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Abstract 

Due to the rapid growth of social media, brands have reinvented their 
marketing strategies, with a goal to engage with their various consumers 
more by creating value and adding two-way communication. This new way of 
advertising brands gave birth to influencer marketing. When brands 
collaborate with influencers with the right target audience, influencers can 
help adding brand value and raising brand awareness. 

Currently there are growing discussions of social media influencers and their 
effectiveness in promoting products. In western world the topic of the impact 
of marketing though influencers is thoroughly explored. However, in Russia 
almost no research has been conducted. By using generational segmentation 
the paper explores how Millennials and Generation Z perceive advertising 
though Instagram influencers, how their consumer behavior is similar or 
varies in certain cases.  

This research takes the fashion industry as the example to demonstrate how 
this sector struggles with changing buying preferences and how it transforms 
to be in tune with modern consumers. Currently the industry is on the brink of 
a major shift due to the change in consumer behavior and the unexpected 
emergence of the COVID-19 pandemic. Coronavirus has a profound impact 
on people’s values, as well as on behavior online.  

The importance of this change cannot be overstated. Therefore, this research 
paper gives a comprehensive idea about the usage of influencer marketing for 
two generations in the current fashion business. The study reveals that there 
is a growing demand for authenticity, sustainability and more honest 
advertising campaigns. Both generation are tired of intrusive sponsored ads 
and they prefer native advertisement nowadays. 

 

Keywords: Influencer, Instagram, Millennials, Generation Z, Fashion industry 
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1. Introduction 

1.1. Background 

The digital age and the emergence of social media has fundamentally 
transformed both consumer behavior and the way businesses interact with 
customers. Social media has evolved from a main channel where people from 
all over the world can connect and communicate on a daily basis, to an 
essential marketing tool that has a profound impact on consumer-brand 
relationships.  

Nowadays many potential consumers socialize online through peer-to-peer 
communication and therefore influencer marketing has become an integral 
part of digital marketing strategies for brands that want to expand their reach 
and grow brand awareness.  

Influencer marketing is a social media marketing approach that involves 
collaboration with famous people, bloggers and anyone with loyal followers to 
promote their products or services. Influencer marketing can include product 
placement in feeds or influencer’s stories. Thus, with the help of those who 
directly have an influence on the audience and effectively the perception and 
the attitude to brands, companies can more effectively reach their target 
audiences. 

Companies have a wide range of choice when they choose the platform for 
social media marketing: channels such as Facebook, YouTube, TikTok or 
Twitter. But according to the influencer marketing report (Influencer Marketign 
Hub), Instagram remains the best channel by far for brand endorsement and 
products advertising, especially for the fashion industry.  

In Russia, Instagram has become the fastest-growing market in 2019 
(Enberg, 2019). With this upsurge of popularity, influencer advertising is 
considered as an effective tool for better engagement with customers and 
eventually for promotion in-store or online sales. Nowadays marketers in 
fashion business are already substantially shifting their strategies towards 
Instagram (Deloitte CIS Research Center, 2019).  

1.2. Actuality 

Influencer marketing is prevalent in fashion companies’ strategies (Hughes, 
Swaminathan, & Brooks, 2019), yet there is still the need to learn more about 
the specific factors that ensure success of online brand engagement for 
different generational cohorts. Generational segmentation in marketing can 
bring clear advantages to companies allowing them to better understand the 
target audience and to respond to their needs by optimizing pricing policy, 
improving marketing strategy and delivering better products. 

Additionally, the social media marketing becomes increasingly important in 
this situation of uncertainty. Due to the global coronavirus pandemic, the 
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fashion industry is facing new challenges. The covid-19 outbreak had a major 
impact on companies’ profit: the demand had decreased, the production was 
interrupted or ceased and many stores were forced to close. The crisis 
pushed further towards digital presence and online consumption. Total of 
partial lockdowns, the closure of physical shops and social distancing 
emphasize the crucial role of social media, making digital presence a major 
priority for fashion companies (Amed, et al., 2020).  

Furthermore, Covid-19 will potentially bring a fundamental change in 
consumers’ preferences. The main focus of attention is shifting towards 
sustainability, stimulating discussions around excessive consumption and 
corporate social responsibility (CSR).  

The risk of the recession, environmental and geopolitical instability make the 
concerned consumers more purpose-oriented; they rethink their values and 
eventually engage more into sustainability. The worldwide crisis highlights 
that business has a responsibility to address modern environmental and 
social issues. For younger generations of consumers sustainability plays an 
important role in the decision-making process. Thus, the company’s mission, 
its core values and the way companies communicates with their consumers 
hold a more significant place in the brand architecture nowadays (Amed, 
Balchandani, Beltrami, Berg, & Hedrich, 2019).  

1.3. The scope of the research 

The scope of the research is limited to the analysis of the impact of the 
marketing through Instagram influencers on only two generational cohorts. 
The primary focus of attention is kept on Generation Z, which includes those 
born between 1995 and 2010 and Millennials, including those who are born 
between 1981 to 1995 (Dimock, 2019). These two generations have gained 
significant influence over older generations, set new trends across all 
industries and markets, and concentrated in their hands considerable 
purchasing power.  

The two generational cohorts are selected for the analysis due to the fact that 
out of all generations they spend most of the time online, they actively use 
social platform Instagram and they are most likely to make a purchase after 
seeing an item advertised on social media.  

What is more, they potentially will drive future growth of companies and affect 
their profit. This research takes the fashion industry as the example to 
demonstrate how this sector struggles with changing buying preferences and 
how it has to transform and adapt to be in tune with modern consumers. 

1.4. Problem formulation 

Taking into account the growing importance of social media marketing, it is 
important to note that reaching consumers via Instagram influencers is still a 
relatively new content marketing strategy in Russia. Influencer marketing is at 
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the early stage of the development and is trailing behind of the American and 
European markets by at least five years (East-West Digital News, 2019). As a 
consequence, little information is available concerning the impact Instagram 
influencers have on brand attitude of Russian consumers, not to mention 
generational aspect which is almost completely unexplored.   

Moreover, according to the local platform that contact brands with influential 
bloggers Insense (Loginova, 2019), Russian companies have a very 
conservative approach to communicating with bloggers. Despite the fact that 
influencers know their audience and know how to create content that draws 
attention and collects likes, an advertiser has their own very strict 
requirements for posts.  

The excessive control over local Influencers is not beneficial since advertising 
does not resemble personal opinion: the effectiveness of campaign decreases 
and the influencers lose the trust of their audience.  

With this low level of trust, it is becoming increasingly paramount to better 
understand how people perceive advertising through influencers and how it 
affects their buying behavior. A deeper study should also be undertaken to 
identify which type of visual content has a greater influence on the consumers 
and how the effect varies between Generation Z and Millennials.   

The areas need to be explored because without understanding consumers’ 
preferences, brands cannot successfully implement the marketing concept 
and eventually fail to achieve their goal.  

1.5. The purpose of the research 

Therefore, the main purpose of this thesis is to explore how Instagram 
influencer marketing affects consumer behavior of two generational cohorts in 
Russia: Millennials and generation Z, and to define which potential 
implications it has on formulating a marketing strategy.  

As a result of the analysis, this paper will determine the most effective market 
strategies and techniques that facilitate the process of gaining trust and help 
to build relationship with the existing (Millennials) and emerging Generation Z 
customer segment. 

1.6. The research questions 

The research questions will help to define the areas for investigate whether 
there is a relationship between the influencers and the consumers of 
Generations Y and Z and how it differs. 

Since this study has an explanatory nature it is addressing questions “How 
influencers marketing affects the consumer behavior towards fashion 
products of Generation Z and Millennials?” 

The other researched questions that are being explored are the following: 
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1. Is there a significant difference between respondents in Russia and 
respondents from other countries? 

2. In which areas there is a difference between Millennials and 
Generations Z in their perception of influencer marketing advertising? 

3. In which areas there are similarity between these two cohorts in the 
perception of influencer marketing advertising? 

4. Can a marketing campaign be executed that appeals to both 
generations or there is a need for personal approach to each cohort?  

1.7. Thesis structure:  

The research paper is comprised of five chapters. The first chapter introduces 
the topic of the research, gives basic background information, justifies the 
significance and the relevance of the thesis. The existing research gap and 
limitations illustrate the confronted problems that define the scope of the 
study.  

The second chapter serves as a theoretical foundation and gives literature 
review on how different aspects of Instagram influencer marketing affect the 
consumer behavior of Millennials and Generation Z. It compares and 
contrasts the attitude of two generations towards various parameters.  

The third chapter presents the research hypotheses and describe the process 
of gathering empirical evidence. The approach implies using the quantitative 
research method for primary data collection that will help to provide empirical 
evidence to confirm or refute the hypotheses. Through the online survey we 
can better understand which aspects of influencers marketing affect 
Millennials and Generation Z the most, how similar or different the effect will 
be and what marketing campaign can be executed by fashion brands in order 
to attract more customers. 

Following chapter three, the chapter four presents the findings of the 
research, highlighting the perceived potential benefits of the generational 
approach, and emphasizing the difference between Millennials and 
Generation Z.  

Chapter five concludes by summarizing the thesis, it identifies the limitations 
and provides recommendations for further research.   
  



12 
 

2. Literature Review 

The literature review combines two parts: one part exposing different 
theoretical concepts and another part that covers and analyzes various 
empirical articles and reports. It is important to support the theoretical 
observations with empirical evidence.  

2.1. Instagram influencer marketing   

Nowadays social networks have become one of the main communication 
channels that connect companies and the audience. Instagram has long been 
a platform with huge business potential, and it is becoming even more 
important these days. It has over one billion users (Bellavista, Foschini, & 
Ghiselli, 2019) who visit the platform every day, making it one of the best 
growth paths for online marketing. 

The continuous technological development of social media platforms requires 
companies to adapt to the constantly evolving and changing needs of the 
audience. One of the main principles for the spreading of information in social 
media is word of mouth (WOM), from user to user. Therefore, in order to 
promote their products online almost all companies use their official accounts, 
but also they partner with popular social media users – influencers.  
 
It was established that most people are more inclined towards liking a product 
because it was from a third party’s recommendation like celebrities or 
influencers than the brand itself (NadanyIova, Gajanova, Majerova, & 
Lizbetinova, 2020). The influencers get their followers interested in a certain 
topic and then they act like a friendly connection, an intermediary between the 
consumers and the brand. The benefits of collaborating with influencers are 
enormous: they successfully attract new consumers to the brand’s website, 
they increase social media exposure, raise brand awareness as well as, sell 
the product through their stories about the experience of consuming the 
branded product.  
 
The best way to earn trust of the consumers is by aligning with somebody 
they already trust. According to the research on the impact of influencers in 
fashion industry (Sudha & Sheena, 2017) young women tend to behave in 
line with the social influencers who they can relate to and find similarities with. 
Therefore, brands claim to have higher level of trust, consumer loyalty, and 
sales since they started investing in relationships with social media 
influencers, who can indirectly engage with the potential consumers of those 
brands. 

However, even though it has become wildly popular in the past years, 
influencer marketing is a relatively new phenomenon in research and practice. 
Additionally, the market is constantly growing and changing, the influencers 
types are proliferating and the new platforms are emerging. The typology of 
influencers by size, content category and domain breadth is thoroughly 
researched, providing a guideline for companies on how a business can 
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benefit, collaborating with the right type of an influencer (Gross & von 
Wangenheim, 2018). Thus, in order to deliver a better problem solution, 
marketers should take into account many different nuances. 

Instagram is now a major driving force in the fashion industry, it provides 
fashion companies with opportunities, creating new trends and giving 
inspiration. And its trendsetting powers show no sign of slowing down. But the 
challenge still traditionally lies in getting products seen and sold to the target 
audience, while the competition is high and the fashion industry is constantly 
changing. Under these conditions, having a strong fashion-focused Instagram 
strategy is vitally important. 

2.2. Generational segmentation 

Demographic characteristics play an important role in consumers’ behavior 
and can cause deviation from general models of consumer decision making 
process. For a long time, businesses study generational cohorts to identify 
similarities and differences of their key features in order to use it as a decisive 
factor of marketing and adapt their strategies to win the audience. 

Most available research (Kraus, 2018) proves that generational difference 
plays an important role in the formation of consumer taste and has a big 
implication for marketing tactics. In contrast to demographic segmentation 
that operates with descriptive variables including age, gender, family size and 
life cycle, generational approach focuses on psychographic factors of cohorts, 
underlying the motives and triggers of the specific type of behavior. And since 
socio-political, cultural and economic realities shape the common system of 
values in their adolescence, these values play a significant role in their lives. 
The key characteristics of cohorts persist over lifetime enabling the 
generational approach in marketing to focus on long-term strategic interaction 
with consumers (Parment, 2013). 

The primary focus of attention is kept traditionally on Millennials, since this 
generation gained significant influence over older generations, set new trends 
across all industries and markets, and concentrated in their hands 
considerable purchasing power  

Nonetheless, today marketers tend to shift their interest towards Generation 
Z, the young generation that is becoming a new driving force in the 
marketplace. This influential and unique consumer group present a challenge 
for advertisers since it markedly differs from Generation X and Millennials. 

Due to the technological progress and changes in consumer landscape, it is 
mostly Millennials and  Generation Z who are actively using Instagram on a 
daily basis and who are perceived as disruptors of existing status quo of 
traditional retail sector. That is why it is important to evaluate how Instagram 
influencers affect these generational cohorts. 
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From these findings we can note that the generational segmentation in 
marketing can bring clear advantages to companies allowing them to better 
understand the target audience and to respond to their needs by optimizing 
pricing policy, improving marketing strategy and delivering better products. 
Most existing studies (Zdenka Kadekova, 2018) confirm that influencer 
marketing affect differently the consumer behavior of Generation Z and 
Millennials, which in turn encourages companies to explore different 
marketing opportunities . 

However, a few studies have explored (Bona, Koslow, Frantz, Nadres, & 
Ratajczak, 2020) the role that Instagram influencers play in buying behavior of 
Generation Y and Z in Russia, particularly in the domains of fashion. There is 
a serious gap in the research on this topic that will present the main challenge 
for gathering scientific data for this paper. 

2.3. Generation Z and Millennials: Comparison 

The generational gap between the two generations may not appear serious at 
the first glace. However, comparing the crucial factors shaping generational 
beliefs and values, we can recognize the similarities and differences that 
uphold the core findings. The changes in the socio-economic, demographic 
and political landscape had a direct influence on people and brought up a new 
consumer culture. 

Regarding personal characteristics of Generation Y, and Z, we can conclude 
that the parenting style above all other factors defined the differences in value 
systems and behavior, affecting the level of independence, the attitude 
towards leadership and hierarchy, the working aspiration and the self-esteem. 
The helicopter parenting style transformed the way Millennials perceive 
themselves and boosted at times unrealistic expectations. They expect 
success, feeling they are special and desire it. Millennials are the most 
narcissistic generation in the history, with high level self-centeredness and 
materialistic culture. These qualities make them focus on personal needs and 
potential benefits that can be obtained. The helicopter education also affected 
their perception of leadership, encouraging respect for hierarchy and people 
in power, ranging from senior manager at the office to celebrities they 
worship.  

Comparing to Generation Z, we can see that friendship-based parenting style 
encouraged more independence and contributed to the erosion of top-down 
hierarchy. Generation Z look for equality and authenticity in relationships 
rather than for a guide to assist in making decision process. The changed 
perception of leadership shifted the balance of power towards individuals 
rather than corporation. This perception affected the way they see how big 
companies and medium enterprises should work, stimulating the 
demand for corporate disclosure from shareholders, including consumers, 
suppliers, employees, communities, and activist organization. Generation Z is 
highly skeptical, suspicious and even averse to corporate market strategies 
and insincerity. They access the information about companies’ policies 
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instantly and detect unethical business and marketing practices which may 
ruin the reputation of a respectable company and turn consumers away. 
Therefore, they demand transparency and collaboration with consumers.  

In addition, unlike Millennials, the majority of Generation Z do not perceive 
celebrities as role models. For them the startups and entrepreneurs like Mark 
Zuckerberg are the new inspirations. 

While the influence of celebrities and sporting stars on Millennials have been 
increasing lately, especially when it comes to apparel, lifestyle, luxury 
categories and brands (The Boston Consultign Group, 2014), Generation Z 
instead prefer to look at their peers and even parents to copy their behavior. 
The main reason behind this trend is gain in the growing need for authenticity 
and real testimonies. Ordinary people and not celebrity provide consumers 
with unbiased point of view and demonstrate products with their advantages 
and disadvantages. These popularity, trust and influence over consumers can 
be leveraged by companies. Businesses can promote their products engaging 
in collaboration with the most prominent influencers for the selected target 
audience. 

2.4. The state of fashion industry 

Analyzing the effect the COVID-19 pandemic has on people’s values and 
fashion companies, It is important to note, that many people changed their 
behavior dramatically during the epidemics. Some of these changes have the 
potential to transform into long-lasting habits, with social media playing a 
more significant part in the life of self-isolated people. Influencers and fashion 
companies have a greater chance to build up stronger ties with the audience 
and take advantage of this situation (Taylor, 2020).  

Additionally, due to the growing awareness about the climate change, the 
problem with equality and unequal pay, there is an increasing demand for 
eco-friendly clothing. Especially younger people from Generation Z expect 
brand values to mirror their own personal views.  

The new lifestyle of consumers forces companies to modify their business 
models if they want to adjust and succeed in the more complex environment. 
The younger generations of consumers are paying increasing attention to 
sustainable options and favor ethical fashion brands (Gazzola, Pavione, 
Pezzetti, & Grechi, 2020).  

The importance of investing in sustainable business practices is becoming a 
business imperative for many companies, across all industries, thus 
sustainability is regarded as an area of competitive advantage. 

McKinsey & Company conducted research (Berg, Achim, Haug, Hedrich, & 
Magnus, 2020) surveying main sourcing executives from fashion retailers and 
brands. The key findings reported by the consulting company show how 
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commitment to social and environmental sustainability in sourcing becoming a 
widespread concern for the fashion industry  

The pandemic accelerated dramatically these trends, making it more 
important for business to reevaluate its value, its digital positioning and invest 
more in internet marketing. 

2.5. Measuring he impact of influencers’ advertising on the consumers: metrics 

Measuring the impact of SMIs advertising is а serious challenge for fashion 
companies. Despite the fact that quantitative data is widely available, there is 
still confusion to which extent these metrics can help to forecast the success 
of advertising campaign through Instagram Influencers. The study by Jan-
Frederik Gräve (Gräve, 2019) reveals that most businesses rely on 
influencers reach and engagement rate. However, the author highlights that 
the influencers marketing is a constantly changing and dynamic area, due to 
the emergence of competitors, continuous development of new features. 

The question arises from how we can measure the performance metrics for 
social media Instagram. The visual marketing platform for Instagram and 
other social media “Later” (Thomas, 2020) defines the types of metrics that 
should be analyzed to improve the results of Instagram marketing and to 
design a more effective social media strategy.  

If a brand aim is to build or increase brand awareness, reach is the most 
important metrics to take into consideration. Reach indicates how many 
unique users viewed a post, and therefore how much awareness a brand can 
gain. It is a useful to follow this metric in to order to achieve business goals 
such as to introduce a new product or to raise the recognition of a product by 
its name.  

However, reach and the follower count are not the most essential metrics for 
business to prioritize. Influencers may be more or less relatable for their 
followers.  

2.6. Types of influencers 

Instagram influencers add a human element to the marketing equation, giving 
a face to the entire marketing campaign of a business and inspiring the trust 
of potential customers. 

When the concept of influencer marketing was first introduced, business 
leaders turned to celebrities and influencers in the niche to promote their 
products. The problem was that while they had a fair amount of followers, 
brands simply could not get the expected conversion rates. 

This approach has changed recently and many brands are now choosing to 
sell their products through micro-influencers. Research has shown that 
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influential Instagram bloggers with up to 10,000 followers have a higher 
engagement rate in their content. 

According to a study by Makerly (Bodker, 2020), micro-influencers attract 
more than four times the number of likes on sponsored posts than macro-
influencers with millions of followers. This uplifted engagement rate can be 
only attributed to micro-influencers’ dedicated audiences, who perceive them 
as credible experts on a special topic they have an interest in comparison with 
a more popular, mass-appeal influencer. Generally, the more followers an 
influencer has, the lower the engagement rate will be. 

In addition, the communication of micro- and nano-influencers with their 
audiences is more personalized. Brands choose them to achieve marketing 
goals through quality, not quantity of potential leads. Also, partnership with 
micro- and nano-influencers allows you to enter a new market, because 
usually their audience is more local. 

Micro-influencers are ideal solution for brands wanting to engage Generation 
Z, since they are about authenticity and credibility. While macro-influencers 
have promoted successful brand awareness campaigns and helped to deliver 
product messages, Generation Z customers only listen to people they can 
actually identify with. As for Millennials, they are more likely to trust the 
Influencer with a bigger audience.  

In a meantime, brands discovered the value of using both micro and macro 
influencers. Micro influencers are considered as more effective to target 
markets with specific audiences. Meanwhile, macro influencers can give 
brands a fairly wide reach, but also a less engaged audience (Gupta & 
Mahajan , 2019). 

2.7. Type of content  

Every marketing campaign should be customized based on the thorough 
research. Even though influencer marketing is one of the most effective and 
efficient ways for creating brand awareness and engaging with various age-
based target audiences from Millennials to Baby Boomers, it’s important to 
take into consideration that each generational cohorts use social networks 
differently.  

To maximize influencer marketing campaign effect on various generations it is 
important to understand not only how these generations prefer to interact 
online, but also what kind of content they consume. 

There is generational difference in social media use. For instance, most 
surveys show that both Millenials and Generation Z prioritize video content 
and prefer using Instagram, Youtube, Snapchat or TikTok. In a Business 
Insider report (Green, 2019) it is highlighted that Instagram remains the most 
popular platform among Generation Z with 64.59% of respondents being an 
active user on a daily basis.  
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At the same time the data intelligence and custom research company Morning 
Consult presents the influencer report (Morning Consult, 2019) on how 
different generations interact with them, what type of content they prefer. 
According to the report video will be the future of content marketing - and that 
hasn't been argued with in recent years. While there are more well-known 
video platforms like YouTube or Tik Tok, the Instagram Stories format has 
been a really successful launch. 

These short 15-second videos, which only have a 24-hour time limit to watch, 
grab attention in every niche. Therefore, new functionality constantly appears 
in the application, which allows to sell services and goods through stories. 
With the advent of IGTV, Instagram has its own version for videos in long 
format like YouTube. Influencers started gradually moving to Instagram as a 
universal platform for showing videos as well as reaching audiences. The 
video content is massively popular among Generation Z, with the polls 
showing that 7 in 10 Generation Zers regularly watch videos to feel more 
connected (Baron, The Key To Gen Z Is Video Content, 2019). While 
Generation Z clearly prefer video content, Millennials are not so certain about 
the choice. They still like reading what influencers write posting their pictures. 
Instagram suits the best for the two cohorts since it offers all types of content. 
Fashion brands in their turn also appreciate Instagram platform since it 
provides the audience with visual content of all kinds. 

However, influencers' behavior is also hanging, especially when it comes to 
posting, the number of posts is dropping as a quality post takes time and 
effort. The trend is also influenced by the launch of long-form video 
application IGTV and the popularity of stories. Influencers are predicted to 
post much less in 2021. 

2.8. Brand engagement and brand attitude 

Foremost, engagement rate is considered as the main indicator 
demonstrating how well the audience interact with the content: save the 
image, leave a comment, repost photos or videos. Brand engagement can 
help in reducing costs and increase the sales volume. A loyal customer, who 
has been in a long time relationship with the brand, is more likely to purchase 
from the brand than a new customer (Risitano, Sorrentino, Romano, & 
Quintano, 2017). At the same time, customer engagement strategy can help 
the brands in product proliferation. Since the entry barriers into the market  
have lowered  and  the markets have expanded due to the Internet, there is a 
threat for every company. 

An engaged customer of a specific company is likely to keep engaging with 
that brand rather than creating a new relationship with another unfamiliar 
brand. Therefore, brand engagement can be significant in the competitive 
industry (Hollebeek, 2017). Consumers can also advocate for the brand. A 
consumer is more likely to influence a  customer than the brand  itself. Brand 
engagement will lead to a positive WOM and sharing the posts and 
promotions of  the products with their peers. 
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A recent research on brand engagement through online social influencers 
(Hughes, Swaminathan, & Brooks, Driving Brand Engagement Through 
Online Social Influencers: An Empirical Investigation of Sponsored Blogging 
Campaigns, 2019) shows that sponsored blogging affects online engagement 
(leaving a comments, liking a post, share a post) differently depending on 
influencer characteristics and the posted content, which are further defined by 
social media platform type and campaign advertising intent.  

If the goal is to raise awareness, a sponsored post appearing on a blog will 
not be perceived as a undesired information. While if the goal is to increase 
the engagement the sponsored post may provoke a negative reaction and if 
posted often may force many people to unfollow the influencer.  

There is a considerable discussion regarding the impact of the disclosure of 
native advertising sponsorship on consumer attitude toward brands. The 
results demonstrate that there is a considerable correlation between the size 
of the audience (micro and macro influencers) and the level of trust. 
Furthermore, the sincere disclosure of sponsored advertising has a significant 
effect on the perception of a brand, its authenticity and attractiveness (Kay, 
Mulcahy, & Parkinson, 2020). The debate arises over the issue of using micro 
and macro influencers together. Will it be the most effective way to reach a 
diverse audience and build brand trust? 

Taking generation aspect into consideration, both Millennials and Generation 
Z prefer to engage with brands in physical stores, however, a higher 
percentage of Generation Z prefer to engage with brands on social media 
compared to Millennials. A key element in attracting Generation Zers is to 
understand their sincere desire to participate and to contribute. For instance, 
44 percent of respondents said that, if they are given the opportunity, they 
would like to submit ideas for product design. Forty-three percent said they 
would like to participate in a product review (IBM Institute for Business Value, 
2017). While Millennials feel a bit more lazy to contribute and do not see 
much value in engaging online.  

As for the size of influencers’ audience, there is some evidence that 
Generation Z is leaning towards subscribing to the smaller channels, to 
influencers with lower number of followers (below 100.000). The reason for 
that is the opportunity to communicate directly with the author of the blog. 
Usually, influencers with lower number of subscribers are willing to chat, reply 
to the comments and even establish some sort of relationship. Millennials, on 
the other hand, do not put additional value in the size of the audience. They 
tend to like influencers with no regards to audience size and the interaction is 
less important for them.  

2.9. Consumer brand loyalty  

Managing customer loyalty is one of the main objectives for a brand that can 
bring clear benefits. For example, it is less expensive to retain an existing 
customer rather than to attract a new one. Loyal customers are more likely to 
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give positive feedback about the product and spread WOM for free among 
their peers. Nevertheless, the biggest advantage is that it secures the 
relationship between the customer and brand. 

On digital platforms, the term e-loyalty is used that is defined as a customer’s 
favorable commitment towards an online  retailer that results in frequent  
purchase of their product (Ponirin, Scott, & von der Heidt , 2015). It is further 
argued that satisfaction is positively related  to high commitment. A customer 
with higher levels of satisfaction and with a repeated positive reinforcement 
will be highly committed to a brand. 

However, brand marketing for the two group of consumers (Millennials and 
Generation Z) is quite challenging because young people much less 
concerned about brand loyalty and prefer to follow modern trends and fashion 
without concentrating on a particular brand (Budac & Baltador, 2014). 
Millennials and Generation Z are not brand loyal, but product loyal, since the 
access to all kinds of information allows consumers to compare and to define 
the preferences among numerous alternative variants. This fact poses 
additional difficulties to brands, while at the same time consumer profiles and 
modern trends in beverage industry give chance for businesses to harness 
the potential of changing preferences and increase sales and profits.  
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3. Methods 

3.1. Hypotheses Formulation 

Constructing hypotheses for this research it is important to keep in mind that 
the major part of the theoretical literature review devoted to influencers’ 
marketing is based on the experience of western countries. According to 
Russian Search Marketing  (Yorgan, 2019) around 49% of the Russian 
population, or approximately 70 million people, are active on social media 
sites. Russian social media users are very avid and engaged. Influencer 
marketing is gaining momentum: from 2016 to 2018, the number of paid 
influencer advertising posts more than doubled (from 9.7 million to 21.7 
million), and in 2019 their number surpassed 32 million (Loginova, 2019). 

Yet there is a serious research gap regarding the influencer’s marketing in 
Russia, and it continues widening. Nowadays very little is known about 
generational preferences and how Instagram influencers affect the purchasing 
behavior of their followers.  

Summing up, there is a reasonable possibility that the approaches resonating 
with Russian consumers, are likely to slightly differ to those that are adopted 
in other countries. 

HYPOTHESIS 1: 

H1: Generation Z prefers receiving information through video content, rather 
than through photo posts, while Millennials give preference to pictures.  

HYPOTHESIS 2: 

H2: Generation Z engage more (subscribe, leave likes and comments) with 
Instagram influencers than Millennials. 

HYPOTHESIS 3:  

H3: Generation Z prefers product recommendations from micro bloggers, 
while Millennials tend to rely on macro bloggers’ recommendations.  

HYPOTHESIS 4: 

H4: Millennials make the purchasing decision and actually buy new items of 
clothing based on the recommendation of Instagram influencers more than 
Generation Z.  

HYPOTHESIS 5: 

H5: Influencers values orientations (such as sustainability, equality) play more 
important role for Generation Z rather than for Millennials.  

HYPOTHESIS 6: 
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H6: Both Millennials and Generation Z dislike sponsored ads.  

Therefore, in order to provide data for these hypotheses the questionnaire will 
focus on several key components of influencer marketing: frequency of 
communication, trust, authenticity. More elements are also to be examined 
such as type of audiovisual content and influencers’ value orientations.  

3.2. Research Approach 

To answer a research question two different types of approaches can be 
used: an inductive or a deductive. Usually an inductive study is made when 
the researcher does not have any prior expectations before starting data 
collection process. The research questions are at the center of the 
researcher’s attention to narrow the scope of the study. An inductive 
approach aim is to congregate relevant information and collect and analyze 
data to present a generalizable theory. In contrast, a deductive approach 
generally begins with hypotheses formulation, and is largely based on 
researcher’ expectations supported by а existing theories. 

For this particular research a deductive approach was chosen, starting with 
the exploration of theoretical background and then testing its direct 
implications with data. 

A deductive approach is more suitable for this type of research because the 
purpose of this paper is to enrich and further develop existing theories by 
hypothesizing the cause and effects in a new context and environment. For 
example, the purpose of this thesis is to investigate the effect of influencers 
marketing on social media platform Instagram on two generational cohorts: 
Millennials and Generation Z in Russia in a domain of fashion industry.  

To achieve that goal, the dependent and independent variables are selected. 
The dependent variables: the attitudes of Millennials and Generation Z in 
Russia towards Instagram influencers. The independent variables in this 
experiment relevant for this research are the Instagram influencers because 
this study aims to measure the effect of influencers marketing on attitudes of 
Millennials in Generation Z in Russia. The dependent variables have to be 
measured and tested in this experiment.  

3.3. Research Design 

The research design is a framework of research methods that define a logical 
plan that is being proposed for data collection and its analysis (Rahi, 2017). 
For the purpose of this thesis cross-sectional research design is chosen. This 
type of design measures the existing differences between selected groups of 
people and is focused on identifying the correlation between variables at a 
particular moment in time.  

The participants of this study are picked based on the exclusion and inclusion 
criteria for study’s participants. Given the nature of this work specific case, the 
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suggested research design is ideal for the comparison of two generational 
cohorts: Millennials and Generation Z.  

Since cross sectional design is observational in its nature, it provides a 
significant amount of information about the prevalence of outcome but do not 
deduce causality because temporality is not known.  

Thus, this design is relevant to this study because this research is descriptive 
and the data examined in this study is gathered at one given point in time 
from two different generational groups. 

3.4. Quantitative Study 

This stage of the study defines the tools that will be used for the further data 
collection. Quantitative research starts with obtaining the data based on 
formulated hypotheses and theory from already existing and potential 
customers. To obtain the accurate information about the target audience 
researchers use sampling methods: by sending out online or paper surveys, 
conducting the public opinion polls and drafting questionnaires, they analyze 
the outcome of the survey that can be recorded in the numerical form. The 
careful examination of the results will help to select statistics to describe the 
data and discuss the subsequent interpretations of the findings. 

However, a quantitative method has its distinct advantages and 
disadvantages. On one hand, a broader study can be undertaken using larger 
samples with the more accurate results than in qualitative research, which 
collects mostly non-numerical data. On the other hand, there are some 
limitations since a quantitative approach make snapshots of a phenomenon: 
not in-depth, close-ended information (Rahman, 2017).  

3.5. Data Collection 

Normally, there are two main types of data that can be collected: primary data 
and secondary data. Primary data is created by a researcher, and is more 
factual and original, while secondary data has already been gathered and 
analyzed by someone else earlier. Although, secondary data is readily 
available, it probably is collected for other goals than what researcher tries to 
accomplish.  

For the purpose of this research and in order to formulate the hypotheses a 
comprehensive literature review was conducted and presented. Little 
information had been provided on the effect the influencers marketing through 
Instagram has on Generation Z and Millennials in Russia. No notion of 
influencer marketing is relatively new for the Russian market and there is a 
wide gap in available literature and market reports on this topic.  

Therefore, in order to ensure the accuracy and the reliability of information 
primary data was first-hand collected from the target population for this 
research paper.  
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To obtain the empirical data a survey instrument is used as a mean that helps 
monitor how different advertising tools and campaigns have an impact on 
consumer behavior of two generational cohorts. The questionnaire is 
designed to collect quantitative data to identify how Instagram influencers can 
attract more followers and how consumer purchasing behavior and attitude 
change towards fashion brands after engaging with those influencers. 

3.6. Survey Construction 

Generally, questionnaire is a quick and efficient way of collecting information 
from a large sample of people. Designing the survey project, the major steps 
have been followed in order to achieve the established goals the study.  

Before using the ready questionnaire, the questions are pretested and piloted 
on a small number of people from the target groups. A pilot survey is an 
important tool to improve the efficiency of the survey and to ensure that all 
questions are well-formulated and the layout of the questionnaire is easy to 
follow. Once the list of questions is approved, the survey can be undertaken 
and the data can be collected and analyzed. 

In accordance with the various guidelines the questions are kept brief, clear 
and consistent. Since it is established that the majority of respondents are 
likely to skip open-ended questions, most of the survey is built around closed-
ended and multiple choice questions. The options include quite complex lists 
of alternatives from which respondents can choose. By doing that 
respondents provides information that can be analyzed quantitatively to detect 
patterns and trends. 

Since the questionnaire can be presented in an electronic form, all necessary 
data can be gathered in a short period of time because the presence of the 
researcher is not needed for respondents to answer the questions. Taking 
into account the current COVID-19 pandemic, the advantages of modern 
technologies cannot be underestimated. 

The initial plan was to create the questionnaire through the Google Forms 
software and then to distribute it online in order to make the process faster 
and safer. However, the main challenge was to find the respondents that fit 
the profile (age, Instagram user). The current survey was distributed 
predominately through Russian social networks as Vkontakte and 
Odnoklassniki, but the number of respondents was lower than expected. That 
necessitated to employ the traditional survey distribution method using paper 
survey. The students of the Financial University located in a city Tula in 
western Russia agreed to participate in the research and helped with 
answering the questionnaire.  

This questionnaire consists of various questions that are carefully designed to 
measure respondents’ perception of Instagram influencers, the level of trust 
and how it affects the purchase decision, with the final goal to check the 
validity of the stated hypotheses. 
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The questionnaire is divided into several sections. In the beginning, the 
information concerning the demographic characteristics of the participants 
was examined. Following by the questions in the domain of Instagram 
consumer behavior: how often do you use Instagram? How many influencers 
do you follow? After that the perception of micro and macro influencers by 
different generations is determined by measuring the level of trust they 
develop towards them. Then, it was established how the attitude of the two 
generations vary toward different means of content presentation: video or 
photo format. The next question regarding the perception of respondents of 
the influencers’ value orientation regarding trending topics in fashion industry 
such as: sustainability, sourcing of raw materials, equality for workers. The 
last section poses a question concerning purchase decision-making: did you 
ever buy a fashion item after it was advertised by the influencer you follow on 
Instagram?  

The questions that are used in this questionnaire were developed based on 
the literature about influencers marketing in the context of countries all over 
the world. 

3.7. Sampling 

This research tries to contribute to other empirical studies and bring back 
together already existing theories. In order to reach valid conclusions from the 
survey analysis, it is crucial to accurately decide how to select a sample that 
is representative of the group as a whole. Furthermore, a sampling error may 
occur if the survey fails to include the representatives of a heterogeneous 
population in proper proportion. The number of respondents participating in 
the survey should be large enough to assure that the measures of precision 
are clinically significant. The data in this research has been segmented based 
on the respondents’ generation (Millennials and Generation Z) and gender.  

When it comes to gender it is important to note that many studies (Lokithasan, 
Simon, Zahrawaani Binti Jasmin, & Ajeerah Binti Othman, 2019) have 
established that while women prefer following beauty and fashion influencers 
(59% and 49%  respectively), for men fashion does not even enter top five 
following influencers, with gaming and fitness being the most preferred topics 
(62% and 41% respectively). 

Therefore, in order to minimize bias or large variance in study results the main 
challenge was to ensure that there is a sufficient number of respondents with 
certain characteristics in the sample. The portion of the sample used in this 
study includes fifty female (aged 25 to 40) Millennials and fifty female (aged 
16 – 22) Generation Z representatives.  

3.8. Criticism and ethical considerations 

The consideration of ethics in any study is a matter of growing importance. 
Even though most of interviews, surveys and polls are well-intended, there is 
a risk that an interaction with respondents may unintentionally harm them in 
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an unexpected way. Especially people are sensitive when they have to 
disclose their financial status, reveal a political preferences or sexual 
orientation.  

It is a responsibility of the researcher to identify a potentially problematic 
areas and to modify some questions or to provide all the participants with a 
consent form.  

The ethical aspects of this survey are also taking into consideration: privacy, 
anonymity and confidentiality as well as the right to drop out of the survey at 
any time a respondent feels uncomfortable. The survey includes consent form 
providing all the participants with an additional level of safety and legal 
protection.  

Since the survey was undertaken in Russia, the questionnaire and the 
consent form were translated into the native language of the participants. It 
was not noticed that the formulated questions brought any discomfort to the 
participants. That is explained by the nature of the research that does not 
imply to inquire impertinently into a private life of its participants.  

3.9. Data analysis 

To describe the basic features of the gathered data in a study the descriptive 
statistics is used. By providing simple summaries about the sample and the 
measures, combining with simple graphics analysis, we form the basis of 
quantitative analysis of data. Descriptive statistics are mainly used to present 
quantitative descriptions in a manageable form. All descriptive statistic 
reduces big amount of data into a simpler summary. 

The descriptive statistics will give an overview of the characteristics of 100 
female respondents that filled out the survey and it will enable the readers to 
understand their behavior towards social media and fashion brands based on 
their age. The survey was divided into different categories that had questions 
regarding specific variables.  

In the beginning, the general questions were asked in order to get a better 
inside into the behavior traits of two generations. The information about the 
use of other than Instagram social networks present an interest to the 
research, because it makes it possible to understand what type of content 
they prefer (video or text), what type of social media (foreign or domestic).  
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Figure 1: Preferred social media networks 

The results showed that both cohorts prefer domestic network VKontakte, but 
there is a significant difference in the use of Youtube. While 78% of 
Generations Z like spending time watching videos, 58% of Millennials like the 
Youtube channel. 

Regarding the time spend online surfing Instagram, both generations on the 
average spend two hours daily. The difference in percentage is not very 
noteworthy.  

 
Figure 2: Time spend on Instagram 

H1: Generation Z prefers receiving information through video content, rather 
than through photo posts, while Millennials give preference to pictures.  

After that the question was posed to reveal what type of content Millennials 
and Generation Z prefer: videos, text or pictures. It turned out that the majority 
(86%) of Millennials enjoy watching pictures or photos, as well as scrolling 
through stories feed (66%). The video and IGTV content did not get much 
viewers. Unlike Generation Z with 78% of them watching stories and 60% -
video content. The hypothesis is accepted.  
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Figure 3: Type of content 

H2: Generation Z engage more with Instagram influencers than Millennials. 

Regarding the effect the influencers have on the generations, first of all it is 
important to define on how many influencers Generation Z and Millennials are 
subscribed. 36% of Millennials follow between 5 and 10 influencers, but at the 
same time 36% follow more than 20 bloggers. At the same time, 35% 
Generation Z follow between 5 and 10 influencers, and 26% subscribed to 
less than 5. Contrary the data that was available about western generations, 
in Russia Generation Z are not yet actively follow influencers.  

 
Figure 4: The number of followed Influencers 

In addition, engagement rate implies that people actively like posts, share it 
with the friends, use promotional codes. As we can see from the graph below 
neither Millennials, nor Generation Z massively use a discount code for a 
future purchase. 
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Figure 5: Engagement with influencers 

 

Therefore, the hypothesis is refuted.  

As for the trust component, the list of questions in the survey explore this 
topic thoroughly. The results shows most representatives of Generation Z 
trust the influencers (64%), while 80% of Millennials find the information they 
receive from influencers is trustworthy.  

 
Figure 6: Influencers’ trust 

Regarding the promotional coupon, if any generational cohort uses the 
coupon codes the influencers advertise, the engagement rate is quite low. 
Most Millennials and Generation Z do not use the promotion (with negative 
reply 68% and 58% respectively). 

However, the engagement rate was much higher when influencers advertise a 
brand with an included link to the brand’s account. Many people click on the 
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link and when subscribe to the brand’s channel. 68% of Generation Z and 
55% of Millennials directly engage with the advertised brand.  

 
Figure 7: Following brand on social media 

 
H3: Generation Z prefers product recommendations from micro bloggers, 
while Millennials tend to rely on macro bloggers’ recommendations.  

Contrary to theoretical study, the results of the survey did not reveal any 
notable difference in points of view of two generational cohorts. 52% of 
Millennials prefer macro influencers, while 48  -  micro influencers. At the 
same time, Generation Z prefers micro influencers 54%, and 46% give 
preference to macro influencers. There is no significant difference in 
percentage, therefore the hypothesis is refuted. 

 
Figure 8: Attitude to micro and macro influencers 

For the majority of Millennials and Generation Z content is the most important 
thing. They do not pay much attention to the number of followers, instead they 
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are willing to consume equally entertaining and educational quality type of 
content. 

H4: Millennials make the purchasing decision and actually buy new items of 
clothing based on the recommendation of Instagram influencers more than 
Generation Z.  

Most Millennials (80%) bought clothing (at least once) after getting a 
recommendation from influencers. While 60% of Generation Z purchase an 
item after seeing it in the post. The hypothesis is accepted.  

 
Figure 9: Purchasing behavior 

Hypothesis 5: 

H5: Influencers’ values orientations (such as sustainability, equality) play 
more important role for Generation Z rather than for Millennials . 

 
Figure 10: Influencers' value orientation 
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As we can see from the chart, environmental protection along with animal 
rights are the most appreciated values. Although, Generation Z is a bit more 
tolerant and cares more about anti-racism, feminism, inclusiveness, there is 
no significant difference between their views on environment and animal 
rights. Therefore, since it is an inconclusive result, the hypothesis is refuted.  

Hypothesis 6: 

H6: Both Millennials and Generation Z dislike sponsored ads.  

 
Figure 11: Attitude to sponsored ads 

The figure shows that the absolute majority of Millennials and Generation 
dislike sponsored ads to the extent that they are ready to unfollow an 
influencer who post too much paid content. Hypothesis is accepted.  
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4. Findings 

These results can be used to respond to the research question, in view of 
which the paper was composed. The research question “How influencers 
marketing affects the consumer behavior towards fashion products of 
Generation Z and Millennials?” has thus been answered to some extent.  
 
The topics discussed in the literature review helped the readers to understand 
that relationship between consumer behavior, influencers and brand 
management. The motive behind this paper was to mainly identify whether 
there is a difference in the impact of influencer marketing on two age groups: 
Generation Z and Millennial in Russia towards their favorite cosmetic brand.  
 
The literature provided was used to develop a framework model that was 
followed throughout the paper. Followed by, the results derived from 
inferential statistics will be used to conclude whether the framework can be 
held true or not. The reasonable conceptual model produced for the thesis 
was utilized to make a relationship among the consumers, influencers and 
fashion brands and this model would be utilized to respond to the research 
question.  
 
As shown in the thesis, the use of influencer marketing does have an impact 
on the brand awareness of Generation Z and Millennial by creating several 
variables through which the consumers create a relationship with the brand. It 
is mostly young females who follow these influencers; hence the age factor 
comes into the role, which are seeking recommendations and validation on 
social media platforms. These users create a personal relationship with the 
influencers as they represent a part of the user’s characteristic or would have 
a similar personality trait.  
 
Other reasons for following influencers will also include the factor that these 
influencers promote certain brands that are liked by the user. Hence, this 
relationship enables the influencer to create more awareness among their 
followers about certain fashion brands and the users on social media 
platforms tend to buy products from these brands because a person with 
more authority recommends it. If the brand is viewed positively, the 
consumers will tend to engage more with the brand on social media platforms. 
They will like or comment on their posts, share their posts with their friends, 
and even recommend their products to other people. Eventually, the rate of 
engagement with the brand increases, which further can develop into brand 
loyalty.  
 
An increase in brand loyalty is one of the main objectives of any brand and 
using the method of influencer marketing is enabling the fashion brands to 
reach more users through social media. These consumers may not follow 
traditional channels for updates and news, and they require a more interactive 
experience when purchasing a product. Therefore, the use of influencer 
marketing can have an impact on increasing brand loyalty among young 
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generations. This overall model representing the relationship between the 
consumers, influencers, and fashion brands gives a detailed layout of how 
influencer marketing has an impact on consumer behavior, especially on 
Generation Z and Millennials. 

Answering the sub-questions of the research paper: 
1. Is there a significant difference between respondents in Russia and 

respondents from other countries? 

Comparing the results of the survey with the theoretical background and 
empirical data gathered for this research, certain differences were found 
between Russians respondents and respondents from all over the world. 
What is interesting, that Millennials behavior mostly corresponds with their 
peers from western world, while the behavior of Generation Z differs in many 
domains. Even when it comes to time spending online on Instagram, in 
Russia Generation Z spend much less time than in other countries. In most 
countries Generation Z prefers deeper connection with the influencers, that is 
why they prefer smaller size of the followers that will ensure tighter 
communication with the blogger. The survey did not show such dependence 
in Russia. Both generational cohorts follow influencers based on the content 
they offer and not the crowd size.  

 
2. In which areas there is a difference between Millennials and 

Generations Z in their perception of influencer marketing advertising? 

In general, the level of trust varies between these two cohorts. For example, 
when influencer recommend a product, most Millennials get interested, they 
click on the links, and sometimes make an actual purchase, As for Generation 
Z, this type of behavior is more rare. They can easily recognize once they 
encounter the paid content, while many Millennials struggle to identify if the 
post is sponsored or not.  

 
 

3. In which areas there are similarity between these two cohorts in the 
perception of influencer marketing advertising? 

Contrary to theoretical materials, both generational cohorts nowadays are 
heavily invested in the problem of sustainability, inequality and climate 
change. According to the literature analyzed for this study, it is mostly 
Generation Z who are actively surfing the Internet, are very concerned about 
the modern challenges and problems of the world. Nevertheless, the current 
geopolitical, epidemiological, ecological situation in the world make people 
across generations think more about the future.  

 
4. Can a marketing campaign be executed that appeals to both 

generations or there is a need for personal approach to each cohort?  
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Altogether, these two generations have their own specific traits, but also do 
not have very striking differences. They both grew up using the Internet on a 
daily basis. What is important to understand is that content is the king in an 
increasingly competitive online environment. With the significant different level 
of trust of these cohorts it is important to appeal to the individual values of 
each generations more than to rely on luck. In-depth analysis of motivational 
factors will help to get a better insight into consumer behavior, determine the 
core values and drivers behind buying preferences, and equip companies with 
instruments for targeting precisely the chosen groups of consumers without 
relying on mass consumption. 
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5. Conclusions, Limitations, and Recommendations 

The research has the goal to extend the implications of the findings beyond 
the group of the respondents who participated in the study. Furthermore, the 
results of the research have the implications for policy and strategy 
development. The main purpose of the present research was to indicate 
factors that brands should consider in order to successfully engage with both 
generational cohorts: Millennials and Generation Z through the Instagram 
influencers. By identifying fundamental aspects of their consumer behavior, 
we envision the comprehensive guidelines for development of the strategy 
that companies should pursue when communicating with Millennials and 
Generation Z in order to successfully position and advertise brands. 

In the past consumers made decision based on rational thinking, generation X 
and Baby Boomers were guided by rationalism and utilitarianism. However, 
nowadays consumer engagement took another form, with both Millennials 
and Generation Z getting involved more on emotional rather than cognitive 
level. 

The penetrating nature of new technology signifies that both Millennials and 
Generation Z consumers are more likely to make a purchasing decision 
based on Internet referrals and feedbacks from their friends, peers and 
influencers rather than believe in traditional television, newspaper advertising 
or celebrities promises. Influencers are willingly engaging with brands, starting 
discussions and praise or criticize the product. Their ability to find both 
negative and positive aspects build their image of trustful, unbiased and 
honest people and attract devoted followers.  

Brands should leverage the power of word of mouth and contact the main 
influencers for Millennials and Generation Z audience in order to promote 
their fashion brand. The choice of a person has to be made not solely upon 
the popularity, but also upon the shared values with the brand making the 
person for suitable for the marketing campaign.  

The study shows that there is certain differences between Millennials and 
Generation Z from all over the world and Russia. Even though, globalization 
has a prominent role in development of individuals within the two generations, 
because of its effect and intensifying interconnectedness which has enabled 
most individuals in developed and BRICS countries to share the same 
behavioral characteristics. The cultural differences and political and economic 
realities vary from country to country.   

The  findings of this study can be used as an insightful outlook into the  
behavior of Generation Z and Millennials  on a digital platform Instagram. The 
information provided in this  thesis  can be used  to understand consumer 
behavior on a digital  platform. This research can be used as a guide for  
businesses and influencers on what attracts consumers about influencer 
advertising, how they choose certain products and bloggers, what motivates  
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them to communicate with them and how brands can collaborate with 
influencers.  

Fashion brands should also stay up-to-date with marketing campaigns and 
strategies in order to keep the consumers interested and to create even more 
creative content.  

As the current generation of consumers have an easy access to information 
online and they are able to identify the genuineness of information they  
are receiving, brands should focus on being more authentic. Hence, 
companies should bring in line their message with the values of both 
generations. Both generation nowadays feel even more strongly about ethical 
and environmental issues than before the pandemic. It’s important that brands 
consider these issues when creating content. Both Millennials and Generation 
Z demand that brands represent their values. Influencer marketing campaigns 
that put values into action are more likely to resonate with these cohorts. 

It is important to note that Generation Z particularly rates ethical principles 
higher than quality of service as a reason to be brand loyal. 

Another recommendation is to focus more on visual content – to introduce 
more videos that highlights the positive sides of the brand. The video does not 
have to be glossy, simplicity in how the videos support content or clearly 
transmit a message will appeal to both Generation Z and Millennials. 

Lastly, the results of this study further show that both Millennials and 
Generations Z prefer native advertisement over banner or display advertising. 
If there is too much sponsored content, people easily unsubscribe from the 
intrusive content. 

It is important to evaluate the weaknesses and the strengths of the study, to  
identify the challenges that were presented in the study and describe 
limitations that prevented from getting the accurate results. 

The collected sample was relatively small, only 100 representatives of 
Millennials and Generation Z participated in the survey. There were difficulties 
in reaching a wider audience through social media, since many respondents 
did not answer due to their busy schedule or lack of desire to participate in the 
research. However, on the other hand the samples for this study did not have 
a vast ratio between the age group. Out of 100 respondents, 50 people were 
between 15 and 25 years old (Generation Z) and 50 were people between 26 
and 40 years old. That means the overall study was not distorted and did not 
give the priority to any generations, while every sample was equal to compare 
with the other group. 

Nationality was also considered as a factor of the analysis. The socio-political, 
cultural and economic realities shape the common system of values of the 
people, and these values play a significant role in their lives. The usage of 
social media platforms differs all over the world and depends on the 
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geographical location. It was beneficial to keep the nationality in mind and 
discover if there is a pattern of change due to the difference in nationalities 
and regulations of specific countries.  

Moreover, the questions regarding the influencers were focused on 
influencers as a whole. The respondents probably have their specific kinds of 
influencers who they follow such as beauty bloggers, celebrities, some other 
types of influencers, etc. and this factor should be taken into account to 
understand the primary reasons why people for following these influencers.  

This may initiate а more detailed study in the future in the field of influencers  
types which in turn will help to develop new theories on how to use influencer 
marketing most efficiently. In addition, in further research it would be useful to 
analyze the opinion of influencers and to create another sample group for 
research design that would consist of influencers and bloggers. In this 
particular research the focus was on the most popular social media platform 
for advertising fashion products – Instagram. This choice narrowed down the 
scope of the study and led to the exploration of the entire topic of influencer 
marketing only on Instagram. If a bigger sample is collected for further 
research, it can be determined that some consumers may behave differently 
on other social media platforms, where they might feel more connected with 
the influencers and consequently with a brand.  
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Appendices 

 Appendix - Consent form 

CONSENT TO PARTICIPATE IN RESEARCH 

I agree to participate in the research project entitled (title of the research 

project) undertaken by the researcher(s) named below (name of the 

researcher)  

 By signing below, I acknowledge that:  

● I have agreed to participate in this study.  

● I have been informed of and understand the purpose of this study.  

● I understand that I can withdraw from the study at any time without 

prejudice.  

● I understand how the data collected will be used, and that any 

confidential information will be seen only by the researchers and 

will not be revealed to anyone else.  

● Details relating to anonymity and confidentiality have been 

explained and I understand these.  

● I have had the opportunity to ask any questions.  

● With full knowledge of all foregoing, I agree, of my own free will, to 

participate in this study.  

 

 

Signature: ______________________________   Date: 

____________________  
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THE IMPACT OF INSTAGRAM INFLUENCERS ON FEMALE CONSUMERS IN 

RUSSIAN FEDERATION - SURVEY 

 

 

 
1. Which of the following social media networks do you actively use? Please, 

select all that apply. 
 Instagram 
 YouTube 
 Facebook 
 VKontakte 
 Odnoklassniki 
 TikTok 
 Snapchat 
 Other 

 
2. How much time do you usually spend on Instagram per day? 

 Less than an hour 
 1-2 hours 
 2-3 hours 
 More than 3 hours 

 
3. What type of Instagram content do you like? Please, select all that apply. 

 Images 
 Videos 
 Stories 
 IGTV 
 Live streams 

 
4. How many influencers do you follow on Instagram? 

 Less than 5 
 5-10 
 11-20 
 More than 20 

 
5. Do you trust the opinion of the influencers you follow? 

 Yes 
 No  
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6. Which of the below types of influencers are you most likely to trust and 
take advise from? 
 Micro-influencers (between 10,000 and 100,000 followers) 
 Macro-influencers (between 100,000 and 1 million followers) 

7. Have you ever bought a product that was recommended or mentioned by 
an influencer? 
 Yes 
 No 

 
8. Have you ever used a discount code shared by an influencer to purchase 

a product? 
 Yes 
 No 

 
9. Have you ever followed a brand on social media directly after seeing it in 

an influencer's post? 
 Yes 
 No 

 
10. Would you unfollow an influencer if they publish too many endorsements 

or advertised posts? 
 Yes 
 No 

 
11. How much do you agree with the below statements? 

 

 Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
Disagree 

The quality and type of content on an 
influencer’s page is more important to me 
than the number of followers they have. 

     

When I see an influencer wearing or using a 
specific item of my interest, it makes me long 
for that product. 

     

I discover new trends by following 
influencers on social media. 

     

I would pay more for a product endorsed by 
my favorite influencer. 

     
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12. Select the amount you agree or disagree with each of the following 
statements: 

 

 Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
Disagree 

I can tell if content on an influencer’s page is 
paid for or authentic. 

     

I am less likely to trust a product review or 
recommendation by an influencer if it is 
sponsored. 

     

I trust reviews from my friends more than 
reviews from social media influencers. 

     

I actively seek out multiple online reviews 
before making purchase decisions. 

     

 
13. Which of the values below matter to you? Please, select all that apply. 

 Animal rights 
 Environmental protection 
 Sustainability 
 Anti-racism 
 Feminism 
 Inclusiveness 
 Other 

 
14. How old are you? 
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Extra results from the survey: 

 
Figure 12: Desire to purchase 

 

 
Figure 13: The reason for following influencer 

 

 
Figure 14: The authority of influencers 
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Figure 15: Purchase research 

 

 

 
Figure 16: Friends reviews vs. influencers 


