perceived quality 

(Simon & Sullivan, 1993). In this way, when the price is higher, a product is seen to be of better 

quality. We can therefore state that, since price has an effect on perceived quality, it then also 

has an impact on the perceptions that the consumer has about both brands. Moreover, it was 

also noted that a discount on the co-branded product will result in reduced perceived quality. 

The consumer will in fact relate their purchase to the discount and not to the qualities of the 

brand (Jedidi, Mela & Gupta, 1999).  

In terms of promotion, advertising plays an equally significant role. Indeed, it has been shown 

that advertisements have a favourable effect on the evaluation of the co-branded product. 

Therefore, the promotion has a positive effect on the brand images of the two participating 

brands. 

 

 

2. New approach: Co-branding with influencers 
 

2.1 From content creator to brand creator 

 

Due to the still uncertain future of their profession, it is increasingly common nowadays to hear 

influencers creating their own brand. (Drouin, 2019). From content creator, they become brand 

creator (Backaler & Shankman, 2018).  
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The objectives behind this brand creation can be numerous. In the first place, there is the search 

for independence. Indeed, the creation of their brand allows them to establish financial stability 

and therefore independence for other projects. This independence then allows them to be 

pickier in selecting their partnerships and can therefore choose those they really appreciate 

(Madi, 2020). 

Another objective behind this project is to create stronger links with the community. The 

influencer, being a great advisor to his/her community, must provide a quality brand and this 

quality is translated through storytelling that brings the brand to life (Madi, 2020).  

 

The greatest example to illustrate the creation of a brand by an influencer is the case of Chiara 

Ferragni. Chiarra Ferragni is a world-famous Italian blogger and today has almost 23M 

followers on Instagram. In 2009, she decided to launch her blog "The blond salad" and over 

the years she has become internationally popular. 

In 2015, she decided to create her brand which she named "Chiara Ferragni Collection" which 

is an incredible success. A photo of the blogger Chiarra Ferragni wearing a jumper from her 

collection is shown below. 

 

 
Figure 4: Chiara Ferragni (Chiara Ferragni Collection, 2020) 

 
But creating a brand demands hard work because the influencer's audience will be 

uncompromising (Madi, 2020). Many influencers may not want to start their own business. 

Indeed, developing a clothing or makeup line is a full-time job and requires a lot of hard work 
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that they are not willing to do. They may just prefer to continue to exercise and share their 

passion and produce content for their followers. For this category of influencers who do not 

aspire to develop their own company, there are two possible open solutions for them (Backaler 

& Shankman, 2018). A first option is to be accompanied by a company specializing in brand 

creation for influencers. In this situation, the influencer then becomes responsible for product 

design while the companies are in charge for 3 aspects: production, storage and distribution 

(Madi, 2020).  

Another option for them is to collaborate with a brand to create a product via a capsule 

collection, which is actually known as “influence co-branding”. Influence co-branding is the 

subject at the heart of our thesis and will be studied in the next sub-point. 

 

 

2.2 Influence Co-branding 
 

Due to the rapid evolution of influence marketing, a variant of co-branding has come into being 

which is called influence co-branding (Cosson, 2019).  

The benefits obtained from this co-creation are for both parties: for the brand as well as for the 

influencer. Through co-creation, the influencer has access to creative autonomy, valuable 

advice from a well-established company, important connections in the co-creative sector 

(Silverstone, 2020). From a brand point of view, this allows to reach a new target group of 

potential customers and to increase sales (Bouillet, 2020). 

 
In the case of celebrity endorsement, the main criteria are the congruence between the brand 

and the ambassador as well as the ambassador's characteristics, such as experience (Ambroise, 

Pantin-Sohier, Valette-Florence & Albert, 2014).  

 

Among the most successful collaborations, there is notably the one of L'Oréal with Léna 

Mahfouf better known under the name of Léna Situations (Niekrasz, 2020). Léna Situations 

has launched a capsule collection of lipsticks with Maybelline New York.  

Together with the brand, she was able to create 4 different shades of lipstick. She emphasizes 

that she did not create the product, she only participated in the creative side. In fact, Maybelline 

asked her to think of 4 different packagings. On the first red lipstick, it says "You are da BO$$". 

The second pink lipstick is the colour of her sofa and says "Hotel Mahfouf". On the third, its 
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favourite, is a nude lipstick with all sorts of positive sentences. Her idea was to make a lipstick 

that gave compliments. 

The last one, in reference to Maybelline, is a burgundy lipstick with an inscription with Paris 

New York written on it. The success was such that within an hour, all stocks were sold out 

(Gens d’Internet, 2019). 

  
 

 
 

Figure 5: Lena Situations and  her sold out  lipsticks (Mahfouf, 2019) 

 

As with classic co-branding, meaning co-branding between two already well-established 

brands, this practice with influencers is not without risk. The risks are high for both the brand 

and the influencer. Indeed, the company can also have a negative impact on the celebrity, more 

precisely on its capital (Till, 1998; Seno and Lukas, 2007; White et al, 2009; Halonen-Knight 

and Hurmerinta, 2010).  
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Conclusion of the literature review 
 
 

This theoretical part was aimed to introduce the reader to the two main concepts that define 

this thesis. In the first part, we were able to see what influencers really are, which mechanism 

they use to transform messages shared into sales for brands and how they generate, through 

their use of social media, value. Influencers are a phenomenon that is quite recent and have a 

niche audience in the most recent generations. The use of technology and the appearance of 

social media allowed established brands to change some long-established habits in terms of 

marketing and transform simple product endorsement through celebrities into a more 

widespread phenomenon. Today’s marketing icons become famous through product 

endorsement, whereas fame led to product endorsement before.  

Through this first theoretical part, it also became clear that influencers have a considerable 

impact on the brand image and the purchase intention, notably through their personality, but 

also through their expertise, credibility and authenticity. 

 

The second part was a more classical and highlighted less novel marketing concepts revolving 

around co-branding but with a particular specificity: instead of considering two brands in a 

classical way as a cooperation between two intangible concepts, we considered a classical that 

cooperates with an influencer, who is a brand in essence. The concept is the same and they both 

have a value to gain through this kind of collaboration: whereas the classical brand can expect 

an increase in sales, visibility or reputation value, the influencer gains credibility for future 

campaigns, like an artist with a portfolio would, as wells as remuneration. While we have seen 

the different success criteria for a successful co-branding of two brands, those for a co-created 

product with an influencer remain unknown. 

 

Through this whole theoretical part, we have been able to see that influence marketing is only 

dedicated to the study of attitudes and buying behaviours for a single recommended product. 

Based on our literature review, we realised that co-creating between an influencer and a brand 

is still insufficiently studied. 
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PART II: ANALYSIS 
 

 
Chapter 1: Research Methodology 
 
 

1. Qualitative Analysis: Semi-directive Interviews 
 

1.1 Objectives 
 

According to Ghiglione and Matalon (1998), "conducting a survey means interrogating a 

certain number of individuals with the aim of generalizing". 

 

In order to have real insights on the subject, we chose to carry out a qualitative study. The exact 

method adopted is “semi-directive interviews” also called “partially structured interviews”. 

These consist of a series of questions that the interviewer has previously written in his interview 

guide. The interviewer knows exactly the topics to be addressed. The interview is flexible in 

the sense that there is a certain amount of freedom for the speakers (Malhotra, Birks & Wills, 

2012). 

 

We conducted our interviews during the containment. It was consequently impossible for us to 

meet the respondent face to face. To conduct our interviews, we had to use online 

communication tools such as Microsoft Teams, Zoom or WhatsApp. During some of the 

interviews, we encountered connection problems for some people with whom we had to stop 

our interview. 

 

1.2 Selection of our sample 
 

Our analysis focuses only on generations Y and Z, the two generations most deeply rooted in 

the digital age today. This is why we are eager to discover their perception of influence co-

branding. Generation Y, also known as “Millennials”, are people born between 1980 to 2000 

while Generation Z is born after 2000 and the present (Harber, 2011). 

Since we are analysing the perception of the Y and Z generation, the only criterion for our 

sample selection is the age of the person. Indeed, we must focus only on people born after 

1980. 
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1.3 The Interview Guide 
 

During an interview, the interviewer has a very useful tool called the interview guide. This 

guide includes all the questions the interviewer needs to ask the person and helps him/her to 

follow a thread. The guide is not to be read exactly to the letter, it is only there to help and 

accompany the interviewer in guiding the interview in a fluid manner. The order of the 

questions may vary, and additional questions may be added. The guide contains the main 

themes covered, from broad questions to get to more specific questions (Malhotra, Birks & 

Wills, 2012). 

 

The interview guide we produced (see Appendix 22 for English version and 23 for French 

version) consists first of a series of fairly general questions about the respondent's profile. After 

that, a very general section on co-branding as well as on the field of influence was added in 

order to have their opinion on these two concepts. Then follows the same scenario as we did in 

our survey via the Google form, in order to be able to see what form of collaboration the 

respondent is heading towards and for what reasons. Finally, the last part of the interview takes 

up a scenario in which three types of influencers co-create a product X with a brand Y.  The 

questions have been written as openly as possible and people express themselves freely. The 

aim with this scenario was to find out what impact the size of the influencer's community has 

and whether it plays a role in the evaluation of the co-created product and for what reasons. 

 

1.4 Presentation of interviewees  
 

Presented below is a table listing all of the people interviewed to conduct our analysis. In the 

first column, we find the surnames and first name, then their age, then the gender and finally 

in the last column the duration of the interview. 

 

Name of the 

Interviewee 

Age Gender Time of the 

interview 

Roisin, Guillaume 22 years old Male 39’37” 

Van Regemorter, 

Lindsay 

23 years old Female 25’45” 

Roisin, Thibaut 20 years old Male 26’15” 
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Wunga, Loveline-

Mariah 

23 years old Female 30’51” 

Dony, Lara 22 years old Female 20’21” 

Alexandre, Charline 23 years old Female 23’53” 

Saboundjian, Sacha 23 years old Male 18’45” 

Charlier, Sophie 23 years old Female 22’18” 

Lambert, Maureen 22 years old Female 16’38 
 

Table 1: Information about interviewees 

 

 
2. The quantitative method: online survey 

 
2.1 Objectives 

 

As a reminder, the aim of our present study is to understand how the Y and Z generation 

perceive co-branding with Instagram influencers. By carrying out a quantitative survey, we 

will be able to test hypotheses on a large scale and thus be able to draw real conclusions. 

 

2.2 The Survey by Questionnaire  
 

2.2.1 Survey Conception 
 
 
In order to collect data to test the hypotheses, a survey was carried out via Google Forms. The 

questionnaire was published on different social networks. Initially, it was published on 

Facebook. Afterwards, worried about sampling bias, I asked Barbara Schoumacher, a Belgian 

influencer with more than 50,000 followers who kindly accepted to publish the survey in one 

of her Instagram stories to get more extensive answers. Later, the survey was also posted on 

LinkedIn.  

 

The survey begins with an introduction explaining the general topic of the study and presenting 

different definitions of core terms used in the survey such as "influencer" and "co-branding". 

After that, it explains the different sections constituting the survey. The survey was made out 

of four different sections. The first three sections are almost identical since they present a co-

created product resulting from three different forms of collaboration. The first section is about 
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a product co-created by an influencer and his own brand. This section is followed by a situation 

where a product is co-created with an influencer and a little-known brand. The third section is 

dedicated to a product co-created with an influencer and a known brand.  

 

For each section, we created three fictitious posts in which a pair of shoes co-created by 

Cyprien was presented. In the first post (see Annexe 10), we presented a very simple pair of 

sneakers created by Cyprien's own brand, which we called "Cyrious". Then, in the second post 

(see Annexe 11), a similar pair of sneakers co-created with a little-known brand, Novesta, and 

Cyprien was shown. Finally, in the last case (see Annexe 12), a pair of shoes comparable to the 

previous two, co-created by a known brand, Converse and Cyprien were also displayed. 

For the purpose of our study, we decided to choose Cyprien because we consider him as neutral 

and known enough for everyone to be able to self-identify. Cyprien is 31 years old and is a 

YouTuber, blogger, actor, scriptwriter of French films and comics. He currently has 13.8 

million followers on YouTube (Cyprien, 2020).  

Regarding the choice of the co-created product to be presented in the investigation, we decided 

to choose a pair of shoes, always with the aim that everyone, men and women included, could 

identify themselves in the situation. The choice of the product category is very important since 

it will allow the respondent to really identify with the situation, which will allow us to have 

results that are all more relevant. 

 

Each section invites the participant to respond to a few questions. These questions address 

different aspects of the product, the influencer and the brand.  

 

Using the seven-component Likert scale from "low" to "high" for the first three sections, 

respondents are asked to rate from 1 to 7 the perceived quality of the product, their purchase 

intention, the consistency of the creation of the product, the expertise of the brand and the 

influencer in this field, their trust for the influencer and for the brand. 

 

The last section is intended to identify the profile of respondents. They are thus asked: 

• in which age group they belong  

• if they follow influencers on social networks 

• if so, on which social networks do they follow them 

• if they have already consumed similar products as presented in the questionnaire 
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• if so, which kind of products? (Beauty care, clothes, health, gaming…) 

• And if so, the reasons why they bought this product. 

 
2.2.2 The pre-test  

 
Before moving on to the actual quiz and distributing it to a large audience, a pre-test was 

conducted. This is a fundamental phase because it is essential to design a survey correctly. The 

pre-test consists of distributing the questionnaire to a few individuals for the purpose of testing 

it. This step consists of evaluating the clarity and precision of the terms used and the questions 

asked, the form of the questions, the order of the questions, the effectiveness of the layout, the 

elimination of any ambiguous or rejected questions, the identification of omissions, checking 

whether the questionnaire is considered too long, boring, intrusive, etc....  

We carried out this pre-test by submitting it to 10 different people with different profiles. The 

pre-test proved to be very useful. Indeed, we were able to detect some inconsistencies as well 

as a lack of precision on some points. Indeed, one interviewee commented that it would be 

good to add a description of the influencer in case the interviewee does not know him or knows 

very little about him. Another respondent also explained that some questions were not specific 

enough. We then changed the titles of the questions to make it clearer and clarified it. After 

carefully checking that there were no more problems in our questionnaire, we launched the 

official test. 

 
2.2.3 Survey Distribution 

 
The Google form questionnaire was posted online on July 31 for 5 days. It was distributed on 

the two following social networks: Facebook, Instagram and LinkedIn. 
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2.3 Hypothesis Development 

 
A hypothesis can be defined as an assumption of a relationship between two notions. It is 

through the analysis of collected data that it can be verified or refuted. To build a good 

hypothesis, it must include measurable elements, remain unproven, and be credible. To build a 

good hypothesis, it must include measurable elements, remain unproven, and be credible 

(Université Libre de Bruxelles, 2018). 

 

On the basis of our literature review and the research question posed above, five hypotheses 

have been formulated. 

 
In order to find out which of the following collaborations (co-creation between an influencer 

and a brand known/ little-known/ created by an influencer brand) has the greatest impact, we 

decided to assume for each hypothesis which one is most likely to occur on the literature review 

and basis of our personal experience. 

 
2.3.1 Hypothesis related to Perceived Quality 

 

As we have seen in our theoretical research, perceived quality has an impact on consumer 

purchase intention. Therefore, we wondered whether co-creating with a well-known brand is 

perceived as more qualitative than with another brand and thus generates more purchases. 

 

On the basis of this finding, we have formulated the following hypothesis: 

H1: A product co-created by an influencer with a known brand has a higher impact on the 

perceived quality of the co-created product compared to other forms of collaborations. 

 

2.3.2 Hypothesis related to Congruence 

 
As we observed in our theory section, an ambassador has a positive impact on the evaluation 

of products and brands if the characteristics of the product (or brand) are in line with the image 

conveyed by the celebrity. We now know that a collaboration can be seen to be made just for 

the money if it is not seen as coherent. Therefore, we wondered whether collaborating with a 

small brand is perceived as more congruent than the other two types of brands. 
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Based on this questioning, we then constructed the following hypothesis: 

H2: A product co-created by an influencer with an unknown brand has a higher impact on 

perceived congruence when compared to other forms of collaborations. 

 

 
 

2.3.3 Hypothesis related to the influencer’s expertise 

 
Since we have observed that consumers have trust influencers because of their expertise in their 

field, we would like to know if this expertise could have an effect on the intention to purchase 

a co-branded product.  

 

Based on this finding, we have written the following hypothesis: 

H3: The influencer’s expertise positively influences the purchase intention of the co-created 

product. 

 

2.3.4 Hypothesis related to Purchase Intention 

 
Through to our literature review, we now know that influencers have an impact on purchase 

intention. Indeed, we have seen that influencers are perceived by their community as credible 

sources in whom consumers trust them. As mentioned in the literature review, their 

recommendations and opinions will therefore have an influence on their purchasing behaviour. 

On this basis, we then thought that an influencer co-create a product with his/her own brand 

generate more purchase intention.  

 

On this assumption, we then formulated the following hypothesis: 

 

H4: Purchase intention is higher when the product is created by the influencer on his/her own 

when compared to a co-branded product. 

 
 

2.3.5 Hypothesis related to the Community Size 

 
As previously mentioned, each influencer has different effects depending on the category 

he/she is in (mega, macro, micro, nano-influencer). In particular, we have been able to see that 
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engagement depends strongly on the type of influencer chosen. We would like to know if the 

size of the influencer's community has an effect on the expertise of the influencer perceived by 

consumers. 

 

We then formulated the following hypothesis: 

 

H5: The size of the influencer community has a negative effect on the perceived expertise of 

the co-created product. 
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Chapter 2: Analysis of semi-directive interviews 
 

 

During the interview, we took notes on the essential points raised by our interviewer. Note-

taking during the interview is essential for observation since notetaking during the transcription 

of the audio and during the interview is very different. We also asked all of our interviewees 

for permission to record the total length of our interviews, which they all agreed to. During 

these note-taking sessions, it was very useful to notice recurrences, logical links and 

inconsistencies among the different participants which are analysed in the next section. 

 

1. Analysis Matrix 
 

Having conducted our interviews, it is now time to process our respondents' responses. Since 

we want to keep the qualitative character of our interviews, we are not going to go through 

computerized or statistical processing. Our goal is to create a typology through sorting and 

classifying the collected information in a matrix.  

To do this, we had to discern the themes raised by our participants during the interview. These 

themes will be, among others, those mentioned in the interview guide, but others will be new 

themes that we have never mentioned before. Hence the interest of a qualitative study that will 

allow us to have very complete insights. In this matrix, the names of the participants are listed 

in columns, and the main themes addressed by the participants are listed in rows. 
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Interviewee 

 

Roisin, Guillaume Saboundjian, Sacha Van Regemorter, Lindsay Roisin, Thibaut Wunga, Loveline-Mariah 

Benefits of SM - only used to keep up to 
date with the news 
- handy for talking to 
friends 

- Content: important 
- Good but also bad.  

- positive: keep in touch in today's 
context, good for advertisements 
 

- For news, contact, 
entertainment 

- Only for her business 
- good: for contact  
- work tool 

Disadvantages of SM  - can be bad - addictive - very toxic - toxic 

Perception of SMI - Do not have the merit 
they should have. 
- = money and 
marketing machines 
- could be anybody 
- influence through their 
community 
- Some posts: appear to 
be made for purely 
financial purposes 
(stupid)  
- not authentic: always 
show the bright side 

- show things that are too 
perfect. 

- the ones she doesn't like are not 
honest 
- the ones she likes you feel like you 
have a friend who tells you a lot of 
things 

- normal people: earn money 
- not really smart and 
interesting but people like 
them 

- Fake, only goal is to make 
through community 
- when too famous: forget 
where they come from 
(values…) 

Disadvantages of SMI  - can be harmful  
- fake (dropshipping…) 
- can be hateful 
- sometimes look very fake 
 

   

Benefits of Co-branding - goal: be stronger than 
if you were alone 
- happy customer: two 
brands he likes work 
together 

- a way to create new, 
sometimes original products 
- takes the positive aspects 
of both brands. 
- Creative message 

- allows them to broaden their 
horizons for those who are not 
specialized and to move out of their 
range. 

- create the ideal object 
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Disadvantages of Co-

branding 

- a way to sell and make 
money 
- try to not buy it 

  - Bought unintentionally 
(especially food) 

- Goal for both: money 
(if bought: unintentionally) 
 

Criteria for co-branding      

Perception of Influence 

Co-branding 

- a way to sell (again) 
- easy for both (brands 
and influencer) 
- will work thanks to 
their notoriety 

- very good for the brand 
and for its image 
 

- nice if congruency otherwise, it 
doesn't make sense 
 

- Not a problem 
- brand: only for money. 
- choice of influencer: 
important 

- Negative: for money.  
- just for interest: inf. is paid 
for it and brand gets new 
customers: hypocrite. 
 

Criterion to buy a co-

created product 

- hard work behind and 
quality must be first. 
- if it is for the money, = 
bad. 
- Personality of the inf.: 
Consumers will already 
have an impression of 
good or bad work 
through their personality 
(ex: Cyprien; seems to 
be involved and 
dedicated to quality 
projects.) 

- no matter the size of the 
brand as long as it is well 
done (quality) and 
involvement 
- if just a product with the 
name of the inf.: not 
interesting.  
- Interesting if real work 
behind 

- looks at which brand she prefers 
(she doesn't care what's behind it) 

 - only if she needs it (will 
not buy it for the SMI) 
- would not buy it even if 
she likes the SMI and brand 
bc purpose = always money 
- choice of the SMI: 
reputation and field (must be 
coherent) 

Perception of a brand 

created by an influencer 

- he wants to monetize 
himself 
- will work bc of their 
notoriety 
- they are their own pub 

 - allows the influencer to express 
himself through his product: nice 

- often for money - would be stupid to not use 
his community: you can sell 
them anything 
- for money 
- does not want to fulfil a 
need) 
 

Field of creation - could create anything. 
Nuance: if their goal = 
make money, should 
stay in their target and 
domain (Only huge fans 
will buy it) 

- Could create in all fields  
- if they do: requires 
courage à remarkable 

- has to stay in the same field 
because she doesn't know anything 
about it, so it's for the money. To be 
credible it is necessary to be 
consistent 

- could create anything (but if 
its too far = money) 

- important to stay coherent 
- if not: he will get critics, 
not credible 



 

 
 

35 

Brand Image (when co-

branding  

- Neutral (common 
practices) 
- Won’t affect the image 
(if he likes the brand, he 
will always) 
- Bad: if it’s done for 
money 
- Positive: if congruency 

- Very positive: will allow 
to develop it. 

- Brand: very smart (it is the new 
marketing) 
 

 - ambitious 
- but bad: only for money 
(hard to find an influencer 
who create a product really 
innovative, nice project) 
- negative 

Influencer (when co-

branding) 

 - Neutral (as long as it is 
well done and that he was 
able to get fully involved) 

- Positive: business opportunity 
 

- it is a dream: having a 
product 

- bad: only for money 
(same) 

Choice of influencer for 

co-branding 

- Very important. Can 
have bad consequence 

- Congruency  - Very important (congruency) - very important - very important 

Co-branding with the 

influencer’s brand 

- would buy this one: 
more rewarding to buy a 
product made from 
scratch by the 
influencer. 
- best quality 

- Goof if hard work behind. 
- To avoid at the beginning 
(crash test) 

- A mix of business opportunity and 
honesty  
- also of quality because it is his 
name on it so he has no interest to 
make mistakes/bad quality 

- not so good: not much work 
in the back except if proof 
 

- would buy this one: prefer 
to consume the brand 
directly than to consume a 
brand because influencer 
- best quality: if not, no 
customers, deception from 
followers 

Co-branding with little-

known brand 

- could be those with the 
best quality: best 
materials etc. 

- very good to bring the 
little brand to light (If good 
quality) 
- would buy this one: shows 
that the influencer is not 
there for the money 
- best quality 

- perceived as more honest 
- best quality: less production than 
big brands 

- should be better quality level 
- for the pleasure of creating 
- more professional 

-  

Co-branding with famous 

brand 

-  - If a basic product with his 
logo: not interested. 
- Bad quality  

- Perceived as business opportunity 
 

- if he knows the brand and 
likes it: nice to have the shoes 
- will probably be more 
expensive  
- would buy this one 
- best quality: it has already 
proven itself 

- 



 

 
 

36 

Criterion for buying a co-

branded product (when 3 

sizes of infl.): 

-      

Perceived Authenticity -      

Co-branding with Mega 

Influencer 

- the most expert: more 
experience and team 
- Big influencer = more 
worked content, is a 
company 
- Would absolutely not 
buy this one: “another 
big influencer who 
creates a product” 
- But would access to 
greater brands. 
 

- Would buy this one: 
more power to 
negotiate  

- The most expert: more 
offers from brands and 
more power, will not 
be fooled 

- The most expert: more experience, 
a lot of offers. 
- Seen as business opportunity but 
has the choice to choose (many 
opportunities) 
-Less authentic (too much distance) 
 

-- would buy this one 
- the most expert: more 
experience and staff 
 = star, likes the money  
 

- = star 
- hard to be under critics 
- good life 
- the most expert: NONE of 
the three. Just linked to his 
skills, not his community 

Co-branding with Micro 

Influencer 

- Would buy this one to 
support him (others 
have already big 
community, and they 
will buy it) 
- the most authentic: he 
identifies more with her 
than with a mega (= 
star) 
- But: would not have 
access to the same big 
brands as the mega 
influencer. 
- probably be less 
interesting (because of 
less desirables brands) 
 

- the most authentic: is not 
obliged to follow a course 
of action 
 

- Would buy this one to support him 
- The most authentic: seems more 
personal and more personalized BUT 
may not have a choice to select the 
brand 

- the most authentic: aware he 
doesn’t do that for money but 
for his community 

- would buy this one: the 
less you are influential, the 
more you are sincere 
- the most authentic  
- is the best placed: not 
overexposed 
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Expectations for the co-

branded product 

- Less expectations for 
the little influencer: it 
will not be the star 
product 
- Will probably be 
products of their field 

- Will probably be clothes 
or make-up for basic 
influencers. 
- Will probably be more 
expensive (limited edition) 
but could be less  

- will be in the field of influences 
- hopes for a little extra or better 
quality 

-  strong brand focus, 
influencer in the background 
- price may be higher (limited 
edition) 
- quality: the same 

- beautiful on the outside but 
not qualitative 
- more sophisticated (for 
impressive reaction) 
- expensive, luxurious (you 
pay the fact that it was made 
with the influencer) 

Table 2: Analysis Matrix (a) 

 
Interviewee 

 

Lambert, Maureen Dony, Lara Alexandre, Charline Charlier, Sophie 

Benefits of SM - can be positive - positive 
- communication  
- entertainment 
- talk to friends 
- know people’s life 

- communicate with friends 
- discovering new things 

- useful information 

Disadvantages of SM - addictive 
- can be very bad (ex: 
Twitter) 

- fake  
- bad (bullying) 

- addictive 
 

- sometimes useless 
information 
- addictive 

Perception of SMI - only follows people 
she has seen elsewhere 
before  
 

 - wants to have the choice 
to look at their life or not 
- too much SMI 
- always same content, 
same ads,… 
- a good way of advertising: 
have a lot of influence 

- interesting profession 
 

- does not follow infl. 
- Instagram 
- interesting if interesting 
content 
 

Disadvantages of SMI - becomes unauthentic 
(just the influential side 
and no more the blogger 
side) 

- too much publicity - utopian, not realistic image 
- sharing products for money (and 
not because they really think it’s 
good) 

 

Benefits of Co-branding - only buys luxury co-
branding (to get it 
cheaper) 

- only for marketing  - can bring something new to the 
range  
- new customers 

- create original products, 
unique, personalised, less 
banal 
- bought shoes: nice design 
and exclusive character 
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Disadvantages of Co-

branding 

 - nothing negative   

Criteria for co-branding - congruence for both 
brands 

 - congruence for both brands 
(values...)  
- could be interesting (ex: fast 
fashion company with durable 
company) 
- if she buys it: because she likes the 
product 

 

Perception of Influence 

Co-branding 

- will never buy (unless 
fan to influencer) 
- too easy (seen as 
merchandising) 

- more interesting (human 
side) 
- generate more sells than 
classic co-branding 

- positive for brand: freshness - less interesting, less 
attractive 
- would be more interested if 
it's done by stars and not 
influencers 
- never bought 

Criterion to buy a co-

created product 

- the influencer (wanted 
to buy something from 
the infl.) 
- doesn't buy brands she 
doesn't know 

 - choice of the influencer 
- real involvement in the project 
(hard work) 
- goal! must not only be done for 
money 

- the influencer 
- product (must be useful) 

Perception of a brand 

created by an influencer 

- good opportunity: 
already own a 
community 

- good opportunity: use his 
notoriety to sell 

- good if real passion  
- if TV shows inf.: bad quality 

- cool (if interesting products) 

Field of creation - they can but if not 
consistent: doesn’t make 
sense 
- ! ex: but if you like the 
object (coffee) à make 
sense 

- does not have to limit but 
no interest of going outside 
the field  

- must be coherent! food ¹ make up 
- bad if too spread  
- shoud stay in the field to be expert 
and to touch everything 

- they can but if disperse too 
much: less confidence 

Brand Image (when co-

branding  

- depends on the 
influencer and the brand 
(if it’s in luxury 
diminishes the 
untouchable side) 
 

- can be negative (infl. are 
perceived as “silly”, ex: 
people from TV shows) 

- lose credibility if TV shows inf bc 
bad image 

- depends on the influencer 
- could be bad if she doesn’t 
know the brand à could 
impact the quality 
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Influencer (when co-

branding) 

- depends if she likes the 
brand 
 

- good opportunity for him  - if collaboration is too 
recurrent: bad 
- depends if she likes the 
brand 
 

Co-branding with the 

influencer’s brand 

 - would not buy this one: 
he’s not an expert in this 

-  - not coherent: shoes and 
Cyprien? 

Co-branding with little-

known brand 

- can only be positive: 
offer visibility 

-   - could help it 
 

Little-known brand 

image 

   - no impact 

Co-branding with famous 

brand 

- would buy this one  
- knows what to expect 
- best quality: mistrust 
of other brands because 
they are unknown 
- are expected at the 
turning point 
 

 - would buy this one: more 
trust 
- best quality: famous = 
proof of quality 

- would buy this one: knows what to 
expect, no risk taking 
- best quality: reputation  

- would buy this one: knows 
what to expect 
- best quality: reputation and 
experience 
- image: no effect (more 
efficient for the infl. than for 
the brand) 

Criterion for buying a co-

branded product (when 3 

sizes of infl.):  

- does not depend on the 
size of the community 
(bc micro is already 
big).  
- What does infl. 
- the personality 
- preference  
 

  - does not depend on the size 
of the community 
- depend on the infl. Content 
 

Perceived Authenticity - does not depend on the 
size of the community 

  - does not depend on the size 
of the community 

Co-branding with Mega 

Influencer 

- most expert: staff team - has the opportunity to 
showcase products she 
really likes 
- would buy this one: more 
experience in this field 

- more visibility 
- advantage for the brand: money 
- most expert: more experience (! but 
depends on the image they build 
Lena ¹ Maeva Genham) 

- most expert: more 
experience 
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(cannot make a mistake: 
credibility at stake) 
- most expert: more 
experience  

Co-branding with Macro 

Influencer 

 - less authentic: could do 
anything to grow 

  

Co-branding with Micro 

Influencer 

 - most authentic: when 
too many followers, 
often less authentic 

- perceived as more sincere 
because it's a small 
community and doesn't do it 
for the money 
- most authentic: shows 
herself true to grow (if not 
honest: followers won't like 
it) 

- no advantage for the brand to do 
this so it's not for the money. 
- would buy this one: more merit, 
more sincere, more involved in the 
project 
- most authentic:  doesn't do it for 
money, she does it out of passion 

- product appears as exclusive, 
less common 

Expectations for the co-

branded product 

- rather low price 
- visible that it comes 
from the influencer 

 - quality: same (not 
powerful enough to 
negotiate quality) 
- packaging very attractive 
- price: maybe more 
expensive (limited edition) 

- expects an extra (not just put the 
name and change the label, needs 
more of work), a real work behind 
- quality: same 
- price: may be more expensive 

- visible that it is done with 
the influencer 
- quality: same 
- price: may be more 
expensive 

Table 3: Analysis Matrix (b)
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2. Description of the Interviews Analysis 
 
 

2.1 Co-branding Expertise vs. Size Community 
 

All respondents except one agreed that the most expert type of influencer in co-branding is the 

mega-influencer. Indeed, they all say that the mega influencers have more experience and may 

have already completed this type of project. Moreover, there will probably be a whole team 

behind, and they won't get screwed. Some interviewees say that mega-influencers will receive 

more brand offers and are therefore likely to have a wider choice when choosing a brand for 

co-branding. 

 
 

2.2 Authenticity vs Size Community 
 
 
For all participants, the most authentic type of influencer is the micro influencer. However, the 

justifications differ greatly. Because of their relatively small size, some claim that the 

influencer has no choice to be honest with their community or they will not like him/her. Others 

claim that because there is so little distance between them and their community, smaller 

influencers seem closer and therefore appear as more authentic. Finally, others also mentioned 

the fact that a small influencer does this out of passion and not for money: “the more famous 

you are, the less authentic you are”. 

 

2.3 Expectations for the co-branded product 
 
 
In terms of quality, the respondents all share the same opinion that it will not be better because 

the brand is the only one in charge of it and the collaborating influencer has no power over it.  

In terms of packaging, it will be obvious to the respondents that there is a distinctive sign to 

show that it is in collaboration with the influencer in question. According to them, the 

packaging will be more attractive and “bling-bling”. They expect a real " extra ", and not just 

the name of the influencer on the packaging. There will have to be real work thought out for it. 

Some add that it will certainly be a co-created product in the influencer’s area of expertise. 
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2.4 Field of creation 
 

All respondents said that consistency across the co-creative sector is significant. An influencer 

does not necessarily have to stay in his/her area of expertise as long as he/she is co-creating a 

product that he/she feels close to or close to. As an example, a Youtuber where her favourite 

field is beauty and make-up who drinks coffee every day in front of her community will be 

perfectly able to co-create a product with a coffee brand if she shows that she loves it. Some 

add that it is more profitable for them to stay in their field of expertise and not to stray too far 

from it. 

 

2.5 Perceived Quality  
 
 
In our interview, one of our question we asked was which co-created product appeared to be 

the most qualitative among the following three types of collaboration: a product co-created by 

an influencer and his own brand, a product co-created by a well-known brand and an influencer 

and a product co-created by a little-known brand and an influencer. Opinions were quite 

divergent, but the product created in collaboration with the well-known brand was the most 

qualitatively designated. The majority argued that since the brand was well-known this is an 

indication of quality. 

 

2.6 Purchase Intention  
 

A further question asked the respondent to choose which of the three forms of collaboration 

they would be most likely to purchase. The majority of respondents agreed since they all said 

they would be more inclined to buy the product co-created with the known brand because since 

they know the brand, there is no risk taking and they know what to expect from the brand and 

the co-branded product. For those against this opinion, they rather prefer to buy the product co-

created by the influencer's brand, arguing that they would rather buy a product created from 

scratch by the influencer than buy a product co-branded with an external brand. For those who 

have chosen the less-known brand, they see it as a real project done with passion and not for 

money. 

Further on, another scenario was given to the interviewee. Respondents had to choose three 

types of influencers to buy the same product co-branded with the same brand. The answers 

were very divergent. In fact, half of the respondents answered that they would go to the smallest 
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influencer in order to support her. They also perceive her as more sincere and having more 

merit than influencers with a larger number of subscribers.  

 

2.7 Brand Image  
 

Concerning the image of the brand that co-brands with an influencer, it was said in all the 

responses that it is absolutely necessary that the chosen influencer matches the brand image 

and its values. Congruence is therefore a very important factor for all our respondents. All of 

them answered that if the influencer is badly chosen, it would have a serious negative impact 

on the brand image. If the influencer is well chosen, their perception of the brand will not 

change for good or ill. 

 

2.8 Influencer Image  
 

Concerning the impact that co-creation has on the image of the influencer, this depends on 

several criteria. First of all, the congruence between the brand and the influencer. In addition 

to congruence, another complementary criterion is the involvement of the influencer in the 

project and the desired goal. Indeed, some of the respondents said that the image of the 

influencer would be negatively impacted if the influencer is only doing this for the money and 

is not involved enough in the project. There needs to be real work done by the influencer and 

a quality product delivered.  

 

3. Conclusion of the Interviews Analysis 
 

Despite some differing opinions, we can already conclude the following observations.  

First of all, the product co-created with a well-known is perceived to be of the highest quality.  

Then, our interviews proved that influencers could create a product in any field, but if they stay 

in their main field where they are an expert, customers will buy much more. It can therefore be 

said that the influencer's expertise positively increases the purchase intention of the co-created 

product.  

After that, another finding is that the larger the community of the influencer, the more he/she 

is seen as an expert thanks to his/her experience.  

However, the smallest influencer will be perceived as the most authentic. 
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Finally, the image of the brand and the influencer will not be negatively affected during co-

branding as long as there is congruence between the two. 

Now, with the help of our online questionnaire, we would like to further test our assumptions 

on a larger scale.  
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Chapter 3: Survey Analysis   
 

This chapter will present the analysis and interpretation of the data collected from the online 

survey. In this way, we will be able to invalidate or affirm the five hypotheses developed in 

the section “Methodology”. 

 

1. Sample description 
 

As presented in the table below, a much higher proportion of women participated to the survey. 

We can also see that the majority of our sample is composed of people aged between 15 and 

25, i.e., people from the Generation Z. (see Appendix 16). 

 

Gender 

Percentage of women  77,5% 

Percentage of men  22,5% 

Percentage of undefined  0% 

Generation 

Percentage of people in age range 15-25  85,4% 

Percentage of people in age range 26-35 14,6% 
 

Table 4: Sample Description (1) 

 

Furthermore, regarding their purchasing behaviour towards co-branding, 64,2% of all 

respondents stated that they never purchased co-created products. Among the other 

respondents, 29.1% have already purchased a product co-created by a well-known brand and 

an influencer, 17.9% have already purchased a product co-created by an influencer's brand and 

7.9% have already purchased a product co-created by a little-known brand and an influencer 

(see Appendix 17). 
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Respondents' purchasing behaviour regarding co-branded 
products 

 Percentage of people who have ever bought a 

product created by an influencer's brand 

17,9% 

 Percentage of people who have ever purchased a 

product created by a well-known brand and 

influencer 

29,1% 

 Percentage of people who have ever bought a              

product created by a little-known brand and 

influencer 

7,9% 

 Percentage of people who have never purchased 

ever purchased this type of product 

64,2% 

 

Table 5: Sample Description (2) 

 
Among the products purchased from one of the three forms of collaboration, 64.4% of the 

products are clothing, 44.1% are beauty products, 27.1% are health products and 1.7% are 

gaming products (see Appendix 18). 

 
Product type that respondents purchased 

Percentage of people who have bought beauty care 

products  

44,1% 

Percentage of people who have bought clothes 64,4% 

 Percentage of people who have bought health 

products (fitness, wellness) 

27,1% 

 Percentage of people who have bought gaming 

products  

1,7% 

Other 15,3% 
 

Table 6: Sample Description (3) 

 

Regarding the reasons why these respondents bought the products, 82.5% of the people 

answered that it was for the simple attraction to the product, 42.1% of the respondents justified 

their purchase for trust in the influencer, 19.3% for loyalty to the influencer, 15.8% for the 

influencer's expertise. Finally, 7.2% of people justify their purchase for different reasons than 
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those proposed in the questionnaire. Some explain that influencers regularly have promotional 

codes and that this allows them to benefit from large discounts. Among the 7.2%, other people 

also bought a co-branded product in order to support the influencer who was starting a project 

in which the respondent identified himself (see Appendix 19). 

 

Reasons why respondents purchased 

 Simple attraction for the product 82,5% 

 Influencer's expertise 15,8% 

 Confidence in the influencer 42,1% 

 Loyalty to the influencer 19,3% 

 Other 7,2% 
 

 

Table 7: Sample Description (4) 

 

Finally, 91.4% of respondents follow influencers on social networks. Among them, 95.7% 

follow them on Instagram, 68.8% follow them on YouTube, 30.4% on Facebook, 13% on 

TikTok, 8% on Twitter, 2.9% of respondents follow influencers on other social networks and 

2.2% follow influencers on Pinterest (see Appendix 21). 

 

 

Respondents following influencers on social networks 

 Yes 91,4% 

  No 8,6% 
 

Table 8: Sample Description (5) 

If yes, on which social networks do respondents follow 
them? 

 YouTube 68,8% 

 Instagram 95,7% 

 Facebook 30,4% 

 TikTok 13% 

 Twitter 8% 

 Pinterest 2,2% 
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 Other 2,9% 

 

Table 9: Sample Description (6) 

 
2. Reliability analysis 

 

After collecting all our data, it comes to analyse it. To do this, we chose to use the SPSS 

software. The first step to be able to analyse these data through this software, is to code the 

answers given by our respondents into numerical data in an Excel file (cf. Appendix 14). 

 

What do you think of the quality of the product? 1= Mediocre 

2 = Bad 

3 = Fairly Bad 

4 = Neutral 

5 = Fairly Good 

6 = Good 

7 = Excellent  

What is your intention to purchase this product? 1= Very low 

2 = Low 

3 = Fairly low 

4 = Neutral 

5 = Fairly high 

6 = High 

7 = Very High 

Does it make sense to you that this influencer 

launches his own brand? 

1= Not at all 

2 = No 

3 = Not really 

4 = Neutral 

5 = Pretty much 

6 = Yes 

7 = Absolutely 

Does this influencer seem to you to be an expert in 

this field? 

1= Not at all 

2 = No 
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3 = Not really 

4 = Neutral 

5 = Pretty much 

6 = Yes 

7 = Absolutely 

Does this influencer seem to you to have a very 

large community of followers? 

1= Tiny 

2 = Small 

3 = Rather small 

4 = Neutral 

5 = Rather big 

6 = Large 

7 = Huge 

How far do you trust this influencer? 1= Not at all 

2 = No 

3 = Not really 

4 = Neutral 

5 = Pretty much 

6 = Yes 

7 = Absolutely 

How coherent does the collaboration between this 

brand and this influencer seem to you? 

1= Not at all 

2 = No 

3 = Not really 

4 = Neutral 

5 = Pretty much 

6 = Yes 

7 = Absolutely 

Does this brand seem to be an expert in its field? 1= Not at all 

2 = No 

3 = Not really 

4 = Neutral 

5 = Pretty much 

6 = Yes 

7 = Absolutely 
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How far do you trust this brand? 1= Not at all 

2 = No 

3 = Not really 

4 = Neutral 

5 = Pretty much 

6 = Yes  

7 = Absolutely 

Do you recognize yourself in the following 

proposals? 

1 = I've already bought a 

product created by the 

brand of an influencer 

2 = I've already bought a 

product created by a 

famous brand and an 

influencer 

3 = I've already bought a 

product created by a little-

known brand and an 

influencer 

4 = No, I've never bought 

this kind of product 

If yes, what type of product did you purchase? 1 = Beauty 

2 = Clothing 

3 = Heath 

4 = Gaming 

5 = Other 

Why did you buy this product? 1 = Simple attraction for 

the product 

2 = Influencer's expertise 

3 = Confidence in the 

influencer 

4 = Loyalty to the 

influencer 

5 = Other 
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Do you follow influencers? 1 = Yes 

2 = No 

If yes, on which social networks do you follow 

them? 

1 = YouTube 

2 = Instagram 

3 = Facebook 

4 = TikTok 

5 = Twitter 

6 = Pinterest 

7 = Others 

Age Group 1 = 15-25 years old 

2 = 26-35 years old 

Gender 1 = Female 

2 = Male 

3 = Prefer not to answer 

 

Table 10: Coded Data for SPSS software 

 

 

The second step if to test our assumptions and draw conclusions.  

 

2.1 The perceived quality 
 

H1: A product co-created by an influencer with a known brand has a higher impact on the 

predicted quality of the co-created product compared to other forms of collaborations. 

 

Our hypothesis being that a product co-created by an influencer with a known brand has a 

greater impact on the perceived quality of the co-created product compared to other forms of 

collaboration, turns out to be confirmed by our analysis. Indeed, as our results in the table 

below show, the results of the paired sample t-tests are significant given that the p-value is 

lower than 0.05 (cf. Table 10). Indeed, these are 0.03 and 0.09 respectively. 

As can be seen in this table (cf. Table 9), the average perceived quality for a product co-created 

with a known brand and an influencer is the highest. It is closely followed by that of a product 



 

 
 

52 

co-created by a little-known brand and an influencer. Finally, a product created by an influencer 

and his/her own brand has the lower average. Our hypothesis can therefore be confirmed. 

 

 

 
Table 11: SPSS: Perceived Quality Avaregage 

 

 
Table 12: SPSS: Perceived Quality Reliability 

 

2.2 The congruence 
 

 

H2: A product created by an influencer with an unknown brand has a higher impact on 

perceived congruence when compared to other forms of collaborations. 

 

Our following hypothesis is to test whether a product co-created by an influencer and a little-

known brand has a greater impact on perceived congruence compared to the other two forms 

of collaborations.  

As can be seen in our Table 12 below, the results of the paired sample t-tests are significant 

given that the p-value is lower than 0.05. Indeed, both are equal to 0,000. 
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On the basis of table 11, we can see that the creation of a product through the collaboration of 

an influencer with a little-known brand has the lowest congruence among the three forms of 

collaboration. Therefore, we cannot confirm our hypothesis, but we can therefore invalidate it. 

It is actually the creation of a product by an influencer and his/her own brand that has the 

highest perceived congruence. 

 
Table 13:  SPSS: Congruency Average 

 
Table 14:  SPSS: Congruency Reliability 

 
 

2.3 The influencer’s expertise 
 

H3: The influencer’s expertise positively influences the purchase intention of the co-created 

product. 
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Our next objective is to see if there is a positive correlation between influence expertise and 

the purchase intention of a co-created product. According to our hypothesis, the expertise of 

an influencer positively influences the purchase intention of a co-created product.  

 

In order to see if there is indeed a correlation between the influencer's expertise and the 

purchase intention, our p-values need first to be significant, i.e., the p-value must be less than 

0.05 (p<.05). Indeed, we can observe that for the first two correlations p is equal to 0.000 and 

0.016 respectively. However, for the third correlation p-value is equal to 0.158. We must then 

not confirm the hypothesis that when the expertise of an influencer increases, the purchase 

intention for a product co-created between a well-known brand and an influencer increases.  

 

Then, to verify whether there is indeed a positive correlation between the two variables, the 

Pearson coefficient must be used. The Pearson coefficient “gives an indication on the strength 

of the linear relationship between the two random variables a and b” (Benesty J., Chen J., 

Huang Y., Cohen I., p37, 2009). “Its value can range from -1 to 1”. A value equal to -1 or 1 

would mean that there is a perfect linear relationship between the two variables while a result 

of 0 means that there is no linear relationship between the two variables. This means that the 

closer the coefficient is to 0, the weaker the relationship. On the other hand, the closer it is to - 

1 or 1, the stronger the relationship. We can note that if the sign of the coefficient is positive, 

the relationship between the two variables will be positive, and conversely, if it is negative, the 

relationship will be negative (IRDP, 2019). 

 

As we can see in Table 13, the coefficients of the first two correlations are positive.  Indeed, 

the Pearson coefficient is 0.418 for the first one and 0.198 for the second one. This implies that 

when the expertise of an influencer increases, then the purchase intention for the co-created 

product will increase. Therefore, based on the results of these correlations, it can be said that 

the correlation or the brand created by the influencer between these two variables is average 

and the correlation for the co-creation between a little-known brand and an influencer is weak. 

Furthermore, we can notice that the Pearson coefficient is higher for collaboration between the 

brand created by the influencer himself than for co-creation between a little-known brand and 

an influencer. This means that the purchase intention for the first collaboration will then 

increase more than for the second one. 
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Table 15: SPSS: influencer's expertise 

 
 
 

2.4 The purchase intention  
 

H4: Purchase intention is higher when the product is created by the influencer on his or her 

own when compared to a co-branded product. 

 

The purpose of this hypothesis is to see whether the intention to buy is the highest for a product 

created by an influencer on its own compared to the other two forms of collaboration. As Table 

15 shows, the t-test results of the paired samples are significant given that the p-value is less 

than 00.5. Indeed, both are equal to 0,000. In order to see if our hypothesis proves to be true, 

we must now analyse and compare the averages of the three forms of collaboration. Thanks to 

our analysis shown in the tables below (cf. Table 14), we can precisely notice that the creation 

of the product by the influencer on its own is the one that gives the lowest purchase intention. 

As we can see from the results below, the one that generates the most purchase intention is the 

product co-created by a known brand and an influencer. As a result, we are not able to confirm 

our hypothesis. 
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Table 16 : SPSS: Purchase Intention Avaregage 

 

 
Table 17:  SPSS: Purchase Intention Reliability 

 
 
 

2.5 The community ‘size and the perceived expertise 
 
 

H5: The size of the influencer community has a negative effect on the perceived expertise of 

the co-created product. 

 

Our final hypothesis is to see if there is a positive correlation between the size of the influencer 

community and the perceived expertise of the influencer, i.e., the larger the influencer 

community, the higher the perceived expertise of the influencer. From our figures in the 

following table (cf. Table 16), we can see that our p values are not significant because it is 

equal to 0.135. On the basis of these results, therefore, we cannot draw any conclusions on the 

impact of the size of the community on expertise. 
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Table 18: SPSS: Community Size 

 

 

2.6 Conclusion of the quantitative analysis  
 

As a summary, our results show that the creation of a product by an influential person and 

his/her own brand is the one with the greatest perceived congruence. 

Moreover, it has been demonstrated that the average perceived quality for a product co-created 

with a known brand and an influencer is the highest compared to a collaboration between a 

small brand, or the brand of the influencer. 

We also learned from our results that when the expertise of an influencer increases, the 

purchase intention of the co-created product increases and increases further when it is created 

with the influencer's brand. However, we could not draw any conclusion about a co-creation 

between a famous brand. 

Additionally, the product that generates the most purchase intention is the product co-created 

with a known-brand and an influencer. Finally, purchase intention is the lowest when the 

product is co-created with the influencer's brand. 

Unexpectedly, we cannot draw conclusions about the impact of community size on expertise. 
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CONCLUSION 
 
 

1. General Conclusion 
 

As a reminder, the aim of this thesis was to explore the perceptions of Generation Y and Z on 

co-branding with Instagram influencers. For this purpose, we first carried out a literary review 

aimed at introducing the reader to the two main themes that define this thesis, namely 

influencers and co-branding. Through the first part, we learned what influencers really are, how 

they manage to transform shared messages into sales and how they manage to generate value 

through their use of social networks. Thanks to technology and the advent of social media, 

brands have changed some longstanding marketing habits and have turned the simple approval 

of products by celebrities into a much more widespread phenomenon. 

Through this first theoretical part, it also became clear that influencers have a considerable 

impact on brand image and purchase intent, especially through their personality, but also 

through their expertise, credibility and authenticity. 

In the second part, we examined co-branding and its variant: influence co-branding. The latter 

takes place between a brand and an influencer. In both situations, both parties are winners. 

While we saw the different criteria for successful co-branding of two brands, including 

congruence between the two brands, those of a product co-created with an influencer remained 

unknown. 

 

In order to find out how generation Y and Z perceive influence co-branding, we conducted two 

studies. First, we conducted a qualitative study through interviews with people from both 

generations. During these interviews, we asked very open-ended and then more precise 

questions on the two central themes of this thesis, namely influence and co-branding. We then 

set up two scenarios. The first one aimed at determining the influence of the type of 

collaboration (i.e. a co-creation with the brand of the influencer and him/herself, with a known 

brand and an influencer, or with a little known brand and an influencer) on the co-created 

product. The second concerned the influence of the size of the influencer's community on the 

co-created product. In order to be able to analyse the interviews, we produced an analysis 

matrix which enabled us to identify central themes and to see links or inconsistencies between 

the different people interviewed.  



 

 
 

59 

Our results showed first of all that the product co-created with a well-known brand is perceived 

as being of higher quality than when the product is co-created with a less well-known brand or 

with the brand of the influencer. 

Moreover, it was also shown that the larger the influencer's community, the more he is 

perceived as an expert through his experience. 

Furthermore, the smaller the influencer is perceived as the most authentic one compared to 

bigger influencers.  

Finally, our results also showed that the influencer could create a product in any field. 

Nevertheless, if the influencer stays in his/her main field where he/she is an expert, people will 

buy much more, according to the respondents. It can therefore be said that the influencer's 

expertise positively increases the purchase intention of the co-created product. 

Secondly, we conducted a quantitative survey to test hypotheses on a larger scale. On the basis 

of our theory, we then formulated five hypotheses, which are as follows: 

• H1: A product co-created by an influencer with a known brand has a higher impact on 

the predicted quality of the co-created product compared to other forms of 

collaborations. 	
• H2: A product created by an influencer with an unknown brand has a higher impact on 

perceived congruence when compared to other forms of collaborations. 	
• H3: The influencer’s expertise positively influences the purchase intention of the co- 

created product. 	
• H4: Purchase intention is higher when the product is created by the influencer on her 

own when compared to a co-branded product. 	
• H5: The size of the influencer community has a negative effect on the perceived 

expertise of the co-created product. 	

 

These hypotheses were then tested among 150 people through an online questionnaire. We 

were then able to transfer the data to the SPSS software in order to confirm or invalidate our 

hypotheses. As a result, we were then able to confirm two out of five hypotheses. 
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 Hypothesis Supported 

H1 A product co-created by an influencer with a 

known brand has a higher impact on the predicted 

quality of the co-created product compared to other 

forms of collaborations. 

Confirmed 

H2 A product created by an influencer with an 

unknown brand has a higher impact on perceived 

congruence when compared to other forms of 

collaborations. 

Not confirmed 

H3 The influencer’s expertise positively influences the 

purchase intention of the co-created product. 

Partially confirmed 

H4 Purchase intention is higher when the product is 

created by the influencer on her own when 

compared to a co-branded product. 

Rejected 

H5 The size of the influencer community has a 

negative effect on the perceived expertise of the co-

created product.  

Not confirmed 

Table 19: Hypothesis Results 

 

The results from our quantitative study show that the co-creation of a product by an influencer 

and his/her own brand is perceived as the most congruent. 

Moreover, it has been demonstrated that people from Generation Y and Z perceive a product 

co-created with a known brand and an influencer as the highest quality compared to a 

collaboration between a smaller brand, or the brand of the influencer. 

We also discovered from our results that when the expertise of an influencer increases, the 

purchase intention of the co-created product increases and increases further when it is created 

with the influencer's brand. Unexpectedly, the results for the famous brand turned out to be 

insignificant.  

Furthermore, the product that generates the most purchase intention is the product co-created 

with a known-brand and an influencer. Additionally, purchase intention is the lowest when the 

product is co-created with the influencer's brand. 

Finally, we could not draw conclusions about the impact of community size on expertise 

through our quantitative study. 
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2. Managerial Implications 
 

This section aims to provide recommendations for a brand that plans to co-create a product 

with an influencer.  

On the basis of the reached conclusions, this study allows us to establish different important 

managerial implications for brands. Firstly, our thesis shows that it is preferable for brands to 

wait until they have a certain notoriety before co-creating a product with an influencer because 

this ensures that consumers perceive the co-created product as being of quality. Secondly, it is 

preferable to choose an influencer with a large community. Indeed, our research has shown that 

a high number of followers ensures his/her expertise and implies higher volumes of sales. Our 

research has also demonstrated the importance of choosing an influencer that matches the brand 

in terms of values and image otherwise it is perceived as a purely financial goal and this will 

have a negative impact on both the image of the influencer and the brand. 

Finally, our results recommend that managers choose to work with influencers who are experts 

in their field, as this increases the purchase of their products. 

 

Concerning influencers, in a similar way as for brands, it is strongly recommended that 

influencers work with already established and well-known brands when co-creating a product 

as this guarantees that consumers view the co-created product as being of high quality. 

 

3. Limits 
 

Despite our efforts to ensure as little bias as possible, our research does contain some. 

First, our analysis contains sample bias. We are aware that there is not enough age diversity to 

guarantee the representativeness of our results. In addition, the number of people interviewed 

for the qualitative study is not sufficient. It is possible that the results may change by 

interviewing people older and younger than the persons interviewed. 

Furthermore, in both the qualitative and quantitative analysis, the majority of our respondents 

are women. Our findings cannot therefore be generalized to the entire Y and Z generation, but 

only indicate trends in the perceptions of these two generations on co-branding with influential 

people in Instagram. 

Another limitation we encountered is that influence is still a very recent phenomenon. Thus, 

the phenomenon of influence co-branding is very little studied. It has therefore sometimes been 

necessary to use lower quality sources. 
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Finally, we believe that the hypothesis concerning the influence of the influencer's expertise 

on the purchase intention has not been confirmed in the case of a known brand because we did 

a correlation in the SPSS software. A regression would have been more appropriate both the 

independent and the dependent variable were known. 

 

4. Perspectives 
 

Finally, for future studies, we thought it would be interesting to explore all the factors affected 

by the industry in which co-creation takes place. Indeed, it would be interesting to find out 

whether a particular sector allows to generate more purchases in a co-creation. Also, another 

parameter to be studied is whether, depending on the sector of creation, a particular type of 

influencer (nano, micro, macro, mega) is more appropriate than another, and if so, which one 

is the most effective for which sector?  

Moreover, the subject of this thesis focused on influencers from the Instagram platform. 

However, as we have seen in our theoretical part, there are many platforms on which 

influencers are active. For future studies, it would be interesting to examine the impact on the 

co-created product according to the type of platform the influencer is the most active on. As an 

illustration, it would be useful to compare the impact of an Instagramer compared to a 

YouTuber on a co-created product. 
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Appendix 22: Interview Guide (EN) 

 
EN: Interview Guide 

 
« Co-branding with Instagram influencers: Perceptions of Generation Y and Z” 

 

§ Introduction 

Hi, I am Stephanie Verzar, a final year student in management sciences. I am currently writing my 

thesis on influence marketing, more precisely on the perception of generation Y and Z on co-branding 

with influencers. With this in mind, I would like to ask you several questions on a number of different 

subjects. 

 

§ Profile 

1. Could you introduce you? 

2. What is your attitude about social networks? How many times per day do you use social 

media? 

3. What do you think about social networks? 

4. What do social networks represent for you? Which social platform do you use the most? 

5. Do you follow influencers? 

 

§ Co-branding 

6. What is co-branding for you? 

7. Can you give me an example of co-branding? 

8. What do you think about co-branding? What are the pros and the cons? 

9. Have you ever bought a co-created product? If yes, explain why. 

 

§ Influencer 

10. What do you think about influencers? 

11. What is an influencer for you? 

12. What do you think about co-branding with influencers? 

13. Have you ever bought a product co-created with an influencer? If yes, explain why you 

bought it. 

14. How do you perceive an influencer who creates their own brand? 

15. How do you perceive a brand that co-creates a product with an influencer? 

16. How do you perceive an influencer who co-creates a product? 
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Here is a series of examples of products co-created between a brand and an influencer: 

• Monpetitbikini x Noholita  

 
• HelloBody x Luffy 

 
• Sephora x Sananas 
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§ Scenario 1 

Here are three products:  

 
 

1. First, give me your overall opinion about these three products. 

2. Which one would you be most likely to buy? For which reasons? Please explain. 

3. According to you, which product has the highest quality? For which reasons? Please explain. 

4. For each of the brands: tell me what you think about the fact that it co-creates a product with 

an influencer.  

5. Is it positive for the brand image? Negative? Tell me pros and cons. 
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§ Scenario 2 

Here are four influencers. 

 
 

1. First, what do you think (in a general way)?  

2. Let's imagine each of them co-create a product X with a brand Y, which one would you 

choose? Which one attracts you the most? For which reasons? Please explain. 

3. Which of these influencers do you find most authentic? For which reasons? Please explain. 

4. Do you think that an influencer should limit himself to creating a product only in the "sector" 

in which he dominates? Please explain. 

5. Which of these influencers do you find the most expert at co-creating a product? Please 

explain. 

6. What would you think about the product?  

7. What would you expect from the co-created product? What type of product? What 

attributes/functionalities? 
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Appendix 23: Interview Guide (FR) 

FR: Interview Guide 
 

« Co-branding with Instagram influencers: Perceptions of Generation Y and Z” 
 

§ Introduction 

Bonjour, je suis Stéphanie Verzar, étudiante en dernière année de sciences de gestion. J'écris 

actuellement ma thèse sur le marketing d'influence, plus précisément sur la perception de la 

génération Y et Z sur le co-branding avec les influenceurs. Dans cette optique, j'aimerais vous poser 

plusieurs questions sur différents sujets. 

 

§ Profil 

1. Pouvez-vous vous présenter ? 

2. Quelle est votre attitude à l'égard des réseaux sociaux ? Combien de fois par jour utilisez-

vous les médias sociaux ? 

3. Que pensez-vous des réseaux sociaux ? 

4. Que représentent les réseaux sociaux pour vous ? Quelle plateforme sociale utilisez-vous 

le plus ? 

5. Suivez-vous des influenceurs ? 

 

§ Co-branding 

17. Qu'est-ce que le co-branding pour vous ? 

18. Pouvez-vous me donner un exemple de co-branding ? 

19. Que pensez-vous du co-branding ? Quels sont les avantages et les inconvénients ? 

20. Avez-vous déjà acheté un produit co-créé ? Si oui, expliquez pourquoi. 

 

§ Influenceur 

1. Que pensez-vous des influenceurs ? 

2. Qu'est-ce qu'un influenceur pour vous ? 

3. Que pensez-vous du co-branding avec les influenceurs ? 

4. Avez-vous déjà acheté un produit co-créé avec un influenceur ? Si oui, expliquez 

pourquoi vous l'avez acheté. 

5. Comment percevez-vous un influenceur qui crée sa propre marque ? 

6. Comment percevez-vous une marque qui co-crée un produit avec un influenceur ? 

7. Comment percevez-vous un influenceur qui co-crée un produit ? 
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Voici une série d'exemples de produits co-créés entre une marque et un influenceur : 

• Monpetitbikini x Noholita  

 
• HelloBody x Luffy 

 
• Sephora x Sananas 
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§ Scenario 1 

Voici trois produits :  

 
 

6. Tout d'abord, donnez-moi votre avis général sur ces trois produits. 

7. Lequel seriez-vous le plus susceptible d'acheter ? Pour quelles raisons ? Veuillez expliquer. 

8. Selon vous, quel produit présente la meilleure qualité ? Pour quelles raisons ? Veuillez 

expliquer. 

9. Pour chacune des marques co-créées : dites-moi ce que vous pensez du fait qu'elle co-crée un 

produit avec un influenceur.  

10. Est-ce positif pour l'image de marque ? Négative ? Dites-moi les avantages et les 

inconvénients.  
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§ Scenario 2 

Voici trois influenceurs :  

 
 

8. Premièrement, que pensez-vous ? (D’une manière générale) 

9. Imaginons que chacun d'entre eux co-crée un produit X avec une marque Y, lequel choisiriez-

vous ? Quel produit vous attire le plus ? Pour quelles raisons ? Veuillez expliquer. 

10. Lequel de ces influenceurs trouvez-vous le plus authentique ? Pour quelles raisons ? Veuillez 

expliquer. 

11. Pensez-vous qu'un influenceur devrait se limiter à créer un produit uniquement dans le 

"secteur" où il domine ? Veuillez expliquer. 

12. Parmi ces personnes influentes, lesquelles vous paraissent les plus expertes en matière de co-

création d'un produit ? Veuillez expliquer. 

13. Que penseriez-vous du produit ?  

14. Qu'attendez-vous du produit co-créé ? Quel type de produit ? Quels attributs/fonctionnalités ? 
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