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Abstract 

Due to the development of new technology, there has been a shift in many 

communication concepts. With consumers now gaining more control in the online 

environment, more influential consumers, or ‘opinion leaders’, can also gain from this 

increase in power. However, insufficient research has been conducted regarding the 

concept of social media opinion leadership, and in particular what the relational nature 

of these new opinion leaders is. Therefore, this study aims to explore this issue within 

the social media opinion leadership theory. A qualitative research design was applied to 

get a more in depth insight to the issue, in where interviews were conducted with 

followers of specific opinion leader on a social media platform. The empirical data was 

analyzed through the means of coding and interpretation which then lead into the theory 

of what possible relationships can be found amongst social media opinion leaders and 

their followers. Conclusively, three types of relationships emerged as most dominant: 

the trustworthiness relationship, the friendly relationship and the passive relationship. 

The theoretical contributions of this paper together with practical implications and 

suggestion for future research are discussed based on that conclusion. 
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1 Introduction 
This chapter introduces the focus of this paper, starting with the background of the 

topic of opinion leadership and social media, moving on to the discussion of the 

problem regarding the concept of social media opinion leaders, and lastly, introduced 

the purpose and research question of the study. 

1.1 Background 
Since the development of the Internet, the rules for communication has changed in order 

to adapt to the new environment of the digital age (Armstrong, et al., 2012 ; Scott, 

2013). No longer is the traditional marketing concept enough, with its one-way 

communication and expensive strategies that may yield little to no success (Scott, 

2013). Now, consumers have access to an overwhelming amount of information in a 

convenient and speedy way through the Internet (Armstrong, et al., 2012). Instead of 

being idle ’audience’ in the marketplace, consumer now act more like ’participants’, as 

they have become more connected with other consumers and companies alike 

(Armstrong, et al., 2012 ; Rose, 2011). Through the development of technology, 

marketers are now also able to reach consumers through new channels, such as mobile 

phones, virtual online worlds and podcasts. Even more recently, social media has caught 

a lot of attention as a marketing tool (Armstrong, et al., 2012). Social media differs from 

traditional media in that anyone can contribute to it by creating, comment and add more 

content online, and has many shapes (e.g. audio, video, images and more) (Scott, 2013). 

The social web nowadays provides an environment through which both user’s and 

marketer’s message may go viral swiftly. It means that messages can be transmitted 

quickly through word of mouth or strengthened by the network effect of social media 

channels (Evans, 2012). The expanding of social media, such as Youtube and Facebook 

are good examples to exemplify it.  If the proper path is recognized via the right social 

media channel, any message can actually reach another side of the world easily. 

Furthermore, many viral phenomena happen innocently through the web. For instance, 

someone makes a funny video clip or story to amuse others. If one person finds it 

interesting, he or she may immediately send it to another person, and afterward that 

person might send it to others as well, and so on (Scott, 2015). 

Information could be spread through specific people, namely ‘opinion leaders’ (Baines, 

et al., 2013). Opinion leaders are individuals that, due to knowledge, personality, special 

skills and/or other characteristics, have influence over other consumers (Kotler & 
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Armstrong, 2012). Opinion leaders are regular ordinary people, but when they talk 

people listen (Baines, et al., 2013 ; Kotler & Armstrong, 2012). These individuals have 

the capability of being more influential than information received from mass media, and 

are a part of the same group as the other consumers they are influencing, thus people 

from the peer group rely on opinion leaders for information and advice regarding 

offerings they are interested in (Baines, et al., 2013). Many companies will enlist these 

opinion leaders as ‘brand ambassadors’ for their company, spreading information about 

their products/services (Kotler & Armstrong, 2012). 

1.2 Problem Discussion 
With the vast amount of information and content available online, consumers are now 

bombarded with commercial messages every day, and they do not trust them (Scott, 

2013). Aware of the fact that companies are just after selling them products, they want 

something more honest and exciting (Rose, 2011). The Internet allows for a more 

interactive communication, rather than a one-way interruption from the company’s side, 

that can deliver actual useful content to the consumer (Scott, 2013). With the increase in 

availability of technology gives the consumers more power, and so practitioners also 

need to embrace social media in order to nurture the increasingly interactive relationship 

with their customers (Kumar, et al., 2016 ; Zhang & Lin, 2015). By targeting consumers 

with high level of influence on and attachment to social media, companies’ social media 

efforts can turn more effective and efficient, as well as benefitting from increased inputs 

from customers regarding the organization and having them speak on behalf of the 

company as ambassadors, much like how opinion leaders have been used by companies 

before the introduction of social media (Armstrong, et al., 2012 ; VanMeter, et al., 2015 

; Zhang & Lin, 2015). However, opinion leaders on social media do not depend on 

traditional media systems and are thus able to decide how to present themselves, turning 

themselves into ’brands’ (Chen, 2013). Thus, since it is believed that consumers will 

share both their negative and positive experiences online, individual opinion leaders 

have the capability to possibly damage company’s reputation (Mir & Rehman, 2013 ; 

Wu, et al., 2014). 

It has long been a fact that opinion leaders do have the ability to influence other people, 

being perceived as more knowledgeable and reliable when it comes to information 

(Kotler & Armstrong, 2012). However, with the introduction of the Internet and social 

media, all consumers have gained more power than before. Thus, it would be safe to 
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assume that opinion leaders do not only influence their followers, but are instead 

influenced by them as well (Scott, 2013). Solomon, et al. (2013) confirms this by stating 

that influence is not solely driven by opinion leaders themselves, but rather through the 

interactions between followers and, in turn, their interactions with the opinion leader. 

Furthermore, Chen, et al. (2016) found that the followers need to have high levels of 

confidence and trust in the opinion leader in order to be influenced by them. Followers 

might lose interest in opinion leaders if they show too much bias, making them lose 

their power of influence (Loeper, et al., 2013).  In fact, Frielmel (2015) found that 

individual attitude and behavior depends on the social context, rather than being 

exclusively individual, and that it leads to similar opinions being shared within social 

groups. This connects to Katz’s (1957) idea about the distinguishing of opinion leaders 

from their followers (when they seem to be outwardly similar) is related to three factors: 

the personification of values, competence (personality traits) and strategic social 

location (social network) – or in other words: who one is, what one knows and whom 

one knows (Katz, 1957). By examining what differentiate the opinion leader from 

opinion followers, one can learn more about their relationship with each other.  

More recently, according to Schäfer & Taddicken (2015) and Zhang, et al. (2015), there 

has been the argument of some scholars that the influence of opinion leaders is losing its 

importance in the online environment (as individuals can be targeted directly by 

companies), however, they believe that opinion leaders might now be even more 

relevant and useful. Schäfer & Taddicken (2015) suggests that the evolution of 

technology might make it necessary to adapt the concept of opinion leaders further, 

especially as formerly separate channels of communication are now intermingling. 

With the development of technology, the ways for communication have become 

increasingly more complicated and intertwined, making it likely that it has changed the 

ways in which to find, select and evaluate any information (Trepte & Sherer, 2010). 

 However, recent studies have neglected to integrate the changes into the concept of 

opinion leaders, to see if the traditional characteristics and forms still apply (Schäfer & 

Taddicken, 2015 ; Trepte & Sherer, 2010). Schäfer & Taddicken (2015) further suggests 

that many studies have chosen to focus more on the role of opinion leaders, or the 

identification of social media opinion leader, rather than the relational nature of opinion 

leaders. The fundamental idea of opinion leadership, being the relation between 

individuals, is according to them not addressed properly (Schäfer & Taddicken, 2015). 
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This, despite the fact that the development of social media together with the nature of 

online communities being more participatory has given consumers the power to be more 

involved in the production, as well as co-creation, of messages, meanings and 

communication in general (Hutchins & Tindall, 2016). Furthermore, with the 

development social technology, marketers have placed their focus on campaigns 

directed towards opinion leaders (Mattison, 2011). However, since little research has 

gone into the relational nature of these opinion leaders in the social media environment, 

it is hard to say what the outcome of these campaigns will be. Therefore, there is a need 

to explore the concept of opinion leadership as the social relations between individuals 

have changed due to social media, by using Katz’s (1957) model of the three factors that 

separates opinion leaders from followers, both in a theoretical sense and a practical 

perspective (Schäfer & Taddicken, 2015). 

1.3 Purpose 
The purpose of this research is to explore the relational nature of opinion leaders on 

social media. 

1.4 Research Question(s) 
What constitutes a relationship with an opinion leader on social media? 
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2 Theoretical Framework 
 

This chapter will introduce the theoretical concepts the research will be based on, 

going more in depth into the concept of opinion leaders, and then explaining Katz’ three 

factors model which includes the personification of certain values, personality traits 

and, finally, social network. 

2.1 Opinion leaders 
Opinion leaders have great influence on people in the social network environment. They 

are reported to affect the diffusion and adoption of products (Cho, et al., 2012). Song, et 

al. (2007) defines opinion leaders as those who introduce in new ideas, information and 

opinions, then they disseminate down to the masses and thus influencing the opinions 

and decisions of others. Li & Du (2011) extends the definition to their ability to 

informally influence the behaviours and attitudes of others in a way that is desired with 

relatively high frequency. In other words, opinion leaders are generally more 

representative and authoritative (Zhou, et al., 2009) 

Traditionally, opinion leaders are assumed as a minority of members in the society 

possessing exceptionally persuasive qualities in spreading ideas to others. They drive 

the trends on behalf of the majority of people (Cha, et al., 2010).  Opinion leadership 

was first discovered in the 1940’s, the two step flow model, emerged from Lazarsfeld’s 

1947  survey study on the 1940 presidential election. The research provided an 

understanding of how information and ideas were disseminated by  mass media and 

networks of interpersonal communication. They concluded that opinion leaders were 

politically engaged, knowledgeable, and are trusted sources of information within their 

social network. Further research suggested that individuals are only categorized as 

opinion leaders if they are perceived as competent under the topic of discussion, 

advocating their social position as being similar to those they influence (Weimann, et 

al., 2007 ; Turcotte, et al., 2015).  

In the review of opinion leadership concept, Katz (1957) suggested three criterias that 

distinguish leaders from nonleaders. The first describes the personification of certain 

values opinion leaders have. The second entails their personality competence traits. The 

third is the strategic location which in turn divides whom one knows within a group. 

Nisbet & Kotcher (2009) state that the combination of these traits and behaviours help 
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draw others to a particular issue, product, or behaviour but most importantly, signals 

how others should respond or act.  

2.1.1 Who one is: the personification of  values 

Value is an universal concept that theorists view as the criteria individuals make use of 

evaluating events, people, and actions in their daily life (Schwartz, 2012). A prominent 

psychologist Rokeach once wrote the words: “ The value concept... [is] able to unify the 

apparently diverse interests of all the sciences concerned with human behavior” to 

declare the centrality of the value concept (Rokeach, 1973, p. 3). Bilsky & Schwartz 

(1994) suggests that all values share several common features. To be more specific, 

there are in total six major features that are frequently referred in the writings of many 

theorists (Schwartz, 2012): 1. Values are beliefs of an individual closely linked to affect 

feelings, meaning that the activated value can cause infused feeling; 2. Values refer to 

desirable goals that play a role in motivation behind the actions. Individuals for whom 

helpfulness, justice and social order are essential values that are encouraged to chase the 

goals; 3. Value transcend specific actions and situations. For instance, honesty values 

might be related to politics, firms or business, with people we know or do not know. 

This feature differentiates values from attitudes that oftentimes stand for a specific 

situation and object; 4. Values serve as standards or criteria. Values act as a guide of 

preference selections of events, people, actions and phenomenon. It enables individuals 

to determine what is positive or negative, waste or worth, on the basis of possible 

outcomes for one’s cherished values; 5. Values are ordered by importance. Values exist 

in a form of an ordered system on the basis of importance; 6. The relative importance of 

multiple values guides action. It indicates that any single behavior or attitude normally 

implicate more than one value. The action is influenced by values when they are, in 

some extend, related to the context (Schwartz, 2012). 

The personification of values or who one is, according to Chakravarthy & Prasad 

(2011), is a way of showing that the influentials (opinion leaders) is someone who 

others (followers) look up to and wish to be similar to, because of their values, 

personality, and/or social position. Weimann (1994) also points out that the combination 

of personification of social values and the conformity to the universally recognized 

social forms based on self confidence are positively correlated with those influential 

people.  



  
 

7 

Seligman (1998) states that trust refers to an attribution of relationships between 

individuals. To be more specific, trust occurs when someone willingly relies on what 

other parties acts or say, and it plays an indispensable role in firms, friendship, families 

and organizations, as well as exchange within politics and economics. In other words, if 

trust is absent it can cause a breakdown in the relationship (Kosfeld, et al., 2005). 

According to Chang, et al. (2014) trust value can be used at a variable for sorting and 

filtering any content based on the trustworthiness of the specific individual. It is 

possible to provide a measure of trust within a social network by indicating variables 

that connect and affect the building of trustworthiness (Chang, et al., 2014). 

2.1.2 What one knows: the competence-personality traits  

Since opinion leaders frequently provide consumers with buying advice and useful 

information on different service and products, they are considered to constitute a 

valuable segment for firms to take part in their marketing promotion when they launch a 

new offering (Flynn, et al., 1996). According to Gnambs & Batinic (2012), personality 

traits have emerged as a significant factor when it comes to determining the influence of 

the opinion leadership.  According to Matthews, et al. (2003), even though several 

personality trait models have emerged throughout the decades, one model in particular 

have attracted more agreement than any other in the psychological sphere, which is 

called the Costa & McCrae five factor model of personality. As shown below, the 

model highlights the distinctive characteristics of each trait of personality. To be more 

precise, personality traits is normally examined based on five elementary traits: 

extraversion, neuroticism, conscientiousness, agreeableness, and openness (Matthews, 

et al., 2003).  

 

 

[Picture 1. Costa & McCrae five factor model of personality.] 
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Extraversion refers to an extend of how sociable, active, assertive and urgent a person 

is. High extraversion is characterized as an active attention-seeking, whilst low 

extraversion is perceived as being passive and reserved (McCrae & John, 1992). 

Rothmann & Coetzer (2003) further suggest that extraversion is frequently related to 

talkativeness, sociability and assertiveness. Introverts are less social but more 

independent than extraverts; while extraverts are socially active, passionate and 

energetic.  

Neuroticism is related to a degree of stability of the anxiety, guilt-feeling, emotional and 

moodiness. Those with high neuroticism are prone to be anxious, moody and emotional, 

while those with low neuroticism tend to be emotionally stable (Matthews, et al., 2003). 

The extend of neuroticism indicates the likelihood to encounter negative impacts such 

as guilt, fear and sadness. Those who are scored high in neuroticism may be in danger 

of some sort of mental instability and are more likely to have irrational mindset, 

meaning that being less self-controlled might lead to poor performance under pressure. 

Low neuroticism stands for stability of emotions. That is to say, those who are scored 

low in neuroticism are prone to be relaxed and calm when facing pressure (Rothmann & 

Coetzer, 2003).  

Conscientiousness generally refers to a degree of self-discipline, dutifulness and 

achievement striving, meaning that individuals with high conscientiousness are 

normally highly self-regulated and strive to perform well (Ziegler, et al., 2009), when it 

 comes to dealing with tasks, the highly conscientious person is prone to act in a 

purposeful and strong-willed manner (Rothmann & Coetzer, 2003). While low 

conscientiousness may result in unreliability and spontaneity (Ziegler, et al., 2009).  

The fourth trait agreeableness refers to a dimension of personality traits; in individual 

behavior it is characterized as warmness, cooperation, sympathy and kindness 

(Thompson, 2008). When it comes to personality psychology it is perceived as an 

extend of cooperation, consideration, straightforwardness and trust. Those with high 

agreeableness tend to be more cooperatively and considerate when it comes to 

collaborating with others, while low agreeableness may cause the low willingness of 

cooperation and unfriendliness to others (Matthews, et al., 2003).  
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The last term openness is a dimension of personality that  involves feelings, ideas, 

creativity and aesthetics (DeYoung, et al.,  2014). It is believed that openness is 

positively correlated with imagination, creativity and intelligence,  meaning  that high a 

extension of openness may trigger higher creativity and intelligence; while low 

openness may link to conventionality and tradition in an individual’s outlook and 

behavior towards different environment around them (Matthews, et al., 2003). 

2.1.3 Whom one knows: the strategic location in the social network. 

According to Wasserman & Galaskiewicz (1994), a social network is defined as a social 

structure consisting of a collection of social actors and interactions between these social 

actors. For instance, the existence of interactions between organizations or individuals. 

In the social sciences, in other words, a social network comprise an individual’s social 

relationships, that is, as stated by Fischer (1982), the set of people with whom an 

individual is directly involved, such as acquaintances, family members, friends and 

colleagues. Direct involvement indicates that a social relationship exists between people 

that is featured by repeated interaction. The term is used to portray a social structure 

shaped by interaction of social actors and and such field of study is oftentimes linked to 

communication studies (Wrzus, et al., 2013) 

Moreover, there are various forms of social networks that can be characterized by the 

types of relationship they contain. The term global network, that purely consists of all 

social relationships which are apparently existing among the relationships with their 

colleagues, neighbors, spouses, friends, family members, etc., whilst the term personal 

network stands for these closer relationships, such as close friend, parents and close 

family relatives. Personal networks appear to be a valuable resource when´it comes to 

an individual’s health, crisis and well-being (Wrzus, et al., 2013).  

Opinion leaders may depend on the social environment. Strong ties with with a high 

communication frequency leads to more opportunities of influence being exerted 

(Risselada, et al., 2015). According to Sahelices-Pinto & Rodríguez-Santos (2014) 

centrality is a term used to refer to a person who has a standing within the internet that 

endows him with the capacity to exert influence and power. Zemljič & Hlebec (2005) 

furthermore state that centrality is used to identify key individuals in the social network. 

Stemming from centrality (measures how frequently a user communicates directly with 

others), degree centrality, discusses that internet actors who have more relationships 

and/or direct links to outside actors hold favorable position. It is based on the amount of 
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units directly connected with the user under discussions, this means that it focuses on 

the measure of the internal communication activity within the social network (Kratzer & 

Lettle, 2009 ; Sahelices-Pinto & Rodríguez-Santos, 2014). Lee, et al. (2010) adds 

clarification that degree centrality is seen as the number of ties that are connected to the 

focal person. It reflects the popularity of that person in the social network and where his 

popularity is rated by the individuals within  the social network. We can regard degree 

centrality as a measure of immediate influence—the ability to infect others directly or in 

one time period (Borgatti, 2005 ; Lee, et al., 2010). Users with high degree centrality are 

frequently communicating with others and have the possibility of influencing them. 

Users with low degree centrality can be depicted as failures within the social 

environment (Bodendorf & Kaiser, 2010). Centrality aims at finding key points and 

plays an important role by providing leadership and bridging different communities 

(Chau & Xu, 2012).  

Betweenness centrality is regarded as a measure of others’ dependance on a give node 

(a point in the network). It is a fundamental measure in social network analysis, 

conveying the importance and influence of individuals on the edges in a  network in 

terms of the shortest paths that pass through them (Riondato & Kornaropoulos, 2015 ; 

Brandes, et al., 2016). A high betweenness centrality means that the opinion leader 

strategically holds a position within the network such that other actors provide links to 

otherwise unconnected individuals (Monárrez-Espino & Caballero-Hoyos, 2010). 

Bueno (2015) adds that an opinion leader who have relatively high betweenness 

centrality indicate an ability to bridge clusters of otherwise disconnected people. 

Furthermore, betweenness centrality is seen as a positive ability for an opinion leader to 

reach structural holes in a social network. The social status, reputation and access of 

these structural holes are considered complementary assets, to the point that the latter 

(followers) provides an advantage in the form of acceptance by the targeted audience 

(new followers) (Bueno, 2015). It is worth mentioning that Benton & Fernández 

Fernández (2014) suggests that one reason as to why opinion leaders have a high level 

of betweenness, is their choice of not passing information and believing it is beneficial 

for them keeping information for themselves (Benton & Fernández Fernández, 2014).  
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3 Method 
The following chapter outlines the research model developed in order to investigate the 

purpose of the paper, by including the nature of the study (qualitative), the development 

of interviews, sampling and operationalization. Furthermore, the choice of the specific 

segment of social media opinion leaders is discussed.  

3.1 Quantitative vs qualitative research 
Within the field of studying the individual and social world there are two major research 

approaches: quantitative and qualitative (Yilmaz, 2013). The distinguishing of these two 

approaches could be considered ambiguous, but Bryman & Bell (2011) break it down to 

quantitative research being concerned with measurement, while qualitative research is 

associated with exploring.   

Moreover, another way to see the difference between the research approaches would be 

that the qualitative research is concerned with finding it out the ’what’, ’why’ and ’how’ 

of a problem, instead of the ’how much’ or ’how many’ (McCusker & Gunaydin, 2015). 

McCusker & Gunaydin (2015) argue that for the researcher trying to find out how 

individuals or a community perceive a certain issue, a qualitative approach would be 

more fitting than a quantitative. 

The precise definition of what constitutes ‘qualitative research’ has been difficult to pin 

down; many times it has been defined as ‘what quantitative research is not’, meaning 

that it misses out on understanding the essence of qualitative research, as it is important 

to portray its goals and nature. First of all, qualitative research emphasizes primarily on 

depth instead of breadth. Unlike quantitative research which tends to attempts to draw 

from a huge sample, qualitative research tends to gather information about a small 

sample of few individuals. Second of all, the goal of qualitative research is to gain an 

insight about those research methods that do contain some type of quantitative nature 

(Ambert, et al., 1995 ; Yilmaz, 2013).  

However, qualitative research does not only entail the lack of numbers (Bryman & Bell, 

2011). In fact, Landrum & Garza (2015) state that qualitative research does employ 

measurements and numbers, while quantitative research can yield non-numeric data as 

well. Yilmaz (2013) goes on to define qualitative research as “an emergent, inductive, 

interpretive and naturalistic approach to the study of people, cases, phenomena, social 

situations and processes in their natural settings in order to reveal in descriptive terms 
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the meanings that people attach to their experiences of the world” (p. 312). This 

definition does not imply that qualitative research cannot be numeric, which is in 

accordance with Landrum & Garza (2015) saying that the two research approaches are 

not mutually exclusive. 

Due to the ambiguous nature of qualitative research, the term is often used as a general 

category that covers many different approaches and methods within research disciplines 

(Yilmaz, 2013). According to Bryman & Bell (2011) the main research methods related 

to qualitative research are: ethnography/participant observation, qualitative interviews, 

focus groups, language-based collection of (qualitative) data, and collection and 

analysis of documents and texts. However, there are many more strategies, methods and 

theoretical paradigms connected to qualitative research, such as case studies, descriptive 

studies, narrative inquiry, field research, and more (Yilmaz, 2013). 

For this paper, a qualitative research approach was selected as it deals with how and 

what individuals perceive an issue, which is appropriate considering the purpose of this 

study. By conducting a qualitative research the authors will have the possibility to find 

out the consumers’ views of online opinion leaders through in-depth research methods, 

rather than quantifying the data and finding a more general overview of the subject.  

3.2 Research design 
Research designs can be used to provide a study with a framework in how to collect and 

analyze data.  Depending on which research design the researchers decide upon, it 

reflects the priority given to various dimensions pertaining to the research process 

(Bryman & Bell, 2011). The reason for employing a research design is that it will 

ensure that researchers will be able to answer their research question as unambiguously 

as possible, as the research design works as a guideline to find the relevant evidence (De 

Vaus, 2001).  

Within research designs, the exploratory research is essentially considered to be 

systematic, but it provides flexibilities that enable the researcher to gather information 

with whatever sources that appears to be useful for the research (Burns & Bush, 2003). 

Furthermore, the major aim of the exploratory research is to gain insights not only on 

the generation of theories but also refining the formula towards the research questions. 

Brown (2006) suggests that the exploratory research design does not focus on providing 
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the conclusive and eventual answers, but as the name states, rather aim to explore the 

research topic in great depth.   

According to Marshall & Rossman (2011), when it comes to the sample sizes, unlike 

many quantitative research designs that normally utilize large sample sizes, exploratory 

research  in general takes advantage of small sample size from population. Thereby, it is 

hard to generalize the finding result to the large population. Yet, the major advantage of 

exploratory research design is that it appears to be particularly useful when the research 

targets a specific topic, and the result obtained can provide an indication to the 

explanation about why something happens (Marshall & Rossman, 2011).  

In this paper, as mentioned previously the authors primarily intend to explore the 

relational nature of opinion leaders on social media and their followers’ relation to them 

with the methodology that targets a relatively small sample size. The authors aim at 

making academic researchers aware of the phenomenon by not only providing 

indicative information but also contributing to the theory of opinion leaders from this 

study. The study result may also be applied to the firms that are interested in the 

relations between social media opinion leaders and consumers. Therefore, the 

exploratory research design was selected for its usefulness, and this would enable the 

authors to eventually answer the research questions.   

3.3 Data sources (primary vs secondary) 
To gather data, researchers chiefly take advantage of two types of data, that are primary 

and secondary data (Hox & Boeije, 2005). Currie (2005) mentions that primary data are 

data that are gathered for the sake of specific purpose and research problem. In essence, 

it is a type of data that were previously unknown and which has been collected directly 

by the researchers in relation to their research subject. Whether or not primary data 

should be collected for a research project mainly depends on the kind of research that 

researcher carry out. The primary need for such data appears to be more related to the 

practical aspect, rather than the academic aspects. The primary data appears to be 

needed when the data is not apparently available from published sources. For instance, a 

research is mainly focusing on collecting information from specific key individuals, 

such as consumers, users or other members of the organizations (Currie, 2005).  The 

major advantage of collecting primary data is that the research design and data 

collection strategy can, to a large extend, be tailored to the research purpose and 

questions, which guarantees it will be relatively coherent and the data gathered 
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essentially would be helpful for the solution of the problem. In contrast, the noticeable 

drawback of primary data is that it demands high cost and time-spending (Hox & 

Boeije, 2005).  

As an amount of data increase, the material made by other researcher has become 

available for reuse when it comes to research community; it then becomes a term called 

secondary data (Hox & Boeije, 2005). Secondary data is data that was gathered by 

someone else other than the original researcher for another primary research purpose 

(Church, 2002). The majority of the secondary data sets include quantitative data, 

meaning that it is made up of objects which are characterized as a coded variables that 

have a amount of potential values (Hox & Boeije, 2005). Johnston (2014) suggests that 

the advantage of secondary data is that it provides a viable chance for those who intend 

to collect data but only have limited resources and time. In other words, it provides a 

swifter access to needed information and meanwhile lowers the cost. While the main 

disadvantage is that as the original data were collected for a certain purpose by 

researcher back then, it might not be ideally suitable for the research problems. 

Secondary data can be utilized for various purposes, such as the illustration of historical 

and contemporary attributes, replication of the previous research and teach and learning 

based project (Hox & Boeije, 2005).  

The authors of this research have decided to use primary data as to acquire data directly 

from the interviewees. The research being conducted can be considered unknown and 

has not been previously explored. Hence this research is mainly focused on collecting 

specific key information from the users with the help of  some practical aspects of the 

data collected from other researchers. Primary data was selected as the authors intend to 

collect new information by themselves and go directly to the resources. What is more, 

no secondary exists that is specific to the situation that authors are targeting at, meaning 

that primary data becomes a proper tool because authors can utilize data which is useful 

for the research topic.  

3.4 Case: Youtube opinion leaders 
This paper intends to explore the relational nature of opinion leader in the social media 

environment. However, with the number of social media platforms available, it is 

unwise to look at all the opinion leaders from all the platforms at once. Thus, the 

authors have chosen to focus on a specific type of social media opinion leaders, namely 

Youtube opinion leaders. Youtube opinion leaders, or “Youtubers” are a growing group 
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of individuals that have seen a rise in fame by making videos and are celebrities in their 

own right due to their fan base. YouTube can be seen as a community driven platform 

that has become the epitome of digital culture. YouTube is a rich, popular and diverse 

site for media practice. 300 hours worth of video content is being uploaded to the site 

every minute. That's the equivalence of 12.5 days worth of uploads every 60 seconds 

(Robertson, 2014). 

One popular type of videos on YouTube is the gaming vlogs (men and women who play 

video games). In essence, they are blogs that contain video material concerning games. 

Video game content on Youtube is one of the most popular categories with an estimated 

15% of all uploads relating to it (Marshall, 2014). According to Statista (2016) Felix 

Kjellberg, a video game commentator, who goes under the name of PewDiePie, was 

ranked first with more than 10.98 billion channel views. In addition, Pewdiepie has over 

42 million subscribers under his profile (Todoros, 2015). Due to the popularity of 

gaming videos and the large followings of the opinion leaders, the authors have chosen 

to center their focus on interviewing individuals that follows these specific opinion 

leaders.  

3.5 Data collection method: Interviews 

According to Bryman & Bell (2011) one the most widely used methods for collecting 

data in qualitative research is the interview. The flexibility of the interview is what 

makes it attractive. Other than the structured interview, the ones that are associated with 

qualitative research  are the unstructured and semi-structured interviews (Bryman & 

Bell, 2011).  

The structured approach is considered research guided and formal. The interviewees in 

a structured approach are all asked the same question so that it follows a rigid form 

(Dipboye, 1994; Klehe, et al., 2008). Sandelowski (2000) states that the approach favors 

a quantitative method that ideally involves probability sampling that permits 

generalization. Frechtling & Frierson (2002) point out that the emphasis is on obtaining 

answers to carefully phrased questions. The interviewers are not implied to deviate to 

keep the interview uniformed. Agarwal & Tanniru (1990) adds clarification to the 

structured interview by its ability to extract specific information, to the extent to which 

its experts do not diverge from the goals of knowledge acquisition.  
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Unstructured interviews are highly interactive and shared experiences that enable 

researchers to stay closely with participants and make a conversational intimacy in 

which interviewees are comfortably willing to share their stories in detail. Unlike 

structured interview, the control of interview process is not primarily valued. Normally 

at the beginning of an unstructured interview, interviewees are not always aware of the 

direction that interview may go through. An advantage of unstructured interview is to 

provide a chance for researcher to gain a rich insight beyond the anticipated response 

(Corbin & Morse, 2003). Chilisa (2012) states that one of the disadvantages is the loss 

of credibility, meaning that  it is quite hard for researcher to draw a clear patterns from 

interviewees’ responses compare with that of structured interviews.   

Barriball & While (1994) mentions that semi-structured interviews are used to explore 

the opinions and perceptions of respondents whilst being able to probe for the sake of 

the clarification of answers and more data. The interview consists of key questions that 

are used to help define the area being explored. The flexibility of this approach 

compared to structured approach allows the interviewers the opportunity to diverge in 

order to pursue a response or idea in more detail, such can be done with follow up 

questions (Gill, et al., 2008). Hove & Anda (2005) mentions that the combination of a 

structured and unstructured approach is considered a semi-structured approach. The 

approach combines specific questions to bring the foreseen questions to light and open 

ended questions to bring forth unexpected types of information (Hove & Anda, 2005). 

Due to the nature of the study, the paper will focus on a semi-structured qualitative 

approach. By conducting semi-structured interviews, the authors’ objective is to extract 

in-depth information by having the question specific to the topic while keeping them 

open ended as well so as to follow up with additional questions if needed to probe 

deeper for quality answers.    

3.6 Sampling  

Sampling is the selection of a group from a population that is used for research (Bryman 

& Bell, 2011). Researchers can decide to stop gathering information when the data 

collected is getting redundant, meaning that later participant no longer contribute with 

new information (Cleary, et al., 2014). Sampling in qualitative research methods should 

fulfill the purpose of the research question, and have a clear rationale. The number of 

participants and who they will be all depend on what the researchers want to uncover, 

what the purpose is and what will be useful (Cleary, et al., 2014). Qualitative research 
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tends to have smaller sampling sizes, as the main focus is to go in-depth and gain 

detailed information, thus the selection is purposeful rather than random (Tuckett, 

2004). However, due to the nature of qualitative research, there can sometimes be an 

issue of transparency regarding the process of qualitative research sampling. The 

researcher can be open about the issue and explain that the participants of the sample 

size were selected due to convenience sampling, meaning simply that they were 

available. Although convenience sampling might be acceptable in some instances, it 

might not generate definite findings, due to generalization (Bryman & Bell, 2011).  

For the purpose of this research, participants will be selected based on their knowledge 

and commitment to Youtube gaming personalities, as well as their familiarity with 

video games, as to be in line with the purpose of the research. Due to this, the 

participants of the interviews were selected through convenience sampling, as it was 

necessary to know that they were indeed knowledgeable of the topic of the study. 

Therefore, the control questions “Do you consider yourself a ‘gamer’?” and “Do you 

follow any Youtube gamers?” were asked to make sure the the participants of the 

interviews would be knowledgeable regarding the topic. The participants were of 

different nationalities and ethnicities, as well as mixed genders.  
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3.7 Operationalization 
 

Concept Definition of 

concept 

Operational definition Variables 

Personification 

of values 

To show one person 

embodying another. 

To have a particular 

quality and be an 

example to others  

Way of showing that the 

influentials (opinion 

leaders) is someone who 

others (followers) look up 

to and wish to be similar to. 

- Similarities 

between opinion 

leader and follower. 

- Values the 

follower wants to 

emulate. 

- Trustworthiness 

of the opinion 

leader. 

- The opinion 

leader’s effect on 

purchase decisions. 

Competence-

personality 

traits 

Enduring personal 

characteristics that 

are revealed in a 

particular pattern. 

To examine different 

competence personality 

traits in order to find 

distinguishable patterns. 

- The personality 

traits that the 

followers 

appreciates.  

- The consumer’s 

perception of 

opinion leaders’ 

personality traits. 

- The traits of the 

videos uploaded.  

Strategic 

location 

Social position 

which plays a part 

in distinguishing the 

recognition of a 

particular opinion 

leader   

To determine the social 

position of the opinion 

leader: the  amount of units 

directly connected with the 

user and   the importance 

and influence of individuals 

on the edges in a network  

- How active the 

opinion leader is 

online.  

- The relationship 

between opinion 

leader and 

followers. 

- How followers get 

in contact with 

opinion leaders in 
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social media.  

- The opinion 

leader’s popularity. 

 

3.8 Interview guide 
Bryman & Bell (2011) declare that an interview guide for a semi-structured interview 

could be a list of questions to ask or issues to discuss with an interviewee, however it 

does not always need to be in written form, as visual prompts can also be used. The 

questions used for semi-structured interviews tend to be open-ended questions, with 

follow-up questions to further probe interviewees to divulge more details and 

descriptions (Roulston, 2010). Due to the discussions that may follow the open-ended 

questions, interviewers are recommended to record interviews and possibly transcribe it 

for analysis. This can be done through note-taking, but due to the difficulty in focusing 

on the interview and writing down extensive and detailed notes, it is recommended to 

tape-record the interview (Cohen & Crabtree, 2006). Bryman & Bell (2011) advises that 

one should prepare a certain order of the question, but leave room for possible changing 

the order depending on how the interview goes. Furthermore, the questions should be 

formulated in such a manner it will allow the researchers to answer the research 

questions, without being too specific or leading, as well as using language that the 

interviewee will comprehend (Bryman & Bell, 2011). 

The interview guide developed for this paper will be attached as an appendix. The 

authors of the paper have chosen to record the interviews in audio form, as it allows 

them to go over the interview several times, in order to not miss any information. Also, 

the interviews were conducted in English due to the fact that language differences in 

 some question might have been rephrased during the interview for clarification and all 

the interviewees are fluent in English.  Moreover, Interviews were conducted 

individually with 11 interviewees, which were of a semi-structured nature, lasted 10-20 

minutes in total and held both distantly through the use of video telephone and in person 

by face to face at private group rooms at the university library in order to make the 

interviewees feel comfortable.  

3.9 Data analysis method: Coding & Interpretation 
For most types of qualitative data analysis, coding is the first thing to do (Bryman & 

Bell, 2011). In qualitative research, a code is often a short phrase or even a word that 
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assigns an attribute to a specific part of visual or language-based data, meaning that it is 

about identifying and labelling important parts of data (Birks & Mills, 2011 ; Saldaña, 

2009). While labelling the data, one already starts to analyze it, and when linking 

together different codes into relationships one starts to create theories regarding the data 

(Urquhart, 2012). The data used for coding could be interview transcripts, journals, 

documents, field notes of participant observations, literature, videos, and more (Saldaña, 

2009). 

Bryman & Bell (2011) recommend that one starts coding early on in the research, and at 

the very least start doing a transcription (if the method of interviews is being conducted) 

at a fairly early stage. Coding open questions can be a bit tricky, as one often needs to 

read and re-read the answers given by interviewees to find recurring themes within 

them. A coding frame is therefore  needed in order to properly identify the answers to 

each question. However, a coding schedule might also be necessary to keep track of the 

rules assigned to the identification of answers (Bryman & Bell, 2011). 

To codify means that matters are supposed to be arranged systematically in order, for 

the purpose of  making certain information  part of a classification (Saldaña, 2009). 

Saldaña (2009) suggests that such analysis seeks for patterns in information that can 

help interrupt why patterns are there. Thereby, coding is an analytical method that 

allows authors to categorize the coded information since they are characterized in a 

similar manner (Saldaña, 2009). In the qualitative research, the researchers use intuitive 

awareness and classification reasoning to capture the similar data when they gather 

them together into different categories.  To categorize, stands for the process in which 

coded data, such as objects and ideas are identified. That is to say, categorization is to 

group objects based on some specific academic sake (Bryman & Bell, 2011). 

The coding method in this study is based on the theories: personification of value, 

personality trait and social network. The authors first found the basic patterns from the 

interviews, then looked for the relevant information and coded keywords that are related 

to the theories. After that, the authors group the collected codes into different categories 

under each concept on the basis of their characteristics. In the wake of categorizations, 

the authors interpreted the categorized codes in order to generate a new theory that can 

explain the phenomenon in response to the research question. The results of the coding 

and categorizations can be found in Appendix 2. 
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3.10 Quality criteria (Trustworthiness) 
The topic of quality and quality criteria has become increasingly prominent in 

methodological discussions. The rise of qualitative research over the past few years is 

one of the reasons for the growing interest in quality criteria research, because as 

opposed quantitative quality criteria (validity & reliability), which is assumed to be 

widely agreed, qualitative quality criteria is not agreed upon (Bryman, et al., 2008). 

 Bryman & Bell (2011) adds clarification by noting that reliability and validity is 

important to the research of quantitative studies. However, their relevance to qualitative 

studies has been discussed, meaning that those who do believe the criterias are relevant 

to qualitative studies have considered altering the meaning of the terms so that it fits 

with trustworthiness (Bryman & Bell, 2011). 

Morrow (2005) discusses that the criterion relevant to quantitative studies can be 

implemented parallel to qualitative studies. These parallel studies can be loosely 

achieved with the same purpose of internal validity, external validity and reliability. 

Thus Morrow (2005) mentions that credibility corresponds to transferability and 

internal validity to external validity, and dependability to reliability. Therefore, Healy & 

Perry (2000) confirm that credibility, transferability, and dependability are essential 

quality criterias.   

3.10.1 Credibility 

Credibility describes the aspect of trustworthiness. It deals with the focus of the 

research and refers to how confident researchers are in the process and data and whether 

it  actually addresses the intended focus (Graneheim & Lundman, 2004). Tracy (2010) 

argues that a good qualitative research is dependable. Credible reports are those that 

make readers feel trustworthy to act on and make decisions in line with (Tracy, 2010). 

Bryman & Bell (2011) state the establishment of credibility entails that the findings 

ensure the research is carried out on the canons of good practice and the members of the 

social world who were studied are asked for confirmation if the investigators have also 

understood that social world. To ensure credibility, Krefting (1991) suggests the need to 

spend sufficient time with respondents to find recurring patterns. Credibility requires 

adequate submersion in the setting of the research to promote validity and identification 

of these patterns (Krefting, 1991). 

To ensure credibility of the research, the topic addressed the key issues of the three 

factors  that needed to be focused. That is the interviews, brought up the topic of 



  
 

22 

personification of values, competence personality traits, and lastly the social network. It 

was also important that the interviews were in depth and subversive, so as to gather as 

much data as possible. Therefore, the duration of the interviews lasted around 13 

minutes or longer. Finally, the participants that were chosen  fit the social world of the 

phenomenon being discussed. 

3.10.2 Transferability 

Shenton (2004) explains that external validity is concerned with the extent to which a 

finding can be generalized or can be applied to other situations. External validity often 

lies in demonstrating that the results can be applied to a wider population. Since 

qualitative research findings are specific to small groups or individuals, it is impossible 

to exhibit whether the finding and conclusion are suitable for the overall population 

(Shenton, 2004). Transferability, as Graneheim & Lundman (2004) defines, is the extent 

to which findings can be transferred to other settings or groups. Tracy (2010) mentions 

that transferability is achieved when the story of the research  feels as though it overlaps 

the reader’s own situation and they possibly transfer the research into their own actions. 

Morrow (2005) adds that researchers should provide sufficient information about the 

research process and context to enable readers to decide how the findings may be 

transferred. To facilitate transferability, Graneheim & Lundman (2004) suggests giving 

a clear description of the culture. Krefting (1991) says that the issue is to be critical by 

providing dense background information regarding the informants, the research context 

and setting, enabling others to assess how transferable the findings are (Krefting, 1991). 

Due to the nature of the study, it is important to acknowledge that a qualitative study 

cannot be generalized fully to the extent that a quantitative study can. Though, through 

transferability,  it is still achieved when the readers have a clear understanding of the 

culture and can observe the process and context by providing sufficient information 

about the research.   

3.10.3 Dependability 

Shenton (2004) mentions, to address the issue of reliability, a quantitative research 

should be capable of repeating the same work, with the same context, with the same 

methods, and  the same participants, similar results should be obtained. However the 

nature of qualitative research entails that such approaches are problematic. Krefting 

(1991) mentions that dependability relates to the consistency and reliability of the 

findings. Morrow (2005) furthermore adds that the way in which the study is conducted 
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should be consistent. Thus the findings should be explicit. Graneheim & Lundman, 

(2004) explains that in qualitative research data is usually extensive and changes 

overtime. Interviewing and observing is in constant change and evolving during which 

the interviewers are receiving new insights into the phenomenon of the study. 

To ensure dependability of the study, the authors would audit and transcribe all the 

information into written text. The information gathered will incorporate an explicit 

approach so that any new insight in the study will be explained.   

3.11 Ethical considerations 
When conducting a research, there are a number of ethical principles that researcher 

should be borne in mind (Diener & Crandall, 1978). Diener & Crandall (1978) have 

distinctively broken common ethical issues into four major areas: 1. Harm to 

participants, 2. Lack of consent, 3. Invasion of Privacy, and 4. Deception is involved. 

1. Harm to participants 

Research that is potentially to either directly or indirectly harm those who participate is 

considered by most individuals as unacceptable. In general, there are several common 

types of harm that participants might be subjected. These include a number of facets: 

hard to prospective employment; psychological stress; physical harm; hard to self-

esteem (Bryman & Bell, 2011).  

How to minimize: Researchers should always bear in mind to take actions in order to 

minimize the possible harms to participants, the effective ways is to carefully protect the 

confidentiality and anonymity of participants and a right to participants that they can 

flexibly withdraw from the research whenever they feel uncomfortable (Bryman & Bell, 

2011). 

2. Lack of informed consent 

Informed consent is defined as a process where those who participate the research are 

entirely informed about the all the details of the trial, which are necessary for the 

participant to take all the factors into account in decision-making.  The issue of lack of 

informed consent is frequently referred to what is called covert observation. In such 

observation, the participants normally are unaware of the true identity of researchers 

(Nijhawan, et al., 2013).  
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How to minimize: A principle that researcher should always bear in mind that the 

sufficient information about research should be given to participants  as might be 

necessary to decide about whether to participate in a research or not. A typical approach 

is to provide an information sheet, which specifically describes the research and the use 

of data in detail (Bryman & Bell, 2011).  

3. Invasion of Privacy 

It refers to an issue that researcher unjustifiably obtain someone’s personal affairs 

without  asking  his or her permission in advance. When someone is asked to participate 

an interview, it is very likely that they will reject to respond certain type of questions 

that may make them feel seems justified. Most of times these rejections depend on his 

or her feeling that the feature of questions may relate to convert topic areas that they 

feel sensitive (Bryman & Bell, 2011).  

How to minimize: The researchers should take the respect towards participant’s privacy 

and anonymity as absolute priority regardless of types of research. The information that 

relates to personal affairs should be as confidential as possible. In some sensitive cases, 

it is well-advised to considerably decide whether it is proper to make a record of process 

(Bryman & Bell, 2011).  

4. Deception 

It is the subjective act that the researcher does not inform what the research really is. 

Depiction in different extend is quite common in much research, it occurs frequently as 

researchers tend to limit participants’ knowledges and understanding of what the 

research is going to be precisely in order to make them respond in a natural manner 

under the experimental treatment (Bryman & Bell, 2011).  

How to minimize: It is important that researcher should take human dignity into 

consideration when considering to conduct a research. If a certain level of deception is 

inevitable, it is crucial to provide a clear explanation  to those who participate the 

research at the conclusion part of the whole study (Bryman & Bell, 2011).  

The authors of this research have taken all the factors mentioned above into 

considerations in order to prevent the ethical issues. To be more precise, prior to the 

interview the authors accurately informed participants all the information as detailed as 

possible about the research in order for them to take all the factors into account to make 
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a decision based on their willingness whether to take part in the interview. The authors 

have not only kept all the participants’ identity confidential and anonymous, but also 

protect the privacy that related to their personal affairs. Furthermore, during the process 

of interview, the interviewees were allowed to withdraw from it whenever they feel 

uncomfortable.  

 

  



  
 

26 

4 Empirical investigation 
This chapter includes detailed accounts of the empirical data gathered during the 

interviews, to show each interviewee’s responses to the interview questions. The content 

of this chapter will later be analyzed in the next chapter.  

4.1 Interviewee 1 

This interviewee answered that she preferred to watch the Youtube channel “Yogscast” 

for information about games, which she described as being a whole crew with multiple 

channels uploading to it. She described them as being “hands on, because they try new 

games and demos and betas” as well as providing funny comments. She has been a 

follower for about 2 years, and she was recommended by a friend. She classified them 

as being “fairly popular”, but she acknowledged that in Europe they might be the most 

popular. Their focus is mostly on ‘let’s plays’ and entertainment, in her words. 

The interviewee explained that the different people belongings to the channel had 

different personalities, which they use to “play off each other and for entertainment”. 

Her favorite segment of the channel was the “Simon and Lois” videos, particularly Lois. 

In her words, she described Lois as being relatable, extremely smart, kind of drawn 

back “until he starts drinking”, and that she thought he is very similar to her. 

Furthermore, she added that she considered him to be a “know-it-all, but it’s a kind of 

lovable know-it-all character”. When it came to characteristics she wished to possess, 

she answered that despite Lois being a bit “awkward”, “arrogant” and “a know-it-all”, 

he is also more sociable which she wishes she was. She explained that she considered 

Simon and Lois to definitely be focused on entertainment, although she did 

acknowledge that other segments of the network could be more focused on information. 

The interviewee explained that the Yogscast crew’s relationship with their subscribers 

as being less “appreciative” towards their followers and a bit more distant, compared to 

other Youtubers. They would meet and interact with fans at conventions and events, but 

“they prefer to be very private”. The interviewee stated that she does overall find their 

information and opinions to be trustworthy, “some more and some less”, but that she 

does depend on them. She explained that she trusts them based on experience, that she 

listened to them talk about a game and thought “this is kind of interesting, maybe I 

should try this”, which lead her to try and like games they had recommended. Also, 

when it came to purchase decisions, she confessed that if she knew the Yogscast crew 

had played the game, she would seek their opinions first before deciding.  
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4.2 Interviewee 2  
The interviewee stated that he prefers to watch “FRANKIEonPCin1080p” on Youtube, 

whom he has followed for 2-3 years, and found out about him as he was suggested to 

him on the same platform through the recommended page. The interviewee considered 

the Youtuber to be “fairly popular”, due to the fact that he is not being so big 

subscription-wise compared to other Youtubers and the specific genre of games he 

plays which ”doesn’t cater to a large population”. According to the interviewee, 

FRANKIEonPCin1080p will mostly do gameplays, that are focused on “how to be 

strategic in games”, which is something that he values. 

This interviewee would describe the Youtuber as “a person you want to give respect to” 

and that he “has a lot of opinions that are very valuable, and very factual”. Furthermore, 

he describes him as “sociable”, “morally standing” when playing games, ”he has a 

reputation of being upright, honest and virtuous within the gaming community”, 

“funny” and “friendly”. He also considers him to be “assertive” and “warm”. The 

characteristics that is most appealing to the interviewee is FRANKIEonPCin1080p’s 

humor, wit and intelligence. Also, he considers the Youtuber to be focused on 

entertainment and information at an equal amount. 

The interviewee described FRANKIEonPCin1080p’s with his subscribers by saying that 

the Youtuber “holds them at high value, and appreciates them by telling them how 

much he appreciates their subscription”, although he might not be very intimate with 

each individual follower. The interviewee also mentioned that the Youtuber is not very 

active on social media platforms, “if I put it from 1 to 10, I’d say about 5”. 

When it came to the question of whether FRANKIEonPCin1080p’s information is 

trustworthy, the interviewee responded that he does consider the Youtuber to be 

trustworthy because “he knows what he is talking about”, and due to the fact that he 

seems like the type of person that does research beforehand. The interviewee also 

admitted that he would mostly likely “consult his videos” before a purchase decision to 

get the Youtuber’s opinions about the game. 

According to the interviewee, he can see similarities between him and the Youtuber 

mostly regarding the types of games that they both like, and that they share similar 

values when it comes to how they play games. Furthermore, he stated that they have 

similar humor, that is “goofy” and “stupid”. Lastly, the interviewee wished that he 
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could have the Youtuber’s amount of knowledge regarding computers, which he does 

not presently possess. Although, in terms of personality traits there is nothing as “he has 

what I have”, except for the “ability to critique games on a very minute level that he 

does”.   

4.3 Interviewee 3   
This interviewee explained that he seeks out different Youtube gamers depending on his 

need or mood, however, his favorite of them is “Markiplier” which he would watch 

when he feels bored, because he is entertaining. He has followed Markiplier for 3 years 

and found out about him when he was searching for Oculus Rift (a virtual reality 

headset) videos, and found Markiplier’s video using that technology. According to the 

interviewee, Markiplier got very immersed in the game and started crying towards the 

end which was his first impression of the Youtuber. The interviewee acknowledged 

Markiplier as “very popular”, as he is a “top Youtuber”. He also explained that his 

videos are both “regular playthroughs” where he interacts with his audience when 

deciding which game to play. In the interviewee’s opinion, Markiplier interacts a lot 

with his audience before and after playing a game, as he will also read comments 

afterwards to find responses and reactions. According to him, other viewers will rather 

go for Markiplier’s personality, rather than games themselves.  

He explained that he likes the fact that Markiplier plays virtual reality (VR), which is 

something he himself likes to do. Furthermore, he likes that Markiplier has started to do 

more “original stuff, that stands out from his usual playthrough videos” by cooperating 

with animators to create “gag comedy”. He described these videos as “pretty flipped 

out”.  

The interviewee’s description of Markiplier was: “Down-to-earth, yet eccentric. Or the 

other way around”. He further explained by saying that he thought of Markiplier as 

being more “awkward in person”, than he is in his videos, describing it as him having a 

persona, a character that he plays when going online. The interviewee said he did not 

expect anyone to have the type of schedule Markiplier has and being able to stay 

“psychologically stable twenty-four-seven, for 5 years”. However, he believed this 

persona is relatively close to whom Markiplier really wants to be. Also, the fact that 

although he is a bit eccentric, he “retains some of the personality appreciates the most 

about himself”, compared to other Youtubers, whom he considered to be too different in 
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their videos from how they acted in person. He also considers Markiplier to be more 

focused on entertainment, rather than information.  

The interviewee brought up the fact that Markiplier sometimes seems to have issues 

criticizing some of the games he plays due to his relationships with the developers, 

saying that a game is good but “it feels like he is pressing the words from his throat”. In 

fact, the interviewee speculated that Markiplier does not want to be the one to say 

anything negative about a game, and if he would “then it’s probably terrible”. Because 

of this, he considered Markiplier to be both trustworthy and not trustworthy at the same 

time, due to the fact that he does not really criticize games but “does a poor job of 

emulating love for games if he doesn’t love them” and he is “relatively easy to read”. 

The interviewee stated that it can be hard to consider Markiplier to be an objective 

commentators as his standard review of a game would be fairly general and positive, 

with very little negative critic. He would however sometimes buy or download free 

games after seeing Markiplier play those games, if he seemed to enjoy it. 

According to the interviewee, Markiplier’s relationship with his subscribers is close, 

that although he might not have a word to describe his followers like other Youtubers 

have, he still “keeps in touch with them”, and that he “struggles to maintain close 

contact with them”. However, the interviewee did not know how Markiplier related to 

his subscribers on other platforms outside of Youtube, or how active he is on other 

platforms. 

When it came to the question about similarities between him and Markiplier, he 

admitted that he also would have difficulties criticizing a game developer, and that he 

could relate to the fact that Markiplier seemed to be more awkward in social situations, 

when he is not on screen. He also wished that he had “the drive to keep going in spite of 

all this”, meaning that he wished he could have the same drive to push through his 

issues and keep going with his projects. Furthermore, he wishes he could be comedic on 

the same level as Markiplier, when playing games.  

4.4 Interviewee 4 

The interviewee shared that she follows the Youtuber “GloomGames”, saying that this 

Youtuber is the only Youtube gamer she enjoys watching that “actually plays games”. 

She said that she likes channels that present official game trailers and game footage, or 

companies that have their own Youtube channels with videos about their games, but she 



  
 

30 

is a recent follower of GloomGames. GloomGames have two channels, and the 

interviewee found her first through the channel that is related to makeup and lifestyle 

tips, and found that channel through the “related section” of other Youtube videos, 

which then led to the gaming channel through “her self-promotion”. The interviewee 

admitted that she has followed the makeup/lifestyle channel for around 1-1½ years, 

while she has followed the gaming channel for about 4-5 months. According to the 

interviewee she “doesn’t really follow new Youtubers”, except for GloomGames. 

The interviewee described GloomGames as “fairly popular”, with about 100 00 

subscribers. While she said that means GloomGames is not the most popular, the 

channel seemed to “be on the rise” and that the amount of subscribers “maybe doubled 

in the time since I started to follow”. So she believed that the channel could become 

very popular soon. The interviewee said GloomGames mostly plays shorter flash gamer 

or demo games, or “mostly silly, like bad flash games”, rather than “superfamous AAA 

games”. Also, the videos are more focused on entertainment than information. 

According to the interviewee, she likes GloomGames because she is “really funny, 

really relatable”, since as a female gamer she also likes makeup and pays attention to 

beauty so the Youtuber reminds her of herself. She also liked the fact that just looking at 

her appearance one could not assume she would be interested in gaming, just as herself. 

Furthermore, she appreciated the Youtuber’s humor and how talkative she is, and how 

GloomGames - as many other Youtubers do - makes up her own storylines and 

narratives through voice acting to games that might not have very complex story. The 

interviewee further described the Youtuber as seeming like a good person and “not full 

of herself”, nor does she take jokes too far so “it doesn’t annoy me compared to other 

Youtubers”, which she finds more annoying than funny. The interviewee also stated that 

she thinks GloomGames appears to be an easygoing person who does not seem “afraid 

to not hold back”, especially since there is “a lot of stigma around females in gaming”, 

but GloomGames seems to not be afraid of showing personality, albeit possibly not her 

“true personality”.  

She did not not know about GloomGames relationship to her subscribers, “maybe 

because I have not followed her for a long time”, nor does she follow the Youtuber 

outside of the Youtube platform. The interviewee was also hesitant to call the Youtuber 

trustworthy, as her main purpose is to be entertaining, so she overreacts and acts silly, 

and thus “does not try to make a valid point about something”. Because of this, the 
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interviewee states she does not “take GloomGames too seriously and would not 

inspire” her.  

4.5 Interviewee 5 
The following interviewee stated that he follows different Youtube gamers, depending 

on what he wants knowledge on as “each Youtuber sort of brings their own opinion”. 

However, he admitted that he would seek out the channel “LevelCapGaming” for 

information about games. The interviewee started following this channel around 4 years 

ago. Through this Youtuber, he also found other Youtube gamers that he started to 

subscribe to. He stated that he found out about LevelCapGaming through association to 

other Youtubers as well. 

The interviewee would describe LevelCapGaming as “fairly popular”. He further 

explained that the Youtuber does “actually [...] have different types of videos that he 

produces throughout the week, that generally corresponds to certain days”, as well as 

game review videos and videos where he relates gaming news.  

According to the interviewee, LevelCapGaming is described as “very objective”,  “very 

critical”, “good at identifying flaws, strengths of a game”, “what gamers it will appeal 

to” and “offering feedback to the community”. For the interviewee as a viewer, the most 

appealing trait from LevelCapGaming would be that he is “very informative”, although 

he could be a bit “dry”, meaning that he is more “monotone” and not as “engaging”. 

Still, he values his “input, knowledge, and his realistic pursuit regarding avenues within 

games”. Therefore, LevelCapGaming would be more focused on information rather than 

entertainment. 

LevelCapGaming’s relationship with his viewers is described as “fairly well”, with a 

“very supportive fanbase”. However, he does not know how active the Youtuber is on 

social media, as he himself is not “really into social media, for the most part”.  

Regarding trustworthiness, the interviewee considers LevelCapGaming to be 

trustworthy. He mentions that developers and companies invite him to their screening, 

demos, and events prior to the release of the game which strengthens the followers trust 

in him. He also stated that he has learned to wait and see the game plays uploaded by 

the Youtuber (amongst other) to get his feedback and input on the game, to make sure 

“it is worth spending my money”.  
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The interviewee admits that he can see some similarities between him and the Youtuber, 

specifically in how they are “critically objective”, what aspects of the game are game 

changers and breakers”.  In general they both are very analytical when it comes to 

games. Lastly, rather than wishing he could possess a specific characteristic that 

LevelCapGaming does, he instead wished he had the same accessibility to games as the 

Youtuber does. As the interviewee himself says “why would I want to be someone 

else?”, reason being is that he values his own individuality when it comes to the 

capability of critiquing games. 

4.6 Interviewee 6 
The interviewee said that he likes to watch the channel IGN for information about 

games on Youtube, however, when it comes to Youtuber he prefers “PewDiePie”, 

whom he has followed for 4 years. The interviewee mentioned that he thinks he found 

out about the Youtuber through the Youtube front page where he was featured. He 

would classify PewDiePie as very popular as “he is the most popular one on Youtube”.  

The interviewee would describe PewDiePie’s videos as “mostly comedy”, “Q&A’s” 

(Question and Answers) and “sketches”. The Youtuber himself, he would describe as 

“very energetic”, “funny” and “lovable”. Furthermore, he describes him as 

“charismatic”. However, when it came down to it, the interviewee found the Youtuber’s 

“weird humor” to be the most appealing for him. Therefore, he stated that PewDiePie is 

definitely more focused on entertainment, although he conceded that he “has a tiny bit 

of informative videos. 

According to the interviewee, PewDiePie is “very active” on social media, as he “posts 

videos everyday” and is also active on Twitter and Facebook. He also mentioned that 

the Youtuber is very close to his subscribers, and although he has a large following “he 

tries his best” with the relationship, for example by doing Q&A videos, where 

subscribers “get to send in questions and he makes videos answering their questions”. 

However, he “doesn’t respond to the Youtube comments now as he did before, since 

there is so many”.  

When it came to the issue of trustworthiness, the interviewee confessed that since 

PewDiePie mainly does comedy videos, he does not “really care about whether he is 

trustworthy or not”. He also stated that the Youtuber’s opinion would not matter to him 

when it comes to gaming purchase decisions. 
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The interviewee mentioned that he believes he shares similar humor to the Youtuber, in 

that it is “really random” and “spontaneous” humor. He lastly wished that he could 

possess PewDiePie’s “confidence in general”.  

4.7 Interviewee 7 
This interviewee shared that she preferred to watch “PewDiePie” on Youtube for videos 

on games, mainly due to him being the one that upload the most frequent content, and 

she has followed him for around 5 years. She was not sure about how she found out 

about PewDiePie, but she said that she thinks it was when searching for play throughs 

for specific games, that his videos would appear and she decided to watch. When it 

came to the question of popularity, the interviewee chose to instead describe him as 

“infamous” as in her opinion, “‘popular’ has positive connotations” and while she 

considers him to be very popular, there is “a really big chunk of the gaming community 

[that] doesn not like him”.  

According to the interviewee, PewDiePie will make mostly ‘let’s play’ videos, meaning 

that he will take games to play, and make the gameplay into videos that stand on their 

own or into a series. Lately though, he has started to do shorter videos with content 

“related to fanart or ,like, stupid one shot games, like mobile videos”. The interviewee 

also stated that he is mostly focused on entertainment, rather than information, although 

he sometimes give information. 

She described him as being “easy to watch”, so she would “put him on the background 

and do other things”. When she started to watch his videos, she thought of him as 

“funny Swedish guy who play games”. But her general impression of PewDiePie is that 

he is “really nerdy”, and that he is a “loser [...] in the way that I am a loser”, which she 

clarified as being very socially awkward and maybe not having many friends, and 

people that share the same interest. However, she explained that these are not things that 

belong to the personality he projects, which would be more of a “quirky, extroverted, 

loud kind of guy, with a lot of energy”, as compared to his more personal videos where 

she claims he seems more awkward, genuine, and trying to connect to his audience. 

Due to PewDiePie’s large amount of followers, the interviewee thinks it is hard for him 

to connect to all of his subscribers, on all the social media platforms. However, he does 

“host gaming rooms”, where he play games together with a select few. PewDiePie also 

have “fanart contests” and make videos of himself on a green screen, which he then 
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gives permission to his followers to manipulate and create something of their own. In 

her words, he has been trying to interact with his fans, which she finds respectable, 

considering the amount of followers he has.  

The interviewee described PewDiePie’s presence on social media as “constant”, 

because he will usually update daily (sometimes twice a day), and also his activity on 

Twitter, Facebook and Instagram. “A lot of fans will go through his girlfriend’s 

Instagram as well to see photos of him”. He is very active on all the platforms, and 

interacts with a lot of people.  

Regarding the question of trustworthiness, the interviewee admitted that she considers 

PewDiePie to be trustworthy, as he is honest and will not hesitate to critique the game if 

he considers it to be bad, to the point where he could destroy a developer’s reputation 

by his negative comments. Due to the fact that he can share his honest opinion, “either 

negative or positive”, she would say that he is trustworthy, whether he gets paid to play 

a game or not, which means he has “integrity”. Furthermore, the interviewee said that 

she would not actively seek out his videos for information about games before buying, 

however, she admitted that she “watched a video of his, and I’ve gone out and bought 

the game”, due to the fact that he seemed to enjoy it and it looks fun. She said that if she 

has an interest in a game, she does not want to know too much about it, and rather play 

it herself.  

Lastly, when it comes to the similarities between herself and PewDiePie (beyond the 

socially awkward with few friends aspect), she sees that he has a “loner personality” 

without being lonely. He also “sticks with his beliefs”, and she even thinks that she 

could be friends with him outside of Youtube which makes him relatable to her. The 

interviewee speculated that he would have to be “super confident in what he does” as 

there are a lot of negative people on social media as well, meaning that he needs to have 

“a really strong backbone” to deal with those people. She admitted that she would have 

wanted to start making Youtube videos, but is not confident enough to deal with the 

negativity like he has, which is something she could do.  

4.8 Interviewee 8 
This interviewee stated that he preferred to watch “PewDiePie” for information about 

games, which he justified by saying that this Youtuber plays “a lot of different games”, 

such as “indie games you would not really know about it, unless you actually have 
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watched him play it”. In the interviewee’s opinion, PewDiePie is “great at showcasing 

new stuff in the gaming world, that doesn’t get out to the mainstream media much”. He 

started following the Youtuber “around his Amnesia time”, which he calculated to be 4-

5 years ago. According to the interviewee, he found about about PewDiePie through 

Facebook, where a one of his Facebook friend’s had linked to one of PewDiePie’s 

videos which he found “kinda funny, so I subscribed”. When it came to the question of 

popularity, the interviewee stated PewDiePie was “the most popular of all”. 

This interviewee described the Youtuber’s videos as “everything from personal vlogs to 

challenge videos to let’s plays [...] to just small montages and 5 minutes videos of 

playing some flash game”. According to the interviewee, this is one of the aspects that 

he likes about PewDiePie, as there is a large variety of videos, unlike other Youtube 

gamers. He described the Youtuber himself as “lighthearted”, “grim”, “funny”, and 

“childish”. However, the most appealing aspect of the Youtuber was “the fact that he 

does not take things so seriously, he can always laugh everything off, and he’s open to 

making fun of himself”, which he stated was an important aspect for him. He also stated 

that he thought PewDiePie as mainly focused on entertainment, although he conceded 

that “he is informative while he entertains”. 

PewDiePie’s relationship with his subscribers he would describe as having “an 

awesome relationship”, as in his opinion the Youtuber really tries to connect with his 

followers through his videos, and by creating “fan meet-ups” as well as videos where he 

collaborates with fans. The interviewee also added that although he does not follow 

PewDiePie on social media (outside of Youtube) he knows that the Youtuber is “quite 

active Twitter user”.  

When it comes to the issue of trustworthiness, the interviewee admitted that he 

considered PewDiePie’s information to be trustworthy “most of time”. This is due to 

PewDiePie not “doing informative videos per se”, but rather share his own opinions on 

the games and “trying to enjoy himself and have a good time”, which the interviewee 

meant gives a “fairly straightforward point-of-view” on the videos and the viewer is 

able to form their own opinion based on that. The interviewee also mentioned that 

whenever PewDiePie wants to talk about a specific, more serious topic he will “make a 

video specifically for that subject”, which he thinks makes the Youtuber an “honest 

guy”, who will state his opinion, “not saying it is right or wrong. It’s more of a moral 

gray area”. However, he does not consider him to be the right channel for specific game 
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reviews, since the channel is “not about that”. This despite, the interviewee saying that 

he would “always try to check as many sources as possible” before buying a game, 

explaining that he would watch PewDiePie’s videos and find out new game titles, and 

then go to other channels that are more focused on game information.  

The interviewee shared that he does consider him to be similar to the Youtuber “in some 

aspects”. These included being “a social gamer”, meaning that he can see himself in the 

Youtuber in the way he would play games with his friends. The way that the Youtuber 

incorporates his friendships in the videos is what “makes it relatable for anyone”. 

Furthermore, the interviewee mentioned that the Youtuber has evolved a lot throughout 

the years, saying that he remembers “when he used to make rape jokes”, and that “the 

audience and the media started this debate of ‘does he have a responsibility towards his 

audience’ in the way he acts”, due to his young audience. After that “he listened to that 

critique, and changed the way he makes his videos so that it fits for everyone”. 

According the interviewee, the Youtuber is “just a fellow gamer guy who happened to 

get famous”.  Lastly, the interviewee stated that he liked the way PewDiePie is “always 

graceful, in a way”, and that “even when he’s not it’s [...] to get a laugh out of the 

video”. He also said that the Youtuber seemed to be a “gentle guy to keep his nerve”, 

which is something he thinks he is too, to some extent.  

4.9 Interviewee 9 

This interviewee stated that he preferred to watch the Youtuber “H2Odelirious” for 

information about games. He has followed this Youtuber for approximately 3 years and 

he found out about him through his cousin who introduced the interviewee to the 

channel by saying “This guy is basically you, but funnier”. The interviewee would 

consider H2Odelirious as “fairly popular” due to the fact that he “likes to play a style of 

games that only applies to some people”, but he thinks he is growing as he collaborates 

with other Youtubers.  

The videos that the Youtuber would make are described as “survival games” and 

“adventure games” that the Youtuber likes to play, also “computer games”. The 

Youtuber will also make videos where he plays with his friends.   

The interviewee would describe the Youtuber as “sometimes serious, sometimes 

straight-forward” but at the same time “delirious”. According to the interviewee the 

Youtuber has a laugh that is “very contagious”. He would play the games seriously, but 
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also trying to make the viewer laugh. The interviewee continues by describing him as 

“humoristic”, “knowledgeable” and sometimes “very vulgar” but with limits. 

Personality-wise, the interviewee states that he is “open about his feelings, actions and 

values” and he likes to “critique the game’s aesthetic” which is something that other 

Youtubers might not. The Youtuber will also try to connect with the viewers, to make 

them feel what he is feeling. Also, he will not hide his negative feelings as well, such as 

anger and negative critique. According to the interviewee, the Youtuber is “70% 

entertainment and 30% informative”.  

The interviewee mentions that the Youtuber has a very strong relationship with his 

followers, answering comments and creating “Q&As” where followers can suggest 

what games he should play. He is “very socially active, energetic, passionate”. The 

interviewee says that the Youtuber is active on Twitter and sometimes on Twitch, 

however, Youtube is the main platform for H2Odelirious, where he is the most active.  

For the question on trustworthiness the interviewee answers “yes and no”. The 

Youtuber would not normally recommend games he does not care for the viewers to 

play, but rather watch. Instead, he would only do recommendation for “Triple A” 

games, the more famous games. The interviewee speculates that it could be because the 

Youtuber might have a contract with the bigger companies, although he is not certain. 

The interviewee would not seek out the Youtuber’s opinion before purchase decisions, 

as he would rather seek information about the game from other websites, sometimes 

years before the release of the game.  

The interviewee stated that the Youtuber “loves to play with his friends” and that he 

shares a camaraderie with his friends, which is similar with how the interviewee plays 

with his fellow gamers, that they share similar humor. Lastly, the interviewee wished 

that he had the Youtuber’s “passion for video games”, saying that “while I take it too 

serious, he really just has fun”. Furthermore, he also wished he had H2Odelirious’ 

“knowledge about video games” and knew “how to express myself” regarding games.  

4.10 Interviewee 10 

The interviewee stated that he “really enjoys strategy games”. His favourite game is 

“Europa Universalis” and his favourite Youtuber who plays the game is “Arumba”. He 

mentioned the reasons why he likes to watch him is that “Arumba is excellent at giving 

accurate feedback regarding what can be done in the gameplay, I like his playstyle and 
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that he is really good at the game”. The most important attribute the interviewee had to 

clarify is the Youtuber’s “tone of voice”. It determines his choices, whether he finds the 

person trustworthy or interesting to watch rests solely on that attribute. The interviewee 

acknowledged that he “accidentally came up across Arumba while I was looking up 

tutorial for the game before I bought it” and that he has been following him for a year. 

The interviewee considers the Youtuber to be “not so popular” suggesting that a popular 

Youtuber has around 800,000 subscribers while “Arumba has 200,000 subscribers”. 

Among the interviewee’s friends, he is the only one that “likes that franchise and genre 

of game” and could understand why Arumba is not so popular. 

According to the interviewee, Arumba “mostly does Let’s play videos”. But since he 

does not have a large amount of games which the Youtuber plays, he “puts a lot of 

effort into criticizing Europa Universalis.” The interviewee also mentioned that his 

effort for critiquing “doesn’t go on deaf ears” and that the developers have “fixed some 

of the opinions and fixes Arumba has pointed out”, which the interviewee thought was 

cool. The interviewee describes the Youtuber to be a “a calm minded person with a very 

extensive vocabulary”. He is “amazing at mean maxing”, which the interviewee 

explained is the “ability to break down all the numbers and calculate the absolute best 

route, what is most efficient.” Since the game is based on strategy, there are “instances 

where a gamer has to choose between two choices”, so “Arumba is excellent at 

suggesting the best route even though the other route might look more lucrative, but in 

the long run, the other one is better”, therefore, the interviewee appreciates his 

informative ability. In general, he focuses on entertainment videos and is not 

“annoying” like “Pewdiepie is, as he screams a lot”. 

Arumba’s relationship with his subscribers, according to the interviewee is “very good 

actually”.  He values his subscribers “immensely” and “comments a lot on a daily 

basis”. He has his own reddit page and web page where people can comment regarding 

“more personal questions and anything that they need help with”. The best thing about 

Arumba is the fact that he “uploads a video every 4 hours with a tight schedule”, this 

means that his followers know when the next video is up. When asked if the interviewee 

thinks Arumba is trustworthy, he said “yes, because everything comes down to math 

and that makes him extremely trustworthy”. 

According to the interviewee, he only sees them playing the same game and their ability 

to “mean max” as the only similarities they both have. Lastly, he wishes to be as 
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“focused, motivated, and have the drive” as Arumba has in playing games, because the 

interviewee can get “bored” rather quickly if the developers do not update the game.  

4.11 Interviewee 11 
The interview chose to discuss Omer who works for a website “MMOhuts” who also 

have a channel on Youtube with the same name. He has been following them for 

approximately 2 to 3 years. According to Omer’s number of subscribers, the 

interviewee considers him to be fairly popular since “since there are many other famous 

Youtubers out there who have a larger fan base”. Though he likes to watch Omer 

because of his taste in RPG (role-playing games) . Omer’s videos on Youtube are 

mainly informative videos, that encompass the role of reviewing upcoming games, new 

released content, and discusses the “pros and cons” of games as the interviewee pointed 

out. 

The interviewee described  Omer as “very well organised”, straightforward, very 

comical in certain situations, and an all round ok guy”. Regarding to the Youtuber’s 

personality, the interviewee said that he is “likable, relatable, knows what he is talking 

about”, to the extent that the interviewee can be a bit “surprised with how 

knowledgeable Omer is”. When asked whether his videos are more focused on 

informative or entertaining, the interviewee explained that he “absolutely is 

informative” because he “incorporated his own personal opinions by giving positive and 

negative feedback”. He mentioned that he has a “simple relationship, it’s not like other 

famous Youtubers out there” who thank subscribers for watching their videos. He tends 

to keep his video “directly about the games and nothing else”.  Although he does not 

have an “active relationship with his subscribers” he still creates many videos on 

Youtube, “so in that sense he is active”.   

The interviewee explained that he considers him trustworthy based on his “tone of 

voice” in that one can “figure out by his voice” the level of knowledge he provides for 

his followers. He also holds interviews with the developers of the games that makes him 

“highly trustworthy”. He would “definitely consult his videos prior to purchasing a 

game and would also check up reviews himself.” 

Finally the interviewee believed that he shares “a few similarities with with Omer”, 

mainly his “sense of humor” in the sense that they both occasionally “talk to himself”. 

That is something the interviewee thought was “weird about us”, which he thinks is 
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relatable. Finally, the interviewee wishes he could review games like Omer can, because 

“I want to make reviews for video games too”. 
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5 Analysis 
This chapter contains the analysis based on the empirical data from the previous 

chapter. Divided into four part, the analysis is conducted by first analyze each factor 

derived from Katz’ three factor model, to then be followed by a final section where the 

factors are combined into three specific relationships that the authors were able to 

discern. The results of the coding can be found in Appendix 2.  

5.1 Personification of values 

The concept of likeness belongs to the part of personification of values where followers 

wish to be alike the opinion leader. Many times, they described the opinion leader to be 

relatable or in some way similar to how they themselves are, some in more detail than 

others; while some chose more general descriptions of the similarities, other chose to go 

more specific into personality traits, such as having a “loner personality”, or sharing the 

same sense of humor. This makes sense, as opinion leaders are supposed to be the 

embodiment of values shared by the community that follows them. In fact, one opinion 

leader was described as “a fellow gamer” that just happened to end up being an opinion 

leader, meaning that he was an individual within the community before rising to fame. 

These similarities between the opinion leader and the followers is what makes them 

relatable to the audience. However, there are also the traits that the followers wish they 

had that the opinion leader possess, that makes them look up to them. The interviewees 

sometimes wished for improvements on existing traits, such as being more sociable or 

equally comedic, and sometimes they wished for traits that they did not possess at all, 

such as a “drive to keep going”, the ability to review games or the confidence to deal 

with negativity.  

Trustworthiness deals with how honest opinion leaders are about themselves, the 

knowledge they possess and whether they compromise or not regarding their opinions 

and/or their standpoints, and how they all affect how trustworthy the followers deem the 

opinion leaders.Trust can be used  for sorting and filtering any content based on the 

trustworthiness of the specific individual (Chang, et al., 2014). Based on the interviews, 

not all followers considers their opinion leader of choice to be trustworthy, however, 

they might still show traces of characteristics that goes into trustworthiness. Honesty, 

for example does not have to deal solely on the words spoken by the opinion leader, but 

according to the interviewees can have more to do with them showing true emotions 

and being easy to read, or by being genuine about who they are, or even by sharing their 
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true opinion. One of the interviewees mentioned that the opinion leader seemed to have 

difficulties pretending to love a game he might not like, which makes it easier for the 

viewer to see what his true emotions are, rather than just focusing on the words spoken 

by the opinion leader. This could be connected to the issue of compromising their own 

value in order to not create complications for other people (such as developers). 

However, there were very few instances of compromising as seen in the interviews; 

rather, the opinion leaders appeared to be very non-compromising with themselves. 

Whether it involved playing games that might not be appealing for the largest audience 

possible, not holding back on their personality although it might be considered too 

much, or even criticizing developers and games to the point of ruining reputations, some 

of the opinion leaders were described as sticking to their beliefs and as having integrity. 

In fact, the few moments of compromising were about retaining good relationships 

within collaborations and adapting to what the community considered to be appropriate, 

so in the end it is for the greater good of the community that the opinion leaders will 

compromise. The opinion leader’s knowledge and competence can also be associated 

with the level of trustworthiness. For the interviewees, they considered opinion leaders 

to be trustworthy, since they were knowledgeable about the subject they spoke of and 

does research before commenting on specific things. Thus, being informative and 

knowing what they talk about is something that the interviewees appreciate and value 

about the opinion leaders, as well as their ability to critique and identify strengths and 

flaws in the products while offering feedback to the community is something that the 

followers look up to. This goes hand in hand regarding what Dan (2012) would suggest 

a socially recognized opinion leader should be;  a person who is appeared to reflect the 

views that the group  generally share and a certain value that personified (Dan, 2012). 

The concept of influence comes from whether or not the follower will actively seek out 

the opinion leader’s advice, or would rather refrain from it. It appears that the followers 

are less likely to consult these opinion leaders before purchasing a game that they are 

interested, instead they prefer to either play it themselves to experience it first-hand, or 

search information on other platforms long before the game is even available. However, 

it was common for the interviewees to discover unknown products through the opinion 

leaders and based on whether the opinion leader seem to genuinely enjoy the game they 

could possibly care to purchase it as well. This means that values act as a guide of 

preference selections of events, people, actions and phenomenon (Schwartz, 2012). 

Thus, rather than being a source of reference for whether or not one should purchase a 
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product, the role of these opinion leaders would be more informative, a source of 

discovering new products. In connection to this, the information related to disinterest 

showcase that not all the interviewees would consider them to be inspirational or to be 

taken seriously as they state that their opinion leader of choice might not try to make 

“valid points” in their videos, nor does their opinion matter to the follower.  

5.2 Personality traits 
Within the personality trait of Extraversion, the interviewees mentioned the opinion 

leader’s fondness to work and collaborate with others. The interviewees reflected back 

to the similarities of playing with their friends, associating that personality as being 

sociable. They also had an affinity to incite positive emotions with their humoristic 

comments, entertaining videos, and comedic personality. However, it was essential to 

possess not only the skills to entertain followers but also the quality to be intimate and 

attached to them. For instance, some of the interviewees considered the opinion leaders 

to be “lovable”, “passionate”, and  “lighthearted”, while a few commented on their 

“tone of voice” and laughter as being “warm” and intimate with their subscribers. As 

 Rothmann & Coetzer (2003) explain, an extroverted person is one that is talkative, and 

sociable. 

The opinion leaders also exhibited a sense of confidence and self-assurance without 

being so aggressive. In this case, the interviewees appreciated their assertiveness 

towards their own personality. On one hand opinion leaders were praised for being able 

to express their own personality without hesitation, and on the other hand they were 

praised at being confident to speak their mind which  Rothmann & Coetzer (2003) 

points to be part of an extraverted personality. The interviewees were able to recognize 

these intrinsic personalities, which they determined as an important aspect .  A few of 

the interviewees recognized the importance of  showing  enthusiasm, intensity, or 

having a unique personality while making the videos. They enjoyed an opinion leader 

who was “energetic”, “childish”, “really nerdy” anything that related to a specific group 

of people which the interviewees could relate to. The notion of being active with your 

followers or subscribers was perceived to be the most influential competence 

personality trait. The interviewees mentioned that an opinion leader was defined by 

their ability to keep delivering content and to interact directly with them. They praised 

opinion leaders not only for their connectivity to their followers but also their overall 

network connectivity. For instance some opinion leaders made “Q&A” (questions and 



  
 

44 

answers) videos, played a “variety of games”, “were active on all platforms” such as 

Twitter and Twitch, and “uploaded videos on a daily basis”. This meant that the opinion 

leaders were taking their work seriously and holding their followers at highest regards. 

Within the personality trait of Neuroticism, the authors recognized one or two of the 

interviewees who revealed the social media opinion leaders to have mentioned  a 

tendency of being emotionally unstable as Matthews, et al. (2003) were prone to be 

anxious, moody and emotional. Though, this form of instability, did not necessarily 

have to be negative. An interviewee described one opinion leader to be “socially 

awkward” and “grim” but meant that the opinion leader was rather distinct in his 

personality. Only one of the opinion leaders were mentioned to be a little self-conscious 

quoting him to be “very private”. In total, the majority of the interviewees did not 

associate neuroticism with the opinion leaders and if they did, it was generally on the 

low and positive end of it.  

Within the personality trait of Openness,  social media opinion leaders were seen to 

have a general openness to new experiences and emotions. They tended to be more 

creative and aware of their feeling and of others. According to the interviewees, some of 

the  opinion leaders were praised for their inventiveness in creating videos that were 

“original”, “immersive”. Other opinion leaders  performed in a style, sometimes 

referred to as a “persona”, there the interviewees admired their “silly”  characters  They 

could “overreact”, “create gag comedy” to amuse their viewers which classified them as 

being imaginative and creative (DeYoung, et al., 2014). The opinion leaders, according 

to some of the interviewees, attempt to immerse their feeling and emotions when 

playing the video, which they enjoyed since it would captivate their personality more.   

Within the personality trait of Conscientiousness, the interviewees  acknowledged the 

social media opinion leader’s competence in their field of work. Many of the 

interviewees recognized an opinion leader through their knowledge of the topic in 

question. To name a few, they quoted them as being “extremely smart”, “excellent at 

giving accurate feedback”, and “very informative”. Furthermore, according to the 

information gathered, opinion leaders were those that were passionate in what they did 

and would offer progressive feedback in the form of “critique”. They had the ability to 

do something successfully and efficiently which the interviewees appreciated. The 

opinion leaders also played a range of games “that gamers appeal to” meaning that they 

have an expansive knowledge that attracts many followers. According to the results of 
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the interviews, the authors recognized that dutifulness played a role in the manner in 

which the opinion leaders morally acted. Most interviewees mentioned their tendency of 

being truthful and sincere regarding their input on video games, though, a few felt they 

were withholding information. In general, the opinion leaders displayed an obligation to 

fulfill their duty to their followers by being “upright, honest, and virtuous” and were 

providing positive and negative feedback which the interviewees thought to be very 

dutiful (Ziegler, et al., 2009). Finally, the interviewees mentioned the opinion leaders’ 

“drive to keep going”, to do their best and put a lot of effort into keeping in touch with 

their followers, even though in some occasions they might have a large amount of 

followers which made it hard for them to keep up. They appreciated the focus and 

motivation it took to stay connected.   

Within the personality trait of Agreeableness, the social media opinion leaders were 

generally concerned with people’s social differences, they respected getting along with 

others or with their collaborations (Thompson, 2008). The authors observed few 

discussions dealing with compliance for the sake of either the followers or the Opinion 

leader’s commitment to their collaborations, resulting in them changing their 

personality post critique, while the other opinion leaders having difficulties critiquing 

fully. However, the rest of the opinion leaders were admired deeply for their 

straightforwardness, they were uncomplicated and easy to understand. In addition, the 

authors found that straightforwardness also represented how honest and frank the 

opinion leaders in relation to their emotions and feelings. Very few described some 

opinion leaders as being modest and tender minded. It is worth noting that this did not 

exclude the rest of the opinion leaders from being modest and tender minded but  it was 

not discussed by those interviewees. 

5.3 Social networks 
For the  information relating to online network, the authors divided the information into 

two categories: suggested and chance, to determine how the interviewees found out 

about the social media opinion leaders without the involvement of a third party on a 

personal level. These two categories were put under betweenness centrality, as a 

measure used to represent the dependence on a given point in the network (Riondato & 

Kornaropoulos, 2015). The suggested variable was used to identify the position of the 

opinion leader through online platforms that would put forward considerations 

automatically to the follower. In accordance with the information gathered, the authors 
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observed a low amount of opinion leaders who were suggested through online means. 

Regarding the chance variable, for instance, the interviewees would search “for 

playthroughs”, “for Oculus Rift videos” and stumble on the opinion leader’s videos, 

which they would then subscribe under. Other opinion leaders were discovered along 

the same lines but with more conventional means such as “searching on google”.  That 

would suggest that the opinion leaders are accessed through structural holes in the social 

network outside their reach and in absence of any intention to look them up (Bueno, 

2015).  

The concept of personal network was the other spectrum used to establish how the 

interviewees found out about the social media opinion leaders. Rather than discovering 

through suggestions online and by chance, the authors implemented the variable of 

recommendation. This would entail that the interviewees would have been suggested 

and put forward by other actors who provide links to otherwise unconnected individuals 

(Monárrez-Espino & Caballero-Hoyos, 2010). Nonetheless, according to the 

information, only a few interviewees were given recommendation by others. The other 

variable used was passive. The variable was used to explain whether the interviewees 

knew if the opinion leaders were active on social media platforms other than Youtube. 

 A few of the interviewees quoted as “does not follow PewDiePie on social media”, or 

they do not know “how active he is on other platforms”. This would suggest that they 

are not active in the role of searching for the opinion leader. 

The authors used the variable presence to analyse the opinion leaders’ position within 

the social network that related to degree centrality. Within presence, closeness was used 

to describe the relationship between the social media opinion leaders and their 

followers, while the distant variable denoted the opposite. According to the 

interviewees, majority of the opinion leaders held their followers at high regard, 

describing them as “sociable”, and “friendly”. They would keep in touch with their 

followers through a variety of means such as “hosting game rooms” and “fan meet-

ups”. They are constantly uploading new videos and are “constantly active on all 

platforms”. Sahelices-Pinto & Rodríguez-Santos (2014) discusses that internet actors 

who have more relationships and are directly linked to them hold favorable positions. 

The interviewees also appreciated their determination even though some opinion leaders 

would have difficulties staying connected due to their fame. The measure of fame was 

decided between high selected and low selected opinion leaders.The high selected 



  
 

47 

opinion leaders were determined by asking the interviewees whether they thought the 

Youtubers to be very popular, fairly popular, or not so popular. Those that described 

opinion leaders to be fairly to very popular, to some extent already knew about them or 

based it off of their subscriptions.  Degree centrality plays an important role by bridging 

different communities together (Chau & Xu, 2012). 

Very few interviewees mentioned the social media opinion leaders to be distant from 

their followers. This had to do with their activeness on Youtube or on other social 

media platforms, as well as some interviewees comparing their subscription base to 

other famous Youtubers. In this situation some of the interviewees mentioned the 

opinion leaders as being fairly popular to not so popular. For instance, an interviewee 

quoted an opinion leader’s subscription as “fairly popular, due to him not being so big 

subscription wise compared to other Youtubers”. 

The majority of the interviewees voiced out their acknowledgment regarding social 

media opinion leaders with the most activity in the social network, with their followers, 

and with outside actors (such as developers, other opinion leaders). Lee (2010) states 

that the number of ties connected to the focal person reflects the opinion leader’s 

popularity. According to the interviewees, they found the opinion leaders to be highly 

trustworthy for their ability to stay connected to their followers. Bodendorf & Kaiser 

(2010) stated that users who are frequently communicating with others have the 

possibility of influencing them. For instance, some interviewees mentioned that the 

opinion leaders held “interviews with the developers of the games that makes him 

highly trustworthy”, they also cooperated “with animators to create gag comedy”. 

Overall, most of the opinion leaders were in the act of working with others to generate 

more followers and were able to influence them for that matter.  

5.4 Overall analysis 
5.4.1 Trustworthy relationship  

The trustworthy relationship is characterized by the social media opinion leader 

showing a high level of trustworthiness in combination with knowledge, competence 

and non-compromising qualities. The amount of knowledge that the opinion leader 

possess regarding the topic discussed is in connection with how they convey that 

knowledge to the followers. Conducting research beforehand and using that knowledge, 

allowing the followers to see them as competent and knowledgeable about the subject 

that enables them to be someone they can respect and look up to. Knowing how to 
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communicate with their audience, informing them about different topics and the ability 

to showcase skills and new products are all parts of the opinion leader’s competence 

level.  Honesty about their own opinions and criticism, both negative and positive, 

allows the followers to perceive the opinion leader as more genuine, and thus more 

reliable, especially when dealing with an outside party (such as a developer). This is 

important, as by collaborating with these outside parties, they can access products not 

yet released or be invited to exclusive events. By not compromising their beliefs, the 

opinion leaders can be more open to their followers; however, even if the opinion leader 

chooses to compromise in favor of sustaining a good relationship with as many people 

as possible, they can still appear genuine to the followers by being ”easy to read”. 

According to the followers, an opinion leader sharing their true opinions by enjoying 

themselves, can thread the line of being both entertaining and informative. However, 

this line is interpreted differently amongst the followers; thus, if an opinion leader 

seems to be too focused on being entertaining or exaggerating ”silly” behavior, they 

may appear to be untrustworthy, which in turn leads the followers to perceive them as 

not serious or inspirational. On the other hand, the opinion leader can appear to be more 

trustworthy by focusing on being informative and professional; the consequence of this 

however is that they may lose their entertaining quality, which could deter certain 

individuals.  

5.4.2 Friendly relationship 

This relationship is characterized by the closeness of the social media opinion leaders 

and their audience, the collaborations, similarities and emulating, openness and 

extraverted personality traits. As closeness entails the opinion leaders’ attempts to 

connect to their followers and maintain the relationship, it also is affected by how they 

collaborate with their followers, other opinion leaders and developer/companies. In fact, 

by collaborating with other opinion leaders they can gain popularity and following, 

connecting to more individuals and increasing the community. Furthermore, by 

collaborating with the followers themselves through playing with them or reaching out 

to them to create videos together incorporates more of the followers’ abilities and lets 

them interact with the opinion leader directly, creating a stronger bond. Also, by 

incorporating their friends when playing, it can remind the followers about their own 

friendships giving the opinion leader a more “friendly” impression and keeping that 

association in the minds of the followers. 
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The friendly relationship emulates the characteristics of an actual friendship, as 

followers define the social media opinion leaders in this relationship as “likeable” and 

admitting that they could see themselves theoretically be friends with the opinion 

leader, given they ever got the opportunity. Many times, it is due to the fact that the 

followers can actually see themselves reflected in the opinion leader, finding similarities 

in their interests, humor and shortcomings. Furthermore, often the follower can see 

personality traits and properties within the opinion leader that the followers would want 

to possess to improve themselves, which means that these are characteristics they highly 

appreciate about the opinion leaders. Thus, by wanting to emulate these characteristics, 

they are approving of the opinion leader themselves.   

It is also important to look at how active the social media opinion leader is online as 

well, to see how they interact with their audience, and what they do to maintain the 

relationship with them. By giving room for Q&A’s (Question & Answers) the followers 

can ask direct questions to the opinion, gaining more insight into their personalities or 

receiving help/recommendations with their area of interest. This gives the followers a 

more in-depth look into the personality of the opinion leader.  

5.4.3 Passive relationship 

The passive relationship is characterized by there being more distance between the 

social media opinion leaders and their followers, more passiveness in their involvement 

and the instances of pure chance. Not all the relationships between the opinion leaders 

and followers showed a high level of involvement. In fact, despite the opinion leader 

discussed were the followers’ first-hand choice, they did not show a higher level of 

engagement; instead they expressed a sense of distance by not actively following the 

opinion leader on other social media platforms, or simply not caring about how active 

the opinion leader was outside of the primary platform. However, this is not only from 

the followers’ side, opinion leaders themselves could also choose to be more distant by 

showing less appreciation towards their followers in comparison to other relationships, 

or simply by not being as engaging personality wise. Also, the opinion leader’s choices 

of what to engage in can also cause them to be less selected than their rivals, as 

whatever activity they decide upon might not appeal to all potential viewers (such as 

playing a game that might only be interesting to a small population). This type of 

relationship is of a more simple nature, as the followers and opinion leaders in a passive 

relationship might not interact directly with each other, compared to how it is for other 

opinion leaders. 
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Another part that can be included in the passive relationship is how the followers find 

the social media opinion leaders by chance rather than direct recommendations or 

suggestions. Instead of directly searching for the opinion leader, the followers will 

instead come in contact with them by searching for a specific product, through 

collaborations with others, or when the platform features the opinion leader on the 

website, leading to the assumption that the opinion leader needs to be active and 

collaborative in order to be visible through these means, otherwise the potential 

followers might never find them. 

Due to the distance between the opinion leader and follower the level of trustworthiness 

might not be so high, as the follower just disregards the opinion leader’s opinions on a 

matter. However, the followers will continue following the opinion leader for a long 

time. It could be due to other factors, such as them simply wanting to be entertained.   
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6 Conclusion 
In this chapter the authors conclude the research by answering the research question 

that was stated in the beginning of the study.  

In conclusion to this study, the authors were able to identify three separate relationships 

towards the opinion leaders on social media based on the collected information: the 

trustworthy relationship, the friendly relationship, and the passive relationship. These 

relationships constitute of different characteristics that emerged based on the factors that 

differentiates the opinion leader from their followers. On the basis of the concepts 

personification of values, personality traits and social network the authors could classify 

the trustworthy relationship as one that incorporates the opinion leader’s competence, 

knowledge and capacity of not compromising their values; the friendly relationship as 

one that encompasses the opinion leader’s openness, extraversion personality, 

closeness, ability to collaborate, similarities between leader and follower as well as any 

trait or capability the follower wants to emulate, and lastly; the passive relationship one 

that is defined by the distance between the opinion leader and their followers, 

passiveness and the circumstance of chance.  

The development of these relationships shows that Katz’ model of the three factors is 

applicable in the online social environment, as the personification of values, personality 

traits of opinion leaders and social network can incorporate the ever expanding setting 

of social media. This leads to the assumption that what differentiates the opinion leaders 

from the opinion followers have not changed from the offline environment, other than 

in which way and capacity that they communicate.  
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7 Research implications 
In this final chapter, the authors include the theoretical knowledge the study contributes 

with, as well as any practical implications that they have found, and lastly, the 

recommendations for future researchers to consider, including any limitations to the 

research conducted.  

7.1 Theoretical contribution 
Through this research, the authors have been able to explore the relational nature of 

social media opinion leaders in the online environment, which according to Schäfer & 

Taddicken (2015) is an area that has been lacking in research.  By interviewing opinion 

followers, the research was granted an insight into how they perceive the opinion 

leaders and how they consider the opinion leader’s relationship to their followers, and 

gave understanding as to what type of relationships can be found when considering the 

opinion followers’ point of view. It was understood that the opinion followers relate to 

the opinion leaders in different ways, even as their purpose for following them might be 

the same. This study has contributed to the knowledge of what attracts opinion 

followers to specific social media opinion leaders, how they perceive their level of 

trustworthiness, and the nature of the network surrounding them. 

Furthermore, an identified issue within the theory of opinion leadership is the fact that 

older concepts have not been adapted into the social media environment, and the focus 

has been instead on identifying the social media opinion leaders. This research has taken 

the three factor model derived from Katz’ research on opinion leaders, a model that 

emerged long before social media and the online environment, and applied it to this 

research in a successful manner, meaning that the older concept, theories and models 

can be adapted into this new environment.  

7.2 Practical implications 

The findings of the study can provide useful information for organizations when 

considering the unique segment of the social media opinion leaders and their ability to 

diffuse products around their target market. Marketers should collaborate with opinion 

leaders who have a relatively high degree centrality due to their involvement with local 

acquaintances and more distant ones. Given their communicative relationship, there is 

need for marketing managers to understand the nature of their conduct in terms of their 

particular set of characteristics and personalities. Marketers should also monitor how 



  
 

53 

consumers perceive opinion leaders in order to distinguish which group of opinion 

leaders they should work with and which group of consumers fit their product portfolio. 

Managers who do work with opinion leaders must recognize the role they have in social 

media, they should provide them with the freedom to operate and promote without the 

pressure of  having to succeed. Companies must realize that consumers have a tendency 

to listen to opinion leaders who present not only positive feedback but negative 

feedback also, which they find as trustworthy information. Finally, While opinion 

leaders are known for their influential properties and their direct associations with either 

their collaborators and followers, They still have no control over how information about 

them is transferred from consumer to consumer. The authors recommend marketers to 

promote the opinion leaders through an extent of word of mouth or e-word of mouth, 

enabling consumers to discover them through various platforms. 

7.3 Suggestions for future research 

The study conducted focused on analyzing a new type of opinion leader on social media 

and it is thereby an attempt to explore the phenomena of the social world. However, in 

order to gain more extensive knowledge regarding the relationships to social media 

opinion leaders, the authors limited their study to the specific type of online opinion 

leaders of “Youtubers”. Therefore, the authors suggest that the future research should 

attempt to explore the other types of opinion leaders on social media, since there are 

different types of platforms where opinion leaders could be characterized  differently. 

Even within the Youtube platforms there are many more opinion leaders that deal with 

other products and communities, which could provide a different outcome if it were to 

be researched.  

Furthermore, according to the interviews, the issue of honesty emerged when it came to 

how opinion leaders work with developers. For instance, some opinion leaders 

compromise their criticism towards a product as to not negatively affect their 

relationship with developers. In addition, there was a discussion regarding a specific 

opinion leader’s choice to only recommend products from established companies, 

leading to the questioning of whether this opinion leader could possibly have 

sponsorship from these companies. Thus the future researchers may wish to explicitly 

consider this aspect, meaning that an insight should be brought up into how opinion 

leaders deal with sponsorships and collaborations.  



  
 

54 

8 Reference List 
Agarwal, R. & Tanniru, M., 1990. Knowledge Acquisition Using Structured 

Interviewing: An Empirical Investigation. Journal of Management Information Systems, 

Vol. 7, Issue 1. pp. 123-140. 

Ambert, A.M., Adler, P. A., Adler, P. & Detzner, D. F., 1995. Understanding and 

evaluating qualitative research. Journal of Marriage and the Family. pp. 879-893. 

Armstrong, G., Kotler, P., Harker, M. & Brennan, R., 2012. Marketing - An 

Introduction. 2nd ed. England: Pearson Education Limited 

Baines, P., Fill, C., Page, K., 2013. Essentials of Marketing. United Kingdom: Oxford 

University Press 

Barriball, K. L. & While, A., 1994. Collecting data using a semi-structured interview: A 

discussion paper. Journal of Advanced Nursing. Vol. 19, Issue 1. pp. 328-335. 

Barwick, S., 2016. The Impact of YouTube & Gamers Creating Gaming Jobs. [online] 

Available at: <http://gamingindustryiq.com/2013/09/20/the-impact-of-youtube-gamers-

creating-gaming-jobs/> [Accessed 13 March 2016] 

Benton, D. & Fernández Fernández, M., 2014. Social network analysis: A tool for the 

identification of next generation trainers. Collegian, Vol. 21, Issue 4.  pp. 311-318. 

Bilsky, W. & Schwartz, S. H., 1994. Values and personality. European Journal of 

Personality. Vol. 8, Issue 3. pp. 163-181 

Birks, M. & Mills, J., 2011. Grounded Theory: A Practical Guide. SAGE Publications 

Ltd.  

Blake, B., 2015. Here are the Most Popular Games on YouTube. [Blog] Available at: 

<http://gamerant.com/most-popular-games-youtube/> [Accessed 13 March 2016] 

Bodendorf, F. & Kaiser, C., 2010. Detecting opinion leaders and trends in online social 

networks. In: Proceedings of the Fourth International Conference on Digital Society. 

pp. 124–129.  

Borgatti, S., 2005. Centrality and network flow. Social Networks.Vol. 27, Issue 1. pp. 

55-71. 



  
 

55 

Brandes, U., Borgatti, S. & Freeman, L., 2016. Maintaining the duality of closeness and 

betweenness centrality. Social Networks. Vol. 44. pp. 153-159. 

Brown, R.B., 2006, Doing Your Dissertation in Business and Management: The Reality 

of Research and Writing. Sage Publications 

Bryman, A. & Bell, E., 2011. Business Research Methods. 3rd ed. New York: Oxford 

University Press Inc. 

Bryman, A., Becker, S. & Sempik, J.,2008. Quality Criteria for Quantitative, Qualitative 

and Mixed Methods Research: A View from Social Policy. International Journal of 

Social Research Methodology. Vol.11, Issue 4. pp. 261-276. 

Bueno, N., 2015. Are opinion leaders important to spread information to cope with 

extreme droughts in (all) irrigation systems? A network analysis. Scientometrics. Vol. 

105, Issue 2. pp. 817-824. 

Burns, A. C. & Bush, R. F., 2003. Marketing research: Online research applications. 

4th edition. Prentice Hall. 

Chakravarthy, S. & Prasad, B., 2011. The Impact of Opinion Leader on Consumer 

Decision Making Process [Abstract]. International Journal of Management & Business 

Studies. Vol. 1, Issue 3. pp. 61-64. 

Cha, M., Haddadi, H., Benevenuto, F. & Gummad, K.P., 2010. Measuring user 

influence on twitter: The million follower fallacy. In 4th Int’l AAAI Conference on 

Weblogs and Social Media. Washington, DC  

Chang, W., Diaz, A. & Hung, P., 2014. Estimating trust value: A social network 

perspective. Information Systems Frontiers, Vol. 17, Issue 6. pp.1381-1400. 

Chau, M. & Xu, J., 2012. Business Intelligence in Blogs: Understanding Consumer 

Interactions and Communities. MIS Quarterly. Vol. 36, Issue 1. pp. 1189-1216.  

Chen, C., 2013. Exploring Personal Branding on YouTube. Journal of Internet 

Commerce. Vol. 12, Issue 4. pp. 332-347 

Chen, S., Glass, D. & McCartney, M., 2016. Characteristics of successful opinion 

leaders in a bounded confidence model. Physica A: Statistical Mechanics and its 

Applications. Vol. 449. pp. 426-436 



  
 

56 

Chilisa, B., 2012. Indigenous research methodologies. Thousand Oaks, Calif.: SAGE 

Publications. 

Cho, Y., Hwang, J. & Lee, D., 2012. Identification of effective opinion leaders in the 

diffusion of technological innovation: A social network approach. Technological 

Forecasting and Social Change, 79(1), pp.97-106. 

Church, R.M., 2002. The effective use of secondary data. Learning and Motivation. 

Vol. 33, Issue 1. pp. 32-45 

Cleary, M., Horsfall, J. & Hayter, M., 2014. Data collection and sampling in qualitative 

research: does size matter? Journal of Advanced Nursing. Vol. 70, Issue 3. pp. 473-475 

Cohen, D. & Crabtree, B., 2006. Qualitative Research Guidelines Project. [online] 

Available at: http://www.qualres.org/HomeSemi-3629.html [Accessed 17 April 2016] 

Corbin, J. & Morse, J. M., 2003. The unstructured interactive interview: Issues of 

reciprocity and risks when dealing with sensitive topics. Qualitative inquiry. Vol. 9, 

Issue 3. pp. 335-354. 

Costa Jr, P. T. & McCrae, R. R., 1992. The five-factor model of personality and its 

relevance to personality disorders. Journal of Personality Disorders. Vol. 6, Issue 4. pp. 

343 

Currie, D., 2005. Developing and applying study skills. London: Chartered Institute of 

Personnel and Development. 

De Vaus, D., 2001. Research Design in Social Research. SAGE Publications. 

Diener, E. & Crandall, R., 1978. Ethics in Social and Behavioral Research. Chicago: 

University of Chicago Press. 

Dipboye, R. L., 1994. Structured and unstructured selection interviews: Beyond the job-

fit model. Research in Personnel and Human Resources Management, Vol. 12, pp.79–

123.  

DeYoung, C. G., Quilty, L. C., Peterson, J. B. & Gray, J. R., 2014. Openness to 

experience, intellect, and cognitive ability. Journal of personality assessment. Vol. 96, 

Issue 1. pp. 46-52. 



  
 

57 

Entertainment Software Association (ESA), 2015. Industry Facts. [online] Available at: 

<http://www.theesa.com/about-esa/industry-facts/> [Accessed 2 March 2016] 

Evans, D., 2012. Social Media Marketing: An Hour a Day. 2nd ed. Hoboken, NJ: Wiley 

Fischer, C. S., 1982. To dwell among friends: Personal networks in town and city. 

Chicago, IL: University of Chicago Press. 

Flynn, L. R., Goldsmith, R. E. & Eastman, J. K., 1996. Opinion leaders and opinion 

seekers: Two new measurement scales. Journal of the Academy of Marketing Science. 

Vol. 24, Issue 2.  pp. 137-147 

Frechtling, J. & Frierson, H., 2002. The 2002 user friendly handbook of project 

evaluation. Arlington, VA: National Science Foundation, Directorate for Education & 

Human Resources, Division of Research, Evaluation and Communication. 

Frielmel, T.N., 2015. Influence Versus Selection: A Network Perspective on Opinion 

Leadership. International Journal of Communication. Vol. 9. pp. 1002-1022 

Gill, P., Stewart, K., Treasure, E. & Chadwick, B., 2008. Methods of data collection in 

qualitative research: interviews and focus groups. British Dental Journal. Vol. 204, 

Issue 6. pp. 291-295. 

Gnambs, T. & Batinic, B., 2012. A Personality‐Competence Model of Opinion 

Leadership. Psychology & Marketing. Vol. 29, Issue 8. pp. 606-621 

Graneheim, U. & Lundman, B., 2004. Qualitative content analysis in nursing research: 

concepts, procedures and measures to achieve trustworthiness. Nurse Education Today. 

Vol. 24, Issue 2. pp. 105-112. 

Healy, M. & Perry, C., 2000. Comprehensive criteria to judge validity and reliability of 

qualitative research within the realism paradigm. Qualitative Market Research: An 

International Journal. Vol. 3, Issue 3. pp. 118-126 

Hove, S.E. & Anda, B.C.D., 2005. Experiences from conducting semi-structured 

interviews in empirical software engineering research. Proceedings 11th IEEE 

International Software Metrics Symposium (Metrics 2005) 23:1–10 

Hox, J. J. & Boeije, H. R., 2005. Data collection, primary vs. secondary. Encyclopedia 

of social measurement. Vol. 1. pp. 593-599 



  
 

58 

Hutchins, A. & Tindall, N.T.J., 2016. Public Relations and Participatory Culture: 

Fandom, Social Media and Community Engagement. Routledge. 

Johnston, M. P., 2014. Secondary Data Analysis: a method of which the time has come. 

Qualitative and Quantitative Methods in Libraries (QQML). Vol. 3. pp. 619-626 

Kosfeld, M., Heinrichs, M., Zak, P. J., Fischbacher, U. & Fehr, E., 2005. Oxytocin 

increases trust in humans. Nature. Vol. 435, Issue 7042. pp. 673-676. 

Katz, E., 1957. The Two-Step Flow of Communication: An Up-To-Date Report on an 

Hypothesis. Public Opinion Quarterly, Vol. 21, Issue 1. pp.61. 

Klehe, U., König, C., Richter, G., Kleinmann, M. & Melchers, K., 2008. Transparency 

in Structured Interviews: Consequences for Construct and Criterion-Related Validity. 

Human Performance, Vol. 21, Issue 2. pp.107-137. 

Kotler, P. & Armstrong, G., 2012. Principles of Marketing. 14th ed. England: Pearson 

Education Limited 

Kotler, P. & Keller, K. L., 2007. Marketing Management. 13th ed. Pearson, Prentice 

Hall 

Kratzer, J. & Lettl, C., 2009. Distinctive Roles of Lead Users and Opinion Leaders in 

the Social Networks of Schoolchildren. Journal of Consumer Research. Vol. 36, Issue 

4. pp. 646-659. 

Krefting, L., 1991. Rigor in qualitative research: The assessment of trustworthiness. 

American Journal of Occupational Therapy. Vol. 45. pp. 214-222.  

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R. & Kannan, P. K., 2016. From 

Social to Sale: The Effects of Firm-Generated Content in Social Media on Customer 

Behavior. Journal of Marketing. Vol. 80, Issue 1. pp. 7-25  

Landrum, B. & Garza, G., 2015. Mending fences: Defining the domains and approaches 

of quantitative and qualitative research. Qualitative Psychology. Vol 2, Issue 2. pp. 199-

209 

Lee, S., Cotte, J. & Noseworthy, T., 2010. The role of network centrality in the flow of 

consumer influence. Journal of Consumer Psychology. Vol. 20, Issue 1. pp. 66-77. 



  
 

59 

Li, F. & Du, T., 2011. Who is talking? An ontology-based opinion leader identification 

framework for word-of-mouth marketing in online social blogs. Decision Support 

Systems. Vol. 51, Issue 1.  pp. 190-197 

Loeper, A., Steiner, J. & Stewart, C., 2014. INFLUENTIAL OPINION LEADERS. 

Economic Journal. Vol. 124, Issue 581. pp. 1147-1167 

Marshall, C., 2014. 15% of ALL YouTube Videos Relate to Gaming: Minecraft & 

PewDiePie FTW [online] Available at: http://www.reelseo.com/15-per-cent-youtube-

gaming-videos/ [Accessed 25 May 2016]. 

Marshall, C. & Rossman, G. B., 2011. Designing qualitative research. Sage. 

Matthews, G., Deary, I. & Whiteman, M. 2003. Personality traits. 2nd ed. Cambridge, 

U.K.: Cambridge University Press. 

Mattison, B., 2011. Do we listen to opinion leaders? [online] Available at: 

http://insights.som.yale.edu/insights/do-we-listen-opinion-leaders [Accessed 25 May 

2016] 

McCrae, R.R. & John, O.P., 1992. An introduction to the five‐factor model and its 

applications. Journal of personality. Vol. 60, Issue 2. pp. 175-215 

McCusker, K. & Gunaydin, S., 2015. Research using qualitative, quantitative or mixed 

methods and choice based on the research. Perfusion. Vol. 30, Issue 7. pp. 537-542 

Mir, I.A. & Rehman, K.U., 2013. Factors Affecting Consumer Attitudes and Intentions 

Toward User-Generated Product Content on Youtube. Management & Marketing. Vol. 

8, Issue 4. pp. 637-654 

Monárrez-Espino, J. & Caballero-Hoyos, J. R., 2010. Stability of Centrality Measures in 

Social Network Analyses to Identify Long-Lasting Leaders from an Indigenous 

Boarding School of Northern Mexico. Estudiossobrelas Culturas Contemporaneas. Vol. 

16, Issue 32. pp. 155-171.  

Morrow, S., 2005. Quality and trustworthiness in qualitative research in counseling 

psychology. Journal of Counseling Psychology. Vol. 52, Issue 2. pp. 250-260. 

Nijhawan, L. P., Janodia, M. D., Muddukrishna, B. S., Bhat, K. M., Bairy, K. L., 

Udupa, N. &  



  
 

60 

Nisbet, M. & Kotcher, J., 2009. A Two-Step Flow of Influence?: Opinion-Leader 

Campaigns on Climate Change. Science Communication. Vol. 30, Issue 3. pp. 328-354. 

Riondato, M. & Kornaropoulos, E., 2015. Fast approximation of betweenness centrality 

through sampling. Data Mining and Knowledge Discovery, Vol. 30, Issue 2. pp.438-

475. 

Risselada, H., Verhoef, P. & Bijmolt, T., 2015. Indicators of opinion leadership in 

customer networks: self-reports and degree centrality. Marketing Letters. Vol. 1, Issue 

1. 

Robertson, M., 2014. 300+ hours of video uploaded to Youtube every minute. [online] 

Available at: http://www.reelseo.com/youtube-300-hours/ [Accessed 26 May 2016] 

Rokeach, M., 1973. The nature of human values. New York: Free Press. 

Rose, F., 2011. The Art of Immersion: How the digital generation is remaking 

Hollywood, Madison Avenue, and the way we tell stories. New York: W.W. Norton & 

Co 

Rothmann, S. & Coetzer, E.P., 2003. The big five personality dimensions and job 

performance. SA Journal of Industrial Psychology. Vol. 29, Issue 1. 

Roulston, K., 2010. Reflective Interviewing: A Guide to Theory and Practice. SAGE 

Sahelices-Pinto, C. & Rodríguez-Santos, C., 2014. E-WoM and 2.0 Opinion Leaders. 

Journal of Food Products Marketing. Vol. 20, Issue 3. Pp.244-261. 

Saldaña, J., 2009. The Coding Manual for Qualitative Researchers. SAGE Publications, 

Ltd. 

Sandelowski, M.,2000. Combining Qualitative and Quantitative Sampling, Data 

Collection, and Analysis Techniques in Mixed-Method Studies. Res. Nurs. Health, Vol. 

23, Issue 3. pp. 246-255. 

Schwartz, S. H., 2012. An overview of the Schwartz theory of basic values. Online 

Readings in Psychology and Culture. Vol. 2, Issue 1. pp. 11 



  
 

61 

Schäfer, M.S. & Taddicken, M., 2015. Mediatized Opinion Leaders: New Patterns of 

Opinion Leadership in New Media Environments? International Journal of 

Communication. Vol. 9. pp. 960-981 

Scott, D.M., 2013. The New Rules of Marketing & PR: How to use social media, online 

video, mobile applications, blogs, news releases, and viral marketing to reach buyers 

directly. 4th ed. New Jersey: John Wiley & Sons 

Scott, D. M., 2015. The new rules of marketing and PR: How to use social media, 

online video, mobile applications, blogs, news releases, and viral marketing to reach 

buyers directly. 5th ed. John Wiley & Sons 

Seligman, A. B, 1998. Trust and sociability. American Journal of Economics and 

Sociology. Vol. 57, Issue 4. pp. 391-404. 

Shenton, A., 2004. Strategies for ensuring trustworthiness in qualitative research 

projects. Education for Information. Vol. 22. pp. 63-75.  

Solomon, M.R., Bamossy, G.J., Askegaard, S.T. & Hogg, M.K., 2013. Consumer 

Behaviour: A European Perspective. 5th ed. England: Pearson Education Limited 

Song, X., Chi, Y., Hino, K. & Tseng, B., 2007. Identifying opinion leaders in the 

blogosphere. In Proceedings of the ACM SIGIR. Conference on Information and 

Knowledge Management, pp. 971–974 

Statista, 2016. All-time most viewed YouTube channel owners 2016 | Statistic. [online] 

Available at: http://www.statista.com/statistics/373753/most-viewed-youtubers-all-time/ 

[Accessed 10 May 2016]. 

Thompson, E.R., 2008. Development and validation of an international English big-five 

mini-markers. Personality and Individual Differences. Vol. 45, Issue 6. pp. 542-548. 

Todoros, O., 2015. Gaming on YouTube: The New Gaming PR Machine. [online] 

Available at: <http://www.reelseo.com/gaming-on-youtube/> [Accessed 10 March 

2016] 

Tracy, S., 2010. Qualitative Quality: Eight "Big-Tent" Criteria for Excellent Qualitative 

Research. Qualitative Inquiry. Vol. 16, Issue 10. pp. 837-851. 



  
 

62 

Trepte, S. & Sherer, H., 2010. Opinion leaders – Do they know more than others about 

their area of interest? Communications. Vol. 35, Issue 2. pp. 119-140 

Tuckett, A.G., 2004. Qualitative research sampling: the very real complexities. Nurse 

Researcher. Vol. 12, Issue 1. pp. 47-61 

Turcotte, J., York, C., Irving, J., Scholl, R. & Pingree, R., 2015. News 

Recommendations from Social Media Opinion Leaders: Effects on Media Trust and 

Information Seeking. Journal of Computer-Mediated Communicated. Vol. 20, Issue 5. 

pp. 520-535 

Urquhart, C., 2012. Grounded Theory for Qualitative Research: A Practical Guide. 

SAGE Publications Ltd. 

VanMeter, R.A., Grisaffe, D.B. & Chonko, L.B., 2015. Of “Likes” and “Pins”: The 

Effects of Consumers' Attachment to Social Media. Journal of Interactive Marketing. 

Vol. 32. pp. 70-88 

Weimann, G., 1994. The influentials: People who influence people. SUNY Press. 

Wasserman, S. and Galaskiewicz, J., 1994. Advances in social network analysis. 

Thousand Oaks, Calif.: Sage Publications. 

Weimann, G., Tustin, D., van Vuuren, D. & Joubert, J., 2007. Looking for Opinion 

Leaders: Traditional vs. Modern Measures in Traditional Societies. International 

Journal of Public Opinion Research. Vol. 19, Issue 2. pp. 173-190 

Wrzus, C., Hänel, M., Wagner, J. & Neyer, F. J., 2013. Social network changes and life 

events across the life span: A meta-analysis. Psychological Bulletin. Vol. 139, Issue 1. 

pp. 53 

Wu, Y.J., Lirn, T. & Dong, T., 2014. What can we learn from advertisements of 

logistics firms on YouTube? A cross cultural perspective. Computers in Human 

Behavior. Vol 30. pp. 542-549 

Yilmaz, K., 2013. Comparison of Quantitative and Qualitative Research Traditions: 

epistemological, theoretical and methodological differences. European Journal of 

Education. Vol. 48, Issue 2. pp. 311-325 



  
 

63 

Zemljič, B. and Hlebec, V., 2005. Reliability of measures of centrality and 

prominence.Social Networks, Vol. 27, Issue1.  pp.73-88. 

Zhang, C.B. & Lin, Y.H., 2015. Exploring interactive communication using social 

media. Service Industries Journal. Vol. 35, Issue 11/12. pp. 670-693. 

Zhang, L., Zhao, J. & Xu, K., 2015. Who creates Trends in Online Social Media: The 

Crowd or Opinion Leaders? Journal of Computer-Mediated Communication. Vol. 21, 

Issue 1. pp. 1-16 

Zhou, H., Zeng D. & Zhang C., 2009. Finding leaders from opinion networks. In 

Proceedings of the IEEE International Conference on Intelligence and Security 

Informatics. IEEE, NJ, USA. pp. 266-268.  

Ziegler, M., Knogler, M. & Bühner, M., 2009. Conscientiousness, achievement striving, 

and intelligence as performance predictors in a sample of German psychology students: 

Always a linear relationship? Learning and Individual Differences. Vol. 19, Issue 2. pp. 

288-292 



  
 

I 
 

9 Appendices 

9.1 Appendix A Interview Questions 

 

Which Youtube gamer do you prefer to watch for information about games? 

 How long have you followed them? 

 How did you find out about them? 

 Would you classify the Youtuber to be ‘very popular’, ‘fairly popular’ or ‘not so 

popular’? 

 What kind of videos do they make? 

How would you describe this Youtuber? 

 What about their personality do you think is the most appealing for you as a 

viewer? 

 Would you say that this Youtuber is more focused on entertaining or informative 

videos? 

 How would you describe their relationship with their subscribers? 

 How active are they on social media? 

Would you consider the information that they share to be trustworthy? 

 If yes, what makes it trustworthy? 

 Would you seek out this information before a purchase decision? 

 If no, what makes it not trustworthy? 

Would you say that there are similarities between you and this gamer? 

 What similarities do you share?  

 What characteristic does this Youtuber possess that you wish you had? 

  



  
 

II 

9.2 Appendix 2: Coding 
 

Factor Concepts Codes  

Personific

ation of 

values 

Likeness Similarities “relatable”, “very similar”, “types of 

games that they both like”, “share similar 

values”, similar humor”, “he has what I 

have”, “he too would have difficulties 

criticizing”, “could relate”, “really 

relatable”, “as a female gamer she also 

likes makeup and beauty so the Youtuber 

reminds her of herself”, “just as herself”, 

“shared similar humor”, “in a way that 

I’m a loser”, “similarities between herself 

and PewDiePie [...] he has a loner 

personality without being a loner”, “being 

a social gamer, meaning that he can see 

himself in the Youtuber”, “relatable for 

everyone”, “fellow gamer guy who 

happened to get famous”, “they are 

critically objective”, “they both are very 

analytical”, “this guy is basically you”, 

“similar to how the interviewee play”, 

“share similar humor”, “the only 

similarities they both have”, “sense of 

humor”, “they both occasionally talk to 

himself” 

Emulating “he is more sociable which she wishes 

she was”, “wished he could have the 

Youtuber’s amount of knowledge 

regarding computers”, “also wished that 

he had the drive to keep going”, “wishes 

he could be comedic on the same level”, 

“wished that he could possess 

PewDiePie’s confidence”, “not 

confidence enough to deal with the 

negativity like he has”, “always graceful”, 

“which is something he thinks he is too”, 

“while I take it too serious, he really just 

has fun”, “he also wished he had 

H2Odelirious’ knowledge about games”, 

”knew how to express myself”, “he 

wished to be as focused, motivated, and 

have the drive”, “wishes he could review 

games like Omer can, because I want to 



  
 

III 

make reviews for video games too” 

Trustworthin

ess 

Honesty “being upright, honest and virtuous”, “got 

very immersed [...] and started crying”, 

“persona is relatively close to who 

Markiplier really wants to be”, “retains 

some of the personality he appreciates the 

most about himself”, “does a poor job of 

emulating love for games if he doesn’t 

love them”, “relatively easy to read”, 

“tries his best”, “more personal videos 

where she claims he seems more 

awkward, genuine and trying to connect”, 

“respectable”, “is honest”, “rather share 

his own opinion on the games”, “trying to 

enjoy himself and have a good time”, 

“honest guy”, “open about his feelings, 

actions and values”, “incorporated his 

own personal opinions by giving positive 

and negative feedback” 

Knowledge “extremely smart”, “how to be strategic in 

games”, “has a lot of opinions that are 

very valuable, and very factual”, “wit”, 

“intelligence”, “he knows what he is 

talking about”, “type of person that does 

research beforehand”, “ability to 

critique”, “will read comments afterwards 

to find responses and reactions”, “great at 

showcasing new stuff in the gaming 

world”, “viewer is able to form their own 

opinion”, “good at identifying flaws, 

strengths of a game, what gamers it will 

appeal to and offering feedback to the 

community”,  “very informative”, “he 

values his input, knowledge”, 

“knowledgeable”, “is excellent at giving 

accurate feedback”, “amazing at mean 

maxing”, “excellent at suggesting the best 

route [...] in the long run, the other is 

better”,  “knows what he is talking about” 

Non-

compromising 

“prefers to be very private”, “specific 

genre of games he play which doesn’t 

cater to a large population”, “actually 

plays games”, “not seem afraid to hold 

back”, “not be afraid of showing 



  
 

IV 

personality”, “will not hesitate to 

critique”, “could destroy a developer’s 

reputation by his negative comments”, 

“he can share his honest opinion, either 

negative or positive”, “integrity”, “sticks 

with his beliefs”, “state his opinion, not 

saying if it is right or wrong”, “that only 

applies to some people”, “will not hide 

his negative feelings” 

Compromising “it feels like he is pressing the words from 

his throat”, “listened to that critique, and 

changed the way he makes his videos so 

that it fits for everyone” 

Influence Recommendati

on 

“she listened to them talk about a game 

[...] which lead to her trying and liking 

games they had recommended”, 

“sometimes buy or download free games 

after seeing Markiplier play those games, 

if he seemed to enjoy it”, “watched a 

videos of his, and I’ve gone out and 

bought the game”, “indie games you 

wouldn’t really know about, unless you 

actually watched him play it”, “watch 

PewDiePie’s videos and find out new 

game titles”, “would only do 

recommendation for ‘Triple A’ games” 

Consult “she would seek out their opinions first 

before purchasing”, “consult his videos 

before a purchase decision”, “wait and 

see the game plays uploaded by the 

Youtuber (amongst other) to get his 

feedback and input on the game, to make 

sure it is worth spending my money on”, 

“definitely consult his videos prior to 

purchasing a game” 

Disinterest “doesn’t try to make a valid point about 

anything”, “does not take GloomGames 

too seriously and wouldn’t inspire her”, 

“does not really care”, “Youtuber’s 

opinion would not matter”,  “does not 

want to know too much about it, and 

rather play it herself”, “he himself is not 

really into social media”, “rather than 

wishing he could possess a specific 
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characteristic”, “why would I want to be 

someone else?”, “would not seek out the 

Youtuber’s opinion before purchase 

decisions” 

Personalit

y traits 

Neuroticism Self-

consciousness 

“very private”, “a loser” 

Vulnerability “kind of drawn back”, “awkward”, 

“crying”, “awkward in person”, 

“awkward in social situations”, “socially 

awkward”, “grim” , “monotone”, “not as 

engaging” 

Extraversion Gregariousness “play off each other”, “sociable”, 

“friendly”, “talkative”, “easy to watch”, 

“extroverted”, “social gamer”, “gentle 

guy”, ”loves to play with his friends”, “an 

all around okay guy” , “likable” 

Positive 

emotion 

”funny comments”, “for entertainment”, 

“funny”, “humor”, “really funny”, 

“mostly comedy”, “weird humor”, “really 

random and spontaneous humor”, 

“entertaining”, ”comedic”, “kinda funny”, 

“very comical” , “funnier” , “humoristic” 

Activity ” hands on”, “try new games and demos 

and betas”, “starts drinking”, “meet and 

interact”, “self-promotion”, “Q&A’s”, 

“sketches”, “very active”, “interacts”, 

“active on all the platforms”, “plays a lot 

of different games”, “variety of videos”, 

“quite active on Twitter” , “comments a 

lot on a daily basis”, “uploads a video 

every 4 hours” “creates many videos on 

Youtube” , “very socially active” 

Warmth “lovable”, “warm”, “lighthearted”,  

”warmth”, ”tone of voice”, “a calm 

minded person” , “values his subscribers 

immensely” , “a laugh that is very 

contagious” , “passionate” 

Assertiveness “assertive”, “not seem afraid to hold 

back”,  “not be afraid to show 

personality”, “confidence”, “loud kind of 
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guy”, “will not hesitate”, “super 

confident”, “always graceful” 

Excitement 

seeking 

 “very energetic”, “really nerdy”, “lot of 

energy”, “childish”, “trying to enjoy 

himself”, ”really just has fun” , 

“energetic” 

Openness Feelings “relatable”, “less appreciative”, “goofy”, 

“stupid”, “good person” , “make them 

feel what he is feeling” 

Action “overreacts”, “act silly”, “immersed”, 

“read comments afterwards”, “do more 

original stuff”, “create gag comedy”, 

“having a persona”, “actually play 

games”, “make a video specifically for 

that subject” 

Agreeablenes

s 

Straightforwar

dness 

“relatively easy to read”, “genuine” , 

“straightforward” , “sometimes 

straightforward” , “open about his 

feelings, actions and values” , “not hide 

his negative feelings” , “very vulgar, but 

with limits” 

Compliance “difficulties criticizing”, “listen to that 

critique, and changed” 

Modesty “not full of herself”, “down-to-earth”, 

“open to making fun of himself” 

Tender 

mindedness 

”loner personality”, “doesn’t take things 

so seriously” 

Conscientiou

sness 

Competence “extremely smart”, “know-it-all”, “a 

person you want to give respect to”, 

“wit”, “intelligence”, “knows what he is 

talking about”, “does research 

beforehand”, “knowledge”, “nor does she 

take jokes too far”, “psychologically 

stable”, “great at showcasing”, “excellent 

at giving accurate feedback”, “is really 

good at the game” , “very extensive 

vocabulary”, “amazing at mean maxing” , 

“is excellent at suggesting the best route” 

, “informative ability” , “very well 

organized” , “very critical”, “good at 

identifying flaws, strengths of a game”, 

“what gamers it will appeal to” , “very 

informative”, “input, knowledge, and his 

realistic pursuit”, “very analytical”, 
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“knowledgeable” , “critique the game” 

Dutifulness “morally standing”, “upright, honest and 

virtuous”, “not[...] say anything 

negative”, “struggles to maintain close 

contact”, “honest”, “share his honest 

opinion”, “integrity”, “sticks with his 

beliefs”,  “pressing the words from his 

throat”, “incorporated his own personal 

opinions by giving positive and negative 

feedback” , “very objective” , “offering 

feedback to the community”, “critically 

objective” , “sometimes serious” 

Achievement 

striving 

“tries his best”, “drive to keep going”, 

“drive to push through his issues”, “trying 

to connect” , “puts a lot of effort” , 

“focused”, “motivated”, “have the drive” 

Social 

Network 

Online Suggested “through her self-promotion”, “through 

the related section of other Youtube 

videos”, “was suggested to him on the 

same platform through the recommended 

page” 

Chance “found out about him when he was 

searching for Oculus Rift videos”, 

“through the Youtube front page where he 

was featured”, “when searching for 

playthroughs for specific games that his 

videos would appear and she decided to 

watch”, “accidentally came up across 

Arumba while I was looking up tutorial”, 

“searched on Google and directed me to 

their website channel, which lead me to 

his Youtube channel”, “through 

association to other Youtubers as well” 

Personal Recommendati

on 

“his cousin introduced the interviewee to 

the channel”, “his Facebook friend’s had 

linked to one of PewDiePie’s videos”, 

“recommended by a friend” 

Passive “he does not follow PewDiePie on social 

media”, “doesn’t really follow new 

Youtubers”, “does not know about 

GloomGames relationship to her 

subscribers, nor does she follow her 

outside of the Youtube platform”, “ not 

really into social media, for the most 
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part”, “did not know how Markiplier 

related to his subscribers on other 

platforms outside of Youtube, or how 

active he is on other platforms”, “would 

not seek out the Youtuber’s opinion 

before purchase decisions” 

Presence Distance “monotone and not as engaging”, “ would 

not normally recommend games he does 

not care for the viewers to play”, “simple 

relationship, it's not like other famous 

Youtuber out there”, “ doesn’t respond to 

the Youtuber comments now as he did 

before, since there is so many”, “being 

less appreciative towards their followers 

and more distant compared to other 

Youtubers”, “ not very active on social 

media platforms” 

Closeness “sociable”, “friendly”, “telling them how 

much he appreciates their subscription”, 

“relationship with his subscribers is 

close”, “keeps in touch with them”, 

“struggles to maintain close contact with 

them”, “interacts with his audience before 

and after playing a game”, “an awesome 

relationship”, “really tries to connect with 

his followers through his videos”, “fan 

meet-ups”, “she could be friends with him 

outside of Youtube which makes him 

relatable to her”, “hosts gaming rooms 

where he plays games with a select few”, 

“has been trying to interact with fans”, 

“presence on social media is constant, 

because he will usually update daily”, “a 

lot of fans will go through his girlfriend’s 

instagram as well”, ”very active on all the 

platforms, and interacts with a lot of 

people”, “very good actually”, 

“comments a lot on a daily basis”, “own 

Reddit page and web page where people 

can comment regarding anything they 

need help with”, “trying to make the 

viewers laugh”, “try connect with the 

viewers, to make them feel what he is 

feeling”, “very strong relationship with 



  
 

IX 

his followers”, “active on Twitter and 

sometimes on Twitch” 

Collaboration “might have a contract with the bigger 

companies”, “loves to play with his 

friends”, “camaraderie with his friends”, 

“developers have fixed some of the 

opinions and fixes Arumba has pointed 

out”, “growing as he collaborates with 

other Youtubers”, “creating Q&As where 

followers can suggest what games he 

should play”, “holds interviews with the 

developers of the games that makes him 

highly trustworthy”, “by cooperating with 

animators to create gag comedy”, “videos 

where he collaborates with friends”, “the 

way that the Youtuber incorporates his 

friendships in the videos”, “subscribers 

get to send in questions and he makes 

videos answering them”, “whether he gets 

paid to play a game or not”, “related to 

fanart”, “destroy a developer’s reputation 

by his negative comments” 

High selected “seemed to be on the rise”, “maybe 

doubled in the time since i started to 

follow”, “infamous as in her opinion, 

popular has through her self-promotion”, 

“PewDiePie was the most popular of all”, 

“LevelCapGaming as fairly popular”, 

“very popular, as he is a top Youtuber”, 

“fairly popular, but acknowledged that in 

Europe they might be the most popular” 

Low selected ”fairly popular, due to him not being so 

big subscription wise compared to other 

Youtubers”, “fairly popular, with about 

100,000 subscribers meaning gloom 

games is not the most popular”, “not so 

popular, suggesting that a popular 

Youtuber has around 800,000 subscribers 

while Arumba has 200,000 subscribers”, 

“fairly popular, since there are many 

other famous Youtubers out there who 

have a larger fan base”, “fairly popular, 

due to the fact that he likes to play a style 

of games that only applies to some 



  
 

X 

people” 

 

 


