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Abstract 

Social media have become more and more present in the daily life. At the same time, 

online communities were created about all kinds of topics and the number of opinion 

leaders increased. With time, those leaders attract followers, starting from nothing to 

millions of them. Through this thesis, I studied the evolution of the relationship between 

followers and opinion leaders on social media. This study aims to contribute to the 

understanding of followers-opinion leaders relationship and simultaneously fill gaps 

within the leadership field.  

In order to study this relationship, several methods of data gathering has been used. Both 

sides has been interviewed, the followers via qualitative questionnaires and face-to-face 

interviews and the opinion leader only via qualitative questionnaire. Additional data has 

been collected on the social media platforms used by the interviewed opinion leaders.  

To conclude my thesis, I described the evolution with the garden metaphor. It highlighted 

the different phases which opinion leaders and followers are going through. 
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1 INTRODUCTION  

1.1 BACKGROUND  

In our contemporary world, the word “followers” is used to name people who are 

following a star or a person on the social media. Followers in the social media context 

can be counted by millions. For example, Barack Obama, Former United Stated president, 

has 84 millions of followers on twitter, which provides him another way to communicate 

(Twitter Counter, 2017). Furthermore, when you type in followers on internet, on google 

for example, in order to have a proper definition, the first results are Twitter, Instagram 

and how to get more followers. However, the concept of followers is more and more used 

in the scientific literature to designate an individual who is following a leader. This field 

of study is called “followership” and is related to leadership. 

In a practical way, followership and leadership appeared at the same time. In fact, a leader 

is not without followers. However, the concept of followership has emerged many years 

later and has been disregarded, even though followers are a condition for the existence of 

leadership. Followership concerns everyone. There are more followers than leaders in the 

world and leaders are also followers in some situations. Followers is not a synonym of 

employee, just as leader is not a synonym of manager. An individual chooses to take the 

role of follower or leader. To be considered as a follower, the individual must be in contact 

with leaders or the leadership process and/or be conceptually or operationally in a 

follower position (DeRue and Ashford, 2010). As a matter of fact, an individual cannot 

claim the position of leader without an individual who accepts to be in a follower position. 

According to Uhl-Bien et al. (2014), who I am agree with, the followership research must 

be considered as unique and not as a replicate of the leadership research. Indeed, 

followership is not the study of leadership through follower’s perspective, rather the study 

of how followers interact with their leaders. The followership study opens questions about 

the uniqueness of the context in which it takes place. For example, if we study the 

relationship between leaders and followers, we could consider variables such as the 

dependence on leader or the consultation of the leader with his followers, the proactive 

behavior of the followers and the trust between the followers and their leader as an 

outcome. On the other hand, if we want to study the input of the followers of a certain 

outcome of the leadership, the variables chosen will be different. The variables could be 
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the following: motivation to lead, proactive behavior and the obedience of the followers 

and consultation with the followers for the leadership behaviors. In addition, Malakyan 

(2014) said that both, leadership and followership have to be studied at the same time to 

understand the relationship between them. 

However, it is only recently that followership meets the interest of the scholars. Actually, 

the searcher “have taken one-sided approach to the leader-follower dyadic relationships” 

(Malakyan, 2014, p.10). Most of the research are leaders-centered and are not concerned 

about the influence of the follower on the leaders. This perspective has negative impacts 

on the perception of followers (Shamir and Meindl, 2007). On the other hand, 

“followership theory is the study of the nature and impact of followers and following in 

the leadership process” (Uhl-Bien and al., 2014, p.96). According to Chaleff (2009), 

leaders and followers are indissociable and parts of the leadership process. They are 

intertwined. Before, the leadership field was dominated by the leader-centric research, 

assuming that followers are people who just obey and respond to the leader. They were 

considered as passive and powerless (Kelley, 2008). At the same time, leaders were 

perceived as a maximizer of followers’ contribution without any interaction with them 

(Cartsen and Lapierre, 2014, p.74). The impact of the followers on the leader has been 

ignored until 20 years ago (Oc and Bashshur, 2013). In our days, the old leader-centered 

theories have been replaced by modern leadership research which gives more importance 

to the role played by the followers (Shamir and Meindl, 2007). Furthermore, the 

scholarship tried to classify the different kind of followers, following criteria such as the 

dependence/independence and the active/passive (Kelley, 1988), the 

dominance/submission behaviors and activity/passivity (Zaleznick 1965 cited in Uhl-

Bien et al., 2014). This classification showed that followers behave differently in the 

relation with their leader. People must remember that “Followers is not a term of 

weakness but the condition that permits leadership to exist and gives strength” (Chaleff, 

2009, p.19). In my opinion, being followers is as import as being a leader even more. In 

fact, followers will decide who are the tomorrow leaders and not themselves. The power 

is in the hand of people who follows. In this optic, I decided to always put the word 

followers in front in comparison of the word “opinion leader”.  

On top of that, the current study about followership investigates the nature and impact of 

followers and following in the leadership process in an organizational context. Studying 

followership can be done with different frameworks which will have different impacts 
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and outcomes. Uhl-Bien et al. (2014) introduced two frameworks. The first one is the 

constructivism and is based on the assumption that followers and leader behaviors create 

indirectly the outcomes. Followers and leaders are engaged in a relational interaction 

which co-produces the leadership and followership. The main component of the 

constructivism is the following behavior which makes individual able to recognize 

leadership. The second one is the role-based approach and studies “how follower’s 

characteristics and behaviors may affect proximal outcomes of follower’s and leader’s 

behavior and more distal outcomes” (Uhl-Bien et al., 2014, p.97). The outcomes can 

occur at different levels such as individual, group, relational or work-unit. This approach 

investigates the way with which the followers construe and enact their follower’s role. 

Finally, the leader-follower trade (now referenced as LFT) approach is another way to 

study the leadership and followership relationship (Malakyan, 2014). The LFT approach 

includes the shifting of individual between the role of leader and the role of follower. All 

the different views have in common the centric role of followers in the outcomes of the 

leadership process.  

As said before, the term follower designates people who are following a person on social 

media. Social media has been growing these last years. The availability of internet and 

the popularity of the concept lead to the creation of different social media platforms, 

facilitating the exchange of information between users (Kaplan and Haenlein, 2010). 

According to Van Dijk (2012, p.180), “social media are internet application that enable 

the sharing of thing” such as texts, photos and even videos. In 2015, 2.14 billions of 

people were actively using social media platforms, such as Facebook, the most popular 

social media (Statista, 2016). Social media groups different kinds of platforms. According 

to Kaplan and Haelein (2010), six different types of social media exist: collaborative 

project, blog, content community, social networking site, virtual game world and virtual 

social world. Each of the categories groups different platforms, for example social 

networking site, the most common, includes platforms such as Facebook or twitter, virtual 

game world comprises game such as Final Fantasy or World of Warcraft, on which 

millions of players connect every day, everywhere in the world.  

The concept of social media dates back to the origins of the purpose of internet: sharing 

information englobing opinions from different people. The communication through social 

media creates communities people can be part of (Fuchs, 2014). These communities can 

have different topics such as politics, house decoration or fashion. Moreover, the growing 
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access to the information and the creation of these communities allowed the appearance 

of global influencer also called “opinion leader” or “social media influencer”. On internet, 

everyone can create a profile or a blog without any or very little skills in informatics. This 

accessibility offers new opportunities for knowledge management. The information can 

be shared by both company and individuals. With all these opportunities, more people 

can hold the role of a worldwide opinion leader. For example, Chiara Ferragni alias “The 

Blonde Salad” is a famous fashion blogger who had no informatics skills and is 

considered as one of the most influential people in the fashion world.  

The opinion leader is, from the point of view of the person influenced, “a person in who 

one has confidence and whose opinions are held in high regard” (Katz and Lazarsfeld, 

2006, p.140). The influence exerted by the opinion leader can be direct or indirect on the 

thought, feeling and action of others (Yanyan et al, 2013). In fact, influence constitutes a 

prerequisite in the development of followership. However, opinion leader has always 

been studied with a marketing perspective because they play an important role in the 

purchase decision. They are also a key component to have a successful strategy (Engel, 

Beachwell and Miniard 1990 cited in Flynn, Goldsmith et Eastman, 1996). On the other 

hand, an opinion leader is also perceived as an individual to whom people are looking for 

information and leadership (Shoham and Ruvio, 2008). Additionally, opinion leadership 

is defined as “how and when the influence of opinion leaders over their environment 

shapes opinion and trends across entire societies remains on open problem” (Tucci, 

Gonzalez-Avella and Cosenza, 2016, p.76). According to Katz and Lazarsfeld (1995), the 

opinion leader, as well as the organizational leader, “provides a meaning for situations 

which do not explain themselves” (p.53). Opinion leaders, by the relationship of influence 

and power, which is exerted on their followers, are considered as leaders. In fact, the 

study of opinion leaders is underestimated in the leadership field, even if the most 

common definition of leadership implies the concept of influence from the opinion leader 

on the followers and vice-versa (Malakyan, 2014). However, the opinion leader diverges 

from the organization leader because they do not have a formal position who gives them 

hierarchical control on their followers. The identification of the influencer will be done 

only by the followers. Therefore, the relationship between the opinion leader and his or 

her followers is important. In this context, followers are also called “opinion seekers” 

which is defined as individual who seeks information or opinions about an area of interest 

from interpersonal sources (Shoham and Ruvio, 2008). Opinion leadership and opinion 
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seeking, just as leadership and followership, are interconnected and cannot exist 

separately. Both imply a relationship between followers and leaders and this relationship 

will be different according to the characteristic of the followers and also of the leaders.  

The societal phenomenon of opinion leader and seekers on social media have started with 

the growing access of internet. Before, journalist or stars was the opinion leader in our 

days anyone can be. In fact, in addition to this accessibility, the search of fame and 

usability of software, push more and more individual to create their blogs to become 

opinion leader. By writing about their view, ordinary consumer entered in the high sphere 

of the society. Nowadays, opinion leaders are on most of the platform of social media 

from Facebook to Youtube through Instagram. In addition, the Millennials generation 

amplified the social media phenomenon (Kilian et al., 2012). Millennials are considered 

as the generation of “digital natives”. However, the gap of social media utilization 

between the net generation and the baby boomers tends to decrease (Pew Research 

Center, 2014). In fact, the number of baby boomers using social media increased by more 

than 50% between 2005 and 2015 (Perrin, 2015).  

Studying the opinion leader’s followers will increase the knowledge in the field of 

followership of leaders on social media and the leaders who have a large number of 

followers in an organization. In fact, the greater the number of followers on social media 

an opinion leader has, the greater of the number of new people attracted on his or her 

personal page is. The evolution of the number of followers has an impact on the 

relationship between leaders and followers. The study of this relationship has been 

disregarded by the scientific world.  

1.2 RESEARCH QUESTION 

This research study has for purpose to underline the relationship between opinion leaders 

and their followers on social media. The research issues would concentrate on the 

evolution of the relationship between an opinion leader and his or her followers and what 

are the feeling of both sides, which cannot be studied apart.  

The research issues of this study can be resumed as the following question:  

“What are the different views of the evolution of the relationship between opinions 

leaders and their followers on social media when the number of followers 

increase?” 
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The question is deliberately wide and general. Indeed, this formulation does not restrict 

the study and widens the possibility of seeing the relationship between followers and 

leaders in more meaningful ways. 

1.3 PURPOSE  

First, I raised this question because I am interested in the topic of opinion leader. I follow 

myself a lot of the opinion leaders to help me in the choice of my next clothes, what 

exercises I should do to lose weight, and so on. I wanted to understand why I follow these 

people and how the relationship between followers and opinion leaders evolves with time 

and the increasing number of followers.  

In fact, followers represent a huge community nowadays, particularly on social media 

where they can be counted by millions, whereas leaders represent an infima fraction of 

the population. Leaders can reach them through usual ways of communication such as 

email or conversation. However, when the number of followers increases suddenly, 

leaders must find new ways to communicate and control their relationship with them. 

With this study, I hope to find a better way for these leaders to communicate more 

efficiently with their followers, especially when their number becomes unmanageable. 

Indeed, this paper will contribute to the professional world. 

Finally, with this paper, I want to highlight a kind of leader often disregarded by the 

leadership field and to understand the relationship of the followers with these leaders and 

vice-versa. I want to increase the scientific knowledge of the opinion leadership and 

followership. 
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2 METHODOLOGY  

“Methodology concerns one’s own personal development as a researcher, consultant or 

investigator in one direction or another” (Arbnor et Bjerke 2009, p.17). In this section of 

the thesis, I will explain the methodology view and procedure that I chose to conduct my 

research. From my point of view, as a writer, having a methodology section enabled me 

to have a deeper understanding on how to solve my problem and discuss the research 

issues. From the point of view of the readers, this section gives them a better 

understanding on how I worked on my ideas and how the research was conducted (Strauss 

and Corbin, 1998). In fact, the choice of the methodology will have an influence on how 

the data is collected and how the results are investigated and interpreted. Methodology is 

a tool which helps the creators of knowledge to follow a consistent process during all 

their works. Naturally, as mentioned by Arbnor and Bjerke (2009, p.20), “there is not a 

best view to conduct a research, the searcher has to consider the situation and his or her 

own opinion of life”. In this section of my master thesis, I explained the different choices 

that I made to conduct my research.  

2.1 QUALITATIVE RESEARCH  

Qualitative research has for first purpose the uncovering of the meaning of a phenomenon 

by interpreting the experience of people (Merriam and Tisdell, 2016) which fit perfectly 

to my research question about the evolution of the relationship. The qualitative researcher 

put less emphasis on finding a causal effect than the quantitative research (Lapan, 

Quartaroli and Reimer, 2012). Two different types of perspective can be used within a 

qualitative research: interpretive or critical. The interpretive perspective assumes that 

people construct their meaning via the interactions with the world. There is no single 

reality, but an infinity because each person with their different frame of reference has 

their own reality (Lapan, Quartaroli and Riemr, 2012). The researcher tends to explain 

phenomena via the investigation of the meaning and value of the respondents. On the 

other hand, “the critical perspective focus on the way power is embedded in the structure 

of the society and how individuals become empowered to transform themselves, the 

social organization around them and the society as a whole” (Lapan, Quartaroli and 

Riemr, 2012, p.9) The critical study tends to focus on the source of inequality and 

oppression in the society. In both cases, the data are words, whereas quantitative data are 
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numbers. For my paper, the interpretive perspective has been used. Actually, I perceived 

the reality as a sum of objective and subjective facts held by people.  

Four main characteristics compose a qualitative research. Firstly, the researcher focus on 

the meaning and the understanding of a phenomenon which is unique by his context. “The 

overall purpose is to achieve an understanding of how people make sense out of their 

lives” (Merriam and Tisdell, 2016, p.15). Secondly, the research is the primary instrument 

for the collection of the primary information and their analysis. The third characteristic is 

the inductive process because of a lack of theory to explain the studied phenomenon. 

“Researcher gathers data to build concepts, hypotheses or theory rather than deductively 

testing hypotheses as in positivist research” (Merriam and Tisdell, 2016, p.17). The lack 

of theory does not mean that the researcher creates theories from nothing, the study is 

“informed by discipline-specific theoretical framework that enable us [qualitative 

researcher] to focus on our inquiry and interpret the data” (ibid). Finally, the last 

characteristic refers to the richly descriptive of the research. As said earlier, the primary 

data of a qualitative research is words which describe a context. These four characteristics 

represent what I wanted to accomplish for my master thesis: focusing on the phenomenon 

of opinion leader, understand the meaning of the evolution of the relationship between 

opinion leader and followers, building concepts and not finding causal effect.  

2.2 METHODOLOGICAL VIEW 

This section has for main purpose to expose the two different methodological views I 

used. I also explained why and how I combined them. A methodological view refers to 

what are the meanings of the different methods used to study and research reality (Arbnor 

and Bjerke, 2009). This different views make presumptions about what is the perception 

of the environment and the role of the creator of knowledge in this same environment. In 

the case of my master thesis, I combined systems views and netnography to create my 

own methodological approach.  

2.2.1 SYSTEMS VIEWS 

The perception of the reality can be defined as “contains objective and subjective facts 

where both are looked at as true and the subjective facts are true opinions that people may 

hold” (Arbnor and Bjerke 2009, p.86). The description of reality is constituted by the 

description of systems or parts of such systems. The description of a system is only valid 

for this specific system and not to be used in a general way. Furthemore, each system is 
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unique. This view helps “the creator to analyze and/or describe any groups of objects that 

work in concert to produce some result” (Arbnor and Bjerke, 2009, p.105). Systems’ view 

is used by creator of knowledge to explain and/or understand facts. Understanding is born 

through interpretation, which will bring a metaphor invented by the researcher. The 

creation of a metaphor was one of the goals for this research. In my opinion, by explaining 

with a metaphor, I made the relationship more understandable for people who do not have 

knowledge, or few, in the studied field. Moreover, in the system view, case study is the 

most common method to understand or explain a specific system.  

Case study is a general orientation for creating knowledge. “Case study is an investigative 

approach used to thoroughly describe complex phenomena […] in ways to unearth new 

and deeper understanding of these phenomena” (Moore, Lapan and Quartaroli, 2012, 

p.243). A case study provides a deep description of reality. The case study enabled to 

look for typical answers rather than finding an average answer to a specific question. The 

study case has several advantages such as allowing the complexity and ambiguity of a 

situation, offering freedom in the choice of the data collection, modelling and interpreting 

techniques, and giving access to specific reality (Bjerke, 2016). In multiple case studies, 

several cases are joint to find an explanation which can be applied to all cases. My 

research will proceed with this strategy for the opinion leaders. By doing so, I took the 

opportunity to capture the subjectivity of their opinion. It allowed me to look in detail the 

data to answer to my sub questions concerning them. In this study, each opinion leader 

and their relationship with their followers is considered as a study case.  

Arbnor and Bjerke (2009) created a plan study for the system view illustrated by Figure 

1. 

 

Figure 1 Plan studies (based on Arbnor et Bjerke, 2009) 
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 First, the researcher must formulate the finality relations based on assumptions. “A 

system is a set of components, which can be subsumed into subsystems, and the 

relationships among them all" (Arbnor and Bjerke 2009, p.116).  

Secondly, the creator of knowledge designs the collection of the data according to the 

basic requirements of the system approach.  

Analyzing the data and controlling the validity of the relations, which is implied in the 

first step of the procedure, constitute the next step. To validate the data, researchers must 

talk with as many people as possible and study as much secondary information as they 

can (Arbnor and Bjerke, 2009). Finally, the writer reports the results. Each system is 

unique, so not comparable with each other. These different steps have been integrated in 

my final methodological approach.  

2.2.2 NETNOGRAPHY  

Netnography is a method which analyzes behaviors of individuals on the Internet. In other 

words, “netnography is the name given to a specific set of related data collection, analysis, 

ethical and representational research pratices, where a significant amount of the data 

collected and participant-obsevational research conducted originates in and manifests 

through the data shared freely on the Internet, including mobile applications” (Kozinets, 

2015, p.79). The word comes from Inter[net] and Ethnography (Kozinets, 2015). The 

studied interaction takes place every day online, on social media. The netnography helped 

me gathering more information about this interaction and, more specifically, for the study 

cases. By using netnography, I had a deeper understanding and obtained some “objective” 

data in addition to the perception of opinion leaders and followers.  

The netnography, as the systems view, has a study plan (see figure 2). The first step, 

planning and preparation, includes two tasks. The selection of a Topic, People or Sites to 

study and the formulation of the research question. Topics are conceptual (Kozinets, 

2015). It refers to a theoretical construction. The research can also choose to target people. 

People can be studied historically and autobiographically. Sites are location, “sign or 

marker of any kinds of points” (Kozinets, 2015, p.120). It also includes the study of social 

sites or cyber spaces. After choosing the target, the researcher must formulate his or her 

research question.  
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Figure 2 Netnography process - based on Kozinets (2015) 

The second step is data collection. “The question for data in netnography becomes a 

tripartite act of collection (which must always be selective), curation (which is highly 

selective) and annotation (which involves and captures ongoing reflection of data-

method-theory)” (Kozinets, 2015, p.164). In this step, the researcher has to find the 

websites which will be the main sources for the data. The selected sites have social 

interaction and potential social experience that are relevant for the research question. “The 

data must relate directly to research focus, to your topic and your particular questions” 

(Kozinets, 2015, p.170).  

Finally, the researcher will analyze and interpret the data by the methods which fit the 

best for his or her data and the research question.  

2.2.3 MY METHODOLOGICAL APPROACH  

As said earlier, I decided to use the netnography which is a specific kind of systems. I 

create a methodological view which fits the best to my research study. In my opinion, the 

systems approach fit with my research. I want to have a deeper understanding in a few 

cases following my own system. I also want to start my literature review before collecting 

data to inspire me and have relevant question. The conception of the reality in the system 

view is the closest to my own perception. In fact, I perceived the reality as a sum of facts, 

which are subjective and objective, held by people. Besides, the netnography, which 

studies the behavior of community on internet, also matches with my research. The 

relationship is taking place on social media. A relationship is based on the behavior of 

both sides which makes the netnography relevant for my study. Therefore, I created my 

own process, combining both methodological views. My process is mapped below (see 

figure 3).  

Planning and 
preparation

• Selection 

Topics, People or Sites

• Formulate research 
question

Collection Data

• Choosing the site 

• Choosing the data 

Results

• Data interpretation 

• Data analysis



  

 

12 

 

Figure 3 Study Plan created by Victorine Nachtegael (2017) 

Actually, the current research studied the relationship in a social media context. I searched 

for people, followers and opinion leader, with the netnography (see above). I imagined 

my own preliminary system which is filled further with the conclusion of my research. 

To have a manageable system, I decided to choose a high level of magnifying. In other 

word, my system will have a low level of details. The system is composed of the opinion 

leaders and the followers, which can then be subdivided in subsystems with their own 

characteristics (Figure 4). This system will take place in an open system. I am aware that 

other components can influence the relationship between the opinion-leader and their 

followers, but these are not relevant for my research question which is defined in section 

1.2 (see above). This study is part of the structuralism which refers to “the assumption 

that relationships can be usefully exposed and explored” (Arbnor and Bjerke, 2009, 

p.106). Indeed, this paper studied the relationship between follower and opinion leader, 

the structuralism is so a good base. 
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Figure 4 System of the study - created by Victorine Nachtegael 2016 

In figure 4, three components are presented. First, we have the opinion leaders who are, 

in our case, active on the social media. Secondly, the followers are the ones who follow 

the opinion leaders and who have an influence on them. The link between the followers 

and the opinion leader is created on social media. This link represents also their 

interaction with each other. Finally, the outcome in the case of this study represent, as 

said before, the improvement of interpersonal skills, effectiveness and, more precisely for 

the study of opinion leader, the change of the purchase behavior. In the case of my 

research, the outcomes will not be studied. In fact, only the relationship between the 

followers and the opinion leaders is at the focus of my study.  

After creating the system, I designed the methods to collect my data. Both sides, followers 

and opinion leader, need to be interviewed to have a better understanding of the 

mechanics behind their relationship. Two different technics have been chosen. First, 

qualitative questionnaire has been selected for the collection of primary data. Second, 

some additional information from the followers has been collected by face-to-face. These 

methods are explained further in the methodology chapter. In addition, I used 

netnography to collect primary data on social media. The data collected via this method 

is essentially gathered from the personal webpages of the opinion leaders. I sought 

information about the relation between followers and opinion leader. The collection of 

data continued until I was satisfied about the quality and quantity of my results.  

The last step was the reporting. First, I analyzed both sides separately. The opinion leaders 

have been analyzed by study cases. In opposition, the followers have been studied in a 

more general way. I made the choice to code my investigation for the follower side. “A 

code in qualitative inquiry is most often a word or short phrase that symbolically assigns 

Outcomes 

 
Opinion 

Leaders 

Followers 
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a summative, salient, essence-capturing, and/or evocative attribute for a portion of 

language based or visual data” (Saldaña, 2009, p.3). Coding made me able to find patterns 

in the collected data. In this paper, I proceeded with the initial coding which “is breaking 

down qualitative data into discrete parts, closely examining them and comparing them for 

similarities and differences” (Strauss and Corbin, 1998, p.102). My coding has been 

generated with the literature review. In other words, the code process has not been done 

as the grounded theory implies: code related to emerging topics from the data, but rather 

from already existing data. Afterwards, I chose to establish links between the different 

concepts via axial coding. Finally, I selected the codes so they have a generic core. I then 

combined the two analyses to write my conclusion, a metaphor, of my own system. The 

chosen metaphor represents the leader as a gardener. This choice is discussed in the last 

part of this thesis (see conclusion). During the analysis, I decided to introduce the 

fundaments of my metaphor. I presented the different nature of followers, which are 

represented by flowers in my metaphor.  

2.3 DATA COLLECTION  

Information, divided in two categories, primary and secondary data, has to be gathered in 

any research. “Data is considered to be information, things known or assumed to be 

factual. Data is considered to be, in some specific system of investigation, the evidential 

components.” (Kotzinets, 2015, p.162). The different type of data and the methods that 

can be used to collect them are explained in the following section. Given my 

methodological approach, primary and secondary information are used to conduct my 

research.  

2.3.1 PRIMARY DATA 

Primary data represents all the information collected specifically to answer the research 

question. Arbnor and Bjerke (2009) presented in their book three different ways to collect 

this type of data: direct observation, interview and experiment. The first method, direct 

observation, consists to observe the interlocutor during a face-to-face interview. 

Interview, the most traditional technique to collect primary data, is sub-divided into four 

categories: personal interview (face-to-face), telephone interview, mail questionnaire and 

group questionnaire. Interviews have the advantage to give flexibility to the researcher. 

In this case, interview implies an interaction. The face-to-face interview is also divided 

into three different categories: interview, conversation and dialogue (Bjerke, 2007). 
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Interview has as main purpose the collection data to capture and explain objective reality. 

Conversation is capturing subjective reality with questions. This subjective reality cannot 

be validated from other information, unlike objective facts. These two categories “have 

many similarities and are commonly combined” (Bjerke, 2007, p.227). Finally, the 

dialogue has as main purpose to understand the meaning and signification of other 

realities. During a dialogue, the creator of knowledge will participate to build with the 

respondent a common reality. Finally, the experiments are used to reproduce the causal 

relations, which is related to an analytical approach (Arbnor and Bjerke, 2009).  

I chose to collect my data through interviews and a qualitative questionnaire as a result 

of my methodology approach. The gathering of data will be supported by the literature 

background.  

Furthermore, the qualitative questionnaire will be conducted via mail for the opinion 

leader and the followers. The choice of questionnaire for the opinion leaders has been 

done due to several reasons. Firstly, this study focus on opinion leader on social media. 

Reaching them by mail or via private message on social media shows how available they 

are to their followers. Secondly, these individuals have hectic schedules, so giving them 

a mail questionnaire allows them to answer at their convenience. Thirdly, the objectivity 

of their answer will be preserved. Actually, if I interviewed the followers of the opinion 

leaders first, I could introduce a bias in my research. Finally, the interviewed leaders are 

geographically dispersed and this method was the less costly. On the point of view of the 

followers, the following reason push me to choose the mail questionnaire. As the opinion 

leader, the followers are active on the social media will make them more reachable via 

this communication way. The dispersion geographic is also important is the chief of the 

followers of the different opinion leader. And finally, the qualitative questionnaire makes 

me able to send more interview and so have more data to interpret. On the other hand, I 

understood the disadvantages related to this method which are the possible 

misunderstanding of the questions, the low percentage of responses and the risk that 

another person that the one selected answer to the questionnaire. To reduce the risk of 

misunderstanding, I reserved the right to ask more details to the interviewed if an answer 

is not clear (Arbnor and Bjerke, 2009). Brinkmann (2013) enumerated one big 

disadvantage of internet interviewing (E-mail or chat) which is the demand of 

communication skills. The people can have difficulty to express themselves on paper. 

Opinion leaders on social media by essence have high writing skills, which partially 
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explains why they attract followers. However, this problem could occur with the 

followers. If the case happened, I reserved the rights to not to not use the answer provided. 

In the case of the followers, the qualitative questionnaire has been put on a website to 

facilitate as much as possible its spreading.  

In addition, for the followers, I chose to add a collection of data via face-to-face interview 

and conversation. As said many times before, my conception of reality being a sum of 

subjective and objective fact, the interview will catch the objective fact and the 

conversation the subjective fact. This kind of interview is the richest source of knowledge 

(Brinkmann, 2013).  

Different structures of interview can be found in the specialized literature (Brinkmann, 

2013). Firstly, the structured interview is a standardized way of asking questions. The 

researcher can compare different participants with this type of interview. The question 

has to be read as it is written, without any further explanation. The introduction of bias 

related to a dialogue with the interviewer is eliminated. The answers will reveal the true 

opinion and feelings of the respondent. Secondly, the unstructured interview is more free 

and improvised. The searcher cannot prepare the questions in advance, but instead should 

work on how he can facilitate the dialogue. The creator of knowledge is more a listener 

than an interviewer. Finally, the semi-structured interview is an interview where the 

researcher has prepared questions and will find others in function of the answers of the 

respond. The searcher will be part of the processes of knowledge-producing. For this 

study, I chose the structured interview for mail question because the others two types are 

difficult to implement. The face-to-face questionnaire was semi-structured with prepared 

and unprepared questions, the latter emerging during the interview. By asking more 

details during the interview, I push further the interaction and the answers of the 

followers. At the same time, I increased the number of questions, in the idea of improving 

my understanding of the phenomenon.  

Finally, I chose to collect data about the interaction, between opinion leaders and 

followers, on social media via netnography. As a matter of fact, I gather data from the 

different opinion leader who was interviewed and the one I chose. The websites chosen 

for the gathering of data depended on the opinion leader, the number of followers on it 

and the amount of posts.  
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Theses different technics are independent but support each other. In other words, the three 

different collection of data, qualitative questionnaire, face-to-face and netnography which 

is considered as secondary data, complete each other by validating some results and also 

showing how people can perceive the reality. The netnography helps essentially the 

validation of the results coming from the qualitative questionnaire from the interviewed 

opinion leader. The face to face supported the qualitative questionnaire of the followers.  

2.3.1.1 Sample  

Sampling refers to the process of finding respondents who are relevant members of the 

selected population of the study (Brinkmann, 2013). In the system view and the study 

case, it is the responsibility of the searcher to choose his or her sample. Two different 

selection types exist. First, random selection is used, but only in quantitative projects. 

Secondly, information oriented selection has for purpose “to maximize the utility of 

information for small samples and singles cases” (Brinkmann, 2013, p.57). The last 

method has been chosen for this paper because of the choice of a qualitative research.  

To represent the phenomena studied, the sample must be strategic as much as possible. 

As a matter of fact, the sample has to have different individuals to have as much as 

possible different views and perceptions about the studied phenomenon. The 

phenomenon of opinion leader on social media is global and observed in different fields. 

That is the reason why I decided to have a sample as much as possible spread 

geographically. I also chose opinion leader from different areas of expertise. The main 

purpose of this master thesis is not to identify the opinion leader. Given that, I decided to 

exploit magazines and websites to help me in their identification. The opinion leaders 

have been chosen through the identification as “influencer of the year”, “blog of the year” 

and other synonyms on websites such as vogue.com or bloglovin’ (social media platform 

providing templates for blog). I also selected opinion leader because of their established 

celebrities. To have a wide range of opinion leader, I contacted blogger and vlogger who 

started their blog this year of last year. This last selection has been made subjectively.  

The netnography implies to choose a target to study. As a matter of fact, the opinion 

leader chosen in the sample through the identification, has been also chosen for the 

netnography. The collection of data has been made on social media and has focused 

mainly on the relationship between the selected opinion leaders and their followers. 

However, Twitter for practical reason has been eliminated as well as Instagram when the 

opinion leader had too many posts.  
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Due to the number of followers and the time frame of their blog, I classified the opinion 

leader into three categories (see table 1). If an opinion leader is between two categories, 

the determinant criteria is the number of followers. I made this choice due to my research 

question. In fact, studying the evolution of the relationship with the number increasing of 

followers, this criterion was obviously the most important. Concerning the choice of the 

numbers for the years and followers, I made it subjectively. These number seemed to me 

to be the most representative of what I observed.  

 Beginner opinion 

leader 

Experienced 

opinion leader 

Senior opinion 

leader 

Number followers < 5,000 5,000 - 100,000 > 100,000 

Number year < 2 2 – 5 > 5 

Table 1 Categorization opinion leader - Victorine Nachtegael (2017) 

The interviewed followers have been selected by different ways. First, I sent message via 

different social platforms to reach followers who were interacting with the interviewed 

opinion leaders. Theses followers have answered the qualitative questionnaire. Second, I 

asked to my personal contacts who were seeking information on internet in order to have 

an opinion from an individual. The second group was interviewed by face to face and 

qualitative questionnaire. The followers who answered to the qualitative questionnaire 

are anonymous due to the program used. Despite this anonymity, each follower to whom 

I sent a message have been specifically targeted.  

2.3.1.2 Qualitative Questionnaire  

The questionnaire is composed of questions which can be categorized in four types, 

following the categorization of JTPA [Job training and partnership program] (Strauss et 

al. cited in Merriam et Tisdell, 2016). First, the hypothetical question asks to the 

individual to speculate about a situation. The answer will be a description of a previous 

experience. Second, the devil’s advocate question is particularly useful when the subject 

is controversial and the researcher wants to catch the true opinion and feelings of the 

respondents. Thirdly, the ideal position question gives both information and opinion 

about the phenomenon studied. Finally, the interpretative question checks if the 

individual understood the previous questions. The qualitative questionnaire is composed 

essentially of open questions. In fact, by choosing to conduct a qualitative research, my 

main data are words so the open questions are the one fitting this goal. The same authors 

also described the questions to avoid: multiple question, which is question with multiple 
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questions inside, the leading question, negation question and yes-or-no question. These 

types will not provide the expected information from the respondents.  

The questions were reviewed by asking myself the questions (opinion leaders and 

followers) and trying to answer as minimally as possible.  

2.3.2 SECONDARY DATA 

The system view claims that the conception of reality is the construction of objective and 

subjective facts hold by people. In this perspective, the secondary data constitutes the 

reality perceived by others and is necessary to catch the real reality. However, the 

secondary data is used in addition to primary data. Secondary data is the sum of the 

information that has been collected by external sources. This data can come from several 

sources including magazines, books, articles, internet and so on. In this paper, the 

secondary data is constituted of the social media platform used by the opinion leader 

interviewed and some of their public interviews. The method used to collect secondary 

data is the netnography. I also used magazine and website to identify opinion leader. 

Using secondary data implies two problems which are compatibility and trustworthiness.  

2.4 LIMITATIONS  

During this research, I faced some limitations. Two limits are due to the utilization of 

netnography as a methodological approach. First, by studying opinion leader on internet 

and globally famous, some comments were in different languages than English. I had 

some comments in German or in Italian. Second, some social media platform had a lack 

of information concerning the publication of the comments from both sides. In other 

words, I could not know if the follower published the day of the publication of a post or 

if the opinion leader answered one day after the publication of the follower’s comment. 

In the same way, some platforms do not allow people to see who liked the comment.  

I chose to identify the opinion leader via some appellation such as “blog of the year”. 

However, I did not know how the magazine or website identified them. The nomination 

can be due to the content and not the real interactions, and consequently relationship, 

between the influencer and his or her followers. After sending the qualitative 

questionnaire, only femal opinion leader answered me which also constitutes a limitation.  
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The true evolution of the number of followers per opinion leaders is one of the missing 

fact in this research. It was difficult to know a specific time or number of followers who 

implied a change suddenly in the relationship.  
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3 THEORETICAL FRAMEWORK 

3.1 FOLLOWERSHIP  

Followership research started in 1933 by Mary Parker Follett. Even though leadership 

study started with Plato in Classical Greece, the followership and leader emerged at the 

same time with the man cave. It is only during this last couple of decade that the amount 

of researches on this subject have considerably increased. Followership study investigates 

on the nature and impact of the followers and the following in the leadership process 

(Uhl-Bien et al., 2014). Scholars are focused on trying to define followership in the 

business field. According to Cartsen and Lapierre (2014, p.14), followership is “the 

behaviors one engages in while interacting with leaders in an effort to meet organizational 

objectives”. Bjugstad et al. (2006, p.304) defined the followership “as the ability to 

effectively follow the directives and support the efforts of a leader to maximize a 

structured organization”. On top of that, followership is seen as sharing the “common fate 

of responsibility for their family, group, organization, or nation. From their [leaders and 

followers] participation emerges the success or failure of their enterprise” (Heller and van 

Til, 1982, p. 406). These different definitions and views of the followership explain the 

confusion around this concept.  

Moreover, the most common definition of leadership implies a relation of influence on 

the followers. But this same definition ignores again the influence of the followers on the 

leadership (Malakyan, 2014). Furthermore, according to Ulh-bien et al. (2014, p.99), “if 

someone makes a leadership (influence) attempt(s) but it is not responded to with 

following (deference) behavior(s) then it is not leadership”. 

To sum up, the definition of leadership and followership must include both of their 

variables and the study of one cannot be done without the other. “Followership and 

leadership are two necessary components of what it means to be either a good leader or a 

good follower” (Maroosis, 2008, p.18).  

3.1.1 PERSPECTIVE OF FOLLOWERSHIP-LEADERSHIP RELATION 

Follower, as well as leader, is a role and not a position (Cartsen and Lapierre, 2014). 

Followership can be perceived with three different views, reflecting on the different 

leader-follower relationships (Howell and Mendez, 2008). Each perspective gives to the 
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follower a different role orientation: followership as an interactive role, as an independent 

role and as a shifting role.  

First, followership can be perceived as an interactive role which complements and 

supports the leadership role. The interaction between the leader and the followers is in 

the center of the effectiveness of the group. This interaction is not built on blind obedience 

but rather on mutual trust and cooperation. According to Howell and Mendez (2008), the 

interactive role is the most effective form. But not all the interactions are effective, for 

example “the political games-man”, who just takes orders without thinking further, is an 

ineffective interactive follower.  

Secondly, followership as an independent role reflects on the follower’s independency 

from their leaders. This orientation seems to increase these last years because of the higher 

level of education of the followers. They prefer to act without prompting, take decisions 

by themselves and believe in their capability to do so without the involvement of their 

leader.  

Finally, followership as a shifting role provides a reflection of the need to alternate 

between the followership and leadership roles. Everyone is a follower, even the people in 

a leader position. The shifting role corresponds often to “individuals who prioritize the 

goals of the groups over their own interest and accept the leadership or followership role 

the groups needs them to play” (Howell and Mendez, 2008, p. 36).  

In the same way, the leader follower trade approach (LFT approach) theorized by 

Malakyan (2014) explain how an individual shifts between the role of follower and leader. 

The author affirms that the time where the followers are considered as passive is over. 

Followers choose to follow and refuse to continue if they do not agree with their leaders. 

It is the relationship between followers and leaders which determines their role in the first 

place. The LFT approach answers to the issues of the shifting role between leaders and 

followers depending on the situation and the context. The LFT approach is defined as 

following: “Leadership-followership processes occur in the relationships and leading-

following functions are exchangeable behaviors in human relationship. Thus, leaders and 

followers trade their functions from leader to follower and from follower to leader in 

order to develop their intrapersonal perspectives, foster, interpersonal relationships, and 

maximize mutual effectiveness” (Malakyan, 2014, p.11). In this approach, the influence 

between leader and follower is mutual which stands out among the leader centric views 
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where the influence is just from leaders to followers. Different leadership theories, such 

as opinion leadership, can be studied with LFT approach to better understand the 

relationship between the opinion leaders and their followers. However, the LFT approach 

has some limitations. Everyone is not willing to shift between the roles of followers and 

leaders. In fact, both role imply competences that every individual does not possess 

necessarily. Malakyan argued that leadership cannot be studied without the followership 

and without looking at the context and the situation. To avoid any stereotypes, Malakyan 

prefer to talk with the verbs “lead” and “follow”. Leading and following are 

interchangeable, valuable actions and yet separate human functions performed by the 

same individual (Malakyan, 2014). In the case of the opinion leader and followers, this 

approach would be the most interesting for further research.  

The relationship follower-leader can also be studied with different types of power which 

are the following: legitimate, reward, punishment, referent and expert (French and Raven, 

1960 cited in Katz et Khan 1978). Power is defined as a “person’s ability to influence 

people, behavior, and situation” (Mohn, 2016). The legitimate power is provided equally 

to all managers of a same level in an organization. This power implies that people have 

to obey to whom hold this power (Mohn, 2016). At the same time, the reward and 

punishment are also provided by the organization. The punishment power, also called 

“coercive power”, comes from the ability to punish someone. The reward power is the 

opposite of the punishment one, it is the ability to reward someone who has done what 

was expected (Mohn, 2016). These three forms of power are considered as formal powers. 

The last two, referent and expert, represent an addition to the power available from the 

organization. “Referent power refers to the influence based on liking or identifying with 

another person” (French and Raven, 1960 cited in Katz et Khan 1978, p.528). This power 

englobes the personality, charm or appeal of a person (Mohn, 2016). Referent power is 

often found in the celebrities’ world. Expert power, as indicated by his name, is conferred 

to an individual because of his or her expertise in one domain. People who have expert 

power, are often trusted. Their opinion will be preferred over other’s (Mohn, 2016). 

Referent and expert power are available for everyone because it depends on the person 

and the properties of the group. These two powers are considered as informal. Oc and 

Bashsur (2011) categorize these five powers into two categories: personal, which includes 

referent and expert, and position, which includes legitimate, reward and punishment. 

Chaleff (2009, p.18) said that the power comes from both sides, followers and leaders. 
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The sources of the followers’ power variate. They have the power of purpose, of 

knowledge, to speak the truth, of communication or the power of relationship (when the 

follower has a network who trusts him or her). 

In addition, the relation between leaders and followers can also be studied with an 

influence perspective. In fact, Oc and Bashsur (2011) introduce the followers as a source 

of social influence, even if they do not have a position of power. However, the leader by 

his or her behavior will amplify or attenuate the influence of the followers. The power 

and influence on others come from the information possessed by the individual. In fact, 

the more information an individual has, the more power he or she has. Followers will 

have more opportunities to exert their influence if they have a high level of interaction 

and visibility with their leaders.  

3.1.2 RELATION LEADER-FOLLOWERS  

Every relationship is unique and personal with a core universal value. Klaussner (2012) 

explains how a relationship is created by the social interactions between a leader and a 

follower (Figure 4). Social interaction is defined as “the reciprocal influence of persons 

taking each other into account as they act” (Stryker and Vryan, 2003, p.3 cited in 

Klaussner, 2012, p.419).  

 

Figure 4 Interpretation and selection as interrelated functions of individual expectations - Klaussner (2012, p.420) 

By using their individuals’ expectations, two functions will take place. First, individuals 

will try to make sense of the perceived other party’s behavior. They interpret cues that 

they put in their own frame of reference. Second, individuals will select their “own 

behavior in response to perceived behavior” (Klaussner, 2012, p.419). These two 

functions are dependent and constitute the construction of the social interaction between 

leader and follower. When the relationship is strong, the parties are able to understand 

each other more clearly and faster.  
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Relationships are a dynamic process and not a static end product. Every relationship 

evolves with time and has a life-cycle which is decomposed in three stages showed in 

Figure 5 (Graen and Uhl-Bien, 1995). The first stage is called “stranger phase”. During 

this phase two individuals do know each other and have formal interactions which are 

purely contractual. The followers are not committed to the leader. This phase is crucial 

for the development of the relationship. Some relationships do not go beyond this phase. 

The second phase is called “acquaintance”. During this stage, followers and leaders start 

to increase their social exchange which becomes other than contractual. However, these 

exchanges are still limited. Individuals also begin to share information on both work and 

personal levels. They are adapting to their roles. The level of trust begins to slowly 

increase. Again, this phase is critical for the development of the relationship. Finally, the 

relationship reaches the mature stage. This stage only comes after both sides, follower 

and leader, invest time in the relationship. The exchanges between them are highly 

developed and are behavioral and emotional. The influence on each other is unlimited. 

“Leaders and followers can count on each other for loyalty and support” (Graen and Uhl-

Bien, 1995, p.230).  

 

Figure 5 Life cycle relationship based on Graen and Uhl-Bien (1995) 

Furthermore, to have a healthy relationship between two individuals, be it leader-

followers or husband-wife, trust is crucial. Trust is defined as “a psychological state 

comprising the intention to accept vulnerability based upon positive expectations of the 
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intentions or behavior of another” (Rouseau et al., 1998, p.395). During the development 

of the relationship from stranger to acquaintance, trust will increase the influence power 

on each other. This trust has to come from both side of the relationship. “Trust is 

contagious” (Bibb and Kourd, 2004, p.67). In other words, when one individual trusts 

another one, this trust will be spread to the other relations from the first individual. Trust 

also plays a role in diffusing knowledge (Sangmi and Minkuyn, 2010).  

3.1.3 TYPES OF FOLLOWERS 

Kelley (1988) classified the followers with two axes of behavioral differentiation, 

characterized by the degree the followers exercise independent and critical thinking and 

by the ranks of the followers on a passive/active scale (Kelley, 1988, p.143). The 

independent and critical thinking dimensions put in the front followers who think by 

themselves and do not take for granted what the leader said or did. The second axe, 

passivity and activity, refers to the sense of ownership that the followers demonstrate. 

The active follower will have a commitment for the organization and will bring positive 

energy, meanwhile the passive one will do what the leader ask them to do. From these 

two axes put in a matrix, five types of followers appear: the sheep, the yes people, the 

survivor, the alienated and the effective followers. The first type, the sheep, is perceived 

as passive and uncritical. They will have a lack in initiative and sense of responsibility. 

The yes people are active, but dependent on the leader vision. They lack critical thinking. 

They need the leader to move on. The survivors, as the name suggests, are just trying to 

survive in the organization and follow the mantra “better safe than sorry”. They are in the 

middle of the matrice, waiting to see which behavior suits the best to the situation. The 

alienated followers have a passive behavior, but are critical and independent in their 

thinking. Finally, at the top of both axes, stand the effective followers “who think for 

themselves and carry out their duties and assignments with energy and assertiveness” 

(Kelley, 1988, p.143). This last kind of followers have several essential qualities such as 

self-management, commitment, competence, focus, honesty and courage. As stated by 

Bjugstad et al. (2006), the most important characteristic of an effective follower is the 

willingness to tell the truth.  
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Figure 6 Followers Typology - Kelley (1998, p.145) 

In 1995, Chaleff (2009) supported Kelley’s idea with his book named “the courageous 

followers”. Followers are considered as a support for the leaders, and they challenge and 

confront them with information, pleasant or not, and honest feedback. The effective 

followers are partners with leaders. Both are accountable and take a proactive approach 

to their role. The typology of Chaleff is based on two different axes based on the 

characteristics of a courageous follower. The variables are low-high support and low-high 

challenge. Four follower styles emerge: implementer, partner, individualist and resource. 

Implementer has a high level of support and low of challenge. This kind is loved by leader 

who love operational followers. The partner has a high degree of support and challenge. 

They will be willing to question the behavior of leader. The individualist has a low level 

of support and high of challenge. They counterbalance the others kind of followers by 

telling to the leader what they really think about leader’s actions and behavior. Finally, 

the resource has low degree in both support and challenge. They just want to do their 

work and go back home. They will never go beyond the strict minimum. The 

categorization of Chaleff provides a more positive view of the different types of followers 

compared to Kelley’s which, except the effective follower, describes the four other types 

with a negative connotation.  

 

 

Alienated Effective followers

Sheep Yes people

Survivor

Implementers Partners

Ressources Individualist

Independent  

Dependent 

C
ritical th

in
k
in

g
 

Passive Active 

low 
Challenge 

degree High 

S
u
p
p
o
rt d

eg
ree 

high 

low 



  

 

28 

Figure 7 Followers typology - Chaleff (2009, p.40) 

Kellerman (2007) identified five attitudes of followers which can be detected by the 

leader. The categorization is based on the level of engagement, determining the nature of 

the relation follower-leader independent of the context. This dimension had also been 

chosen by Chaleff’s and Kelley’s categorizations through, respectively, level of support 

and passivity/activity scale. The first type is the “isolated follower” who is someone 

detached and the least engaged of the five types. They do not care about their leader and 

do not know anything about them. The second type is called “bystander” who observes 

but does not participate. They will act when there is self-interest. “Participant” is the third 

type, engaged in some way. They will clearly support or oppose their leaders. On the 

other hand, they care enough to invest their time and money in a cause to have an impact. 

The fourth one is called “activist”. They are committed to their leader or organization and 

will act accordingly. They will strongly support the leaders and will be eager and engaged. 

Finally, the “diehards” are the most engaged of all the types. They are able to die for their 

cause and are devoted to their leader. All the above-mentioned types will occur 

simultaneously and it is their intensity which will define the leader’s influence. As said 

by Kellerman, the best followers are the one who contribute to the organization or the 

group. They will support the leader if they have a good feeling about them and inversely, 

oppose the leader when they think that he is ineffective and/or unethical.  

 

Figure 8 Follower typology – Based on Kellerman (2007) 

3.2 OPINION LEADERSHIP  

The notion of opinion leader has been introduced for the first time by Katz and Lazarsfeld 

in 1955. During the presidential election in 1940, people started to influence others via 

mass communication, highlighting the influence relationship between individuals. Since 

then, opinion leaders have been defined as individuals who influence other people in their 
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immediate environment. As stated by Cho et al. (2012, p.97), “opinion leaders are 

individuals more central to and influential in a community”. They can be found in 

different areas of interest such as fashion, travel or politics. According Katz and Lazasfeld 

(1955, p.33), “opinion leaders are not a group set apart and opinion leadership is not a 

trait but an integral part of the give-and-take of everyday personal relationship”. On the 

other hand, Weimann (1994, p.71) stated that “Opinion leader is not authoritative, 

charismatic or leading figure but rather a position of an expert among his or her peers, a 

source of advice on a particular issue or subject”. Opinion leadership has been defined as 

“the degree to which an individual can influence other individuals’ attitude or overt 

behavior informally in a desired way with relative frequency” (Rogers, 2003, p.300). 

According to Gnambs and Batinic (2012), opinion leadership describes the influence of 

individuals who shape the attitude and behavior of their peers. Opinion leadership is 

defined as “how and when the influence of opinions leaders over their environment shapes 

opinion and trends across entire societies remains and open problem” (Tucci et al., 2016, 

p.76). The central component of opinion leaders is the influence that they exert in a 

domain. This influence is almost invisible, people do not notice the opinion leadership 

(Katz and Lazarsfeld, 1955).  

In fact, individuals choose who will become opinion leaders because of an interest, 

experience and knowledge in a certain field. Opinion leader are willing to transmit 

information about a product, experience or domain (Chan and Misra,1990). People trust 

them because of their objective competencies in their domain (Gnambs and Batinic, 

2012). According to Summers (1970) opinion leaders are always perceived as competent 

by their followers. In regards to the theory of power enumerated previously in the 

literature review, people follow opinion leaders because of the expertise power. Even if 

individuals are perceived as competent and shape the opinion of their followers, “the 

perceived opinion leadership does not imply that the respective individual is indeed 

competent as it results from the effects of knowledge and influence of traits” (Gnambs 

and Batinic, 2012, p. 614). Actually, an opinion leader is not always competent in the area 

of interest. The opinion leader can influence others because of their knowledge, however 

they also can influence other because of their personality (Gnambs and Batinic, 2012). 

Typical opinion leaders are young, often with high education, with higher incomes and 

higher occupational status. Some of the domain are dominated by a specific category of 
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opinion leaders such as the fashion is dominated by women opinion leaders (Summer, 

1970, p.180).  

3.2.1 OPINION LEADER AND COMMUNICATION  

The influence of opinion leader is examined through communication. As said earlier, 

communication through social media turns into community around a domain, for 

example, fashion, food, travel or even politic (Fuchs, 2014). “Opinion leaders play an 

important role in improving communication and encouraging group members in order to 

have a greater level of information exchange (Aghdam and Navimpour, 2016, p.88). They 

act as intermediaries between the mass media and the individuals (Watts and Doods, 

2007). Katz and Lazarsfeld (2006) highlight the notion of two-step flow. First, the mass 

media influence gives an information to an opinion leader who is going to influence their 

followers. Watts and Doods proposed to see the influence exerced by opinion leader as a 

network. In their network, the flow of influence can come from either direction from the 

mass media or another opinion leader. The influence can be propagated for many steps 

opposite to the two-step flow of Katz and Lazarsfeld. The network influence implies an 

exposition to a mixture of interpersonal and media influence (Troldahl and Dam, 1965 

cited in Watts and Doods, 2007). This network is illustrated in figure 9.  

 

Figure 9 Schematic of network model of influence (Watts and Doods, 2007, p.444) 

The communication between leaders and followers is often described as unidirectional in 

the scientific literature (Tucci et al., 2016). However, a relationship is a two directional 

process. (Klaussner, 2012). When a relationship reaches the stage of maturity, the 

communication between the two sides increases considerably. The influence is exerting 

by opinion leaders and the followers on the other party through the interpersonal 



  

 

31 

communication. In our days, opinion leader, through mass media, have more opportunity 

to influence their followers (Tucci et al., 2016).  

Opinion leaders, more precisely bloggers, are more and more present on social media. 

Actually, social media give the opportunity to attract easier new followers. “Bigger is the 

audience, more new followers will be attracted” (McQuarrie and Phillips, 2014, p.15). In 

the same way, if an opinion leader has a high reputation, followers will change their 

opinion faster and the opinion leader will attract new followers more easily (Chen, Glass 

and McCartney, 2016). Furthermore, Kaplan and Haenlein argued that “The higher the 

social presence, the larger the social influence that the communication partners have on 

each other’s behavior” (2010, p.61).  

3.2.2 OPINION SEEKING 

Opinion leadership and opinion seeking are inseparable, there are co-phenomenon, but 

not necessarily exclusive which implies that an individual can have more than one opinion 

leader. Opinion seekers are individuals who are searching from interpersonal information 

sources and go to opinion leaders perceived as expert in the domain to seek their opinions 

(Goldsmith and Clark, 2008; Shoham and Ruvio, 2008). Opinion leaders have also been 

given their position by the opinion seekers when they have decided to seek them for an 

advice. Opinion seekers can, by being influenced by the opinion leader, become 

themselves opinion leaders with the enactment of the first change of behavior, opinion. 

In fact, opinion leader’s followers, by being influenced, will spread the opinion and will 

act as opinion leaders for others and so become opinion leaders themselves (Goldsmith 

and Clarke, 2008). An individual can be an opinion leader and at the same time shift to 

opinion seeker in a different situation (Mellet, 2009). Opinion seeking, according to Katz 

and Lazarsfled, is a phenomenon where people tend to seek out each other as companions. 

The result is the formation of friendship or of a primary group having the same interest 

and opinion. In the same way, Flynn, Goldsmith and Eastman (1996, p.138) stated that 

by seeking information, the individual places him or herself in a social group. People seek 

information to reduce the perceived risk (Arnd 1967 cited in Vigar-Ellis, 2015). 

3.2.3 TYPOLOGY OPINION LEADERS 

Usually, the opinion leaders are classified by their domain of expertise such as marketing, 

fashion or health (Weimann, 1994). Different typologies exist to classify them.  

First, Merton (1957 cited in Gnabs and Batinic, 2012) distinguished two different types 

of opinion leaders: the monomorphic and the polymorphic The monomorphic influences 
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in a limited domain and will not spread in another sphere of decisions. The polymorphic, 

the most common, influences others in a range of spheres which can be related but does 

not have to be. Weimann stated that opinion leaders might be in both types following the 

situation. In other words, an opinion leader can be monomorphic with a group and 

polymorphic with another. Kingdom in 1970 (cited in Weimann, 1994) classified the 

politics opinion leaders. The two axes of differentiation were based on two questions 

(figure 10). The first one was about the active opinion leadership. In others words, if the 

people were trying to influence without anyone asked to. The second question was about 

opinion seeking. It was based on the fact that people were seeking opinion from this 

individual. Figure 10 provides the results of the research. Activist is the “pure” form of 

opinion leaders. They are the targets for opinion seekers and guide for others. Talkers 

attempt to influence people who did not ask their advices. Passives leaders are not trying 

to influence but are still consulted to provide opinions.  

 

 

Figure 10 Typology opinion leader- Kingdom (1970 cited in Weinman, p.56) 

A typology based on leadership styles is proposed by Thomas and Littig (1985). Two 

measures have been used : consideration (job relationship, mutual trust, respect for the 

followers) and initiation of structure (providing directions). Based on this two axes, four 

types of opinion leaders are found. First, High consideration (HC) and High initiation of 

structure (HS) leaders who give a lot of socioemotional support and clear direction to 

their followers. Second, Low consideration (LC) and Low initiation of structure (LS) 

leaders who do not provides anything and do not have a relationship with their followers. 

Third, HC and LS leaders are of great support but do not provide any vision. And finally, 

LC and HS leaders provide no socioemotional support, however have a clear vision.  

Finally, the last classification is from Booth and Babchuk (1972). Two categories 

emerged from their research. Occasional opinion leader who advice no more than once 
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per year. Often this type of opinion leader influences people close to them, such as their 

wives or husbands. On the other hand, active opinion leaders frequently influence people 

or groups. They have a larger spectrum of followers than the occasional opinion leader.  

3.3 CONCLUSION OF LITERATURE REVIEW 

In this section of my master thesis, I presented several theories related to followership, 

opinion leadership and social media. Different behaviors are perceived from both sides 

of the relationship: from the followers who can be active or inactive and from the opinion 

leaders who are looking for this position or not. According to these behaviors, several 

categories have been constructed and will be used to analyze and interpret my results. In 

addition, the relationship between leader and follower can evolve with time or stagnate at 

the same level during many years. Both sides of this relationship must be involved to 

make it works and transition from stranger to mature. What makes the study of this 

relationship more complex is that an individual might endorse both roles, follower and 

opinion leader, resulting in shifting behaviors between these two roles and increased 

difficulty of their interpretation.  

Opinion leaders draw their power from their expertise. Furthermore, nowadays, seeking 

information on internet is a piece of cake. With the appearance of social media, opinion 

leaders are accessible to huge numbers of readers who can become followers with time. 

On top of that, the communication between the both sides have been facilitated with the 

help of private messaging and public interface especially made for this purpose.  

3.4 SOCIAL MEDIA  

Social media has been growing these recent years. Social media is back to the roots of the 

world wide web which was a “platform to facilitate the information exchange between 

user” (Kaplan et Haelein, 2010, p.60). Social media is interactive and without this 

component, the platform has a high probability to fail (Van Dijk, 2012). Furthermore, 

nowadays with the access of high speed internet and the popularity of the concept, the 

creation of social media platforms such as Facebook and Youtube has significantly 

increased. In 1990s, the number of personal websites, communities of interest created a 

boom in the internet sphere (Van Dijk, 2012).  

Social media is a communication tool which creates communities such as personal 

friends, political or fan (Fuchs, 2014). Nowadays, using social media or software does 
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not require specific informatics knowledge (Sangmi and Minkyun, 2010). The ability of 

sharing, cooperating with others and taking collective action have been amplified via 

social media (Fuchs, 2014). Social media is built on the foundation of the Web 2.0 and 

allow people to create user generate content (Kapland and Haelein, 2010).  

3.4.1  WEB 2.0  

Social media is an application of what the expert called “Web 2.0” which is defined as “a 

network as platform, spanning all connected device. Web 2.0 applications deliver 

software as a continually updated service that gets better the more people use it, 

consuming and remixing data from multiple sources, including individual users, while 

providing their own data and services in a form that allows remixing by others, creating 

network effect through an architecture of participation […] and deliver rich user 

experiences” (O’Reilley 2005b cited in Fuchs, 2014, p.32). Web 2.0 provides software 

which are continually modified by all users in a participatory and collaborative way 

(Kaplan and Haenlein, 2010). In the same way, social media is a group of web 2.0 

applications which allow the creation and exchange of user generated content. Web 2.0 

allow users to interact with each other via email, instant messaging, blogs and social 

network community (Redbridge marketing, 2011 cited in Kim et Tran, 2013).  

User generated content (UGC) is “the sum of all ways in which people make use of social 

media”. Three conditions have to be met to claim the title of UGC. First, the information 

published has to be accessible on a website or social media. Second, the information has 

to show a certain amount of creative effort. And finally, the content needs to be created 

outside of the professional world (OECD, 2007 cited in Kaplan and Haelein, 2010). The 

information can be private and publics (Van Dijk, 2012).  

3.4.2 TYPOLOGY OF SOCIAL MEDIA 

According to Kaplan et Haelein, the social media platforms can be classified with two 

different axes which are the social presence/media richness and the self-presentation/self-

disclosure (Table 2). Social presence is defined as the “acoustic, visual and physical 

contact that can be achieved” between two users (Short, Willianms and Chrisie, 1976 

cited in Kaplan et Haelein, 2010, p.61). The higher the social presence, the higher the 

users communicate and influence each other’s behaviors. Media richness englobes the 

information found on internet which will reduce the uncertainty and the resolution of 

ambiguity (Daft and Lengel, 1986). For example, “media of low richness process fewer 

cues and restrict feedback, and are less appropriate for resolving equivocal issues” (Daft 
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and Lengel, 1986, p.560). Self- presentation has for main purpose to control the 

impression that others form (Goffman, 1959 cited in Kaplan and Haelein, 2010). Self-

disclosure is the revelation of information which can be done in a conscious or 

unconscious way. 

 Social presence / Media richness 

Low Medium High 

Self-

presentation/ 

Self-disclosure 

Low Collaborative Content communities  Virtual game worlds 

High Blogs Social networking sites Virtual social worlds 

Table 2 Typology Social Media Kaplan and Haelein 2010 p.62 

First, the collaborative projects are based on the collaboration of the users. This kind of 

platform will be a database where users can add, remove and change text-based contents 

and have a collection of internet links and media content. The collaborative projects are 

becoming the main source of information of individuals, even if the content is not always 

true and is believed as true by many users. The most famous platform in this category is 

“Wikipedia” which is an user-generated encyclopedia launched in 2001. In 2014, the 

website registered more than 500 million visitors each month (Alexa research 2015 cited 

in Hanson, 2016).  

Blogs, the earliest form of social media, is a personal web page. Blogs have different 

forms and work as a diary where users write relevant information in a specific area. 

Managed usually by one person only, it allows people to interact through the addition of 

comments. The content of blog is diversified, from text to video. The purpose of blogs 

can also be as diverse as their content: self-expression, opinion or even rant (Hanson, 

2016). According to Hsu and Lin (2008, p.65), a blog is “an online writing tool that helped 

its users keep track of their own online records”. Online blog also provides good channels 

of communication through which influencer, also called opinion leaders, can exert their 

influence (Li and Du, 2011). The blog reader, a person spending two minutes on average 

on a blog every day, and the creator of the blog are young with high online tenure (Hsu 

and Lin, 2008). The blogosphere is considered as a legitimate platform for public relation 

efforts which implies benefits for organizations and consumers (Smith, 2010).  

Content communities have for main objective to share media content between users. As 

with the blog, the content can take different forms, including text, photo, PowerPoint 
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presentation and video. The content communities do not require to create a personal 

profile page, contrary to the blog or the social networking platform. One of the most 

famous content communities is Youtube. Created in 2005, the first purpose of the website 

was to see what you missed on the television. Nowadays, Youtube is a platform where 

the user can find user-generated one-time videos to the creation of entire web series 

(Hanson, 2016). Pinterest is another content community which has for main content 

photos. Users, also called pinners, create boards through which they can show their photos 

around a specific subject. Most of the pinners are interested in craft project, 

commemoration of special events and collectibles (Hanson, 2016).  

The social networking sites connect users by the creation of personal profiles, invitations 

of friends and collegues to have access to their profiles and sending instant messages. The 

personal page contains a range of different media types such as photos, video, audio films 

and blogs. This kind of platform is the most popular and is used by individuals and 

companies, to promote new products for example. In this category, the most famous site 

is Facebook with 2.14 billion of users (Statista, 2016). More than 800 million users 

connect every day on Facebook. This website has been created by Mark Zuckerberg in 

October 2003. Facebook, recognized as one of the most successful social networks, has 

been criticized for the privacy issues and how it contributes to make people online addict 

and not interacting in the real life (Hanson, 2016). In the same-way, “LinkendIn is a 

business-oriented networking service” (Hanson, 2016, p.231). Founded in 2002, the 

website is intended to be used for professional development. In 2015, LinkendIn counted 

300 000 users in 200 different countries.  

Virtual game world is defined as a “platform that replicate a three-dimensional 

environment in which users can appear in the form of personalized avatars and interact 

with each other as they would in real life” (Kaplan and Haelein, 2010, p.64). The 

popularity of the virtual game has increased these recent years. World of Warcraft, Final 

Fantasy or Guilds Wars II are some example of the expansion of this kind of platform 

which connects millions of people every day.  

Finally, virtual social worlds are platform where people create a fictive personage similar 

to their real self and interact in a three-dimensional virtual environment. No rules direct 

the user which allows them to have a high degree of self-presentation and self-disclosure. 

Second life application is the most prominent example of virtual social world.  
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4 STUDY CASE – OPINION LEADER  

In this section, I focused on the opinion leader and how they have a relationship with their 

followers. Each study case begins with the presentation of the opinion leader studied. 

After that, I examined the data collected via netnography. And finally, if it was the case, 

I analyzed the qualitative questionnaire. I also included a section “type of followers” 

which summarized the different type of followers met during the analysis of the opinion 

leaders and by which kind of flower they are represented in the metaphor of the garden.  

4.1 ONE DAY AROUND THE WORLD – PAULINE FARIN AND LUCA TRIMONTE  

Pauline Farin and Luca Trimonte, travel bloggers, shared their photos on Instagram and 

published posts about their destinations on their blog, created the 26th March 2017. The 

main goal of their blog: discover the world and give some ideas about activities to do. 

Both founders are from Belgium. With the number of followers (see table 3), they are 

considered as junior opinion leaders. Pauline Farin has answered the qualitative 

questionnaire.  

Platform  Number followers  

Instagram  2,513 

Facebook 88 

Dailymotion 592 views 
Table 3 Number followers - One day around the world - Pauline Farin and Luca Trimonte (4th April 2017) 

For theses opinion leaders, the netnography has been made on Instagram and Facebook. 

Studying their blog and dailymotion was not relevant. Actually, their blog was too young, 

which is why no interaction has been found with their followers.  

4.1.1 INSTAGRAM  

Pauline Farin started her role of opinion leader on Instagram. This Instagram profile was 

her own and not co-owned with Luca Trimonte. On 16th July 2016, she posted her first 

photo which totaled 257 likes and 8 compliment comments with no answer. However, 2 

weeks later, Pauline started to answer to every comment, with a personalized message or 

a general one such as “Thanks!!”. On 9th August 2016, Pauline interacted a lot with her 

followers (See image 1). Multiple interactions happened at the same time. Next to this 

photo, the followers interacted with Pauline Fain by giving compliments. I also wanted 

to underline a reaction where Pauline was answering to the_traveling_youth (now known 

as blog_cultureholic). In fact, through this comment, two interactions might be perceived. 
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The first one is the interaction between Pauline Farin, opinion leader, to her follower, 

blog_cultureholic. The second one is also the interaction between an opinion leader who 

is blog_cultureholic and her follower: Pauline Farin. Blog_cultureholic was considered 

as opinion leader because of the comment left by Pauline. We could read “thank for your 

advices […]” which implied an influence. This comment implies a shifting role between 

follower and opinion leader.  

 

Image 1 One day around the world - Pauline Farin - Instagram – 9 August 2016 

4.1.2 FACEBOOK  

On Facebook, both opinion leaders were interacting with their followers. As a matter of 

fact, every comment received an answer and/or a like. Concerning the followers, their 

comments were just compliments or greetings.  

4.1.3 QUESTIONNAIRE  

Pauline Farin saw her role as opinion leader as inspiring people and helping them to 

discover new subjects that she also discovered via others. She perceived her relationship 

between her followers and her as sharing. Furthermore, she made a difference about the 

relationship that she had on the different platforms. For her, Instagram was just an 

interested relationship where the people were following in order to have a following back 

on their own profile. She did not think there was a true exchange and so a true relationship.  

“The real relationship is when followers ask question and are interested 

on my trip. It is a relationship based on the sharing and exchange of 

information” Pauline Farin.  
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As opinion leader, she saw an evolution in the relationship. When she started her 

Instagram account, people were not commenting or liking her content. The more 

followers she attracted, the more followers dwelled on her posts and photos, liked more 

and, of course, started to comment.  

4.2 TO WORK OR PLAY – VANESSA & NATALIE  

To work or play is a blog which had for main purpose to choose what you want to do and 

which kind of article you want to read. The blog has been created by Vanessa and Natalie 

in 2013, and talked about lifestyle guidance. In 2017, the blog grouped 5 editors to write 

the different articles.  

The table 4 summarizes the number of followers per the platform. According to the 

number of followers and even though the blog existed for five years now, I decided to 

categorize them as junior opinion leaders. In fact, the number of followers is the most 

important criteria in this study and so was the determinant factor. The platforms used to 

gather data were Instagram and Facebook. As a matter of fact, their blog did not allow 

people to let a message, so no interaction between them and the followers can be 

observed. With no possibility to comment, we might think that “To work or play” did not 

wish to interact with their followers.  

Platform  Number followers  

Instagram  2,338 

Facebook 3,072 

Twitter 2,920 

Bloglovin’ 43 

Pinterest 607 
Table 4 Number of followers - To work or play (20th April 2017) 

In 2016, “To work or play” published an Instagram photos where a follower asked where 

she could buy the bracelet. This post confirmed the status of opinion leaders of the 

bloggers (See image 2).  
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Image 2 To work or play - Instagram post - 4 February 2016 

4.2.1 INSTAGRAM 

On 23th July 2013, “To work or play”, referenced as TWOP for now on, published their 

first picture. The first few months after the creation, the photos did not receive a lot of 

comments. If a follower decided to react, he or she obtained no answer from TWOP.  

In March 2014, TWOP decided to take a break and did not publish any photos on the 

platform until June 2015, repeating the same patterns as before: no many comments and 

no answer. However, in July 2015, TWOP had their first interaction with one follower 

who gave an advice (See image 3). From them on, they started to reply to their followers 

who were asking or advising but not complimenting.  

 

Image 3 To work or play - Instagram post - 30 July 2015 

In 2016, the number of comments started to slowly increase. TWOP replied more and 

more to the greetings and compliments. However, the responses depended on which 
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photos were commented. The more time passed, the less comments about questions and 

advices were published. The same pattern was observed in 2017: the answers to 

comments depended on which photos they were published on. Furthermore, in 2017, I 

observed a diminution of responses, even though the number of comments did not change 

in comparison to 2016.  

In my opinion, the inconsistency of answering might come from the fact that TWOP is a 

group of editors and not one individual.  

4.2.2 FACEBOOK  

TWOP have been active on Facebook since 2013. However, there were no real interaction 

with their followers, apart from the publication of articles available on their blog. Overall, 

few followers decided to react to the posts, articles or photos published. When it was the 

case, TWOP liked or barely answered to them even if there was a question. However, 

they liked the comments, but not always. They did not even answer to some feedback that 

were given by the followers (See image 4). Concerning the followers, they were barely 

commenting the different posts. 

 

Image 4 To work or play - Facebook post comment - 1 May 2015 
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I did not perceive any desire from TWOP to have an interaction, and so relationship, with 

their followers. I perceived the same trend from the followers. A lot of posts were left 

without any reaction, like or comment. In four years, no change has been observed. 

4.3 IMOGEN MOLLY  

Imogen Molly, native of United-Kingdom, started her path on social media in 2013 and 

founded her blog in 2015. She studied in English language and linguistics. Two years 

later, she won “Blogger of the year” and “Food Blogger” by Blogger’s lounge award. On 

her blog, Imogen has a wide range of subjects, from food to lifestyle, and even travel.  

Her presence on different social media platforms is summarized in table 5. Due to the 

number of followers, Imogen Molly is classified as junior opinion leader, even if she had 

more than two years of experience. To gather the data and study the evolution of her 

relationship with her follower, I chose the following platform: Instagram, Facebook and 

her blog.  

Platform  Number followers  

Instagram  807 

Facebook 379 

Twitter 218 

Youtube 24 

Blog 2,500 

Pinterest 298 
Table 5 Number of followers - Imogen Molly (1st May 2017) 

During the analysis of the Imogen’s blog, her role of opinion leader has been confirmed 

(See image 5). She influenced the behavior of an anonymous follower who was going in 

vacation.  

 

Image 5 Imogen Molly - Blogpost comment - 4 june 2015 
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4.3.1  INSTAGRAM 

On Instagram, Imogen published her first photos on the 21th February 2013. The first 

interaction dated just one month later. During the first year, Imogen’s followers were 

discrete. Most of the photos received a comment from the same follower, named 

“Olivemazz” which obtained each time an answer from Imogen. What is more, each photo 

received at least one like during her first year on Instagram.  

The second and third year, 2014 & 2015, the number of likes under her posts increased. 

However, the number of comments seemed to stay constant. Some photos were 

commented by the followers. These comments always received an answer from Imogen.  

It is only in the middle of 2016 that a big difference appeared in the relationship. In fact, 

followers began to comment almost every photo that Imogen posted on the platform. And, 

as usual, Imogen replied to every reaction given by her followers (Image 6).  

 

Image 6 Imogen Molly - Instagram post - 13 March 2016 

Most of the comments were greetings and compliments, some of the followers rarely 

asked questions. From her side, I perceived a desire to have a relationship with her 

followers. Even if it was only to say “thank you”, she always answered and motivated the 

people (Image 7).  
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Image 7 Imogen Molly - Instagram post - 6 August 2016 

In 2017, the number of likes and comments slowly increased, and no photos were left 

without any comment. The interaction seemed to be more personal, as well as her photos. 

For example, she published a photo of her dog and did not hesitate to talk about it. Imogen 

continued to reply to followers’ comments.  

4.3.2 FACEBOOK  

Imogen started her Facebook page in 2016. On this platform, Imogen’s followers were 

not actively present. People liked her posts but barely commented. If it was the case, the 

comments were greetings and received a reaction from Imogen (Image 8).  

 

Image 8 Imogen Molly – Comment on Facebook post - 21 July 2016 

4.3.3 MOLLY IMOGEN BLOG 

Imogen wrote her first article titled ‘I think I know where my life train is going’ on 3rd 

January 2015. After three months of publication, Imogen received her first reaction from 

an anonymous follower who thanked her for her lemon cake recipe. I observed the 

increasing number of comments after she won price of ‘food blog of the year’ in January 

2016. During her two and a half years of activity, she also obtained, rarely, feedbacks 
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(See image 9). Most of the comments left by the followers this year were greetings and 

compliments about the articles. I noticed that Imogen always replied on her blog. 

 

Image 9 Imogen Molly - Blogpost comment - 14 February 2016 

On her blog, the followers who left reactions are mostly anonymous. By this practice, we 

might think that there is not a real desire to have a real relationship. On Imogen Molly’s 

side, I perceived a real wish of interaction with her followers by answering every time to 

their comments.  

4.3.4 QUALITATIVE QUESTIONNAIRE  

“Being an opinion leader means establishing a relationship of trust with 

your followers based on a demonstration of your expertise in a certain 

area” Imogen Molly 

The role of followers is perceived by Imogen as a passive role. In fact, the followers take 

interest in what other people have to say and appreciate their knowledge. With her 

followers, the relationship is described in five words: trusting, honest, open, genuine and 

appreciative. Most of the interactions with them are made by the intermediate of 

comments on different platforms.  

“Certain followers always like and comment on my posts on social medi

a and read my blog posts. There are a number of people who I know will 

always support me and offer advice when I ask for it” Imogen Molly 

For her, the increasing number of followers did not change her relationship with them in 

general. However, she noticed that she had more personal contact with them than before.  



  

 

47 

4.4 EMILY LUXTON TRAVEL – EMILY LUXTON  

Emily Luxton, writer and creator of the blog named “Emily Luxton travel”, was a full 

time travel blogger for four years. Even if she had not a fixed address, she was based in 

the UK, her country of origin. She won multiple awards in the category “Travel Blogger 

of the year”. She decided to work on different values: travel deeper, not stamp collection 

and learning to brave. Besides she also advocated her blog to food, personal growth and 

solo female travel by having enriched experiences and facing her fears.  

Emily Luxton is active on different platforms on social media which are indexed on table 

6 with the number of followers per platform. On her blog, Emily had more than 4,000 

followers. She had 19,545 visitors on her blog and 27,831 views monthly (Google 

analytic, Emily Luxton). Emily Luxton was considered as an experienced opinion leader. 

For her, I chose to study three different platforms: Instagram, Facebook and her Blog.  

Platform  Number followers  

Instagram  14, 591 

Facebook 4,108 

Twitter 16,184 

Youtube 10 

Blog 4,000 

Pinterest 2,575 
Table 6 Number followers - Emily Luxton (17th April 2017) 

During her trip in Brussels in January 2015, Emily was revealed as an opinion leader and 

also opinion seeker, follower. In fact, people asked where they could buy a good chocolate 

waffle. So she asked to one of her follower, who became opinion leader, where she could 

buy the best chocolate waffle (See image 10). This behavior reinforced the idea of a 

shifting role between follower and opinion leader.  
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Image 10 Emily Luxton - Instagram post - 24 January 2015 

4.4.1 INSTAGRAM  

Emily posted her first photo on Instagram on 3rd July 2014. At the very beginning, Emily 

did not receive many comments under her post. When people commented, Emily 

responded randomly to some post, meaning that when she chose to answer to one 

comment under a photo, she would answer to all of the other comments of this particular 

photo. I personally thought that because of her travels, she had not WiFi everywhere and 

that is why she could not answer to all the comments. In fact, she posted a photo the 5th 

August where she responded to everyone and saying that “I was away, for 5 months, but 

I'm back in England now!”. During this year, even if some photos were left without any 

answer, I perceived that Emily wanted a relationship with her follower and did not hesitate 

to have a public conversation with them about her photos (See image 11).  

 

Image 11 Emily Luxton - Instagram post - 4 September 2014 
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The 13th December 2014, Emily Luxton had an interaction with “Jsftravel”, we might see 

that Emily was influenced by her follower who gave her opinion or advice (See image 

12). This pseudo was from another travel opinion leader, famous on Instagram, who had 

10,2K followers (17th April 2017).  

 

Image 12 Emily Luxton - comments Instagram post - 13 December 2014 

In 2015, the number of followers increased as well as the number of reactions. During 

this year, I also perceived this mutual influence and relationship. In fact, when one 

follower gave her an indication about a place to visit for example, she asked for more 

details. With this behavior, we might conclude that she knew that to have a better 

experience, she also had to listen to her followers who became, at this moment, opinion 

leaders (See image 13). She also asked the opinion of people she thought were experts.  

 

Image 13 Emily Luxton - Instagram post - 23 January 2015 
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In 2015, I experienced an increased number of answers from Emily to her followers. She 

liked to hear about them, particularly about art, food and travel which were her expertise 

domain. She also wrote about her own life and did not hesitate to give personal 

information and souvenirs, because she had a real relationship with her followers.  

In 2016 and 2017, I did not notice any change in the behavior of Emily concerning this 

platform. She continued to answer and when the travels were out of Europe, she generally 

did not respond. However, as said before, I thought that this comportment was due to a 

poor WiFi connection.  

Through these years, on Instagram, I observed no change in how Emily behaved with her 

followers, even when the number of followers increased to 14,000. She was taking time 

for them and tried to have a direct interaction with them, through answers to their 

comments.  

Concerning her followers, different behaviors have been observed during the study of 

Instagram. First, people just liked the photos. Secondly, the ones who were commenting: 

question, greetings and compliments. Thirdly, followers who were committed to the 

relationship by giving her advices and opinions about her photos/travel. Finally, the quiet 

followers who only read or watched.  

4.4.2 FACEBOOK  

Emily Luxton created her Facebook profile for her blog. During the first year, 2012, 

Emily had a strong interaction with her followers and did not hesitate to have whole 

conversations through comments under posts and photos. However, her followers did not 

discuss a lot. In fact, more than the eighty percent of the articles posted are without any 

comments from her followers. Some posts received more attention than the others. In 

2013, two new kinds of comments were added : the greetings and compliments. Emily 

answered them simply by saying “thank you”. Likewise in 2012, the followers did not 

comment more than ninety percent of Emily’s posts. Emily did not hesitate to reveal 

personal information in order to have a close relationship with her followers.  

The trend reversed at the end of 2014. Indeed, Emily’s followers started to comment more 

and more and she continued to answer to most of them. The comments became also more 

“complex” by asking questions, giving advices or opinions and of course greetings and 

compliments. As during the year 2012, Emily did not hesitate to have public 

conversations with some of her followers. For example, at the beginning of 2015, she 
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changed her domain of her websites. Followers commented and she asked more details 

when needed. We might perceive an influence from the followers on her.  

Even if she had more comments, she took the time to reply to each or at least liked their 

reactions, like she was doing before. She continued this behavior until the day of my data 

gathering. As the time went by, her interaction with her followers became more and more 

close.  

“Thank you all so much for your lovely comments! I've been seriously 

overwhelmed you guys - not just by winning but by all your support. 

THANK YOU” Emily Luxton 

Concerning Emily’s followers, they were always being supportive, by encouraging her 

under the post and by voting for her for the different competitions she took part of. They 

also have been advisers when she needed their help. Most of her followers were “only” 

liking which is also a form of support. However, a lot of followers did not do anything to 

have a relationship with her.  

4.4.3 EMILY LUXTON TRAVEL - BLOG 

Emily Luxton created her blog in 2012 and posted her first article titled “I can’t wait to 

move to London”. Under this article, multiple reactions have been found. First, people 

were encouraging her. Second, people gave her advices about London where to find some 

restaurants or about the neighborhood. We might also detect the wish of a relationship 

from both sides : from Emily who personalized her answers and from her followers who 

let her know that she could count on them.  

On her blog, different categories were found. One of these categories called “Best blog 

articles” has been chosen for the study. I decided to take two articles from the same year 

(one at the beginning and one at the end). One reason pushed me to make this choice: if 

Emily thought that it was her best work, the interaction with her followers should be at 

their peak.  

During the study of the interaction of the different articles from different years, I did not 

notice a big change of behavior from Emily. She was always answering the comments 

left by the followers, even if it was just to say “thank you”. By giving personal 

information, Emily succeeded to make people comfortable enough to tell their own stories 

(See image 14). On the same post, I learned more and more through the comments about 

her experience. I also noticed that even if the article was one year old, she still answered 
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to the “recent” comments. For example, the article dated on 12th November 2014 received 

a comment the 25 September 2015, almost one year later, and Emily replied as if it was 

the day after. Again, I observed a real willingness to have a relationship and interaction 

with her follower.  

 

Image 14 Emily Luxton Travel - Blogpost - 12 November 2012 

In 2017, she announced on her blog that she was going to do less long trips. Under this 

post, many of her followers showed their support and gave her advices on how to do it 

and encouragements about the future. By reading Emily’s answer, my feeling about her 

desire of relationship was reinforced. In fact, all the reactions, as different as they were, 

received a reply. Emily’s followers talked about their own experience and made her feel 

better about her decision. In return, she also shared her life.  

4.4.4 QUALITATIVE QUESTIONNAIRE  

Emily Luxton perceived the position of opinion leader as an influencer who has a strong 

presence on social media and a strong engagement with their followers. In the same way, 

she identified the role of followers as an individual who does more than liking or 

following, they have to actively follow.  

“My relationship with my followers is quite personal, which seems off 

since I have about 40,000 followers across all my channels” Emily Luxton.  

By sharing her own story and her followers sharing theirs, Emily felt like a huge 

connection between her and her followers. For her, it was a personal exchange and she 

wanted to interact with the people via comments and tweets. She tried to answer to every 
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comment. For her, it what made people stay engaged to her. She did not hesitate to ask 

people advice for ideas or opinions about traveling that she made or wanted to do.  

“It is really important to me to keep the relationship with my followers 

personal” Emily Luxton  

4.5 ELTORIA – SIMONE PARTNER  

Simone Partner is the founder of the blog and vlog Eltoria. She is 24 years old and is a 

law graduate from the university of Reading. She started her blog in 2013 and really 

became famous in 2016 when she won the price “UK Blog Awards for Best Beauty Blog 

& Fashion Blog and Best Vlogger, and two awards at the Olympia Beauty Awards for 

Best Designed Blog and Outstanding Career Achievement 2016” (Eltoria). Eltoria posted 

on different platforms about wide range of subject sfrom lifestyle to fitness and fashion.  

Simone Partner was active on different platforms of social media. First, she started her 

blog which has now between 30,000 and 40,000 unique views each month made by 5,000 

unique visitors. The followers could find different articles. The statistics of her blog 

showed that 60% of her followers are woman with their age between 18 and 35 years old. 

On Youtube, she totaled 3 215 755 views. The number of followers is summarized on 

table 7.  

Platform  Number followers  

Instagram  9,835 

Facebook 2,083 

Twitter 9,689 

Youtube  32,274 

Bloglovin’ 7,990 

Pinterest 246 
Table 7 Number follower - Eltoria - Simone Partner (28th March 2017) 

According to the number of follower and the year of the creation of her blog, Simone 

Partner was considered as an experienced opinion leader. Due to the number of follower 

on the platform, I chose to gather the data on Instagram and Youtube. On her blog, there 

was no option to comment her posts. For this reason, Eltoria blog has been eliminated. 

However, taking this missing option into account, we might determine that she did not 

have any interaction and so any desire of relationship with her followers through her blog. 

On the graph 1, I observed the increasing number of Eltoria’s followers especially in 

2016.  
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Graph 1Total subscribers gained for Eltoria - socialblade.com (18 April 2017) 

 

When I gathered the data on Instagram, I found a post dated from 12th October 2014 

which confirmed the status of opinion leader for Simone Partner aka Eltoria. In fact, her 

follower wanted to buy a product, mascara, and asked where she can order it (see image 

15)  

 

Image 15 Eltoria - Instagram post - 12 October 2014 

4.5.1 YOUTUBE 

Simone Partner was considered more as a vlogger than a blogger. Indeed, by the number 

of followers on the different platforms and the number of views, she was more present on 

Youtube. This assumption was also confirmed when I looked at her behavior on this 

platform.  

The first video that I studied was titled “How to get a job in LUSH 2016” and posted on 

26th August 2014. The video received a lot of comments, even three years later. Every 

comment posted in a time frame of two weeks after publication received a personalized 

answer from Simone. She answered to the questions and the compliments. However, 

when the comments were posted more than 3 months after, she did not answer even if 

there were questions. These comments were answered by other followers.  
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The video titled “Does children’s makeup actually work? CHILDREN’S MAKEUP 

CHALLLENGE” was the video which has the most views on her channel. Under this 

video, several types of comments were found: feedback (negative and positive), 

compliments and questions. For example, Paige Gtr wrote “You should have done half of 

your face children’s makeup compared to high end makeup”. She gave a feedback to 

improve the performance in Eltoria’s video. On the other hand, she also received bad 

comments such as Jessica Arreguin who wrote “Just because it’s children makeup doesn’t 

mean you have to apply it like a child”. From this comment, three type of answer came 

out: the followers who agreed with it, the ones who defended Simone and finally, Simone 

herself who tried to explain what was the purpose of the video. Later she answered to 

both comments by writing the comments on image 16. We might perceive through this 

comment that she was influenced by the first comment, the feedback, and take her advices 

in consideration for her future videos.  

 

Image 16 Eltoria – video online - comments - Does Children's makeup actually work ? Children's makeup challenge! 

The last video studied is title “Twice knock knock MV reaction!| British girl reactions”. 

This video has been chosen because it was the most recent one during the data collection. 

It was published the 28th March 2017. The video was about a reaction to something chosen 

by her followers, a video music clip. She put a comment to ask advice for the next one. 

After one week, she did not respond to any comments. On the other hand, she published 

a video two days before this one titled “Does magazine makeup actually work?” where 

she answered to people (See image 17). We might perceive that this follower was happy 

and surprise to receive an answer. She also asked the advices of her followers if she should 

continue or not this kind of videos.  
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Image 17 Eloria – Video comments - “Does magazine makeup actually works” 

In general, Simone answered to the questions, and sometimes compliments, within a two 

weeks after the publication. On the other hand, sometimes she did not answer at all. It 

always depends on which video I looked.  

Concerning the followers of Eltoria on Youtube, I noticed three behaviors : the quiet 

follower who is following without commenting, the one who is commenting but has no 

real judgment about the content of the videos and finally the one having an opinion, good 

or bad, and who gave it to Eltoria via comments under the video. In this case, I did not 

detect less comments through the years.  

4.5.2 INSTAGRAM 

Her first post on Instagram was published the 25th August 2012. At the time of this study, 

Simone totaled more than 1,200 photos on the platform. The number of comments, and 

so interaction, is close to null in 2012.  

Furthermore, I needed to wait till the 9 May 2013, to observe the first interaction between 

Eltoria and her follower. In 2013, the number of comments increased slowly, around 40 

in one year, and almost every one received a response from her (See image 18). 

 

Image 18 Eltoria - Instagram post - 11 August 2013 
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In 2014, the number of followers increased considerably as well as the likes while the 

amount of comments stayed stable. I wanted to point out that she answered to every 

comment under her photos. I did not perceive any change about the relationship between 

Simone’s followers and her. Even if she has started to answer less at the end, she still 

tried to be close to them.  

In 2015, the number of comments surged. In fact, Simone Partner replied to most of them. 

In the same way that in 2014, I detected a desire to be close to her followers even if she 

could not reply to all of them. The 7th July 2015, I perceived for the first time, an 

influence from the follower who asked to publish some news on other platforms of social 

media and the positive answer from Eltoria. However, at the end of the year, the responses 

from Eltoria were more and more rare but still present. In 2016, the trend continued: more 

followers and her still present on Instagram for her fans. However, even if she was present 

for them, the replies were rare during this year. Furthermore, on some post, every 

comment received an answer and the others nothing was answered.  

Concerning the followers of Eltoria on Instagram, I identified a need to express their 

feelings about what Eltoria wrote. The comments are quite always the same “Thank you”, 

“You are so gorgeous”,… On this platform, none tried to give her a constructive feedback 

or try to push her further. The comments were in the following categories: compliment, 

greeting, reaction and question.  

4.6 FIT GIRL’S DIARY – MONICA MAY  

Monica May is the name behind the blog “fit girl’s diary” created in 2014. After realizing 

that she was not comfortable in her own body, she decided to lose weight. She fell in love 

with fitness and decided to create her blog to motivate people who were in the same 

situation. Her main goal was to help people to get healthy and fit. On her blog, followers 

could find posts about fitness, workout programs, healthy recipes and diet program. In 

2017, she won the price of “best fitness blog to follow in 2017”.  

The number of followers is summarized in table 8. Due to the number of followers and 

the number of years of activity, Monica May is considered as an experienced opinion 

leader. Three platforms have been selected to collect data: Instagram, Facebook and her 

blog. In this case, even if Pinterest had a high number of followers, this social platform 
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did not permit an interaction between its members. This platform was so no relevant for 

my study.  

Platform  Number followers  

Instagram  12,816 

Facebook 10,241 

Twitter 1,214 

Pinterest 30,424 

Google+ 75 
Table 8 Number followers - Fit girl's dairy – Monica May (29th March 2017)  

For the record, Monica May was one of the last opinion leader that I reached to ask for 

the qualitative questionnaire and was the first one to answer it.  

During the data gathering, I found a post dated from 13th August 2015 on Facebook, and 

blog post related dated from 16th July 2015, which confirmed that Monica May, aka Fit 

girl’s dairy, was an opinion leader (See image 19). Through the comment reading, the 

influence was observed.  

 

Image 19 Fit girl's diary - Facebook post 13 Augustus 2015 

4.6.1 INSTAGRAM  

Her first posts on Instagram was dated on the 13th October 2014. A lot of her photos 

remained without any comments or maximum three and she was always answering them. 

The comments were essentially questions and compliments.  

In the beginning of 2015, the amount of comments started to increase and at the same 

time Monica May was continually answering to everyone individually. I noticed a period 
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from March to January 2016 where Monica May was just posting her photos and not 

answering to any of the comments below/next to it.  

In general, Monica May and her followers are not active on Instagram. Of course, she 

published more than 260 photos, but her followers do not comment so much. It is not her 

favorite platform to interact with them and I have perceived the same pattern from the 

followers.  

4.6.2 FACEBOOK  

She started to post on Facebook her post blog the 8th August 2014. The followers liked a 

lot but did not react so much during 2014 and 2015. The first comment published dated 

on 21 January 2015 and, naturally, Monica May answered it (See below image 20) and 

was one of the only one this year. In 2015, a new kind of comments have been added: the 

tagging. In fact, this kind of comments had as purpose to tag friends to make them able 

to see the article/post/photo. Monica’s followers adhered to this trend by tagging their 

friends who become themselves followers of Monica. I also noticed that when she did not 

know what to answer, she liked their comment. You may, as a reader, think that this action 

is minor but by doing so she show to her followers that she cares about them.  

 

Image 20 Fit girl's diary - Facebook post 21 January 2015 
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During 2016, Monica answered less to her followers but still continued to like their 

comments. She helped people when they had questions about her domain of expertise, 

the fitness. She continued this trend, of liking and answering question, until April 2017.  

Facebook is following the same trend as Instagram. I found a lot of posts with a low 

number of comments. However, on Facebook, she always answered her followers who 

were commenting to give compliment, greeting or to ask question or advice. She always 

motivated them and encouraging them via her responses, even if they did ask or their 

comments were not directly for Monica (See image 21).  

 

Image 21 Fit girl's diary - Comments on Facebook post - 27 February 2015 

4.6.3 FIT GIRL’S DAIRY BLOG  

The main platform of Monica was her blog named “Fit girl’s dairy”. I started the 

collection of data on her page called “about me”. On this webpage, I observed huge 

commitment from Monica May to her followers. Every comment, whenever they were 

published, received a personalized answer from her within a time frame of maximum 5 

days (with one exception: 17 days). She listened to them carefully and accepted their 

influence. In fact, a certain number of followers gave her some advices to improve her 

blog (See below image 22). The main advice which was given is about the photo on her 

blog in 2015. The change has been done and the reader could see more photos of “real 

women” and Monica herself.  
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Image 22 Fit girl's diary - About me page – Comment- 9 February 2015 

Even if she became more and more famous thanks to her title of “Best fitness blogs to 

follow in 2017”, she continued to answer and take time for her followers. Through all her 

blog, I detected the devotion of Monica May. I did not see any comment left without 

answer. She took the time to read carefully, understand and answer as best as she could. 

She gave advices, opinions and answers to the questions asked by her followers.  

“I can’t change what I was doing in the past, when I was just a beginner 

to blogging and fitness, but I can definitely change what I’ll post in the 

future. I try to improve myself as time goes by and I really hope you girls 

can see that, since I really do it for all of you.” Monica May 

From the follower side, they have started to comment the different blog posts since 2015, 

even if the blog post is dated of 2014. For example, the article dated on 8th March 2014, 

received 59 comments from 2015 and 2016. From this side of the relationship, I also 

discerned a commitment. They wanted to help her to improve. As usual, there were active 

and inactive followers. Moreover, Monica May had a good proportion of active followers. 

In my opinion, they continued to comment because they knew that she feel involved and 

will answer them.  

4.6.4 QUALITATIVE QUESTIONNAIRE  

Monica May defined her position as opinion leader as exciting and terrifying at the same 

time. She was proud that people were asking her advices, motivation or opinion but she 

was also afraid about the pressure that was on her shoulders. Even if it was hard, she 

thought that it is worth it.  
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“I can describe the relationship with my followers with two words – 

extraordinary and mutual”, Monica May.  

In other words, Monica’s followers and her were mutually inspired and influenced: by 

the followers who gave her greeting and by her who motivated them. By her writing style 

and honesty, she succeeded to inspire trust. The influence was obvious from her and from 

her followers. They daily wrote comments about the topics or the changes she could make 

to improve herself.  

“In one minute, these people I barely know become the most important 

thing in my life”, Monica May 

Most of her contact was made through email for private reason but also because she 

wanted a more personal kind of communication. Even if she never met with them in 

person, Monica succeeded to have some close relationships through email. For example, 

she helped a woman for her first marathon and started to become very close and chatted 

with her on a daily basis. The relationship between her followers and Monica has never 

changed for her. She was always excited to see an email in her box. Even if the number 

of contacts increased, she managed to give time to every single one of them.  

4.7 THE BLOND SALAD – CHIARA FERRAGNI 

Passionate about fashion and photography, Chiara Ferragni, originated from Italy, 

became popular by sharing photos of herself and her friends on Flickr. The career of 

Chiara Ferragni started in 2006 by posting her first photos on social media. Three years 

later, in 2009, she launched her personal blog and became to be known as “The blond 

salad”. In 2011, she won the price “newcomer of the year” on the website Bloglovin’ and 

since then she increased her popularity and became the most influential blogger in the 

fashion world (Forbes). In addition, Chiara created her own shoes company and made 

many times the cover of magazine such as Vogue and Grazia. The blog turned into a 

community of writers who wrote about the different subjects which made Chiara famous. 

They write about, beauty, fashion, travel and lifestyle.  

Nowadays, the blond salad totaled more than 8,7 million of followers. The table 9 

summarizes the number of followers per platform. She was considered as a senior opinion 

leader.  
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Platform  Number followers  

Instagram  

Under Chiara Ferragni  

Under the Blond Salad 

 

8,718,903 

297,000 

Facebook 1,241,229 

Twitter 8,677 

Youtube 68,469 

Bloglovin’ 431,659 

Pinterest 49,749 

Google+ 149,817 
Table 9 Number followers- The blond salad- Chiara Ferragni (3th April 2017)  

During one month and a half, I tried to contact the crew by sending emails to the different 

addresses. I have never received an answer from them. I chose to select her for the 

netnography for several reasons. First, with her 8,7 millions of followers, she is one of 

the most famous influencer/opinion leader in the world. Second, she created her blog 

when this phenomenon just started his ascension.  

The data has been collected from two of her most visited platforms: Facebook and her 

blog. Instagram has been eliminated for Chiara Ferragni for practical issues. In fact, with 

more than 16,000 posts and the difficulty to reach the first one, the analysis of the 

evolution of her relationship with her followers was impossible in the time frame of this 

thesis. 

4.7.1 FACEBOOK  

Chiara published her first post on Facebook in August 2010. In her first post, I already 

noticed that she was not answering personally to her followers but more a general 

comment: “Wait for tomorrow, hope you'll like the photos, they're unbelievable to me” 

(Chiara Ferragni, 2010). The different posts the same year received some comments from 

her, essentially to answer to questions such as “Oh I wanna go there. How much is the 

discount compared to the original prices?” (Eveline Cox, 2010). At the same time that 

she was answering to the question, she also did her publicity by inviting people to go to 

see her post on her blog. In 2010, she continued to answer to people with general 

comments: “Thanks girls!” (Chiara Ferragni, 2010). However, not every photos/post 

received an answer from her.  

In 2011, after her price of blogger of the year, the number of followers increased. In 

January 2011, she totaled more than 44,000 followers on her Facebook page. Given that, 

the number of likes and comments increased considerably. However, the answer coming 

from her decreased. During this years, followers were given her advices and feedback 
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about her content. For example, Stephanie Postiqlione (2011) gave her an advice about 

how to do great photos with her camera. This comment has been liked 21 times by 

followers but received no response from the blond salad. At the end of March 2011, she 

launched a partnership to create her shoes. So, she decided to put the news on her page. 

This post was one of the most commented. She answered a lot of questions about the 

product, but also to defend herself. By reading the comments, I observed that she did not 

take the feedback constructively but more aggressively and personally (Chiara Ferragni, 

2011). Another example is the different comments below a photo posted the 11th October 

2011 (see image 23). In this image, we can notice different behaviors. First, we can read 

Lar Retu who gave his opinion about the photos. This opinion was not a feedback. 

Second, the blond salad defended herself by justifying how she got the clothes. Two 

different reactions were made by the followers: liking the comment or commenting to 

defend her. After, Chiara continued to comment in a general way and answering some 

questions. Most of the comments written by Chiara are in Italian and tended to answer 

more to the Italian comments than the English ones.  

 

Image 23 Chiara Ferragani -Facebook post 11 October 2011 

In 2012, I noticed the same trend than in 2011. She did not answer to every comment but 

still tried to answer to the questions asked by her followers about the products that she 

was wearing or doing the advertising for. In the post of 22th February 2012, Chiara replied 

to all the questions and started to answer more in English. I noticed during this year, that 

she was always answering when the product came from Mango, a fashion brand. These 

interactions with the followers might be an obligation from the brands with whom she 

had a business contract. 

The number of comments written by her followers remained constant in comparison to 

2011. On the other hand, the number of likes increased considerably. Sometimes, Chiara 
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tried to have kind of a relationship with her followers by asking “advices”. Nevertheless, 

she did not answer or like any of the comments under this request. At the end of the year, 

the direct interactions with her followers are quite inexistent. The only link between her 

and her followers is the posts, but no real relationship in my sense. The comments from 

her followers have also changed. In fact, more and more comments are just compliments 

or doing their own publicity for their blog.  

The years after seem the same in term of interaction with her followers. She answered 

less and less until she stopped completely. Even the number of follower’s reaction 

decreased. They started a new trend of comment: tagging friends to see the 

product/photos/post. Her last published photos were the 6th April (see Image 24). On this 

photo, the current relationship between the blond salad and her followers was obvious. 

There is no more interaction after the publication of the photos from Chiara. From the 

followers, comments are not anymore addressed to her only. They did not expect an 

answer from her. There is no more relationship.  

 

Image 24 Chiara Ferragni - Facebook post - 6 April 2017 

Concerning the followers, in general, I noticed that at the beginning of the Facebook page, 

they were commenting a lot. The more recent the post was, the less comments were 

published. At the beginning the comments were diversified: compliment, question and 

feedback (negative and positive). In 2017, the comments under the posts and photos were 

just compliments or tagging other followers to read the content. There was no desire of 

interaction even from the followers.  
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4.7.2 THEBLONDSALAD.COM 

Chiara Ferragni started her blog in 2011 after being famous on Flickr. At the beginning 

of her blog, in 2009, she posted a lot of different articles from fashion to lifestyle and 

always answered to her fans by general and more rarely personalized comments (See 

image 25).  

 

Image 25 Chiara Ferragni - Weblog- 12 Octobre 2009  

From 2009 to 2010, I could read some responses from Chiara to her followers. However, 

in 2011, the number of comments started to increase considerably, but the answers were 

inexistent, or at least were not publicly available. On the article titled “Day 1 of Milan 

Mercedes-Benz fashionweek” 243 responses have been written, essentially compliments 

and greetings and some opinions concerning the composition of the outfit. The following 

year continued with this same trend, a lot of comments but still no responses. And yet, in 

2013, she restructured her team to have more people to help her, but no one took the time 

to answer to the people who “made” her. Start from 2014, the number of comments 

continued to decrease. From 330 answers at the end of 2013 (post titled “Best of 2013”), 

the total of answers fell to 44 (post titled “Let’s celebrate”) in 2014 and to 13 in 2015 

(post title ‘Our 15 favorite songs for the year 2015”), finally in 2016 the last post of the 

year (titled “5 apps to try meditation at home”) collected 4 responses. This three numbers 

are coming from the last posts of each year. The desire from the followers to have 

interaction with her was decreasing through the time. During the year of 2014, she started 

to let her crew (called TBS crew) writing in her stead. The year after, it was more and 
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more difficult to find an article written by Chiara and even if I found some, the behavior 

was the same that with her contributor: compliments and no answer. Sometimes, the TBS 

crew answered to followers (See image 26). In fact, under the article titled ‘Wearing your 

favorite dresses with pants, the new trend you won’t resist’, 15 comments were posted 

but only one received an answer. Depending who wrote the article, the followers will 

receive yes or no an answer. However never every comment on one article received it.  

 

Image 26 The blond salad - Wearing your favorite dresses with pants, the new trend you won’t resist - 24 February 

2017 

4.7.3 RELATIONSHIP BETWEEN FOLLOWER AND CHIARA FERRAGNI  

The relationship between the Blond salad and her followers evolved with time. Both sides 

have changed. During the first year, Chiara’s followers were commenting her post and 

photos a lot. At the same time, Chiara answered to them. Over the years, both commitment 

decreased. In 2017, Chiara stopped completely to answer and her followers still comment 

but don’t try to communicate directly with her, communicating more with other followers. 

Chiara also stopped to involve them in her post. In this case, talking of relationship is 

irrelevant because there was a unidirectional communication. A relationship implies an 

interaction, a two-directional communication which was not the case for Chiara Ferragni.  

4.8 CLOTHES ENCOUNTERS – JENN IM  

Clothes Encounters is the surname of Jenn Im. She started her Youtube channels in 2010 

and was in 2017 a global influencer in style musings, beauty tutorials and lifestyle advice.  

With the huge number of followers and the years of career as opinion leader, Jenn Im was 

considered as a senior opinion leader (See table 10). I studied her behavior and the 

behavior of her followers on one platform: Youtube. This choice has been made according 

to the number of followers. When she started on Instagram, she had already a huge 

number of followers. As a matter of fact, I could not study the difference between her 

“start” and her actual number of followers. Moreover, one of her recent post on Instagram 
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collected more than 5,000 likes and 250 comments. With the time frame, I could not 

analyze 2,000 posts with at least 30 comments per photo.  

Platform  Number followers  

Instagram  1,483,809 

Facebook 432,934 

Twitter 121,446 

Youtube 1,872,232 

Google+ 17,067 
Table 10 Number followers - Clothes Encounters - Jenn Im (18th April 2017) 

The website social blade provided me the statistics of Clothes Encounters. On the graph 

2, the evolution of the number of followers is provided. In July 2012, she had more than 

100k and she reached one year later 430k. In July 2014, she reached 1 million followers.  

 

Graph 2 Total Subscribers gained for Clothes encounters - socialblade.com (18th April 2017) 

4.8.1 YOUTUBE  

Jen has published 468 Youtube video since 2010. This study concentrated on her first 

video (2010 and 2011), most famous and most recent in order to observe if there was an 

evolution of the relationship between Jen and her followers. For information, at the 

beginning Clothes Encounter was created by Jen and Sarah who left in 2011. 

In her first video titled ‘Summer Fashion Haul 2010’, I counted a lot of comments but 

only few are from the year of publication. Most of the reactions, in 2010, were 

compliments or questions about the outfit. The girls of clothes encounter replied to most 

of them by greeting and answering the questions (See image 27). After some followers 

came back to the first video and put some comments about how they had changed, 

reaction and so on. None of these comments received an answer. The video after had the 

same patterns, the comments of the year of publication were answered and the others from 

further in time left without any answer.  
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Image 27 Clothes Encounters - Online video - Comments - Summer Fashion Haul 2010 

Six months later, a lot of comments appeared under the video titled ‘New year’s 

resolution’. The same patterns happened with the comments of the followers, a few in the 

“year” of publication and a lot along the years after. However, the responses from the two 

girls, Jen and Sarah, are rare. On the 27 comments published the publication years, only 

two received an answer. However on the video of 27th October 2011, ‘DIY: Studded 

Collar’, Clothes Encounters tried to answer as much as possible to their subscribers (See 

image 28). I perceived a desire to answer them, but lack of time to answer all of them. In 

fact, the number of reactions were too massive to answer to all of them.  

 

Image 28 Clothes Encounters - Online video comment - DIY: Studded Collar (2011) 

 The most viewed video in 2011 is titled ‘Sarah’s Goodbye’, with more than 900 

comments posted during 6 years. In fact, this video announced the departure of Sarah 

which provoked huge reaction from their followers. With this amount, Jen who was alone, 

could not handle all of them, but she still replied to some of them. The followers showed 
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their support to the decision, their disappointment and they also gave greetings to Sarah 

and Jen.  

After this video, the number of followers increased and right along the number of 

comments. The videos published reached at least 100,000 views. Jen continued to try to 

answer until 2012 where her number of followers reached 100,000. Sometimes, I 

observed one or two comments from her, submerged by the hundreds of followers.  

Her most popular video collected 4,061,255 views and 5,303 comments. This video was 

published on 17th June 2013. For this video, due to the number of comments and technical 

issues, I could not scroll and see all the comments left by the followers. Consequently, I 

analyzed the top comments. Under this video, different behaviors have been observed : 

followers commenting greetings or compliments, followers who asked for opinion, 

product used or advices, which are answered by others followers who explained why and 

how, the follower who had a bad reaction to the video, these last comments received 

answers from other followers to defend her, supporting Jen’s choice, and finally, we have 

the one who just watched the video without having any opinion, at least publicly. These 

four behaviors were the most representative of Jen’s followers.  

Her recent video is called ‘Soft Spring Siren Makeup’, after only 4 days, 574 comments 

have been published. Clothes Encounters answered to some of them. In fact, I succeeded, 

for the first time, to reach the first comment. On image 29, we see that she accepted the 

“feedback” of her followers and followed their “advice” or request concerning the next 

video that she should make. Under this video, she replied a lot and I thought she did as 

many as she could. All her responses were dated on the publication date.  

According to this behavior, I perceived a wish to have a relationship with her followers. 

However, because of the number of followers and comments, it was a difficult task. She 

tried to answer some, even if it might be perceived as a few in comparison to the huge 

number.  
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Image 29 Clothes Encounters - Online video Youtube comment - Soft spring siren makeup 

To verify the patterns of Clothes Encounters answering to the first comments and trying 

to have a closer interaction with her followers, I randomly checked videos. Under the 

video ‘March favorites 2016’, I found a comment let by Jess who gave an advice to Jenn 

for the sport. This comment was published at the date of the video, Jen answered and took 

the advice from her followers in consideration (See image 30).  

 

Image 30 Clothes Encounter - Online Youtube video comment - March favorite 2016 

On a video interview by ThreadSence (2014, 3:31), they asked Jen what she thought about 

“meet and greet”, which are meeting where followers can meet their favorite blogger and 

vlogger. She wanted to meet all her fans and take some time to connect with them, try to 

remember every visage, but it was also physically impossible. Her biggest fear was to let 

people down, she had this desire to have a relationship with her followers. She shared her 

life and felt good to do it with her followers.  

‘I don’t want to be like Santa Claus, feel like “Hey! How are you doing? 

See you next time”. I would love to have the opportunity to meet any single 

one of you and be excited and energetic. […] I love intimate gatherings. 

It would be amazing to have something like that” Clothes Encounters – 

Jenn Im 
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4.9 TYPE OF FOLLOWERS 

During the analysis of the different opinion leaders, different type of followers emerged. 

In this section, I present them and explain which kind of flowers is related to which 

followers.  

The first follower who is present, but not explicitly, is the sheep follower. This kind of 

followers are the most represented on social media. I represented them with the Daisy 

flower. The Daisy is a flower which does not ask particular care and is invasive. In fact, 

the Daisy, even without an external help, multiplies easily. It is the same with the sheep 

followers on social media. The more followers you have on a platform, the more you 

attract new people which are mostly quiet, discrete, so sheep followers. This kind of 

followers does not need any attention from the opinion leader, they do not comment, thus 

the interaction does not exist in the first place.  

The second follower type is the active follower, represented by the Geranium. This flower 

needs a lot of attention during the growing process. After the blooming, the flowers needs 

to be taken care of by taking off the unbloomed leaves. The same “pattern” was observed 

with the active followers who expect an answer to their comments, a reaction from the 

opinion leader.  

Finally, the last follower type is also active but in a negative perspective. In fact, in the 

community of the social media, they are called “troll” or “haters”. These followers are 

commenting but only with the aim to hurt the feelings of the opinion leader. Hence, the 

flower representing the “bad follower” is the burdock. This bad weed is the nightmare of 

the gardener who tries to take it off from their ground.  
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5 ANALYSIS - FOLLOWERS  

I gathered my data from the followers via two different methods. First, I had four semi-

structured face-to-face interview. Second, I had an online survey spread by social media. 

The online survey received 31 answers. In total, I had 35 answers from different countries 

in the world: United States, Portugal, United Kingdom, France, Armenia, Italy, Australia, 

Belgium, Germany, Austria, Finland and Sweden. My age range was from 19 to 60 years 

old.  

5.1  PERCEPTION OF THE TERMS FOLLOWER AND OPINION LEADER  

In the questionnaire and during the interview, I asked people what were their own 

definition of the terms followers and opinion leader.  

5.1.1 FOLLOWERS  

The notion of follower diverged according to the respondents. Two patterns appeared.  

First, the term follower defined as a “sheep”. Individuals perceived the follower as 

someone who does not have an opinion by their own and must seek on internet to have 

one. Followers are perceived as passive. They are just influenced by the opinion leader 

and do not make anything in returns. The passivity is assumed when people are talking 

about social media. In fact, as soon as the social media are mentioned, people defined as 

someone who is watching or reading. The term commenting, and so the implication of 

action and of an active role, appears only three times. This “sheep” view was the 

predominant one.  

“Someone who does not have a personality of their own. Mindless sheep.” 

“Somebody who is too lazy to come up with his own ideas or opinion about 

the topic.”  

On the opposite opinion, the follower is someone who as a willingness to be herself or 

himself. From learning to make their own opinion, followers are active in his or her role: 

supporting the leader, commenting and giving feedback.  

“It is something really important to me to hear what they thought and 

incorporate with my own experience to build my opinion.”  
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5.1.2 OPINION LEADER  

In general, the followers had a good perception of the term opinion leader. Only one 

respondents had a negative image of the opinion leader: “someone loud and possibly 

obnoxious”. The term social media has not been cited as frequently as expected. On the 

contrary, only two persons included it in their own definition. In the same way, the fact 

that the opinion leader has followers was neglected in the answers.  

An opinion leader is considered as an expert on a topic/subject or a product which 

constituted a passion for him or her. This individual has a strong opinion that people, 

followers, are listening to and so influenced. The most important for the interviewed is 

the notion of expertise/opinion and communication. 

“An opinion leader is to me someone who has a knowledge that I don’t 

have on a subject” 

5.2 THE RELATIONSHIP BETWEEN FOLLOWERS AND OPINION LEADER  

The relationship between followers and opinion leaders was described, in general, as 

inexistent, not close, etc. Most of the respondents agreed that there was no relationship 

with them, they just followed them. The main reason evocated was the reachability, the 

lack of personal contact. For some, it was problematic to have a relationship behind a 

screen or in distance because it made the discussion more difficult.  

“People were just acquaintances.”  

“Social media relationships are superficial and I have no place taking up 

my time.” 

In the same way, the relationship was viewed as only watching, reading and liking the 

different opinions published by the opinion leader. More than half of the interviewee did 

not have any relationship with one opinion leader. People did not even try to communicate 

directly with them. They did not perceive an interest because the opinion leader will not 

reply and they knew that he or she does not have the time to answer due to the number of 

followers.  

“I stopped many years ago to contact them after understanding that they 

will never answer me.” 

“The relationship itself is one-way.”  
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One of the interviewee talked more about the relationship which exist between the 

followers than the one with the opinion leader: “[…] it is more the communities around 

their expertise”.  

However, rewarding relationships occur. One example was from Charlotte Nachtegael 

who had a relationship with a blog traveler. When she went to Japan for her internship, 

she wanted to have more details about Osaka. She found a blog travel specialized in Asian 

countries and started to have regular interaction with her, asking Charlotte how it was 

going. It also happened with one of the participant from the online questionnaire who 

were constantly in contact with a fitness blogger. These two examples are exceptions.  

5.2.1 MUTUAL INFLUENCE  

The opinion on the mutual influence in the relationship follower-opinion leaders was 

mitigated. In one hand, the mutual influence has been observed by the interviewee. On 

the other hand, people totally disagreed. As a matter of fact, the opponent talked about 

the lack of communication which made the mutual influence impossible.  

However, in the other camp, the mutual influence had limits. Firstly, the influence was 

only about the topic of the next publication/post and not about the content. Secondly, they 

also argued that the influence was stronger from opinion leader to followers than vice-

versa. Thirdly, it depended on which opinion leader and if they want to be influenced or 

not. Finally, the influence coming from the followers decreased with the increasing 

number of follower.  

“He [opinion leader] has to give to the people what they want in a certain 

extent if they want to stay in the business.” 

“I think that this assertion is true [mutual influence] at the beginning of 

their career but more they have power more they tend to not listen us.”  

Nevertheless, all interviewees agreed on the fact that opinion leaders influence their 

followers.  

5.2.2 EVOLUTION OF THE RELATIONSHIP  

The perception of the evolution of the relationship between followers and opinion leaders 

converged. Only a few did not perceive any change.  

The increasing number of followers have changed the response from the opinion leader. 

Followers argued that they knew that answering to everyone was impossible and so 
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decided from their side to decreased the number of comments. Opinion leaders, with time, 

tries to be more diversified and so cast a doubt in the mind of their followers on their real 

expertise. Some people also thought that opinion leaders also changed their personalities 

to adapt to the bigger number of followers and increased their popularity.  

“I am still following them but not anymore commenting because I don’t 

see the point to spend my energy for nothing at the end”.  

“I think the more followers that a leader earns, the harder it is for them to 

interact with their followers on a personal basis, so it definitely changes 

the dynamic.” 

In addition, respondents also agreed that they also changed. The main reason is the gain 

of experience and wisdom through the years which made them less eligible to be 

influenced by people on internet. Their own feelings, opinions have changed and not only 

the opinion leader’s. One interviewee also pointed that with internet, even if the opinion 

leader has more possibilities to express themselves, in their side, followers have a larger 

choice of opinion leaders that suit them best.  

“As far as you are growing up that admiration can stop in order to make 

you take your own way and decisions.” 

“I developed more critical view toward things that are online and I prefer 

to build my own understanding based on multiple sources.” 

5.3 TYPE OF FOLLOWERS  

During the analysis of the point of view of the followers about the evolution of their 

relationship with opinion leaders, the active follower type can be subdivided in three 

categories. Nevertheless, the concept of the sheep follower, represented by the daisy, and 

the bad follower, represented by the burdock, did not evolve.  

The first new type is the follower who is active and continue to comment, whatever 

happens with the opinion leader. In other words, even if the opinion leader does not reply 

every time, the follower stay faithful. This type is represented by the geranium for the 

reasons evocated before.  

The second type is the active follower who, after noticing the lack of interaction from the 

opinion leader, stops commenting but still follows them. In a sense, they are shifting from 
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active to sheep follower. I decided to represent this type of follower with the lily. The lily 

flower ask a lot of care at the beginning. As soon as the flowers bloom, they just need 

water. This flower is also “weak”, in the sense that if the daisy, aka the sheep follower, 

start to expand, they will overtake the lily.  

Finally, the third type is represented by sunflower which needs constant attention. It 

represents the follower who is active and need reaction from the opinion leader. In other 

words, if the follower do not receive an answer, they will unfollow the opinion leader.  

  



  

 

78 

6 CONCLUSION 

In this last chapter, I present the findings of my work. First, I explain the concept of 

metaphor and the reason why I chose to use one. Afterwards, I explain my phenomenon 

with the garden metaphor which focuses on how the relationship between followers and 

opinion leader evolves with time and the number of followers. I combine the analysis and 

interpretation of both sides to create the metaphor. Finally, I will try to answer to my 

research question and go beyond in order to have an overall understanding of the 

evolution of the relationship between followers and leader. The chapter ends with the 

limitations encountered during this study and future research perspectives.  

6.1 WHY A METAPHOR?  

“A metaphor involves the transfer of information from a relatively familiar domain to a 

new and relatively unknown domain” (Tsoukas, 1991, p.568 cited in Alvesson and Spicer, 

2011, p.34). In others words, an object is “perceived and understood from the viewpoint 

of another object”, in the case of my master thesis a phenomenon (Alvesson and Spicer, 

2011, p.34), in the case of my study the increasing number of opinion leader on social 

media. Moreover, in the case of leadership research, it can be considered as an analytical 

tool with which the researcher captures the multiple possible meanings associated with 

the studied concept and injects a note of creativity (Alvesson and Spicer, 2011).  

Personally, two main reasons led me to the use of a metaphor. First, the metaphor is often 

applied to unknown phenomenon and complex ones, such as the leadership, and relatively 

unknown ones. My study filled this two “criteria”. Indeed, the study of the evolution of a 

relationship is relatively new and is part of the leadership field because of my focus on 

opinion leadership and followership. “Metaphors acknowledge the ambiguity of the 

phenomenon” (Alvesson and Spicer, 2011, p.48). Secondly, a metaphor allows the reader 

to have a better understanding of the reality by helping to communicate the findings with 

familiar concepts. As said before in the methodology chapter, my aim was to have a better 

understanding of the studied phenomenon. In consequence, the metaphor was deemed 

suitable for my conclusion. Furthermore, in my opinion, a metaphor helps people who do 

not have a strong scientific background to understand more easily my findings.  

In this master thesis, I chose the garden metaphor. A metaphor highligths and shadows 

particularities of the phenomenon (Alvesson and Spicer, 2011). “Leaders as gardeners” 
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is a metaphor used in the context of “leadership through facilitating growth” (Huzzard 

and Spoelstra, 2011, p.76). By essence, the opinion leaders, opinion leader by giving their 

opinions, and the followers, by being influenced by opinion leader, leaders help followers 

to improve their personal growth. In my findings, with time, followers pointed that they 

use the opinion of the leaders to form their own opinion by being influenced by multiple 

opinion leaders who can have opposite opinions. In a sense, the opinion leaders helped 

them to reach their potential. I also perceived the growth as the growing number of 

followers that an opinion leaders can be confronted to. This metaphor emphasized the 

role played by the opinion leader. In fact, if the opinion leader decides to no longer interact 

with their followers, the relationship does not exist. You observe a similar phenomenon 

with the gardener. If he or she does not help the garden to grow, it will not survive. 

However, many of the plant will still survive without the care from the opinion leader 

gardener. As such, the sheep followers, represented by the Daisy, will still grow without 

the interaction. The garden metaphor explains also “violent leadership pratices”, an iron 

hand (Huzzard and Spoelstra, 2011, p.90). On social media, some individuals called 

“hater” or “troll” comment posts and photos only to be mean and cruel. This kind of 

followers is not desired by the opinion leader who tries to get rid of them. Even if it was 

not explicitly observed in every study case, this kind of followers is present and thusly 

included in my metaphor. In this master thesis, I only studied female opinion leaders 

which is why, in the metaphor, the gardener is also female. During my analysis, I 

presented the different types of follower, each represented by a kind of flower, also 

included in the analysis.  

As a reminder, each flower needs some amount of attention or none at all, just like each 

type of follower needs some attention or none : the Daisy symbolizes the sheep followers, 

the Lily is the followers commentating at the beginning but stopping with time, the 

followers who always give feedback and comments are the Geranium, the Burdock 

represents the bad followers who post negative comment, and the Sunflower represents 

the followers who need a lot of attention, such as answering to their comments. If the 

interaction with the opinion leader is ended, they decided either to become passive 

follower or unfollow the opinion leader.  

In general, the ecosystem used in this metaphor explains how the relationship evolves and 

how the followers create a community to help each other without the real need of 

interaction with the opinion leader.  
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6.2 THE GARDEN OF SOCIAL MEDIA  

Once upon a time, an opinion leader, passionate about gardening, decided to start her own 

garden. She researched and became specialized in flowers. The gardener started to water 

the ground to see which flower would grow and were already present in her garden. At 

the beginning, the seed were still in the ground, the plants were invisible. The gardener 

did not know if they would grow. Suddenly, the first shoots appeared. She did not know 

how many flowers would grow and which kind they would be. During this period, she 

had to take care of every shoot individually.  

In fact, each flower asked different maintenance from her. The success or the failure of 

the flowers depended on a large part upon what the garden decided to do. Without this 

interaction, the followers would not grow. The Lily followers needed attention during the 

initial growing period. However, after the flower bloomed, the gardener was able to 

simply horse them without having any problem. The same pattern was followed by the 

opinion leader for the Geranium followers. This flower needed a high maintenance at the 

beginning, a lot of water. The more time went, the less attention the gardener must pay to 

it, while still needing to take care of the unbloomed leaves. In addition, the gardener had 

to take care of the sunflower during all the years otherwise this flower would die and 

would disappear definitely from the garden.  

A little bit later, she noticed a new kind of flower that she did not plant herself: the Daisy. 

This invasive flower did not need any maintenance and reproduced itself without any help 

from the gardener. The Daisy did not need the interaction with the garden to bloom. 

Progressively, the gardener had a small garden. All the flowers bloomed. As she had a 

small amount of flowers, she continued to take care of every flower that needed it. The 

Geranium followers had their unbloomed leaves took off, the sunflower received the care 

that they needed. The gardener spent the necessary time in her garden and observed if any 

flower needed attention from her. The Daisy started to take more and more space. 

Nevertheless, these flowers were so pretty, that she decided to let them evolve without 

any interference. Thanks to the Daisy, her grounds would always be flowering. However, 

the opinion leaders started to observe the appearance of the burdock, a bad weed. Even 

when she tried to pull it off, it was always growing back.  

With time and due to the Daisy growing so much than they even took over some of the 

other flowers, the gardener succeeded to have a big garden. Consequently, she did not 
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have enough time to take care individually of each flower anymore. So the planter 

decided, only when needed, to roughly water them. Even if she had the time, she 

sometimes saw that the rain watered her flowers and decided to not verify if the flowers 

had enough water. Some other times, when she had time, she visited her first flowers to 

see if they needed something. Unfortunately, because she did not take care of the 

sunflower, these died and it was impossible for her to start again. At the same time, she 

was still paying attention to her Geraniums who needed sometimes some care. 

Nowadays, the social media garden grows considerably in comparison to the beginning. 

The gardener does not seem to take care anymore. She let the rain water the flowers. 

When we look at the type of the flowers, we can barely perceive different ones. The Daisy 

took all the space and even took advantage on the other plants, such as the Geranium or 

the Lily, which are not present anymore, or in so small quantity that we cannot find it. 

The gardener, being overwhelmed, decided to hire a team of gardeners to take care of her 

flowers. Unfortunately, the team with the gigantesque amount of work could not do better 

than her. They are taking care of the rare flowers which continue to grow. 

During the growing process of the social media garden, from seed to flower, the plants 

have evolved and changed. After the years, the ecosystem made them “independent”. 

They do not need the care of the opinion leader; they reach their potential independently. 

The ecosystem is now what put the flower together and continue to grow. The gardener 

or the team are just there to continue to have a look and sometimes take care of the more 

fragile flowers.  

6.3 GOING BEYOND THE GARDEN  

Concerning the evolution of the relationship between followers and opinion leaders, 

which has been explained with the metaphor, the same patterns has been observed through 

out the study. In other words, at the beginning of the relationship, opinion leaders start 

from nothing. They are starting beginning to write and they hope that they will be 

successful. After a while, some followers start to be active, they are commenting, 

reacting, and even giving feedback to help the opinion leaders to improve themselves. 

The more followers the opinion leaders have, the more they attract new followers. With 

time, the number of reactions from the opinion leaders decreases until they put an end to 

all direct individual communication with their followers. In other words, because they are 
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overwhelmed by the number of follower’s comments, the opinion leaders stop answering 

to them.  

From the side of the opinion leaders, the choice of the kind of relationship they want with 

their followers is determinant for the future. Furthermore, they can decide if they want 

some relationship with specific types of followers and none with the others. By making 

this decision, they are putting in place communication strategies, such as replying, or not, 

to the comment, to the emails and other communication implemented on social media. In 

other words, they are choosing if there want to really interact with their followers. 

Following the strategy, some opinion leader might continue to have an interaction with 

some followers, even if their number of comments do not allow them to answer to all of 

them. In my opinion, without this two-dimensional communication, the real relationship 

does not exist. Relationship implies social interactions between followers and leader. I 

think, that each opinion leader has to step up their strategy and rethink it when needed. In 

other words, when they perceive a behavior change, they have to adapt their strategy of 

communication. At the beginning, it is normal to answer to all the followers who make 

them success. More comments are published, harder the task is. At this point, the leaders 

should think about changing stragegy to adapt following the number of comment and the 

type of followers. If the comments are just greetings and compliments, it does not serve 

to answer to each of them individually. However, when the comments is “deeper” in the 

sense that it is given a feedback, the opinion leader should answer or show that is it taking 

in account. The remain relationship would be stronger.  

The evolution of the relationship between followers and opinion leaders on social media 

might be the same in an organization. The higher the leader is in the hierarchy, the higher 

is the probability they have a huge number of followers. Like the opinion leader, the 

organizational leader must choose a strategy to manage their relationship with followers.  

From the follower side, their behavior is as important as the leader’s one. As said before, 

in my opinion, relationship implies a two-directional communication, a social interaction. 

Each follower also makes the decision of the kind of relationship they wish to have with 

the opinion leaders. By choosing a strategy, they put themselves into a specific category 

of followers. The most common follower type present on social media is the “sheep 

follower”. There are present, reading but not reacting. There is no desire to have a real 

relationship, they are not even starting a relationship with their opinion leader. Different 
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types of active followers have been observed, but all of them wish to directly interact with 

their opinion leaders from the beginning. With time, some still try to keep that direct 

contact with the leader and some become inactive. The commitment is lost. Furthermore, 

some followers, by seeing the non-desire of relationship coming from the opinion leaders, 

even decide to unfollow. After the follower taking the first step, it is the opinion leader 

who will make or break the relationship.  

When the number of followers starts to be unmanageable and the opinion leader is no 

longer able to reply, a new relationship appears: followers will begin to interact with each 

other. They create a community where the opinion leader remains an important character 

but is no longer central. In other words, individuals still follow the primary opinion leader 

but at the same time value the opinion of other followers who consequently become 

secondary opinion leaders.   

The same trend can be observed in a company. People are searching for accessible and 

available leaders to help them immediately. I perceive this phenomenon, which is the 

emergence of new leaders, as a cycle. The leader starts with a small amount of followers, 

employees, and communication is two-directional. As more followers will join the leader, 

the less personalized feedback the followers will receive. At some point, the followers, 

who need clear guidance and cannot obtain it due to an overwhelmed leader, will start to 

look for a new leader in addition to the first one. This new leader starts as the previous 

one and thus begins a new cycle.  

6.4 FURTHER RESEARCH PERSPECTIVES 

During my research, the shifting role between followers and opinion leaders has been 

observed during data gathering on social media. In fact, during the interview, none of the 

respondents underlined this phenomenon. However, most of the theory implied it 

specially in the opinion leader review (Watts and Doods, 2007; Goldsmith and Clarke, 

2008; Mellet, 2009). It would be interesting to identify if this facility to endorse both 

roles, also known as leader-follower trade approach, has been facilitated by the 

phenomenon of social media. 

Furthermore, my study, by creating a strategic sample with different opinion leaders with 

different domains of expertise, did not put the focus on the different behaviors which can 

exist in the different fields. The choice of a specific field, from the followers and opinion 
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leader approach, would influence the way of an opinion leader interacts with their 

followers. For example, the fitness opinion leader could have more interactions because 

she presented her own fitness program which could be personalized. On the opposite, a 

fashion opinion leader just presented clothes that she probably received it and did not 

have the possibility to give more information about it. The experience is also different 

between wearing clothes and travelling around the world. My findings are a start point in 

showing the differences in the evolution of the relationship between leader and follower 

when the number of followers increases. For future research, it would be stimulating to 

study the differences in the interactions according to the domain of expertise. Likewise, I 

studied only female opinion leaders and it would be interesting to see if it exists a 

difference following the gender.  

My research emphasizes on only how one relationship evolve. However, on social media, 

the followers follow multiple opinion leaders at the same time and on the same subject to 

make their own opinion. It would be newsworthy to investigate more in details the 

follower’s sides and how they created their own opinion with the help of opinion leader.  

Finally, the studied relationship is taking place in a particular context, opinion leader on 

social media. Furthermore, it would be interesting to conduct a research about the 

relationship between followers and leader in an organizational context. In other words, 

how this relationship evolves with the number of followers in company.



  

 

85 
 

REFERENCES 

Aghdam, S, & Jafari Navimipour, N 2016, 'Opinion leaders selection in the social 

networks based on trust relationships propagation', Karbala International Journal Of 

Modern Science, 2, pp. 88-97. 

Alvesson, M., Spicer, A. & Spicer, André 2011. Metaphors we lead by : understanding 

leadership in the real world, London: Routledge. 

Arbnor, I & Bjerke, B 2009, Methodology for creating Business Knowledge, Third 

edition, Sage publications, ISBN: 9781847870599. 

Bibb, S. & Kourd, J., 2004. Trust Matters: For Organisational and Personal Succes. 

Palgrave Macmillan, New York. 

Bjerke, B 2016 “Creating Business knowledge: part II”, Linnaeus University, Kalmar, 10 

November 2016, Lecture. 

Bjerke, B 2007 “Face-to-Face Research: Interviews, conversations and dialogues”, in B. 

Gustavsson (ed.), The Principles of Knowledge Creation. Research Methods in the Social 

Sciences, Cheltenham, UK and Northampton, MA, USA: Edward Elgar, pp. 225-242. 

Bjugstad, K, Thach, E, Thompson, K, & Morris, A 2006, 'A Fresh Look at Followership: 

A Model for Matching Followership and Leadership Styles', Journal Of Behavioral & 

Applied Management, 7, 3, pp. 304-319. 

Booth, A, & Babchuk, N 1972, 'Informal Medical Opinion Leadership Among the Middle 

Aged and Elderly', The Public Opinion Quarterly, 1, p. 87-94. 

Brinkmann, S 2013, Qualitative Interviewing, n.p.: New York : Oxford University Press. 

Carsten, M, & Lapierre, L 2014, Followership: What Is It And Why Do People Follow?, 

Bingley, UK: Emerald Group Publishing Limited, eBook Collection. 

Chaleff, I 2009, The Courageous Follower : Standing Up To & For Our Leaders, n.p.: 

San Francisco : Berrett-Koehler : U.S. trade bookstores and wholesalers, Third edition, 

Ingram Publisher Services. 

Chan, K, & Misra, S 1990, 'Characteristics of the Opinion Leader: A New Dimension', 

Journal Of Advertising, 19, 3, pp. 53-60. 

Chen, S, Glass, D, & McCartney, M 2016, ‘Characteristics of successful opinion leaders 

in a bounded confidence model’, Physica A: Statistical Mechanics And Its Applications, 

449, pp. 426-436. 

Cho, Y, Hwang, J, & Lee, D 2012, 'Identification of effective opinion leaders in the 

diffusion of technological innovation: A social network approach', Technological 

Forecasting & Social Change, 79, pp. 97-106. 

Corbin, J & Strauss A, 2012 Basics of Qualitative Research (3rd ed.): Techniques and 

procedures for Developing Grounded Theory, Third edition, Sage publication, available: 

http://dx.doi.org/10.4135/9781452230153. 

Daft, R, & Lengel, R 1986, 'Organizational Information Requirements, Media Richness 

and Structural Design', Management Science, 5, p. 554-571. 

http://dx.doi.org/10.4135/9781452230153


  

 

86 

DeRue, S., & Ashford, S. 2010 ‘Who will lead and who will follow? A social process of 

leadership identity construction in organizations’, Academy of Management Review, 

35(4), pp. 627–647. 

Flynn, L, Goldsmith, R, & Eastman, J 1996, 'Opinion Leaders and Opinion Seekers: Two 

New Measurement Scales', Journal Of The Academy Of Marketing Science, 24, 2, pp. 

137-147. 

Fuchs, C 2014, Social Media : A Critical Introduction, n.p.: London : SAGE Publications, 

2014. 

Gnambs, T, & Batinic, B 2012, 'A Personality-Competence Model of Opinion 

Leadership', Psychology & Marketing, 29, 8, pp. 606-62. 

Goldsmith R, E., & Clark R, A., 2008, 'An analysis of factors affecting fashion opinion 

leadership and fashion opinion seeking', Journal Of Fashion Marketing & Management, 

12, 3, pp. 308-322.  

Graen, G, & Uhl-Bien, M 1995, 'Relationship-based approach to leadership: 

Development of leader-member exchange (LMX) theory of leadership over 25 years: 

Applying a multi-level multi-domain perspective', The Leadership Quarterly, 6, pp. 219-

247. 

Hanson, J 2016, The Social Media Revolution: An Economic Encyclopedia Of Friending, 

Following, Texting, And Connecting : An Economic Encyclopedia Of Friending, 

Following, Texting, And Connecting, Santa Barbara, California: Greenwood, eBook 

Collection. 

Heller, T, & van Til, J 1982, ‘Leadership and followership: Some summary propositions’, 

The Journal of Applied Behavioral Science, Vol. 18, No. 3, pp.405-414. 

Howell, J P and Mendez, M J 2008 ‘Three perspectives on followership’ in The Art of 

Followership: How great followers create great leaders and organizations, edited by 

Riggio, R E; Chaleff, I and Lipman-Blumen, J. Jossey-Bass, San Francisco, pp 25-39. 

Hsu, C, & Lin, JC 2008, 'Acceptance of blog usage: The roles of technology acceptance, 

social influence and knowledge sharing motivation', Information & Management, vol. 45, 

pp. 65-74. 

Huzzard, T and Spoelstra, S 2011 ‘Leaders as gardeners, leadership trhough facilitating 

growth’ in Metaphors we lead by : understanding leadership in the real world, edited by 

Alvesson and Spicer, London: Routledge, pp 76-95. 

Kaplan, A, & Haenlein, M 2010, 'Users of the world, unite! The challenges and 

opportunities of Social Media', Business Horizons, 53, pp. 59-68. 

Katz, D. & Kahn, R.L., 1978. The social psychology of organizations 2. ed., New York: 

Wiley. 

Katz, E, & Lazarsfeld, P 2006, Personal Influence: The Part Played By People In The 

Flow Of Mass Communication, n.p.: New Brunswick: Transaction publishers, 2006.  

Kelley, RE 1988 ‘In praise of followers’, Harvard Business Review, pp. 142-148. 



  

 

87 

Kelley, RE 2008, ‘Rethinking Followership’, in RE Riggio, I Chaleff & J Lipman-

Blumen, The art of followership - How great followers create great leaders and 

organizations, Jossey-Bass, San Francisco, pp. 5-17. 

Kellerman, B 2007, ‘What Every Leader Needs to Know About Followers’, Harvard 

Business Review, 85, 12, pp. 84-91. 

Kilian T, Hennigs N & Langner S, 2012 ‘Do Millennials read books or blogs? Introducing 

a media usage typology of the internet generation’, Journal of Consumer Marketing, 

29(2), pp.114–124. 

Kim, Y, & Tran, V 2013, 'Assessing the ripple effects of online opinion leaders with trust 

and distrust metrics', Expert Systems With Applications, 40, pp. 3500-3511. 

Klaussner, S 2012, 'Trust and Leadership: Toward an Interactive Perspective', Journal Of 

Change Management, 12, 4, pp. 417-439. 

Kozinets, RV 2015, Netnography : Redefined, n.p.: Thousand Oaks, CA : Sage 

Publications Ltd, 2015. 

Lapan, S, Quartaroli, M, & Riemer, F 2012, Qualitative Research : An Introduction To 

Methods And Designs, n.p.: San Francisco, Calif. : Jossey-Bass. 

Li, F & Du, T 2011 ‘Who is talking ? An ontology-based opinion leader identification 

framework for word-of-mouth marketing in online social blog’, Decision support system, 

51, pp 190-197. 

Malakyan, PG 2013, 'Followership in Leadership Studies: A Case of Leader-Follower 

Trade Approach', Journal Of Leadership Studies, 7, 4, pp. 6-22. 

Maroosis, J 2008 ‘Leadership : a partnership in reciprocal following’ in The Art of 

Followership: How great followers create great leaders and organizations, edited by 

Riggio, R E; Chaleff, I and Lipman-Blumen, J, Jossey-Bass, San Francisco, pp 25-39. 

McQuarrie, E & Phillips, B 2014 ‘ The megaphone effect in social media: how ordinary 

consumers become style leaders’, De GRyter Ope, Vol 6, 2, pp. 16-20. 

Mellet, K 2009 'Au source du marketing viral' , Reseaux, 15, 157, pp 267-292. 

Merriam, S, & Tisdell, E 2016, Qualitative Research : A Guide To Design And 

Implementation / Sharan B. Merriam And Elizabeth J. Tisdell, , n.p.: San Francisco : 

Jossey-Bass. 

Mohn, E 2016, 'French and Raven's bases of power', Salem Press Encyclopedia, Research 

Starters. 

Moore, T, Lapan, S & Quartaroli, M 2012 ‘case study research’ in Qualitative Research 

: An Introduction To Methods And Designs, edited by Lapan, S, Quartaroli, M, & Riemer, 

F n.p.: San Francisco, Calif. : Jossey-Bass. 

Oc, B, & Bashshur, M 2013, 'Followership, leadership and social influence', The 

Leadership Quarterly, 24, Leadership Quarterly Yearly Review: Advances in Traditional 

Leadership Theory and Research, pp. 919-934. 

Rogers, EM 2003, Diffusion Of Innovations, n.p.: New York : Free press, cop. 2003. 



  

 

88 

Rousseau, D, Sitkin, S, Burt, R, & Camerer, C 1998, 'Not So Different After All: A Cross-

Discipline View Of Trust', Academy Of Management Review, 23, 3, pp. 393-404. 

Saldaña, J., 2009. The coding manual for qualitative researchers, Los Angeles: Sage. 

Sangmir, C, & Minkyun, K 2010, 'What makes bloggers share knowledge? An 

investigation on the role of trust', International Journal Of Information Management, 30, 

pp. 408-415. 

Shamir, B, & Meindl, J 2007, Follower-Centered Perspectives On Leadership : A Tribute 

To The Memory Of James R. Meindl, Greenwich, Conn: Information Age Publishing, 

eBook Collection. 

Sheldon, P 2015, Social Media : Principles And Applications, Lanham: Lexington Books, 

eBook Collection. 

Shoham, A, & Ruvio, A 2008, 'Opinion leaders and followers: A replication and 

extension', Psychology & Marketing, 25, 3, pp. 280-297. 

Smith, BG 2010, 'The evolution of the blogger: Blogger considerations of public 

relations-sponsored content in the blogosphere', Public Relations Review, 36, 2, pp. 175-

177. 

Strauss, A & Corbin, J 1998, Basics of Qualitative Research, Sage publication, United 

States of America. 

Summers, J.O., 1970. The Identity of Women's Clothing Fashion Opinion Leaders. 

Journal of Marketing Research, 7(2), pp.178–185. 

 

Thomas, V, & Littig, L 1985, 'A typology of leadership style: Examining gender and 

race effects', Bulletin Of The Psychonomic Society, 23, 2, pp 132-134. 

 

Tucci, K, González-Avella, J, & Cosenza, M 2016, 'Rise of an alternative majority against 

opinion leaders', Physica A: Statistical Mechanics And Its Applications, 446, pp. 75-81. 

Uhl-Bien, M, Riggio, R, Lowe, K, & Carsten, M 2014, 'Followership theory: A review 

and research agenda', The Leadership Quarterly, 25, Leadership Quarterly 25th 

Anniversary Issue, pp. 83-104. 

Van Dijk, J 2012, The Network Society, n.p.: Thousand Oaks, CA : Sage Publications, 

2012. 

Vigar-Ellis, D, Pitt, L, & Caruana, A 2015, 'Does objective and subjective knowledge 

vary between opinion leaders and opinion seekers? Implications for wine marketing', 

Journal Of Wine Research, 26, 4, pp. 304-318. 

Watts, D & Doods PS 2007 ‘Influentials, Networks and Public opinion formation’, 

Journal of consumer research, 34, pp 441-458. 

Weimann, G., 1994. The influentials : people who influence people, Albany: State 

University of New York Press. 

 

Yanyan, L, Shaoqian, M, Yonghe, Z, Ronghuai, H, & Kinshuk 2013, 'An improved mix 

framework for opinion leader identification in online learning communities', 

Knowledge-Based Systems, 43, pp. 43-51. 

Website 



  

 

89 

Angolini, G 2016, [ONLINE] Available at '5 apps to try meditation', viewed 10 April 

2017, http://www.theblondesalad.com/beauty/wellness/5-apps-meditation-home.html 

[Accessed 10 April 2017] 

Cerutti, A 2017, [ONLINE] Available at ‘Wearing your favorite dresses with pants, the 

new trend you won’t resist’, viewed 10 April 2017, 

http://www.theblondesalad.com/fashion/trends/wearing-your-favorite-dresses-with-

pants-the-new-trend-you-wont-resist.html [ Accessed 10 April 2017] 

Clothes Encounter, 2010, ‘Summer fashion Haul 2010’, online video, 

https://www.Youtube.com/watch?v=0PyPUejbTwg [Accessed 18 April 2017] 

Clothes Encounter, 2011, ‘New Year's Resolutions, online video, 

https://www.Youtube.com/watch?v=Ca_wRv9a4Vw [Accessed 18 April 2017] 

Clothes Encounter, 2011, ‘Sarah’s goodbye’, online video, 

https://www.Youtube.com/watch?v=9iOKxkNaKwE [Accessed 18 April 2017] 

Clothes Encounter, 2012, ‘My everyday make-up tutorial’, online video, 

https://www.Youtube.com/watch?v=Df-eQp1t0S8 [Accessed 18 April 2017] 

Clothes Encounter, 2011, ‘DIY: Studded Collar’, online video, 

https://www.Youtube.com/watch?v=nJPv_9yyH5Y [Accessed 18 April 2017] 

Clothes Encounter, 2013, ‘How I lost 10 pounds + diet tips’, online video, 

https://www.Youtube.com/watch?v=Ci0gjKhImCo [Accessed 18 April 2017] 

Clothes Encounter, 2013, ‘My updated everyday makeup tutorial’, online video, 

https://www.Youtube.com/watch?v=TvKymDP85JI [Accessed 19 April 2017] 

Clothes Encounter, 2016, ‘March Favorite 2016, online video, 

https://www.Youtube.com/watch?v=zio8wUDej8Q [Accessed 19 April 2017] 

Clothes Encounter, 2017, ‘Soft Spring Siren Makeup’, online video, 

https://www.Youtube.com/watch?v=6O-A84B2AAU [Accessed 19 April 2017] 

Daniel D, 2016. “Forbes 30 under 30” [ONLINE] Available at: 

https://www.forbes.com/30-under-30-europe-2016/the-arts/#7440bb6629c9. [Accessed 

8 April 2017]. 

Eltoria, 2014, 'How To Get a Job in LUSH 2016', online video Youtube, 

https://www.Youtube.com/watch?v=89DIahrugw8 [ Accessed 4 April 2017] 

Eltoria, 2016, 'How To Dutch Braid For BEGINNERS', online video Youtube, 

https://www.Youtube.com/watch?v=kossOixiXaw [ Accessed 4 April 2017] 

Eltoria, 2016, 'Zoella Sweet Inspirations Review/Unboxing', online video Youtube, 

https://www.Youtube.com/watch?v=rYsY2nq7Alw [ Accessed 4 April 2017] 

Eltoria, 2016, 'Does Children's Makeup Actually Work? CHILDREN'S MAKEUP 

CHALLENGE!', online video Youtube, 

https://www.Youtube.com/watch?v=be1Xo3iUCNk [ Accessed 4 April 2017] 

Eltoria, 2017, 'TWICE KNOCK KNOCK MV REACTION!| BRITISH GIRL 

REACTIONS', online video Youtube, 

https://www.Youtube.com/watch?v=ruSfZo8hM8g [ Accessed 4 April 2017] 

http://www.theblondesalad.com/beauty/wellness/5-apps-meditation-home.html
http://www.theblondesalad.com/fashion/trends/wearing-your-favorite-dresses-with-pants-the-new-trend-you-wont-resist.html
http://www.theblondesalad.com/fashion/trends/wearing-your-favorite-dresses-with-pants-the-new-trend-you-wont-resist.html
https://www.youtube.com/watch?v=0PyPUejbTwg
https://www.youtube.com/watch?v=Ca_wRv9a4Vw
https://www.youtube.com/watch?v=9iOKxkNaKwE
https://www.youtube.com/watch?v=Df-eQp1t0S8
https://www.youtube.com/watch?v=nJPv_9yyH5Y
https://www.youtube.com/watch?v=Ci0gjKhImCo
https://www.youtube.com/watch?v=TvKymDP85JI
https://www.youtube.com/watch?v=zio8wUDej8Q
https://www.youtube.com/watch?v=6O-A84B2AAU
https://www.forbes.com/30-under-30-europe-2016/the-arts/#7440bb6629c9
https://www.youtube.com/watch?v=89DIahrugw8
https://www.youtube.com/watch?v=kossOixiXaw
https://www.youtube.com/watch?v=rYsY2nq7Alw
https://www.youtube.com/watch?v=be1Xo3iUCNk
https://www.youtube.com/watch?v=ruSfZo8hM8g


  

 

90 

Eltoria, 2017, 'DOES MAGAZINE MAKEUP ACTUALLY WORK?', online video 

Youtube, https://www.Youtube.com/watch?v=VIenNo5Fzh8 [ Accessed 4 April 2017] 

Eltoria, Instagram account, https://www.instagram.com/eltoria_/ [ Accessed 28 March 

2017] 

Eltoria 2012, Instagram post, 25 August 2012, 

https://www.instagram.com/p/OxD_YVgKEu/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2013, Instagram post, 9 May 2013, 

https://www.instagram.com/p/ZGS7FSgKIr/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2013, Instagram post, 11 August 2013, 

https://www.instagram.com/p/c4qnCiAKOS/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2013, Instagram post, 3 November 2013, 

https://www.instagram.com/p/gQIRXeAKIL/?taken-by=eltoria_ 

Eltoria 2014, Instagram post, 3 August 2014, 

https://www.instagram.com/p/rP9WXLgKMq/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2014, Instagram post, 5 October 2014, 

https://www.instagram.com/p/txzw6SAKNF/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2014, Instagram post, 12 October 2014 , https://www.instagram.com/p/uDmM-

dgKIR/?taken-by=eltoria_ [ Accessed 28 March 2017] 

Eltoria 2015, Instagram post, 8 June 2015, 

https://www.instagram.com/p/3qHzdCAKMI/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2015, Instagram post, 7 September 2015, 

https://www.instagram.com/p/7UdStPgKPD/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2015, Instagram post, 30 November 2015, https://www.instagram.com/p/-

s1idXgKNf/?taken-by=eltoria_ [ Accessed 28 March 2017] 

Eltoria 2016, Instagram post, 2 March 2016 , 

https://www.instagram.com/p/BCcUforgKJ7/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria 2016, Instagram post, 18 December 2016, 

https://www.instagram.com/p/BOKlfabjrfN/?taken-by=eltoria_ [ Accessed 28 March 

2017] 

Eltoria, 2017, website, http://www.eltoria.com/?m=1 [ Accessed 28 March 2017] 

Eltoria, twitter account, https://twitter.com/eltoria_ [ Accessed 28 March 2017] 

https://www.youtube.com/watch?v=VIenNo5Fzh8
https://www.instagram.com/eltoria_/
https://www.instagram.com/p/OxD_YVgKEu/?taken-by=eltoria_
https://www.instagram.com/p/ZGS7FSgKIr/?taken-by=eltoria_
https://www.instagram.com/p/c4qnCiAKOS/?taken-by=eltoria_
https://www.instagram.com/p/gQIRXeAKIL/?taken-by=eltoria_
https://www.instagram.com/p/rP9WXLgKMq/?taken-by=eltoria_
https://www.instagram.com/p/txzw6SAKNF/?taken-by=eltoria_
https://www.instagram.com/p/uDmM-dgKIR/?taken-by=eltoria_
https://www.instagram.com/p/uDmM-dgKIR/?taken-by=eltoria_
https://www.instagram.com/p/3qHzdCAKMI/?taken-by=eltoria_
https://www.instagram.com/p/7UdStPgKPD/?taken-by=eltoria_
https://www.instagram.com/p/-s1idXgKNf/?taken-by=eltoria_
https://www.instagram.com/p/-s1idXgKNf/?taken-by=eltoria_
https://www.instagram.com/p/BCcUforgKJ7/?taken-by=eltoria_
https://www.instagram.com/p/BOKlfabjrfN/?taken-by=eltoria_
http://www.eltoria.com/?m=1
https://twitter.com/eltoria_


  

 

91 

Farin, P 2016, Instagram, 16 July 2016, 

https://www.instagram.com/p/BH8C9ghAxR2/?taken-by=onedaywithpau [ Accessed 10 

April 2017] 

Farin, P 2016, Instagram, 9 August 2016, https://www.instagram.com/p/BI5Ggdkgi5N/ 

[ Accessed 10 April 2017] 

Farin, P 2017, Instagram, 13 March 2017, 

https://www.instagram.com/p/BRlaTecjXxS/?taken-by=onedaywithpau [ Accessed 10 

April 2017] 

Farin P, Facebook profil, available at https://www.facebook.com/Onedaroundtheworld/ 

[ Accessed 10 April 2017] 

Ferragni, C 2010, Facebook post, 8 August 2010, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/109273369125931/?type=3&theater [ Accessed 8 April 2017] 

Evelyn, C cited in Ferragni, C 2010, Facebook post, 9 August 2010, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/109417002444901/?type=3&theater [ Accessed 8 April 2017] 

Ferragni, C 2010, Facebook post, 11 August 2010, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/110054609047807/?type=3&theater [ Accessed 8 April 2017] 

Ferragni, C 2011, Facebook post, 11 January 2011, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/148925908494010/?type=3&theater [ Accessed 8 April 2017] 

Ferragni, C 2011, Facebook post, 28 March 2011, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/164209843632283/?type=3&theater [ Accessed 8 April 2017] 

Ferragni, C 2011, Facebook post, 11 October 2011, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/231547836898483/?type=3&theater [ Accessed 8 April 2017] 

Ferragni, C 2012, Facebook post, 22 February 2012, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/303213236398609/?type=3&theater [ Accessed 8 April 2017] 

Ferragni, C 2012, Facebook post, 26 July 2012, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/391115184275080/?type=3&theater [ Accessed 8 April 2017] 

Ferragni, C 2012, [ONLINE] available at 'Frienze4ever 4th edition', weblog, 

http://www.theblondesalad.com/talents/chiara-ferragni/firenze4ever-4th-edition.html [ 

Accessed 9 April 2017] 

Ferragni, C 2009, [ONLINE] available at 'Here I am!', 

http://www.theblondesalad.com/talents/chiara-ferragni/here-i-am.html [ Accessed 9 

April 2017] 

https://www.instagram.com/p/BH8C9ghAxR2/?taken-by=onedaywithpau
https://www.instagram.com/p/BI5Ggdkgi5N/
https://www.instagram.com/p/BRlaTecjXxS/?taken-by=onedaywithpau
https://www.facebook.com/Onedaroundtheworld/
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/109273369125931/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/109273369125931/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/109417002444901/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/109417002444901/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/110054609047807/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/110054609047807/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/148925908494010/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/148925908494010/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/164209843632283/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/164209843632283/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/231547836898483/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/231547836898483/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/303213236398609/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/303213236398609/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/391115184275080/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/391115184275080/?type=3&theater
http://www.theblondesalad.com/talents/chiara-ferragni/firenze4ever-4th-edition.html
http://www.theblondesalad.com/talents/chiara-ferragni/here-i-am.html


  

 

92 

Ferragni, C 2011, [ONLINE] available at 'Day 1 of Milan Mercedes-Benz fashion 

week', http://www.theblondesalad.com/talents/chiara-ferragni/day-1-of-milan-

mercedesbenz-fashionweek.html [ Accessed 9 April 2017] 

Ferragni, C 2013, [ONLINE] available at 'Best of 2013', 

http://www.theblondesalad.com/talents/chiara-ferragni/best-of-2013.html [ Accessed 9 

April 2017] 

Ferragni, C 2014, [ONLINE] available at  'Let's celebrate', 

http://www.theblondesalad.com/fashion/shopping/lets-celebrate.html [ Accessed 9 April 

2017] 

Freedman, A 2016, ‘15 Plants That Don’t Need Water’. [ONLINE] Available at: 

http://www.groomedhome.com/easy-green/15-plants-that-dont-need-water. [Accessed 

27 April 2017] 

Im, J 2012, Instagram post, 22 July 2012, 

https://www.instagram.com/p/NZb7FugBJ8/?taken-by=imjennim [ Accessed 18 April 

2017] 

Indvik, L 2016, ‘The 20 Most Influential Personal Style Bloggers: 2016 Edition’. 

[ONLINE] Available at: http://fashionista.com/2016/03/style-bloggers-2016. [Accessed 

27 February 2017]. 

Luxton, E 2014 , Instagram post, 3 july 2014, https://www.instagram.com/p/p-

Pli8xgYE/?taken-by=em_luxton [ Accessed 17 April 2017] 

Luxton, E 2014, Instagram post, 13 july 2014,  

https://www.instagram.com/p/qXnmxAxgbj/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2014, Instagram post, 30 july 2014,  

https://www.instagram.com/p/rFokW0xgUQ/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2014, Instagram post, 5 August 2014,  

https://www.instagram.com/p/rRf33lxgQT/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2014, Instagram post, 4 September 2014,  

https://www.instagram.com/p/shOXK4Rga0/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2014, Instagram post, 10 November 2014,  

https://www.instagram.com/p/vOfpZqxgQO/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2014, Instagram post, 13 December 2014,  

https://www.instagram.com/p/wjGlewxgVw/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2015, Instagram post, 22 January 2015,  

https://www.instagram.com/p/yKo6GtxgWm/?taken-by=em_luxton [Accessed 17 April 

2017] 

http://www.theblondesalad.com/talents/chiara-ferragni/day-1-of-milan-mercedesbenz-fashionweek.html
http://www.theblondesalad.com/talents/chiara-ferragni/day-1-of-milan-mercedesbenz-fashionweek.html
http://www.theblondesalad.com/talents/chiara-ferragni/best-of-2013.html
http://www.theblondesalad.com/fashion/shopping/lets-celebrate.html
http://www.groomedhome.com/easy-green/15-plants-that-dont-need-water
https://www.instagram.com/p/NZb7FugBJ8/?taken-by=imjennim
http://fashionista.com/2016/03/style-bloggers-2016
https://www.instagram.com/p/p-Pli8xgYE/?taken-by=em_luxton
https://www.instagram.com/p/p-Pli8xgYE/?taken-by=em_luxton
https://www.instagram.com/p/qXnmxAxgbj/?taken-by=em_luxton
https://www.instagram.com/p/rFokW0xgUQ/?taken-by=em_luxton
https://www.instagram.com/p/rRf33lxgQT/?taken-by=em_luxton
https://www.instagram.com/p/shOXK4Rga0/?taken-by=em_luxton
https://www.instagram.com/p/vOfpZqxgQO/?taken-by=em_luxton
https://www.instagram.com/p/wjGlewxgVw/?taken-by=em_luxton
https://www.instagram.com/p/yKo6GtxgWm/?taken-by=em_luxton


  

 

93 

Luxton, E 2015, Instagram post, 24 January 2015,  

https://www.instagram.com/p/yP0YiOxgZc/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2015, Instagram post, 23 April 2015,  

https://www.instagram.com/p/10zHrbRgbu/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2015, Instagram post, 2 July 2015,  

https://www.instagram.com/p/4oUsADxgdk/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2015, Instagram post, 30 July 2015,  

https://www.instagram.com/p/5xEQj9RgQh/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2016, Instagram post, 16 January 2016,  

https://www.instagram.com/p/BAfGXCLRgYD/?taken-by=em_luxton [Accessed 17 

April 2017] 

Luxton, E 2016, Instagram post, 4 July 2016,  

https://www.instagram.com/p/BHbQMTNBgRE/?taken-by=em_luxton [Accessed 17 

April 2017] 

Luxton, E 2016, Instagram post, 13 November 2016,  

https://www.instagram.com/p/BMuqdbHjlSw/?taken-by=em_luxton [Accessed 17 April 

2017] 

Luxton, E 2012, [ONLINE] available at ‘I can’t wait to move to london’, viewed 18 

April https://www.emilyluxton.co.uk/2012/03/12/i-cant-wait-to-move-to-london/ 

[Accessed 18 April 2017] 

Luxton, E 2012, [ONLINE] available at ‘On the road Home’,  

https://www.emilyluxton.co.uk/2012/11/09/on-the-road-home/ [Accessed 18 April 

2017] 

Luxton, E 2013, [ONLINE] available at ‘Competition – a trip that changed my life’,  

https://www.emilyluxton.co.uk/2013/09/10/competition-a-trip-that-changed-my-life/ 

[Accessed 18 April 2017] 

Luxton, E 2014, [ONLINE] available at ‘Accidental off-road hinking in Sapa’,  

https://www.emilyluxton.co.uk/2014/11/12/hiking-sapa/ [Accessed 18 April 2017] 

Luxton, E 2014, [ONLINE] available at ‘Exploring Brussels’,  

https://www.emilyluxton.co.uk/belgium/brussels [Accessed 18 April 2017] 

Luxton, E 2015, [ONLINE] available at ‘Beyond Barcelona: exploring ctalunya by 

bike’,  https://www.emilyluxton.co.uk/catalunya/beyond-barcelona [Accessed 18 April 

2017] 

Luxton, E 2016, ‘Thailand – what am I so afraid of?’,  

https://www.emilyluxton.co.uk/personal/solo-travel-fears [Accessed 18 April 2017] 

Luxton, E 2016, [ONLINE] available at ‘A grily weekend in Swansea with my sister’,  

https://www.emilyluxton.co.uk/uk/swansea-girls-weekend [Accessed 18 April 2017] 

https://www.instagram.com/p/yP0YiOxgZc/?taken-by=em_luxton
https://www.instagram.com/p/10zHrbRgbu/?taken-by=em_luxton
https://www.instagram.com/p/4oUsADxgdk/?taken-by=em_luxton
https://www.instagram.com/p/5xEQj9RgQh/?taken-by=em_luxton
https://www.instagram.com/p/BAfGXCLRgYD/?taken-by=em_luxton
https://www.instagram.com/p/BHbQMTNBgRE/?taken-by=em_luxton
https://www.instagram.com/p/BMuqdbHjlSw/?taken-by=em_luxton
https://www.emilyluxton.co.uk/2012/03/12/i-cant-wait-to-move-to-london/
https://www.emilyluxton.co.uk/2012/11/09/on-the-road-home/
https://www.emilyluxton.co.uk/2013/09/10/competition-a-trip-that-changed-my-life/
https://www.emilyluxton.co.uk/2014/11/12/hiking-sapa/
https://www.emilyluxton.co.uk/belgium/brussels
https://www.emilyluxton.co.uk/catalunya/beyond-barcelona
https://www.emilyluxton.co.uk/personal/solo-travel-fears
https://www.emilyluxton.co.uk/uk/swansea-girls-weekend


  

 

94 

Luxton, E 2017, ‘Travel blogger quits travel*: why I am moving to Hampshire!’,  

https://www.emilyluxton.co.uk/personal/settling-down [Accessed 18 April 2017] 

Luxton, E 2017, ‘About me’, https://www.emilyluxton.co.uk/about-me/ [Accessed 18 

April 2017] 

Luxton, E 2012, Facebook post, 23 November 2012,  

https://www.facebook.com/EmilyLuxtonTravelBlog/posts/373819899374571 

[Accessed 18 April 2017] 

Luxton, E 2013, Facebook post, 15 March 2013, 

https://www.facebook.com/EmilyLuxtonTravelBlog/posts/350345981734004:0 

[Accessed 18 April 2017] 

Luxton, E 2013, Facebook post, 23 May 2013,  

https://www.facebook.com/EmilyLuxtonTravelBlog/posts/372240006211268:0 

[Accessed 18 April 2017] 

Luxton, E 2013, Facebook post, 27 August 2013, 

https://www.facebook.com/EmilyLuxtonTravelBlog/posts/406899279412007:0 

[Accessed 18 April 2017] 

Luxton, E 2015, Facebook post, 7 January 2015,  

https://www.facebook.com/EmilyLuxtonTravelBlog/posts/594206114014655 

[Accessed 18 April 2017] 

Luxton, E 2016, Facebook post, 28 January 2016,  

https://www.facebook.com/EmilyLuxtonTravelBlog/posts/738643382904260 

[Accessed 18 April 2017] 

Luxton, E 2017, Facebook post, 29 March 2017,  

https://www.facebook.com/EmilyLuxtonTravelBlog/videos/1022748864493709/ 

[Accessed 18 April 2017] 

May, M 2014, Instagram post, 13 October 2014, 

https://www.instagram.com/p/uGRqh6FVWm/?taken-by=fit_girls_diary_ [ Accessed 12 

April 2017] 

May, M 2014, Instagram post, 21 November 2014, 

https://www.instagram.com/p/vpDuKPFVSa/?taken-by=fit_girls_diary_ [ Accessed 12 

April 2017] 

May, M 2017, Instagram post, 24 March 2014, 

https://www.instagram.com/p/BSA_LbtBS4b/?taken-by=fit_girls_diary_ [ Accessed 12 

April 2017] 

http://fitgirlsdiary.com/ 

May, M, 2014, Facebook post 8 August 2014, 

https://www.facebook.com/permalink.php?story_fbid=711816332187340&id=6499207

88376895 [ Accessed 12 April 2017] 

May, M, 2015, Facebook post 21 January 2015, 

https://www.facebook.com/permalink.php?story_fbid=794110437291262&id=6499207

88376895 [ Accessed 12 April 2017] 

https://www.emilyluxton.co.uk/personal/settling-down
https://www.emilyluxton.co.uk/about-me/
https://www.facebook.com/EmilyLuxtonTravelBlog/posts/373819899374571
https://www.facebook.com/EmilyLuxtonTravelBlog/posts/350345981734004:0
https://www.facebook.com/EmilyLuxtonTravelBlog/posts/372240006211268:0
https://www.facebook.com/EmilyLuxtonTravelBlog/posts/406899279412007:0
https://www.facebook.com/EmilyLuxtonTravelBlog/posts/594206114014655
https://www.facebook.com/EmilyLuxtonTravelBlog/posts/738643382904260
https://www.facebook.com/EmilyLuxtonTravelBlog/videos/1022748864493709/
https://www.instagram.com/p/uGRqh6FVWm/?taken-by=fit_girls_diary_
https://www.instagram.com/p/vpDuKPFVSa/?taken-by=fit_girls_diary_
https://www.instagram.com/p/BSA_LbtBS4b/?taken-by=fit_girls_diary_
http://fitgirlsdiary.com/
https://www.facebook.com/permalink.php?story_fbid=711816332187340&id=649920788376895
https://www.facebook.com/permalink.php?story_fbid=711816332187340&id=649920788376895
https://www.facebook.com/permalink.php?story_fbid=794110437291262&id=649920788376895
https://www.facebook.com/permalink.php?story_fbid=794110437291262&id=649920788376895


  

 

95 

May, M, 2015, Facebook post 27 February 2015, 

https://www.facebook.com/permalink.php?story_fbid=812547398780899&id=6499207

88376895&substory_index=0 [ Accessed 12 April 2017] 

May, M 2015, ‘The Best Motivational Water Bottles – Sports Water Bottle’, [ONLINE] 

available at  http://fitgirlsdiary.com/2015/07/16/the-best-motivational-water-bottles-

sports-eater-bottle/ [ Accessed 12 April 2017] 

May, M 2014, Blog ‘About me’, [ONLINE] available at  http://fitgirlsdiary.com/about-

me/, [ Accessed 13 April 2017] 

May, M 2014, ‘The Best Healthy Eating Plan – Meal Planner To Change Your Life’, 

[ONLINE] available at  http://fitgirlsdiary.com/2014/03/08/my-diet-program/ [ 

Accessed 13 April 2017] 

May, M 2014, ‘Do we need whey?- Protein Powder and girls, [ONLINE] 

http://fitgirlsdiary.com/2014/08/07/need-whey-protein-powder-girls/ [ Accessed 13 

April 2017] 

May, M 2016, ‘Diamond Legs and Brazilian Butt Lift Workout – 30 Lower Body 

Workouts for Your Butt and Legs’, [ONLINE] available at 

http://fitgirlsdiary.com/2016/10/13/diamond-legs-and-brazilian-butt-lift-workout-30-

lower-body-workouts-for-your-butt-and-legs/ [ Accessed 13 April 2017] 

Molly, I 2015 ‘I think I know where my life train is going’ [ONLINE] available at: 

http://www.imogenmolly.co.uk/2015/01/i-think-i-know-where-my-life-train-is.html 

[Accessed 2 May] 

Molly, I 2015 ‘When Life Gives You Lemon Drizzle Cake’ [ONLINE] available at: 

http://www.imogenmolly.co.uk/2015/05/when-life-gives-you-lemon-drizzle-cake.html 

[Accessed 2 May] 

Molly, I 2015 ‘A Day In York’ [ONLINE] available at: 

http://www.imogenmolly.co.uk/2015/06/a-day-in-york.html [Accessed 2 May] 

Molly, I 2016 ‘I won food blogger of the year ?!’ [ONLINE] available at: 

http://www.imogenmolly.co.uk/2016/01/imogen-molly-food-blogger-of-year.html 

[Accessed 2 May] 

Molly, I 2016 ‘On running away’ [ONLINE] available at: 

http://www.imogenmolly.co.uk/2016/02/on-running-away.html [Accessed 2 May] 

Molly, I 2016 ‘Eatery Hopping: Cadiz, Edinburgh’ [ONLINE] available at: 

http://www.imogenmolly.co.uk/2016/07/eatery-hopping-cadiz-edinburgh.html 

[Accessed 2 May] 

Molly, I 2017, ‘Cultivate acceptance, let go of expectation’ [ONLINE] available at: 

http://www.imogenmolly.co.uk/2017/04/cultivate-acceptance-let-go-of-

expectation.html [Accessed 2 May] 

Molly, I 2017, Facebook account [ONLINE] available at: 

https://www.facebook.com/imogenmollyblog/?fref=ts [Accessed 1 May 2017] 

Molly, I 2016, Facebook post, 21 July 2016, [ONLINE] available at: 

https://www.facebook.com/imogenmollyblog/posts/299879703698653 [Accessed 2 

May 2017] 

https://www.facebook.com/permalink.php?story_fbid=812547398780899&id=649920788376895&substory_index=0
https://www.facebook.com/permalink.php?story_fbid=812547398780899&id=649920788376895&substory_index=0
http://fitgirlsdiary.com/2015/07/16/the-best-motivational-water-bottles-sports-eater-bottle/
http://fitgirlsdiary.com/2015/07/16/the-best-motivational-water-bottles-sports-eater-bottle/
http://fitgirlsdiary.com/about-me/
http://fitgirlsdiary.com/about-me/
http://fitgirlsdiary.com/2014/03/08/my-diet-program/
http://fitgirlsdiary.com/2014/08/07/need-whey-protein-powder-girls/
http://fitgirlsdiary.com/2016/10/13/diamond-legs-and-brazilian-butt-lift-workout-30-lower-body-workouts-for-your-butt-and-legs/
http://fitgirlsdiary.com/2016/10/13/diamond-legs-and-brazilian-butt-lift-workout-30-lower-body-workouts-for-your-butt-and-legs/
http://www.imogenmolly.co.uk/2015/01/i-think-i-know-where-my-life-train-is.html
http://www.imogenmolly.co.uk/2015/05/when-life-gives-you-lemon-drizzle-cake.html
http://www.imogenmolly.co.uk/2015/06/a-day-in-york.html
http://www.imogenmolly.co.uk/2016/01/imogen-molly-food-blogger-of-year.html
http://www.imogenmolly.co.uk/2016/02/on-running-away.html
http://www.imogenmolly.co.uk/2016/07/eatery-hopping-cadiz-edinburgh.html
http://www.imogenmolly.co.uk/2017/04/cultivate-acceptance-let-go-of-expectation.html
http://www.imogenmolly.co.uk/2017/04/cultivate-acceptance-let-go-of-expectation.html
https://www.facebook.com/imogenmollyblog/?fref=ts
https://www.facebook.com/imogenmollyblog/posts/299879703698653


  

 

96 

Molly, I 2017, Instagram account [ONLINE] available at: 

https://www.instagram.com/imogenfin/ [Accessed 1 May 2017] 

Molly, I 2013, Instagram post, 27 February 2013 https://www.instagram.com/p/V_-

xYevmVV/?taken-by=imogenfin [Accessed 1 May 2017] 

Molly, I 2013, Instagram post, 10 March 2013 

https://www.instagram.com/p/WsCRzbPmWe/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2013, Instagram post, 16 June 2013 

https://www.instagram.com/p/aohzzXvmRo/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2014, Instagram post, 29 January 2014 

https://www.instagram.com/p/jw_3BxvmZ4/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2014, Instagram post, 20 September 2014 

https://www.instagram.com/p/tLS1BovmZy/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2014, Instagram post, 25 October 2014 

https://www.instagram.com/p/ulpEl2Pmes/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2015, Instagram post, 9 February 2015 

https://www.instagram.com/p/y4hyf6Pmav/ [Accessed 1 May 2017] 

Molly, I 2016, Instagram post, 24 January 2016 

https://www.instagram.com/p/BA75mVuPmcF/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2016, Instagram post, 3 March 2016, 

https://www.instagram.com/p/BCgKxl8vmch/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2016, Instagram post, 13 march 2016, 

https://www.instagram.com/p/BC5coNfvmYw/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2016, Instagram post, 20 May 2016, 

https://www.instagram.com/p/BFnrO_fPmeA/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2016, Instagram post, 9 June 2016, 

https://www.instagram.com/p/BGbDuFMPmRk/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2016, Instagram post, 6 August 2016, 

https://www.instagram.com/p/BIwvzYghn-K/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2017, Instagram post, 26 February 2017, https://www.instagram.com/p/BQ-

6U-7hhKe/?taken-by=imogenfin [Accessed 1 May 2017] 

https://www.instagram.com/imogenfin/
https://www.instagram.com/p/V_-xYevmVV/?taken-by=imogenfin
https://www.instagram.com/p/V_-xYevmVV/?taken-by=imogenfin
https://www.instagram.com/p/WsCRzbPmWe/?taken-by=imogenfin
https://www.instagram.com/p/aohzzXvmRo/?taken-by=imogenfin
https://www.instagram.com/p/jw_3BxvmZ4/?taken-by=imogenfin
https://www.instagram.com/p/tLS1BovmZy/?taken-by=imogenfin
https://www.instagram.com/p/ulpEl2Pmes/?taken-by=imogenfin
https://www.instagram.com/p/y4hyf6Pmav/
https://www.instagram.com/p/BA75mVuPmcF/?taken-by=imogenfin
https://www.instagram.com/p/BCgKxl8vmch/?taken-by=imogenfin
https://www.instagram.com/p/BC5coNfvmYw/?taken-by=imogenfin
https://www.instagram.com/p/BFnrO_fPmeA/?taken-by=imogenfin
https://www.instagram.com/p/BGbDuFMPmRk/?taken-by=imogenfin
https://www.instagram.com/p/BIwvzYghn-K/?taken-by=imogenfin
https://www.instagram.com/p/BQ-6U-7hhKe/?taken-by=imogenfin
https://www.instagram.com/p/BQ-6U-7hhKe/?taken-by=imogenfin


  

 

97 

Molly, I 2017, Instagram post, 12 April 2017, 

https://www.instagram.com/p/BSy3aXsB8PJ/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2015, Instagram post, 15 October 2015 

https://www.instagram.com/p/83jXBEPmTu/?taken-by=imogenfin [Accessed 1 May 

2017] 

Molly, I 2017, Pinterest account [ONLINE] available at: 

https://uk.pinterest.com/imogenmolly/ [Accessed 1 May 2017] 

Molly, I 2017, Twitter account [ONLINE] available at : https://twitter.com/imogenfin 

[Accessed 1 May 2017] 

Molly, I 2017, Weblog [ONLINE] available at: http://www.imogenmolly.co.uk/ 

[Accessed 1 May 2017] 

Molly, I 2017, Youtube account [ONLINE] available at: 

https://www.Youtube.com/channel/UCyy02Xb5lx3xYiDZQHcYgqQ [Accessed 1 May 

2017] 

Postiqlione S cited in Ferragni, C 2011, Facebook post, 27 February 2011, 

https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.1091850

92468092/157770847609516/?type=3&theater [ Accessed 8 April 2017] 

Pew Research Center, 2014 “Millennials in Adulthood.”, [ONLINE] available at 

http://www.pewsocialtrends.org/2014/03/07/millennials-in-adulthood/ [Accessed 21 

April 2017] 

Perrin, Andrew, 2015 “SocialMedia Usage: 2005–2015.” Pew Research Center, 

Available at: http://www.pewinternet.org/2015/10/08/social-networking-usage-2005-

2015/ [Accessed 21 April 2017]. 

Statista, 2016. “Number of social media users worldwide from 2010 to 2020 (in 

billions).” [ONLINE] Available at: https://www.statista.com/statistics/278414/number-

of-worldwide-social-network-users/. [Accessed 29 January 2017]. 

TBS Crew, 2015 [ONLINE] available at ' Our 15 favorite songs for the year 2015’ 

http://www.theblondesalad.com/people/fun/our-15-favorite-songs-for-the-year-

2015.html [Accessed 9 April 2017] 

ThreadSence, 2014 ‘An intimate conversation with Jenn Im of Clothes Encounters’, 

online video, https://www.Youtube.com/watch?v=kSV5fDQ9FoU [Accessed 19 April 

2017] 

To work or play, weblog, available at http://toworkorplay.com/ [Accessed 20 April 

2017]. 

To work or play, 2013, Instagram post, 23 July 

2013,https://www.instagram.com/p/cHGrZ8LEAc/ [Accessed 20 April 2017]. 

To work or play, 2014, Instagram post, 20 March 

2014,https://www.instagram.com/p/lxumpGrEBT/ [Accessed 20 April 2017]. 

To work or play, 2015, Instagram post, 30 July 

2015,https://www.instagram.com/p/5xNk4lLEHx/ [Accessed 20 April 2017]. 

https://www.instagram.com/p/BSy3aXsB8PJ/?taken-by=imogenfin
https://www.instagram.com/p/83jXBEPmTu/?taken-by=imogenfin
https://uk.pinterest.com/imogenmolly/
https://twitter.com/imogenfin
http://www.imogenmolly.co.uk/
https://www.youtube.com/channel/UCyy02Xb5lx3xYiDZQHcYgqQ
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/157770847609516/?type=3&theater
https://www.facebook.com/theblondesalad/photos/a.109273365792598.26799.109185092468092/157770847609516/?type=3&theater
http://www.pewsocialtrends.org/2014/03/07/millennials-in-adulthood/
http://www.pewinternet.org/2015/10/08/social-networking-usage-2005-2015/
http://www.pewinternet.org/2015/10/08/social-networking-usage-2005-2015/
https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/
https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/
http://www.theblondesalad.com/people/fun/our-15-favorite-songs-for-the-year-2015.html
http://www.theblondesalad.com/people/fun/our-15-favorite-songs-for-the-year-2015.html
https://www.youtube.com/watch?v=kSV5fDQ9FoU
http://toworkorplay.com/
https://www.instagram.com/p/cHGrZ8LEAc/
https://www.instagram.com/p/lxumpGrEBT/
https://www.instagram.com/p/5xNk4lLEHx/


  

 

98 

To work or play, 2013, Instagram post, 31 July 20155 

,https://www.instagram.com/p/5z67PXLEKN/?taken-by=toworkorplay [Accessed 20 

April 2017]. 

To work or play, 2015, Instagram post, 12 October 

2015,https://www.instagram.com/p/8vsswsrEL6/?taken-by=toworkorplay [Accessed 20 

April 2017]. 

To work or play, 2015, Instagram post, 20 October 

2015,https://www.instagram.com/p/9DhRj8LEMU/?taken-by=toworkorplay [Accessed 

20 April 2017]. 

To work or play, 2016, Instagram post, 16 January 

2016,https://www.instagram.com/p/BAnBunKrEPL/?taken-by=toworkorplay [Accessed 

20 April 2017]. 

To work or play, 2016, Instagram post, 20 January 

2016,https://www.instagram.com/p/BAwyr-qLEBN/?taken-by=toworkorplay [Accessed 

20 April 2017]. 

To work or play, 2016, Instagram post, 4 February 

2016,https://www.instagram.com/p/BBW9jTvrEEi/?taken-by=toworkorplay [Accessed 

20 April 2017]. 

To work or play, 2016, Instagram post, 29 April 2016, 

https://www.instagram.com/p/BExyFLELENF/?taken-by=toworkorplay [Accessed 20 

April 2017]. 

To work or play, 2016, Instagram post, 18 November 2016, 

https://www.instagram.com/p/BM9vrxQjK6c/?taken-by=toworkorplay [Accessed 20 

April 2017]. 

To work or play, 2016, Instagram post, 31 December 

2016,https://www.instagram.com/p/BOrV5_QDP6f/?taken-by=toworkorplay [Accessed 

20 April 2017]. 

To work or play, 2017, Instagram post,31 January 2017, 

https://www.instagram.com/p/BP8QFlZD6tp/?taken-by=toworkorplay [Accessed 20 

April 2017]. 

To work or play, 2017, Instagram post, 17 March 2017, 

https://www.instagram.com/p/BRvJi8cgz6j/?taken-by=toworkorplay [Accessed 20 

April 2017]. 

To work or play, 2017, Instagram post, 19 April 2017, 

https://www.instagram.com/p/BTECLxpADNK/?taken-by=toworkorplay [Accessed 20 

April 2017]. 

To work or play, 2013, Facebook post, 13 November 

2013,https://facebook.com/Toworkorplay/posts/253323491484737:0 [Accessed 20 

April 2017]. 

To work or play, 2013, Facebook post, 16 October 

2013,https://www.facebook.com/Toworkorplay/photos/a.221141788036241.107374182

8.214936315323455/245899178893835/?type=3&theater [Accessed 20 April 2017]. 

https://www.instagram.com/p/5z67PXLEKN/?taken-by=toworkorplay
https://www.instagram.com/p/8vsswsrEL6/?taken-by=toworkorplay
https://www.instagram.com/p/9DhRj8LEMU/?taken-by=toworkorplay
https://www.instagram.com/p/BAnBunKrEPL/?taken-by=toworkorplay
https://www.instagram.com/p/BAwyr-qLEBN/?taken-by=toworkorplay
https://www.instagram.com/p/BBW9jTvrEEi/?taken-by=toworkorplay
https://www.instagram.com/p/BExyFLELENF/?taken-by=toworkorplay
https://www.instagram.com/p/BM9vrxQjK6c/?taken-by=toworkorplay
https://www.instagram.com/p/BOrV5_QDP6f/?taken-by=toworkorplay
https://www.instagram.com/p/BP8QFlZD6tp/?taken-by=toworkorplay
https://www.instagram.com/p/BRvJi8cgz6j/?taken-by=toworkorplay
https://www.instagram.com/p/BTECLxpADNK/?taken-by=toworkorplay
https://facebook.com/Toworkorplay/posts/253323491484737:0
https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/245899178893835/?type=3
https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/245899178893835/?type=3


  

 

99 

To work or play, 2014, Facebook post, 21 January 2014 

,https://www.facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.21

4936315323455/276130215870731/?type=3&theater [Accessed 20 April 2017]. 

To work or play, 2014, Facebook post, 8 April 

2014,https://www.facebook.com/Toworkorplay/photos/a.221141788036241.107374182

8.214936315323455/301750423308710/?type=3&theater [Accessed 20 April 2017]. 

To work or play, 2015, Facebook post, 1 May 2015 

,https://www.facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.21

4936315323455/486871841463233/?type=3&theater [Accessed 20 April 2017]. 

To work or play, 2013, Facebook post, 27 November 

2013,https://www.facebook.com/Toworkorplay/posts/258249380992148:0 [Accessed 

20 April 2017]. 

To work or play, 2014, Facebook post, 22 January 2014, 

https://www.facebook.com/Toworkorplay/posts/276802665803486:0 [Accessed 20 

April 2017]. 

To work or play, 2014, Facebook post, 14 February 

2014,https://www.facebook.com/Toworkorplay/posts/285158274967925:0 [Accessed 

20 April 2017]. 

To work or play, 2014, Facebook post, 9 July 

2014,https://www.facebook.com/Toworkorplay/posts/344606772356408 [Accessed 20 

April 2017]. 

To work or play, 2015, Facebook post, 17 April 

2015,https://www.facebook.com/Toworkorplay/posts/481127488704335:0 [Accessed 

20 April 2017]. 

To work or play, 2015, Facebook post, 19 May 

2015,https://www.facebook.com/Toworkorplay/posts/493382184145532 [Accessed 20 

April 2017]. 

To work or play, 2015, Facebook post, 10 December 

2015,https://www.facebook.com/Toworkorplay/posts/568973596586390:0 [Accessed 

20 April 2017]. 

To work or play, 2016, Facebook post, 4 November 

2016,https://www.facebook.com/Toworkorplay/posts/722915981192150 [Accessed 20 

April 2017]. 

To work or play, 2016, Facebook post, 28 January 

2016,https://www.facebook.com/Toworkorplay/posts/587379998079083:0 [Accessed 

20 April 2017]. 

To work or play, 2017, Facebook post, 6 April 

2017,https://www.facebook.com/Toworkorplay/posts/810574182426329 [Accessed 20 

April 2017]. 

Twitter Counter, 2017, ‘Top 100 most followers’ [ONLINE] Available at: 

http://twittercounter.com/pages/100. [Accessed 18 February 2017]. 

https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/276130215870731/?type=3
https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/276130215870731/?type=3
https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/301750423308710/?type=3
https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/301750423308710/?type=3
https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/486871841463233/?type=3
https://facebook.com/Toworkorplay/photos/a.221141788036241.1073741828.214936315323455/486871841463233/?type=3
https://facebook.com/Toworkorplay/posts/258249380992148:0
https://facebook.com/Toworkorplay/posts/276802665803486:0
https://facebook.com/Toworkorplay/posts/285158274967925:0
https://facebook.com/Toworkorplay/posts/344606772356408
https://facebook.com/Toworkorplay/posts/481127488704335:0
https://facebook.com/Toworkorplay/posts/493382184145532
https://facebook.com/Toworkorplay/posts/568973596586390:0
https://facebook.com/Toworkorplay/posts/722915981192150
https://facebook.com/Toworkorplay/posts/587379998079083:0
https://www.facebook.com/Toworkorplay/posts/810574182426329
http://twittercounter.com/pages/100


  

 

100 

Lauren Indvik. 2016, ‘The 20 Most Influential Personal Style Bloggers: 2016 Edition’, 

[ONLINE] Available at: http://fashionista.com/2016/03/style-bloggers-2016. [Accessed 

3 April 2017]. 

Socialblade, 2017, Eltoria [Online] available at: 

https://socialblade.com/Youtube/c/eltoria/monthly [Accessed 17 April 2017]. 

Socialblade, 2017, ‘Clothes Encounter’ [Online] available 

at:https://socialblade.com/Youtube/user/clothesencounters, [Accessed 17 April 2017]. 

 

 

 

http://fashionista.com/2016/03/style-bloggers-2016
https://socialblade.com/youtube/c/eltoria/monthly
https://socialblade.com/youtube/user/clothesencounters


  

 

I 
 

APPENDICES 

APPENDIX A QUALTITATIVE QUESTIONNAIRE – FOLLOWERS  

This questionnaire has been designed to have a better understanding of the evolution of 

the relationship between opinion leader and followers on social media depending on time 

and increasing popularity. 

It would be great, if you can elaborate a detailed answer for the open questions in order 

to better understand your personal experience.  

General information 

Gender ? 

Country ? 

Age ? 

What are the informations that you are following regularly on social medias? 

Which kind of social medias do you use? 

What does the term “ opinion leader" mean to you ?  

What does the term "follower" mean to you? 

How do you describe your relationship with opinion leaders that you follow? (An opinion 

leader is someone who influences his or her followers on social media in their domain of 

expertise) 

How do you communicate with opinion leaders? (Passif, actif...) Why? 

Have you experienced a particularly positive relationship/interaction with an opinion 

leader? Please describe 

What do you think about the following statement: “Relationships are based on mutual 

influence between the opinion leaders and followers”? 

According to you, do you think your relationship/interaction with opinion leaders have 

changed over time ? Did an increasing number of followers (success) change your 

relationship/interaction with the opinion leader? Please describe 



  

 

II 

APPENDIX B QUALTITATIVE QUESTIONNAIRE – OPINION LEADERS  

In the context of my master thesis concerning the relationship between opinion leaders 

and followers on social media, this mail questionnaire has been designed to have a better 

understanding of the evolution of this relationship. 

Thank you very much for your participation 

General information 

1. What is your gender? 

2. How old are you? Years old 

3. Where are you from? 

4. What is our domain of expertise? 

5. Which kind of platform do you use? How many users per platform? 

Opinion leader – followers  

1. What does it mean to you to be an opinion leader? (Someone who influence the others 

in their domain of expertise).  

2. What does it mean to you being follower?  

Relationship leader - followers  

3. How do you describe your relationship with your follower? What does it mean for you?  

4. In average, how many personal contact with your follower have you per week? (not 

include post). In this case, personal contact includes: mail, answering comments and face 

to face.  

5. How do you communicate directly with your follower? Why?  

6. Have you already asked advices regarding the content of your blog/video from your 

followers? If yes can you describe your experience?  

 

 



  

 

III 

7. Have you experienced a specially rewarding relationship with one/multiple followers? 

If yes, can you describe it?  

8. According to you, do you think your relationship with your followers have changed 

with the time and the success? If yes can you describe how?  

9.Other thought about the subject?  

I want to thank you again for your participation!  

All my best, Victorine Nachtegael 


