
 

 
 
 
 
 
 
 

 
 
 
 
 
 
  
 
 
 
 

 
 
 
 
 

 

“In collaboration with...”: 

The presentation of sponsored posts 
in lifestyle blogs and consumers’ 

interpretation 
 

    The Case of Michaela Forni 

  

BACHELOR THESIS WITHIN: Business Administration 
NUMBER OF CREDITS:  15 ECTS	  
PROGRAMME OF STUDY:  Marketing Management 	  
AUTHORS: Amanda Mattisson  
                        Sanna Nevala  
                        Caroline Wilkens                  
TUTOR: Songming Feng	  
JÖNKÖPING	  May 2017 
 
 



 

 i 

Bachelor Thesis in Business Administration 

Title: The presentation of sponsored posts in lifestyle blogs and consumers’            

 interpretation: The Case of Michaela Forni 

Authors: Amanda Mattisson 

 Sanna Nevala  

 Caroline Wilkens  

Tutor: Songming Feng 

Date: 2017-05-22 

Subject Terms: Blog marketing, storytelling, sponsored content, influencer marketing 

  

Abstract 
Background: Due to the rapid growth of social media usage, marketing has significantly 
moved from traditional ways towards digital marketing. In today’s society, people are 
exposed to an overload of information through various media channels. Due to the 
overexposing of marketing, traditional marketing has become less effective since the 
majority of the information through traditional media channels pass people by. 
Considering this, companies are seeking new ways to market their brand and products. A 
new attractive marketing tool is blogs and with the help of bloggers as influencers, 
companies see the potential of effectively reaching out to their desired target group.  
 
Purpose: The purpose of the thesis is to examine how advertising of brands, products and 
services are presented in the blog of Michaela Forni as well as the readers’ interpretation 
of the sponsored content.  
 
Method: This thesis adopted an abductive philosophy, with an interpretive, qualitative 
methodological approach. The main techniques include content analysis, narrative 
analysis and semi-structured interviews.  
 
Conclusion: A major finding and conclusion obtained from this study is the importance 
of what product or service that is promoted in the sponsored blog posts. This factor plays 
a crucial role whether the readers are susceptible to the sponsored message or not. Thus, 
sponsored posts are more appreciated than native advertising and ad-banners appearing 
on the blog as the latter two forms feature content not written by the blogger herself. 
Michaela Forni is using several presentations styles of her sponsored posts which leads 
to a bigger interest of the readers due to the variety. One of the most significant conclusion 
from this study is that branded storytelling is the most effective presentational style of 
sponsored content. The loyal relationship between the blogger and reader results in less 
ad skepticism and the reader having a positive association towards the sponsored content 
on the blog. The authors also identified correlations between the presentation styles of the 
sponsored content and readers’ interpretations.  
 
 



 

 ii 

Acknowledgements   

The authors of this thesis would like to express their sincerest gratification for the support 
we have received during the development of this thesis. 
 
Firstly, we would like to thank our tutor, Songming Feng, PhD at Jönköping University, 
for the guidance and support he provided us with.  
 
Secondly, we want to express our thankfulness towards Anders Melander, PhD at 
Jönköping University, for the useful instructions and information provided during the 
Bachelor Thesis course.  
 
Lastly, we would like to thank the informants who agreed to participate in our interviews 
and helped us reach the conclusions we did.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Jönköping May 22nd, 2017 
 
 

 
 



 

 iii 

Table of Contents 
1.  Introduction  .......................................................................  1	  
1.1  Background  ......................................................................................  1	  
1.2  Problem  ............................................................................................  3	  
1.2.1  Problem  Discussion  .......................................................................  3	  
1.2.2  Problem  Statement  ........................................................................  4	  
1.3  Purpose  ............................................................................................  5	  
1.4  Research  Questions  .........................................................................  5	  
1.5  Delimitations  .....................................................................................  6	  
1.6  Legal  Issues  of  Sponsored  Posts  on  Blogs  ......................................  6	  

2.  Theoretical  Frame  of  References  ....................................  8	  
2.1  The  Presentation  of  Commercial  Messages  ....................................  8	  
2.1.1  How  Sponsored  Brands  Appear  in  Blog  Posts  ..............................  9	  
2.1.1.1  Native  Advertisement  ........................................................................................  9	  
2.1.1.2-Storytelling  ......................................................................................................  10	  
2.2  How  Consumers  Make  Sense  of  Commercial  Messages  ..............  11	  
Figure  1:  Heider’s  Balance  Theory  .......................................................  12	  
2.2.1  Uses  and  Gratifications  Theory  ...................................................  13	  
2.2.2  Consumers’  Interpretive  Strategies  .............................................  14	  
Figure  2:  Imperative  strategies  used  to  create  consumer-media  
relationships  .........................................................................................  15	  
2.2.3  Ad  Skepticism  ..............................................................................  15	  

3.  Methodology  ...................................................................  17	  
3.1  Research  Philosophy  .....................................................................  17	  
3.2  Research  Purpose  ..........................................................................  18	  
3.3  Research  Approach  ........................................................................  18	  
3.4  Research  Method  ...........................................................................  19	  
3.5  Research  Strategy  ..........................................................................  20	  
3.6  Sample  Selection  ...........................................................................  21	  
3.7  Data  Collection  ...............................................................................  21	  
3.7.1.1  Content  Analysis  .............................................................................................  22	  
3.7.1.2  Narrative  Analysis  ...........................................................................................  22	  
3.7.1.3  Interviews  ........................................................................................................  23	  
3.7.1.3.1  Interview  Outline  ...........................................................................................  24	  
Table  1:  The  Interview  Informants  ........................................................  25	  
3.9  Analysis  of  Data  .............................................................................  26	  
3.10  Credibility  of  Research  .................................................................  27	  
3.11  Summary  of  Methods  ...................................................................  29	  
Figure  3:  Summary  of  Methods.  ...........................................................  30	  

4.  Empirical  Data  ................................................................  31	  
4.1  Findings  from  Content  Analysis  ......................................................  31	  
Figure  4:  Number  of  posts  on  Michaela  Forni’s  blog  ............................  31	  
Figure  5:  Percentage  of  sponsored  posts  on  Michaela  Forni’s  blog  ....  32	  
4.1.1  Comments  ...................................................................................  33	  
4.1.2  Collaborations  between  the  Blogger  and  Brands  ........................  34	  
Table  3:  Michaela  Forni’s  collaborations  January-March  2017  ............  35	  
4.2  Findings  from  Narrative  Analysis  ....................................................  35	  
Table  4:  Presentation  of  Sponsored  posts  ...........................................  37	  



 

 iv 

4.3  Interviews  .......................................................................................  39	  
4.3.2  Advertising  on  blogs  ....................................................................  40	  
4.3.3  Perception  of  sponsored  posts  on  Michaela  Forni’s  blog  ............  42	  
4.3.4  The  importance  of  Aesthetics  and  number  of  blog  posts  being  
Sponsored  ............................................................................................  43	  
4.3.5  Reactions  to  three  different  types  of  sponsored  posts  ................  44	  
4.3.5.1  Partly  Sponsored  Post  .....................................................................................  44	  
4.3.5.2  Sponsored  Post  ...............................................................................................  45	  
4.3.5.3  Native  Advertisement  ......................................................................................  46	  
4.3.6  Michaela  Forni  as  an  Influencer  ..................................................  46	  

5.  Analysis  ...........................................................................  49	  
5.1  Sponsored  Content  ........................................................................  49	  
5.2  Presentation  of  Sponsored  Content  ...............................................  50	  
5.3  Consumers’  Interpretation  of  Sponsored  Posts  ..............................  52	  
5.4  Relationship  between  the  Blogger  and  Readers  ............................  52	  
5.5  Ad  skepticism  .................................................................................  53	  
5.6  Diversity  among  Interpretations  ......................................................  54	  
5.7-Collaborations  ................................................................................  55	  
Figure  6:  Illustration  of  the  linkage  between  presentation  and  
interpretation  of  sponsored  posts  .........................................................  58	  

6.  Conclusion  and  Discussion  ..........................................  59	  
6.1  Conclusion  ......................................................................................  59	  
6.2  Discussion  ......................................................................................  60	  
6.3  Limitations  and  Further  Research  ..................................................  61	  

References  ..........................................................................  63	  
  
Appendix 
Appendix  1:  Partly  Sponsored  ..........................................  68	  
Appendix  2:  Sponsored  Post  ............................................  70	  
Appendix  3:  Native  Advertisement  ...................................  72	  
Appendix  4:  Interview  Outline  ...........................................  73	  
 
 
 
 
 
 
 
 
 
 
 
 



 

 v 

Figures 
Figure 1: Heider’s Balance Theory ............................................................... 12 

Figure 2: Imperative strategies used to create consumer-media 
relationships .................................................................................................... 15 

Figure 3: Summary of Methods. .................................................................... 30 
Figure 4: Number of posts on Michaela Forni’s blog .................................. 31 

Figure 5: Percentage of sponsored posts on Michaela Forni’s blog ........... 32 
Figure 6: Illustration of the linkage between presentation and 
interpretation of sponsored posts .................................................................. 58 

 
 
 
Tables 

Table 1: The Interview Informants ............................................................... 25 
Table 2: Results from the content analysis…………………………………32 

Table 3: Michaela Forni’s collaborations January-March 2017 ................ 35 
Table 4: Presentation of Sponsored posts ..................................................... 37 
 
 
 
 
 
  



 

 1 

1. Introduction 

In this section, the background of blog marketing is introduced. Key definitions as well 

as this thesis problem, research purpose and research questions are explained in order 

for the readers to understand the concepts explained later on. 

 

1.1 Background 
 

Due to the rapid growth of social media usage, marketing has significantly moved from 

traditional marketing towards digital marketing. Marketing efforts on social media are 

viewed to be more effective in engaging the receiver than traditional marketing where the 

audience usually is passive (Brune, & Wilson, 2016; Kilian, Hennigs, & Langner, 2012; 

Stephen, 2016). Today, people are exposed to an overload of information through mutiple 

media channels. Given the overexposing of marketing, Halvorsen, Hoffmann, Coste-

Manière, and Stankeviciute (2013) studied the effectiveness of traditional marketing and 

discussed how it can be less sufficient for companies to use traditional channels since the 

majority of the information the audience receive passes them by. Therefore, companies 

are seeking new ways to market their brands and one of them is to use social media and 

influencers (Brune, J. A., & Wilson, 2016). 

 

Nowadays, it is common to socially interact with people online instead of in real life. 

Social communities and online social networks gathers people from all around the world 

making it easier and more convenient for people to keep contact, gather information and 

compare different products before purchase. It is also easier to access other people’s 

opinions concerning a specific product or service (Stephen, 2016; Tiago & Veríssimo, 

2014). In online social communities, people receive a lot of information and are also given 

the opportunity to write comments and share their own content (Kilian, Hennigs, & 

Langner, 2012; Platon, 2011). One type of social media channel which is effective when 

communicating and sharing content online are blogs (Halvorsen et al., 2013; Uzunoglu 

& Misci Kip, 2014). Since the readers have the opportunity to like and comment the posts, 

a two way communication develops and leads to the readers’ feeling more engaged 

(Dearstyne, 2005).  
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Blogs have become an attractive marketing tool for brands since businesses have 

recognized the potential of reaching out to their target audience in a more personalized- 

and less costly way compared to traditional media (Halvorsen et al., 2013). The aim with 

blog marketing is to reach a company's target audience by using a blog as a marketing 

tool (Duermyer, 2016). By reading the blog and following the blogger’s life, the readers 

get to know the blogger on a personal level and might start regarding the blogger as an 

opinion leader. Because of the bloggers position, authority and knowledge, companies 

believe that the blogger can help to influence and affect the reader’s consumer behavior 

(Brune, J. A., & Wilson,, 2016; Halvorsen et al., 2013; Uzunoglu & Misci Kip, 2014).  

 

When marketing on blogs first occurred, it appeared as banners and advertisements. It 

was easy for the reader to distinguish them from the blogger’s own content. There was a 

clear line between the blogger’s own words and what was produced by an advertiser. 

However, the marketing on blogs has developed, and nowadays blog marketing can also 

be the scenario where a blogger produces and posts sponsored content about a product or 

brand. The blogger is getting paid for writing sponsored posts which means that blogging 

has become a business where bloggers are considered entrepreneurs. Consequently, it has 

become hard to distinguish the sponsored content from the non-sponsored  (Smith, 2012).   

 

With the help of bloggers as influencers, companies see the potential of effectively 

reaching out to their desired target group. By using influencers as a part of their marketing 

communication, companies aim to strengthen their relationship with customers (Brune, J. 

A., & Wilson, 2016; Platon, 2011; Uzunoglu & Misci Kip, 2014). Mcquarrie, Miller and 

Phillips (2013) as well as Uzunoglu and Misci Kip (2014) suggest that influencers can be 

considered online opinion leaders who are using a new way of word-of-mouth, namely 

electronic word-of-mouth (eWOM). Bloggers have the ability to affect their readers since 

they share common interests and people value opinions from peers who have already tried 

a product, brand or service (Halvorsen et al., 2013; Tiago & Veríssimo, 2014; Uzunoglu 

& Misci Kip, 2014). This is a major reason for brands and companies to use blogs as a 

marketing channel. 
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This thesis will conduct a case study on lifestyle blogger Michaela Forni who has run the 

successful blog Forni.se since 2004. Michaela Forni is a Swedish blogger born in 1989 

who blogs about her feelings, fashion/beauty, fitness and her everyday life. The blog’s 

target group includes women in the age group of 20-35 years old and the blog has over 

100 000 weekly readers. Michaela Forni is one of the most popular bloggers in Sweden. 

Forni is engaged in collaborations with different brands in her blog, as well as a great deal 

of unsponsored posts which we will analyze in order to answer our research questions 

(Forni, n.d). 

 

The decision to select Michaela Forni’s blog as the blog to analyse in this thesis was made 

after reviewing several Swedish blogs within the same segment and investigating which 

one would be most suitable for this study. The sampling of the blog was made after 

critically reviewing the blog which resulted in findings about the appropriate balance 

between editorial and commercial content which was a good fit for this study. Another 

important determiner the authors took into consideration was the fact that all three authors 

were familiar with the blog.  
 

1.2 Problem  

1.2.1 Problem Discussion 
A study about trust in earned media and paid advertising conducted by The Nielsen 

Company (2012), shows that consumers have become less susceptible to commercial 

messages presented in traditional media due to information overload and consumer 

skeptism. The result from the study shows that only 28% of consumers in Europe consider 

advertising in magazines to be trustworthy and 29% when it comes to advertising on 

television. However, according to the European participants in the study, there is a higher 

level of trust when people receive recommendations from others. Additionally, a majority 

of the participants find online reviews as being trustworthy (The Nielsen Company, 

2012). Halvorsen et al. (2013) further explain the power of word-of-mouth and how it has 

become more reliable than advertising on traditional media channels. The above study 

was conducted on traditional marketing, however, online advertisement is not immune 

against provoking negative attitudes, as it can be seen as annoying and intrusive (Cho & 

Cheon, 2004). However, when used in a correct way, online advertisement brings great 

benefits to both advertisers and consumers, hence understanding how the consumer reacts 
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to online advertisement is of great interest for researchers and marketers (Tutaj & van 

Reijmersdal, 2012). It has become even more relevant since nowadays the line between 

editorial and commercial content is becoming more and more blurred (Smit, &van 

Reijmersdal, Neijens, 2009). This new type of content that is neither editorial nor viewed 

as traditional advertising often appears on blogs as sponsored content or brand placement 

(Tutaj & van Reijmersdal, 2012). Sponsored content online can take on many different 

shapes, some look like more obvious advertisements whilst others are more disguised. 

Therefore, it is interesting to view the differences between the various online formats 

since it can be difficult to measure and estimate the effectiveness and the direct monetary 

value of advertisements on the Internet (Becker-Olsen, 2003; Hyland, 2000). 

  

Furthermore, within the research made on blog marketing, negative aspects have also 

been stated. First of all, it is necessary for a blog to have a large audience with readers 

since otherwise companies do not see any value of using that blog as their marketing 

channel (Halvorsen et al., 2013). Moreover, as stated by Parise and Guinean (2008), 

another challenge companies face when using blog marketing is that they need to 

collaborate with bloggers who can be trustworthy ambassadors and are truly interested in 

using the product or brand. This is important for the companies since they want to reach 

their desired target audience (Halvorsen et al., 2013). 

 

Considering the rapid growth of blog marketing, bloggers are receiving free products as 

well as payments for writing posts about a product or brand. According to Halvorsen et 

al. (2013), the trustworthiness might decrease since the blogger is getting paid and the 

reader does not know if it is personal opinions or bought opinions. 
  

1.2.2 Problem Statement 
The authors of this thesis have discovered that even though there is a great deal of existing 

literature regarding blogs as a marketing tool, three understudied areas exist; the 

presentation of sponsored posts on lifestyle blogs, how consumers respond, process and 

make sense of sponsored posts, and the linkage between the two. Previous studies 

emphasize consumers’ attitudes towards bloggers, but do not discuss how this is related 

to consumers’ perceived attitude towards the sponsored posts. Another area to explore is 

whether there are differences in consumers’ interpretation of sponsored posts versus non-
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sponsored posts. The authors claim that this study is of high relevance in today's market 

society and can contribute to existing litterature. Since the market is changing from 

traditional marketing towards digital marketing, the authors believe it is of high relevance 

to investigate the marketing tools used online and consumers’ attitude towards them. One 

can further include the discussion about consumers reluctant towards advertisements and 

how the new marketing tools are presented and perceived. The authors of this thesis argue 

that the findings of the research will be of great value for companies and brands since it 

will showcase the interpretation from consumers and give insights about whether the 

readers have a negative, positive or neutral attitude towards the sponsorships. Based on a 

case study of the lifestyle blogger Michaela Forni, this thesis will generate specific 

insights about the phenomenon of lifestyle blogging in Sweden and will make 

contribution to the discussions about emerging issues in digital marketing, especially 

blogger marketing with the blogger being the influencer. 

 

1.3 Purpose 
 

The purpose of this study is to analyze a blog´s presentations of commercial messages 

and editorial content and also investigate how consumers make sense of sponsored 

content on the chosen blog. The aim with this study is to contribute with useful and new 

information and generate new findings and insights about the dynamics concerning 

influencer- and blog marketing. 

  

1.4 Research Questions 
 

In order to fulfill the purpose of this study, the following research questions will be 

answered: 

Research Question 1: How are sponsored posts presented in the lifestyle blog of 

Michaela Forni? 

Research Question 2: How are the sponsored posts interpreted by the readers of 

Michaela Forni’s blog? 

2b: How do readers’ interpretation differ on sponsored posts compared to non-sponsored 

post?  
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1.5 Delimitations 
 

Delimitations concerning time were expected from the beginning due to the time frame 

of four months for completing the thesis. The research focuses on the Swedish market 

where the selected blogger as well as the brands mentioned in the blog operates in 

Sweden. A geographical delimitation is that the informants in the interviews are 

exclusively Swedish and lives in the region of Jönköping. In terms of demographic 

delimitations, we only selected female informants due to the fact that the blog is femal 

centric with almost none male readers. Furthermore, in terms of the sampling of contents 

to be analyzed, we selected three months (January, February, March 2017) of blog posts 

to analyz.  

 

1.6 Legal Issues of Sponsored Posts on Blogs 
 

When it comes to marketing on blogs, there are uncertainties amongst bloggers on how 

to deal with sponsored posts. One way of operating blogg marketing is the situation where 

a blogger receives compensation in exchange for writing about a product, service or brand 

on his/her blog. In this context, a compensation is a broad concept but money and free 

products or services are examples of what compensations can be (Konsumentverket, 

2016). 

 

In Swedene there are some specific laws concerning marketing on blogs. In a sponsored 

blog post, there needs to be a clear statement that there is a collaboration between the 

blogger and the company (Hörnfeldt, 2015; Konsumentverket, 2016). Examples of how 

the blogger can state the existence of marketing in their blog post are:” advertising”,”in 

collaboration with”,” sponsored post” or similar (Hörnfeldt, 2015). It is not enough to 

only mention the cooperation in the body text or in the end of the blog post. It is necessary 

for the reader to be aware of marketing in the post before they start to read it. 

(Konsumentverket, 2016). 
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The legislation regarding advertising and marketing on blogs are strict in Sweden and if 

it is not stated that the blog post contains marketing it is considered hidden marketing 

which is illegal according to Swedish law (Hörnfeldt, 2015; Konsumentverket, 2016). It 

is never acceptable for a company which sponsors a post to discourage the blogger from 

stating that there is a cooperation between them (Hörnfeldt, 2015). 
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2. Theoretical Frame of References 

This section presents the theoretical frame of references for this thesis. This section’s aim 

is to give a deeper insight in the existing literature regarding the presentation of 

commercial messages as well as how consumers interpret advertisements.  

 

2.1 The Presentation of Commercial Messages 

Forrest and Cao (2010) state that blogs containing sponsored posts can be viewed as a 

form of online consumer review. However, since the blogger receives compensation, 

sponsored posts tend to be more positive toward the product than online reviews usually 

are (Lu, Chang & Chang, 2014). Zhu and Than (2007) suggest that sponsored posts should 

be viewed as advertisement; this is because the message in a sponsored post might be 

biased. The message might not only be aimed at giving recommendations and is not 

always based on consumers’ experience and opinions, thus Zhu and Than (2007) mean 

that the credibility of sponsored posts in the blogosphere is more questionable than online 

recommendations. Online reviews want to showcase and evaluate the advantages and 

weaknesses of a product or service through a testimonial made by a customer.  

Since a sponsored post also has a lot of common characteristics with electronic word-of-

mouth (eWOM), a sponsored recommendation is more of a combination between online 

recommendations and eWOM (Lee & Youn, 2009). The term eWOM can be defined as 

any positive or negative statement about a product or company. The opinions are made 

by customers and are available on the Internet (Henning- Thurau, Gwinner, Walsh & 

Gremler, 2004). Godes and Mayzlin (2009) differentiate two types of word-of-mouth 

(WOM), namely organic and amplified eWOM. The former refers to eWOM that occurs 

spontaneously between consumers, and the latter is eWOM that occurs as a result of 

actions taken by the brand or marketers, which leads to a post written by a blogger. 

Marketing managers try to influence interactions between customers in different ways by 

using amplified WOM. This is done by different agent campaigns, opinion leader 

programs and viral marketing. Marketers want to exercise influence and control over the 

content in the amplified eWOM, but ultimately the creator of the eWOM holds the control 

(Lee & Youn, 2009). 
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Bloggers are more likely to engage in collaborations with products that fit their styles as 

a blogger and their own personal brand. A reason for this is that readers tend to be more 

negative towards amplified eWOM if the content does not align with the bloggers brand 

or personal style (Kulmala, Mesirant & Tuominen 2013). In order to not aggravate their 

readers or let the marketers down, the blogger needs to find the right balance between 

audience expectations of trustworthiness and authenticity, and the marketers expectations 

of brand exhibition when writing sponsored posts (Kretz & de Valck, 2010). Kulmala et 

al. (2013) give further insight to this by providing evidence from their content analysis 

on two different fashion blogs, and state that amplified eWOM is often written in such 

way that they look almost the same as the organic eWOM, and by doing so, trying to keep 

the post authentic and trustworthy. One example of this is when the blogger is given a 

piece of clothing and incorporates this as a personal style in her everyday life. Not much 

difference exists between the post where the blogger wears clothes he or she bought and 

the post containing clothes received from a brand. Another tactic bloggers use is putting 

the brand as character in the plot and by doing so they aim to avoid anger from readers 

and avoid being accused of writing sponsored posts (Kretz & de Valck, 2010). 

Furthermore, another aspect of a sponsored post is the aforementioned fact that the 

blogger is getting paid. The reader does not know whether the blogger really possesses 

the opinions expressed or if it is in fact the brand or company’s opinions (Kretz & de 

Valck, 2010). However, Wright (2006) points out that if the blogger is clear in their blog 

posts whether they are getting a product for free or getting paid for writing something, 

there is a higher chance that the readers accept it. Halvorsen et al. (2013) state that as long 

as the blogger is honest and not trying to hide the fact that they are getting paid for some 

of their sponsored posts, the readers will show acceptance and still be loyal towards the 

blogger.    

2.1.1 How Sponsored Brands Appear in Blog Posts 

2.1.1.1 Native Advertisement 

Native advertising is a term which describes any paid advertisement which takes form as 

editorial content (Wojdynski & Evans, 2015). Smit, van Reijmersdal and Neijens (2009) 

describe how a sponsored post is a form of native advertising, meaning it is advertisement 

presented in non-advertising content and can for example be an advertisement which is 
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written in a way that makes it resemble an article. Native advertising is common on news 

sites, and appears among the articles on the sites, with the only difference being that the 

native advertising has a small label stating that it is an advertisement. Furthermore, the 

difference between commercial content, real opinions and experiences of the sender is 

more diffuse (Smit, van Reijmersdal, & Neijens, 2009; Wojdynski & Evans, 2015). Tutaj 

and van Reijmersdal (2012) found in their research, where they examined the effects of 

online advertisements, that users show lower ad skepticism when exposed to native 

advertising compared to banner advertisement. The native advertising was perceived as 

less intrusive than other advertisements. However, this might partially be explained by 

the fact that not all readers know that they are being exposed to advertisements, since 

native advertising is so similar to editorial content (Kim, Pasadeos, & Barban, 2001). 

2.1.1.2-Storytelling 

Storytelling has for a long time been a method for people to communicate and build 

relationships, however the new digital area presents new possibilities for telling stories 

(de Fina, 2016). Storytelling and narratives are types of methods used within marketing 

where a story is told by an opinion leader and the brand or product plays a starring role. 

This method is said to create brand identities through storytelling and the existing 

literature on storytelling as a marketing tool today, emphasize on how it helps customers 

build a relationship with the brand (Woodside, Sood & Miller, 2008). Furthermore, 

storytelling is an effective way to communicate the value of the brand to the consumer, 

since it can embrace the core values of a brand more sufficiently than traditional 

marketing, hence it is extra efficient when building and managing a brand (Lundqvist, 

Liljander, Gummerus & van Riels, 2012). 

One digital media vhicle where branded storytelling fares well is blogs. According to 

Kretz and de Valck (2010), bloggers create branded stories by combining both textual 

and visual elements in such way that the blogger place the brand in the plot as a character 

and therefore lifestyle blogs can be considered branded storytelling. Bloggers assign tasks 

or identities to the brand which they feature in their blogs. Hsiao et al. (2013) give further 

insight to storytelling by presenting three important elements that differentiate 

storytelling blogs from non-storytelling blogs. The three factors are perceived aesthetics, 

narrative structure and self-referencing. Perceived aesthetics refers to how photographs 

and layout affect reader’s attitudes and they are emphasized as important factors when 
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conducting marketing on the Internet and especially on blogs. Narrative structure 

emphasizes how a story, which is structured as a narrative, is more persuasive and makes 

readers recognize the feelings which are experienced by others. This is further 

strengthened by Brakus, Schmitt and Zarantonello (2009) who state that how well the 

story is told plays a crucial role in how the brand is perceived and how the brand is 

experienced. Narrative structure has the most significant impact on empathy whilst 

perceived aesthetics has the greatest effect on the reader’s attitude and intention to 

purchase the product displayed in the blog post. Lastly, self-referencing indicates how 

storytelling reminds the reader of their own past experiences which strengthens the 

reader's empathy and connection towards the blogger. The three factors will affect the 

blog reader’s empathy and influence readers’ intentions and attitudes toward the product 

in a blog post. Storytelling enables positive associations with a brand and narratives help 

people decode the meaning of the brand (Hsiao et al., 2013). 

 

2.2 How Consumers Make Sense of Commercial Messages 

Boateng and Okoe (2015) explain how one can define an individual's attitude towards 

advertisements as a response in a favorable or unfavorable manner towards advertising. 

Wang and Chien (2012) on the other hand define it as the individual’s general evaluation 

of events, people and things. 

One theory which is applicable when investigating consumers’ interpretation is the 

Balance Theory, constructed by Heider and further discussed by Kardes (2002) (see 

Figure 1). The theory is based on associations and the relationship between three 

elements, namely the product/service, the consumer and the opinion leader. Kardes 

(2002) explains how a balance is reached when there is a positive or negative relation 

between all three components. When balance is reached, a feeling of safety, positivity 

and stability is created in contrast to unbalanced relationships, which leads to discomfort, 

instability and nervousness. A person who experiences an unbalance in the relationship 

often changes their opinions about one of the variables in order to create a balanced 

connection. This theory can be related to blog marketing since bloggers can be considered 

as opinion leaders. Moreover, Kardes (2002) explains how investigations constructed 

regarding these kinds of classical conditioning has resulted in whether consumers have a 
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positive attitude towards the spokesperson of a specific product, and believe this opinion 

leader is genuinely interested in the product, the consumer is more likely to also like the 

product in question. One can therefore discuss the importance of which blogger brands 

chooses as an influencer since a positive attitude towards the blogger can generate a 

positive attitude towards a brand, as well as a negative attitude towards the blogger can 

lead to negative associations towards the brand. 

 

 

Figure 1: Heider’s Balance Theory 

(Kardes, 2002, p.105) 

Additionally, Kardes (2002) further explains how associations are determined through 

Pavlov's classical conditioning theory. This theory is based on Ivan Pavlov’s experiment 

which he constructed on dogs and how the dogs associated two object or stimulus with 

each other. The experiment is based on a neutral stimulus, a conditioned stimulus and a 

conditioned response and showed how dogs salivate when they smell food. If one in order 

added a ringing bell when the food was delivered, this bell could after a while lead to 

salivation without the food being delivered which indicates an evoked response. In this 

experiment, the ringing bell is the neutral stimulus, the feeding process the conditioned 

stimulus and the salivation the conditioned response (Psychologistworld, n.d.). Moreover, 

this can be applied to marketing activities and in this case sponsorships on blogs. The 

classical conditioning is made without consumers’ awareness with the blog as medium. 

If a company chooses to market one’s brand on a blog, the business should choose the 



 

 13 

blog with associations which the brand believes matches the associations of their brand. 

If the blogger is earlier related to tastefulness, luxury, style, fashion awareness, quality 

etc, the brand which is introduced on the blog will be identified and associated with the 

same qualities as the blogger possess (Kardes, 2002). This further strengthens the theory 

of how associations are essential when using blogs as a marketing tool. 
 

2.2.1 Uses and Gratifications Theory                                                        

In its original form, uses and gratifications theory (U&G theory) was the first model to 

not only look at the impact on the message, but rather on what the users do with the 

messages and media instead. The U&G theory is therefore a helpful tool in this study 

when investigating the readers’ interpretation of blog posts. Furthermore, U&G looks at 

the choice and preferences of media in correlation to the gratification it results in (Lim & 

Ting, 2012). The gratification sought by users aspires from the user's psychological needs 

and the audience are active in their choice of media and are therefore responsible for 

linking gratification with the chosen media (Katz, Blumler & Gurevitch, 1974; Luo, Chea 

& Chen, 2011). 

 

The key foundations for U&G are gratifications sought and gratification obtained. The 

gratification sought is the expectation the user has when choosing a certain media and the 

ways the media can work to fulfil this need. The gratification obtained is the gratification 

the user actually experiences. When there is a gap between the two, the expectation and 

the actual gratification, the user becomes either satisfied or dissatisfied, and this will be a 

determining factor to weather the user will adopt the media or not. Some other important 

assumptions of the U&G theory includes: (1) the audience is active seekers who align 

their media consumption with their goals; (2) different media channels compete with 

other sources that might satisfy users’ needs; (3) users motivate their use of media based 

on previous experience of that specific media; (4) the choice of media is motivated and 

has a purpose; (5) users’ past experience might be taken into consideration, however value 

judgment that aspires from cultural influences should not (O′Donohoe, 1994). According 

to O´Donohoe (1994), when speaking of gratification sought from media, there are three 

types; (1) Diversion; (2) Entertainment; and (3) Information. Diversion refers to the 

process of adding value, or to have something to watch or to do in order to avoid boredom. 

Entertainment is the process of pleasure-seeking as a form of escapism or aesthetic 
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enjoyment. Information is a way of educating one self or finding information about 

products.  

2.2.2 Consumers’ Interpretive Strategies 

When investigating how consumers interpret advertisements on blogs, there is a 

theoretical perspective raised by Hirschman and Thompson (1997) (see Figure 2), which 

explains three strategies used by consumers to interpret commercial messages. Hirschman 

and Thompson (1997) found that people generally use three interpretive strategies; (1) 

the aspiring and inspiring strategy; (2) deconstructing and rejecting strategy; and (3) 

identifying and individualizing strategy. Their research was grounded on interviews 

balanced across gender and the samples were purposive and based upon earlier research 

suggesting that the relationship between media and advertising varies greatly depending 

on social class and cultural differences (Moores, 1993). The aspiring and inspiring 

strategy means that a consumer interprets advertisement messages as goals and 

motivation. This leads to a willingness to invest time, effort and self-sacrifice to attain the 

goal or ideal presented in the advertisement. This is often the case when public figures or 

celebrities are used to advertise a product or service, as they are seen to affirm that the 

goal they are trying to sell through the advertisement is achievable and desirable. The 

second identifiable strategy is called “deconstructing and rejecting”. When using this 

strategy, consumers do not accept the message the advertisement is trying to convey, but 

rather focus on the exaggerated and unrealistic nature. Customers also try to decode and 

reveal the message to weaken the power of the advertisement and to sweep it away, hence 

they try to deconstruct the message before rejecting it. The consumer usually views the 

advertisement as portraying unhealthy values such as materialism and self-objectification.  

The third strategy, “identifying and individualizing”, can be defined as a process where 

the consumer interprets the message based on his or her personal history and how other 

people in their social network view them. People make sense of the advertisement by 

identifying the parts in the advertisement that seem achievable within their own life 

situations, social network and their self-conception. Even though the consumers often 

want to change their current self-perception by identifying with the advertisement, they 

rarely want to change radically. Rather they want to slightly change by incorporate the 

media image in a way that makes it coherent with their current life situation. The 

identifying and individualizing strategy is more likely to occur when a celebrity is used 
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in the advertisement, as the celebrity embodies certain cultural meanings that consumers 

identify with (Hirschman & Thompson, 1997). Hirschman and Thompson’s (1997) 

theoretical perspective can be applied to this research when the authors uncover readers’ 

different ways to interpret the sponsored content on Michaela Forni’s blog.     

 

 

Figure 2: Imperative strategies used to create consumer-media relationships 

(Hirschman & Thompson, 1997, p. 56)  

2.2.3 Ad Skepticism 

Several scholars discuss the effect which skepticism has on consumers’ attitudes towards 

advertisements (Hwang & Jeong, 2016; Wang & Chien, 2012). Skepticism plays an 

essential part of readers’ attitudes towards blogs, and especially the sponsored posts, 

according to Hwang and Jeong (2016). According to Wang and Chien (2012), skepticism 

can be defined as the perceptual response which varies depending on the content and 

context of communication. It can also be explained as the tendency of disbelief towards 

an argument. Furthermore, consumers are generally skeptical towards advertisements 
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since they usually only promote the positive attributes about a product or service (Wang 

& Chien, 2012). However, Wang and Chien’s (2012) article reveals how consumers are 

more skeptical towards traditional advertisements compared to product reviews on blogs. 

The study emphasizes how WOM leads to less skepticism since it is people’s own 

opinions and not a company’s overstated promotional message. 

Additionally, Wang and Chien (2012) also cite how cognition, emotion and conation are 

the three components which affect one’s attitudes. Looking at the statement by Wang and 

Chien (2012), the authors explain how cognition stands for the beliefs and thoughts of an 

individual towards a specific matter. The emotional component refers to an individual’s 

evaluation of a specific matter and lastly the conative component represents an 

individual’s intention to purchase (Wang & Chien, 2012). The cognitive component is 

further strengthened by van Reijmersdal et al. (2016) who indicate that through the 

cognitive response approach, one can through cognitions tell how people respond to 

persuasive messages. Van Reijmersdal et al. (2016) explain how negative cognitions are 

usually created by individuals who get affected by the resistance towards persuasive 

messages. This can for example be when a blog reader realizes that a post on a blog has 

a persuasive goal, which in order can lead to the reader feeling resistance. This can be 

experienced as a threat towards readers’ freedom of choice and create a negative attitude 

from the readers. 
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3. Methodology                                                                                           

 
The purpose of this chapter is to introduce the study’s research philosophy, research 

purpose, research approach, research strategy as well as the methodological techniques 

used to collect and analyze data. The authors of the thesis argue why the chosen 

methodologies and methods are used and how they will fit the study. Furthermore, the 

primary data of the study is discussed, analyzed and presented. 

  

3.1 Research Philosophy 
 

The first step when initiating research is to identify one’s research philosophy. The 

purpose with a research philosophy is to develop knowledge and assumptions. One can 

divide the research philosophy into four categories, namely pragmatism, interpretivism, 

realism and positivism (Saunders, Lewis & Thornhill, 2012).  

  

When evaluating the arguments by Saunders et al. (2012), the authors concluded that 

interpretivism is the suitable philosophy to adopt for this study because it can help 

uncover and explore consumers’ subjective experiences and perceptions in an 

explorative, in-depth manner rather than in a controlled, emperimental setting. 

Interpretivism is used when the researcher wants to understand the differences between 

human behavior. By this, one has to understand that there is a difference in examining 

social actors compared to objects such as machines. Since one of the research questions 

of this thesis is how consumers interpret sponsored posts on blogs, the focus will be on 

consumers, who are humans, and due to this interpretivism is suitable. The term 

interpretivism is rather broad but the main focus is on the explanation of the actions and 

experiences of the social world (King & Horrocks, 2010). Saunders et al. (2012) explain 

how interpretivism is based on two intellectual traditions, which are phenomenology and 

symbolic interactionism. Phenomenology discusses how humans make sense of the world 

while symbolic interactionism refers to how humans interpret the social world they are a 

part of. These intellectual traditions along with the fact that interpretivism is a suitable 

philosophy for marketing research further emphasizes how this is a philosophy that is 

applicable to this research. Furthermore, both King and Horrocks (2010) as well as 
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Saunders et al. (2012) claim how semi-structured interviews and small sample sizes are 

advisable when following the interpretive philosophy, which is another statement which 

suits this research’s nature.   

3.2 Research Purpose 
 
Regarding the purpose of a study, an investigation can be differentiated through 

explanatory, descriptive or exploratory approaches. The way the research question is 

formulated will direct the thesis towards its purpose (Saunders et al., 2012). 

 

Saunders et al. (2012) explain how an explanatory research seeks to explain the causal 

relationship between variables. Thus, this approach is not suitable for this research since 

the authors in the introduction stage did not have the sufficient understanding of the 

relationship between sponsored blog posts and the reader’s interpretation. The object of 

descriptive research is to describe situations and create an accurate profile on persons or 

events. Our research will however not concern producing profiles on persons or events 

since our study seeks to answer the how sponsored content is presented on blogs and how 

consumer makes sense of the sponsored content and the linkage, hence the descriptive 

approach is not the best fit for our study.   

 

Instead the exploratory study is the most beneficial approach for this research since the 

purpose is to investigate, interpreting and understanding the phenomena of blog 

marketing and reader’s interpretation. The nature of the exploratory research is that it 

discovers ideas and aims to gain insight, and are less concerned with collecting statistical 

data. Exploratory research seeks to understand and clarify the problem. Hence 

exploratory research will aid the authors in gaining a deeper understanding about the 

research questions (Saunders et al., 2012).   

  

3.3 Research Approach 
 

A study can be based on either a deductive or inductive research approach. In a deduction, 

hypotheses and theories are developed in the first stage and later tested by the research 

strategy. When using deduction, the authors of a study focus on the amount of data instead 



 

 19 

of theories and this approach is often used within a quantitative study and will therefore 

not be used in this study. An inductive approach, on the other hand, is when the authors 

first collect data and later develop a theory based on the results from the collected data. 

The focus in an inductive approach lies in understanding rather than a scientific 

foundation. Another difference between the two approaches is how inductive studies 

usually studies small samples while deductive look at the theory from a larger sample size 

(Saunders et al., 2012). 

  

Alvesson and Sköldberg (2009) explain in their book how deductive and inductive 

approaches can limit a research and make the study too one-sided. Therefore, when 

looking at this research, one could argue that the authors have used a combination of the 

deductive and inductive approach, namely the abductive approach which shares attributes 

with both of the two approaches. However, it is important to highlight that an abductive 

approach is not a mixture between the inductive approach and deductive approach 

(Alvesson & Sköldberg, 2009). This approach is used when the authors are neither 

moving from theory to data nor data to theory, but instead uses a combination of both 

(Saunders et al., 2012). The abductive approach emphasizes on the empirical findings but 

does not completely reject the existing literature, hence an abductive approach allows the 

authors to move back and forth from the empirical findings and the existing literature 

within the subject (Alvesson & Sköldberg, 2009; Suddaby, 2006). The reason to why the 

abductive approach is suitable for this research is due to the authors not deciding on the 

research questions before collecting data, however the authors did know in what direction 

to take the research and within what field. An abductive approach involves patterns where 

the object is to describe understandings which makes the approach suitable for this study 

since the aim is to understand the interpretation the readers have towards Forni’s blog 

posts (Alvesson & Sköldberg, 2009).  

 

3.4 Research Method  
 

According to Saunders et al. (2012) there are two research designs to choose from when 

conducting data collection; quantitative or qualitative. In a quantitative study, the aim is 

to collect data which render results in numerical data, such as graphs or questionnaires. 
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Qualitative studies are founded on non-numerical data and includes data collection 

methods such as group discussions, narratives, interviews and observations with a sample 

size which usually is significantly smaller than in a quantitative study. The aim with a 

qualitative research is to contribute with an in-depth and clear understanding of 

participants’ social world and do so by learning about the participants’ experiences, 

histories, perspectives and circumstances (Alvesson & Sköldberg, 2009). 

Aforementioned, this study will be based on an interpretivist philosophy which is 

associated with the qualitative design. The authors of this study collected the empirical 

data through a content analysis, narrative analysis and interviews which indicated how a 

qualitative research design is most fitting since it answers the questions of “how” and 

“what” (Saunders et al., 2012). 
  

3.5 Research Strategy 
 

Conducting a research strategy is of high importance when writing a thesis since this is 

the part where the authors define how to answer the research questions. Strategies could 

be: experiment, survey, narrative inquiry, case study, ethnography and so on. In this study, 

the authors have decided to use the case study strategy since this tool is suitable when 

connecting to the research questions. 

Yin (2009) states how authors should use a case study when one is investigating a 

phenomenon within a specific context. This is relevant to this thesis since the authors are 

focusing on the phenomenon of blog marketing. Another reason to why a case study is 

suitable is that several data collection methods are encouraged and especially interviews 

as one of the methodological techniques. Saunders et al. (2012) state that a case study is 

often applied to exploratory research and answers the questions of “how”, “what” and 

“why”, which further indicates how this is an appropriate strategy to this study since the 

research questions which will be answered refers to “how”. Moreover, there are four case 

study strategies and Yin (2009) explains how a single case is applicable to a study where 

the authors emphasize and deepens one’s understandings in to one specific case, such this 

study is based on solely Michaela Forni’s blog. This thesis is a single case study since the 

authors are investigating the phenomenon of presentation styles of sponsored content on 

blogs, which few have studied before and has limited research.   
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3.6 Sample Selection  
 

The next step when conducting data is to decide the samples regarding the interviews 

which will be constructed. Since the authors are conducting a qualitative research with an 

exploratory purpose, the most suitable sampling technique is the non-probability 

sampling (Saunders et al., 2012). For the authors to fulfil the objectives of the research, a 

non-probability sampling is best suited since a random sample would not be feasible since 

not everyone read blogs. The non-probability sampling technique is also preferable when 

conducting an in-depth study with a smaller sample size. 

  

The non-probability technique can be further divided into four categories, namely: quota, 

snowball, purposive and convenience. When investigating the different techniques, the 

authors concluded that this thesis would use the purposive sample technique. This 

approach is used when the authors use their own judgement to select the sample and the 

sample is usually small and requires participants with particular characteristics (Saunders 

et al., 2012).  This study requires a homogeneous sampling since all of the participants 

needs to have some things in common, namely that they are blog readers and are a part 

of Michaela Forni’s target audience. Due to the time limitations, the authors will therefore 

choose eight interviewees located around Jönköping, who are between 20-35 years old 

and read Michaela Forni’s blog. Due to this, a purposive technique was well applicable 

to this case. 
 

3.7 Data Collection  
  

3.7.1 Primary Data 

The primary data of a study is the data which has been collected specifically for the 

undertaken research. It is common to use a combination of several data collection 

techniques to reach a more trustworthy result (Saunders et al., 2012). To be able to meet 

the objective of this study, the authors used three different methodological techniques, 

namely content analysis, narrative analysis and interviews. The content-and narrative 

analyses will provide insights in the presentation of the blog posts and how these are 

interpreted. The interviews will focus on readers’ interpretation of commercial messages 

on blogs and strengthen the conclusions from the data gathered from the analyses. 
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3.7.1.1 Content Analysis 

A content analysis is a broad and divergent set of techniques used for contextualized 

clarifications of various documents with the goal to receive trustworthy interpretations 

(Krippendorff, 2013). The method is used to summarize any kind of content and doing so 

by counting various aspects of the content. Content analyses are becoming common to 

use when analyzing media and especially social media (Mayring, 2000). Moreover, 

content analyses are usually used in quantitative studies since the result often includes a 

large amount of numbers and percentages, however, the results can also be applied to 

qualitative studies to look at categories and themes, which is applicable to this study.   

  

When composing a content analysis there are according to Krippendorff (2013) six 

questions which needs to be considered. Firstly, one has to decide what data to analyze 

and where the data is retrieved from. The analyst needs to further define whether there 

are any boundaries to the analysis and lastly decide upon what the goal with the 

interpretation is. After answering the questions, the authors can follow six steps to 

successfully accomplish the content analysis. The steps start with selecting what content 

to analyze, goes on to the coding of the content and ends with drawing conclusions from 

the results. 

  
3.7.1.2 Narrative Analysis 

Similarly, to a content analysis, a narrative analysis is constructed to retrieve useful and 

meaningful information from documents. The purpose of using a narrative analysis 

together with a content analysis in this research is to strengthen the results from the 

content analysis and get a deeper and better understanding of how the blog posts are 

presented as well as coding the actual meaning of the blog posts (Saunders et al., 2012). 

  

A narrative analysis is used to analyze patterns, linkages and relationships in narrative 

contexts by avoiding fragmentation to better understand the full story or narrative. To 

investigate narratives will help the authors of the thesis to analyze and compare the 

content of Forni’s blog. The purpose with the analysis is to investigate how the blog posts 

are presented (Wertz, 2011). The preferred number of samples in a narrative analysis are 

between one to three. Considering that a narrative analysis usually results in a large 
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amount of data through the observation and require a lot of time, the authors have chosen 

to focus on one blog (Saunders et al., 2012). Regarding the choice of using one sample, 

the outcome of the analysis cannot be generalized for all lifestyle blogs in Sweden. Yet, 

the knowledge gained from this narrative analysis can facilitate the making sense of 

similar situations (Wertz, 2011). 

  

One way to conduct a narrative analysis is to use a hermeneutic approach which is a way 

to analyze, interpret and understand content. This approach will be applied to the analysis 

of Forni’s blog where the authors will investigate their interpretation of the written 

structure of the blog posts. This study will use this since the approach is useful in complex 

contexts where the actual meaning of the content will be analyzed. It is necessary for the 

authors to read between the lines to be able to discover a correlation of the blog posts. In 

a hermeneutic approach, the previous experience of the person analyzing will reflect the 

interpretation of the content. It is vital that all three authors separately analyze the 

narratives to come up with a credible and trustworthy result (Thompson, 1997). 

  

The first step in a narrative analysis is to get an overall picture of the content and discover 

general themes. In contrast to the content analysis, the narrative analysis is not about 

examining how many blog posts there is and how many percentages that is sponsored 

posts vs. non-sponsored blog posts. The narrative analysis is instead used to get a deeper 

understanding of the actual meaning of the different themes and patterns in the posts and 

discover a correlation between the patterns.   
  

3.7.1.3 Interviews  
The decision to use interviews to gather qualitative primary data was made based on the 

fact that interviews are considered a useful tool to obtain valid and reliable data that can 

be customized to fit the research question(s) (Saunders et al., 2012). When conducting 

interviews three options exists, they can be structured, unstructured or semi- structured. 

The format for the different typologies differ. A structured interview is highly formal and 

consist of standardized questions, unstructured interviews are informal and few or none 

predetermined questions exists, while semi-structured aims at being more like a 

conversation. However, in semi-structured, the interviewer has some key questions 

written down but additional questions might be asked in order to clarify and further 
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expand the answers (Saunders et al., 2012). Since this research is an exploratory 

qualitative research, semi-structured interviews is recommended and has therefore been 

chosen for this research. Semi-structured interviews provide the authors with some 

opportunities to be flexible and the authors can adopt to the individual interview situation. 

This interview style opens up for more of a discussion and will facilitate for the authors 

to understand the relationship between different variables (King, 2004). In a semi-

structured interview, the interviewer wants to cover themes and subjects in order to gain 

material that will add to the discussion and elaborations on the topic of the research. A 

semi-structured-interview is especially useful when the goal is to uncover and understand 

the interviewee's beliefs, attitudes and opinions on a subject (Saunders et al., 2012). 

  

When formulating semi-structured interviews, it is important to identify themes based on 

the research question and develop some key interview questions based on the themes. It 

is critical for the success of the interview and the research as a whole that the questions 

are composed in an appropriate way (Saunders et al., 2012). When formulating the base 

for the semi-structured interview for this study, the authors of this thesis reviewed the 

research questions and the data in the literature review in order to make sure the right 

questions were asked. Emphasis was put on making the questions somewhat open and 

avoid leading the interview to much, but rather letting the interviewee speak freely. One 

major goal of the interviews was to understand the reader's interpretation of the blog 

posts.  

 

3.7.1.3.1 Interview Outline 

For this study, eight interviews were held with people carefully selected. The interviews 

took place in Jönköping, Sweden. All interviews were, with consent from the interviewed 

informants, recorded and timed. The interviews lasted for around 35 to 45 minutes and 

were conducted by the authors of this thesis. One person lead the interview and asked the 

question and guiding the conversation while the other two made insightful notes of the 

answers from the interviewed informant. The interviews were conducted in Swedish. This 

decision was made based on the fact that all the informants had Swedish as their native 

tongue, however in the section were the findings are presented the quotes and notes were 

directly translated. The authors began with holding a test interview with a friend in order 
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to try out the interview questions and see whether the questions were accurate, gained a 

discussion and generated useful information. 

  

Since the authors were seeking to gain profound insight in the way readers makes sense 

of the advertisement on blogs and how the sponsored blogs are perceived on Forni’s blog, 

all the informants were familiar with the blog and frequent readers. During the interview 

the informants answered several questions and were also exposed to three different blog 

post that in different way contained advertisement. The informants were then encouraged 

to speak freely about their associations and after that the interviewer asked question based 

on the posts and the informants’ responses. 

All the interviews were held in April 2017 and below follows a table were the eight 
interview informants are presented with gender and occupation. 
 

  

Informants Acronym Gender Occupation Length of Interview 

Informant 1 I1 Female Student 00:40:23 

Informant 2 I2 Female Student 00:37:16 

Informant 3 I3 Female Student, Part-time employed 00:35:18 

Informant 4 I4 Female Student, Part-time employed 00:32:29 

Informant 5 I5 Female Student, Part-time employed 00:32:41 

Informant 6 I6 Female Student 00:43:21 

Informant 7 I7 Female Student, Part-time employed 00:43:01 
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Informant  8 I8 Female Student 00:37:28 

 

Table 1: The Interview Informants  

 

3.8 Analysis of Data 
 

Yin (2009) emphasizes how the analysis of a qualitative study is one of the most 

demanding and challenging part of the study. Some of the challenges one faces are to 

reduce unnecessary data, develop categories and themes, as well as reaching reflective 

and relevant conclusions. Therefore, it is crucial for authors to correctly process the data 

collected in order to reach the most credible and meaningful understandings. 

  

Saunders et al. (2012) suggest how one can divide the analysis of the data collected into 

groups of processing, namely: summarizing, categorizing and structuring. In order for the 

authors of this study to make the analysis section run as smoothly as possible, the 

collection of the primary data was well prepared and carefully gathered and summarized 

in order to early in the process identify key points, patterns and themes. When conducting 

the eight interviews two of the authors took notes where the most relevant information 

was written down. Saunders et al. (2012) explain that in order for authors to successfully 

analyze the collected data, one most transcribe the recordings into writing. After 

summarizing the information, the authors selected the most useful information and 

transcribed the material and translated it from Swedish to English. 

  

In order to receive the most reliable and authentic result from the content- and narrative 

analysis, all three authors of this study decided to conduct the analyses, in silence, and 

see whether the same result was given. Since the process of content- and narrative 

analyses often are lengthy and needs to be done several times in order to reach the right 

conclusions, the fact that the three authors all separately conducted the analyses makes 

the result more accurate (Saunders et al., 2012).  
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Due to time limitations, the authors decided on conducting the content-and narrative 

analyses on three months of Forni’s blog post, namely January, February and March, 

2017. However, the aim of the content analysis and narrative analysis differed since the 

content analysis focused on conducting tables including statistics regarding number of 

posts, number of sponsored posts, number of time brands were mentioned in posts as well 

as what comments the blogger received on the various posts. In the content analysis, the 

authors also looked for similarities and dissimilarities between the presentation of the 

posts to be able to come up with possible conclusions to the research questions. The 

intention with the number and statistical tables was to develop a conclusion regarding 

both interpretation and presentation of posts, since the number of sponsored posts could 

affect consumers’ attitude towards the blog. In the narrative analysis, on the other hand, 

the purpose was for the authors to discover themes and patterns and to code the content 

with a hermeneutical interpretation style. After discovering the different patterns, the 

authors looked at the dissimilarities between the sponsored and non-sponsored content.  

  

Saunders et al. (2012) as well as Yin (2009) further suggest that there are several methods 

to choose from when analyzing the data and it is most common for one to choose a method 

related to the research strategy of the study. The different methods which can be applied 

are: explanation building, time-series analyzing, pattern matching, logical models and 

lastly cross-case synthesis. Since this thesis is a case study, the most applicable analysis 

method would be pattern matching, where the authors compare two patterns in order to 

reach a conclusion. In this case, the first pattern would be retrieved from the theories 

explained in the theoretical framework while the second pattern would be the empirical 

findings from the study’s primary data methods. 
 

3.9 Credibility of Research 
 

Considering the trustworthiness in a qualitative study, there are various scholars that 

suggests how to measure the quality. However, it is agreed by several researchers within 

qualitative studies that trustworthiness can be measured by four components which are: 

transferability, dependability, confirmability and credibility (Guba & Lincoln, 1985; 

Suter, 2012).   
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Transferability refers to what degree the result from a qualitative research can be applied 

to other contexts in different fields and situations. Due to the usually small sample size in 

a qualitative research, it can be hard to generalize the outcomes on other situations and 

prove that the findings are appropriate to other situations (Shenton, 2004). The content 

analysis as well as the narrative analysis in this thesis are focused solely on the blog of 

Forni and how the blog posts are presented in that specific blog only. However, together 

with the interviews and theories used in this study, the authors of the thesis argue that the 

combined results can be transferable to similar cases within the field of blog marketing, 

since blogs similar to the one studied during this research holds many of the same 

characteristics. 

  

Moreover, dependability is a measurement of trustworthiness and when it comes to a 

qualitative research, the level of trustworthiness is high when a study is reproduced with 

the same results and findings as previous research on the same study. Considering this, 

the methods used as well as the process of how this thesis is conducted is clearly presented 

to support future researchers when repeating the study (Shenton, 2004; Suter, 2012). 

  

Confirmability emphasizes the importance of the interpretation and experience of the 

informant and is essential for the investigator to be objective and neutral. However, since 

the content- and narrative analysis as well as the interview questions in this qualitative 

research are made and conducted by humans, it is not possible to be completely objective. 

To avoid investigator bias, it is important to be transparent and clearly argue why the 

methods and theories are used in the thesis as well as the underlying assumptions. The 

authors clearly explain why the chosen theories and concepts are used in the study and 

how these will contribute to a credible final result (Shenton, 2004). 

  

Furthermore, the most crucial factor when it comes to trustworthiness is, according to 

Shenton (2004), credibility, which is also strengthen by Suter (2012). The level of 

credibility can be measured considering how the results from a research reflects the reality 

(Shenton, 2004). In this study, the fact that the interviewees were recorded during the 

interviews may affect their answers and the informants may analyze the questions 

differently than they normally should have done. However, this was taken into 

consideration when analyzing the outcomes. To facilitate for the participants to answer 
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accurately to their interpretation and feel comfortable in the situation, it was voluntarily 

to contribute in the interviews and the authors of the thesis conveyed a relaxed and 

friendly atmosphere. 

  

A single method can never adequately shed light on a phenomenon. Using multiple 

methods can help facilitate finding solution and meaning to the problem being 

investigated.  Triangulation is the process of using multiple source in order to provide 

deeper understanding (Suter, 2012). In order to shed light on the phenomenon researched 

in this thesis in an adequate way, multiple methods and data sources was used to produce 

understanding. The authors used this method in order to ensure a rich and steady 

foundation of relevant data existed for this research.    
 

3.10 Summary of Methods 
 

The authors of this thesis have used the research philosophy interpretivism. For the 

research approach the abductive strategy was chosen as the most appropriate one, this 

since the authors knew in what direction the research was going to take, but did not decide 

on the research question before collecting the data. The data in this thesis was collected 

in a qualitative manner with a case study strategy. The primary data was collected in three 

ways, through semi structured interviews and content- and narrative analyses. The 

sampling for the interviews was made in a non-profitable way and the content- and 

narrative analysis was conducted on the blog used in this case study. 
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Figure 3: Summary of Methods.  
Source: Developed by authors 
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4. Empirical Data 

This section of the study explains the findings from our data gathering and data analysis. 

The section is divided into findings from the content analysis, narrative analysis and 

interviews. 
  

4.1 Findings from Content Analysis 
 

When the authors constructed the content analysis on Michaela Forni’s blog, the main 

emphasis was put on how she had presented the commercial messages in her posts. The 

authors analyzed Forni’s blog posts from January, February and March 2017, and further 

identified patterns and themes among the different blog posts. The authors found that the 

majority of Forni’s blog posts were non-sponsored (Figure 5) and that the percentage of 

sponsored posts differs every month (Figure 6). However, Forni states in a post how 

January includes less sponsored posts due to the large amount in December, which means 

that the paid commercial posts are usually around 30- 40 per cent every month.   
 

 

Figure 4: Number of posts on Michaela Forni’s blog 
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Figure 5: Percentage of sponsored posts on Michaela Forni’s blog 
 

The content analysis also included observations regarding the comments of the various 

posts, the number of posts which encouraged purchases, as well as number of time the 

sponsored brand was mentioned in the posts. The authors found that the majority of the 

sponsored posts mentioned the sponsored brand many times, as many as nine times in one 

post. The following table introduces the results from the observations. 
 

Table 2: Results from the content analysis 
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4.1.1 Comments 
Regarding the comments on Forni’s blog, there is a big diversity among readers and their 

opinions concerning Forni’s collaborations. Overall, the authors of this thesis perceived 

the comments as mostly positive and as shown in Table 2, the positive comments are a 

majority in January, February and March. When a post received a negative comment, 

there was often other readers who defended Forni by answering the comment with a 

comeback on how the negative person should not use the blog as a place to vent negative 

feelings. However, Forni states in one of her posts in January that if she receives more 

than 5 arrogant or unfriendly comments from the same IP address, she blocks that specific 

user from being able to comment any posts again. It could also be that Forni obtains more 

negative comments but chooses to delete them. The following quote is one of the negative 

one’s Forni received on a sponsored post. 

  

"Absolutely insane what an advertising blog! Missing the cozy and homely blog, it was 

amazing!”          

Anonymous Comment, February 24, 2017 

  

However, there are many of Forni’s readers who have shown in their comments that they 

are very understanding when it comes to collaborations and the fact that it is necessary in 

order to keep the blog running. Here is an example of one of those readers, who showed 

appreciations towards one of Forni’s sponsored vlogs. 

  

“Such a cute video, really like these types of collaborations that feels so “you”!”   

Fanny, January 27, 2017   

  

There are also some comments which concerns the free product Forni receives. There 

seem to exist some negativity among the readers and some of them cannot resist to 

comment when they think Forni has bought something too expensive or when she claims 

that she has paid for the things in her sponsored posts. The following quote is from a 

reader who gets upset when Forni wrote how she bought some clothing from a website 

which she has a collaboration with. 
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“Like you pay for it when it says "in collaboration with" haha …” 

                                                                                                             Ida, January 5, 2017 

Moreover, an issue Forni is facing, which the authors identified during the content 

analysis, is how some readers complain when Forni does not state where the products in 

their blog comes from. These products can be both clothing, furniture as well as food. On 

the other hand, there are some readers who accuses the blogger for using hidden 

advertising when the brand is mentioned in a non-sponsored post, which puts the blogger 

in a dilemma. 

4.1.2 Collaborations between the Blogger and Brands  

Forni has collaborations with brands from many different industries that pays her for 

writing about their brand and products. As presented in Table 3, Forni has several 

collaborations which are repetitive and occurs in more than one post. Something which 

is not shown in the table but noticed by the authors was how some brands could recur 

several times in one month. 
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Table 3: Michaela Forni’s collaborations January-March 2017 

 

4.2 Findings from Narrative Analysis 
 

Along with the content analysis, the authors of this study constructed a narrative analysis 

on Forni’s blog. The purpose of the narrative analysis was to strengthen the results from 

the content analysis and get a deeper understanding of the paid commercial messages on 

the blog. 

  

When analyzing the blog of Forni through a narrative perspective, the authors noticed that 

there were differences between the sponsored and non-sponsored posts. When focusing 

on the presentation of the paid commercial messages in the posts there were several 
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different presentation styles used. The authors have constructed a table of the different 

types of sponsored posts identified as well as a description of their characteristics.    
 

Different Types of 

Sponsored Posts 

 

Type: Description: 

Based on facts/ 

Information about the 

product 

These kinds of posts include a lot of information and facts about 

the sponsored brand. The technique is more commonly used when 

the sponsored product/brand is complex and needs a description 

in order for the readers to fully understand the function of it. 

Vlogs A vlog is when the blogger uses a video to present a post. The vlog 

can be filmed either by the blogger herself or be a professional 

movie made for commercial purposes. 

Ad links Ad links are when the blogger presents a link in the posts which 

she encourages the readers to press and get directed to another 

website, most commonly owned by the sponsored brand. The 

blogger usually gets paid by the number of times the link is 

pressed. 

Discount Code A discount code refers to when the blogger has a cooperation with 

a company which includes a discount for the readers. An example 

of this could be that if the readers write “Forni” while buying 

something from a web shop, they can receive a 20% discount. The 

blogger usually gets paid for the amount of discount codes taken 

advantage of.   
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Partly Sponsored A partly sponsored post is when the blogger embeds the 

commercial message in a post which can be perceived as a non-

sponsored post. In the partly sponsored post there is usually not a 

lot of emphasize put on the brand since it is only plotted in parts 

of the post. Partly sponsored posts usually include several brands 

sponsored. 

Storytelling Storytelling refers to when the sponsored brand is a plot of a story 

told by the blogger. Similarly to the partly sponsored posts, in a 

blog post presented by storytelling, the brand is embedded in the 

story and presented in a natural way. 

Native Advertisement A native advertising on blogs refers to advertisements which have 

the same setup as a blog post, but is however a disguised 

advertisement and is not written by the blogger. The ads can be 

identified since they usually have a slightly beige background 

instead of white. 

Mix of the Above There are numerous posts which includes several of the above 

presentation styles. A sponsored post can for example include 

both ad links and a discount codes, as well as including both 

information about the product and storytelling. 

Table 4: Presentation of Sponsored posts 
Source: Developed by authors  

 

As explained in Table 4, the sponsored posts on blogs can differ a great deal. Some of 

Forni’s posts encourage readers to buy the product while some solely inform about the 

existence of a product. The authors also identified how brands play various roles in 

different posts. Some posts are built up around the brand where the brand is the focus of 

the post while some brands are mentioned just once in the story among other brands and 

other components are emphasized. This discovery leads to the identification of how 

brands can be presented as just the plot of a story or that the whole story can be based on 

one specific brand. The authors also identified the pattern of how the brands which Forni 
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has longer collaborations with are the ones often presented in the partly sponsored posts. 

It was also common that the longer collaborations appeared in the blog posts which was 

not built around the sponsored brand, but instead only mentioned once or twice. An 

example of when Forni casually introduces Vitamin Well in a sponsored post is quoted 

below. 

  

"For breakfast, I had Clean Eating's protein bread with cream cheese and peppers, a 

fried egg, oatmeal with Clean Eating granola and strawberries, a cappuccino and a 

Vitamin Well Free in the Lemon / Elder flavor. I'm hooked. It is so good, fresh and perfect 

now that spring is coming and you want to take a break from the hot drinks. " 

            Michaela Forni, March 22, 2017 

  

The authors further identified two more patterns in the sponsored posts. When introducing 

a sponsored brand, Forni used a lot of pictures, sometimes up to ten pictures of the same 

motive, taken from different angles. The pictures used in sponsored posts were also nicer 

and more staged than the pictures in the regular posts. Further, during the narrative 

analysis, the authors found how Forni often includes a lot of her own opinions in the 

sponsored posts and often writes long texts about her excitement, the uniqueness of the 

product and why she thinks it is so good. Another identified pattern was the fact that the 

text was more well structured and worked through in the sponsored post. The posts could 

sometimes be interpreted as selling and only based around all the positive aspects of all 

products. When comparing to non-sponsored posts, Forni writes one or two sentences 

about a product while in her sponsored posts she can sometimes write several paragraphs. 

The following quote is a sample from a sponsored post about headphones which included 

several paragraphs praising the product. 

  

“So I became particularly happy when a friend of mine started PUGZ and developed the 

world's best wireless (!!!) headphones! [...] In addition, they are sweat-resistant (haha!), 

have details of 18k gold, are Swedish-developed and you can load the naps and listen to 

them at the same time. Yes, as you hear, I'm really sold on these.” 

              

                                                           Michaela Forni, March 25, 2017 
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However, the authors of this thesis interpreted Forni as a blogger which follows the 

Swedish laws regarding marketing on blogs. The sponsored posts are marked with either 

“In collaboration with...” or “The post contains advertising from..”. However, when Forni 

is using ad links the presentation of them differ. There are occasions when Forni states 

that the post contains ad links on top of the posts but sometimes it is written in the middle 

of the post, quite hidden.   

  

Furthermore, when reading through the posts and comments on the blog, the authors of 

this thesis got the impression that Forni cares about her readers and her readers are loyal 

towards her. Forni focuses a great deal on including her readers in the posts and frequently 

asks questions to her readers which they can answer in the comments. Forni is open about 

her collaborations and usually writes a few sentences about why she chooses to start a 

collaboration with that specific brand. 

  

When looking at the non-sponsored posts of Forni, there is a clear pattern in how the posts 

are constructed and what they are called. Every month Forni uploads several posts called 

“Weekly Plans”, “My Weekend in Pictures” and “Questions with Forni”. Those posts 

never include any paid commercial messages and are always structured the same way. 

When brands or companies are presented in non-sponsored posts the brand is not an 

essential role in the story and is usually hidden in the background. 

  

4.3 Interviews 
  

4.3.1 Introduction questions 

The semi-structured interviews began with a part of general questions about blogs and 

Michaela Forni. The questions concerned the interviewees reading habits of blogs, how 

often they read blogs in general and how frequently they visit Forni’s blog. The questions 

regarding why they choose to read Forni’s blog were asked to the interviewees to get an 

overall idea about their relationship with her. Later on, that question resulted in 

supplementary questions regarding whether the readers believe Forni is trustworthy in her 

blog and if they believe her blog posts reflect her real life. 
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Since this study focuses on the blog of Forni, one of the sample criteria was that the 

selected interviewees must be regular readers. All the informants except for I4 and I7 

consider themselves as loyal blog readers who read Forni’s blog several times every 

week. I3, I5 as well as I8 visit the blog every day and Forni is one of their favorite 

bloggers. Reasons to why the interviewees read her blog vary. Fashion, traveling, 

beautiful poetry texts as well as interior design are interesting subjects and major reasons 

for reading Forni’s blog according to the informants. All of the informants feel inspired 

by her blog posts within the area they are interested in which is also why they read the 

blog. The interviewees had somewhat different reasons for visiting the blog, however a 

frequent reason mentioned was that they visit the blog for inspiration. Another area that 

all the informants agreed upon was the importance of professional pictures in the blog 

posts since this is considered as more essential than the text itself.  

  

Every one of the informants consider Forni as a trustworthy person and that her blog 

reflects her reality. All interviewees share the same interpretation of her trustworthiness 

because of her openness about mental illness shows that everything in Forni’s life is not 

perfect. However, I1 is still somewhat skeptical to the presentation of Forni’s blog posts 

because the informant perceives that everything looks perfect on the surface even though 

it is not. Besides the input from I1, all the interviewees believe Forni is a trustworthy and 

honest blogger. 

  

4.3.2 Advertising on blogs 
In section two of the interview, questions regarding advertising on blogs was asked to 

understand how the informants perceive advertising in the form of banners as well as 

sponsored posts.  

 

The interviewees were asked to explain their first thought when hearing the phrase 

“Advertising on blogs”. The common denominator among the informants was 

collaborations with brands and sponsored posts. 

  

” I am aware of that it exists a lot of advertising on blogs but it does not bother me” 

                         18 
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I6 and I8 also mentioned the banners that exists on blogs but they admit that they do not 

give them any attention and according to I6 and I8, banners on blogs are a source of 

irritation. Furthermore, when the informants were asked to answer how they perceive 

banners on blogs, all informants emphasized that banners are a disturbance and they do 

not notice the message on banners. Sponsored posts on the other hand are according to 

the informants, more effective when trying to get the reader’s attention. Despite this, the 

posts that get the most attention are the ones not including any sponsorships. 

  

“Sometimes when there are too many banner ads on blogs, I feel so annoyed that I leave 

the website. I prefer sponsored posts” 

             I4 

  

“I think banners are disturbing while sponsored posts are more personalized and you 

know that the blogger has tried the product” 

                              I7

          

“Sponsored posts are a good way to market a product because then you know that the 

blogger has tried the product” 

        I5  

             

                                                                                     

All interviewees agreed on that they consider it to be acceptable that the blog consists of 

advertising and sponsorships, however, they do notice a difference between sponsored 

posts and non-sponsored posts. The sponsored posts are focused on one specific product 

or brand and all the informants, except I6, perceives it as if the blogger tries to sell the 

product and this decrease the level of trustworthiness since they are aware of the fact that 

the sponsored posts favors Forni financially.   

  

Furthermore, I6 is skeptical towards the unclear difference between sponsored and non-

sponsored posts and believes that Forni gets a compensation every time she is mentioning 

a brand in her posts, even in the non-sponsored ones. However, the informant does not 

really care about the difference between sponsored- and non-sponsored posts, since she 
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gives all posts the same attention and get affected in the same way, regardless if the post 

is sponsored or not. 

  

The informants were later on asked to elaborate if they would change their perception and 

interpretation of sponsored posts if they would receive a discount or coupon when buying 

the product mentioned in the sponsored post. The overall answer is that the interviewees 

have a positive attitude towards sponsored posts that also benefit them. According to I1, 

I2, I3 and I5, by receiving a discount code affects them enough to visit the web page 

where you can buy the products mentioned in the post. I4 express her positive attitude 

towards discount codes and how they make her read the sponsored blog post instead of 

skipping it, which is the case for the informant when a sponsored post appears without 

any discounts. However, according to I7, a discount or coupon does not have a major 

effect and the informant perceive that kind of sponsored post as any other advertisement 

existing on the blog. 

  

Moreover, when the informants were asked if the product or brand mentioned in a 

sponsored post have a great importance when it comes to the interpretation of the 

sponsored post, the common answer was yes. It is an agreement among all eight 

informants that the trustworthiness increase when the sponsored post is about a product 

or brand that is in line with Forni’s values, fits her lifestyle and are appropriate for the 

blog readers. It is also important that it is a product which interest the reader. 

  

4.3.3 Perception of sponsored posts on Michaela Forni’s blog 
The informants were asked about their overall perception of the sponsored posts. When 

asking how the informants felt about the picture that Forni conveys about her life, they 

all answered that they believed it to be credible and truthful. All the informants said that 

the fact that Forni always openly writes about times when she has suffered from anxiety 

made her more credible and lead the readers to assume that the picture she conveyed about 

her life was not fake. 
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“Forni is one of the few bloggers that is honest about when she is going through a rough 

period concerning everything from her relationships to her work life. This makes her 

credible and is why she is appealing to me as a blogger” 

                                   I3

               

I2 felt the same as I3 and stated that since Forni was transparent about her psychological 

well-being it made her more credible. 

  

“The reason to why I read blogs is because they convey the picture of a more perfect life, 

I would not want to always read about a boring day, but I think the combination of the 

image of the perfect life and the honesty about her sometimes feeling stressed creates 

good credibility.” 

                                                  I2

                                                                                        

The informants also said that the fact that Forni felt credible made them perceive the 

sponsored posts and sponsored recommendations more credible and truthful, since this 

makes them associate her with trustworthiness. I2 did however say that if Forni would 

choose to collaborate with a brand that did not align with her personal brand this would 

affect the credibility in a negative way. 

  

4.3.4 The importance of Aesthetics and number of blog posts being Sponsored 
The authors of this thesis wanted to find out if the aesthetics on the blog was more 

important when the posts contained advertisement and the informants were asked whether 

they put higher demand on pictures, layouts and the language used in the text when the 

post contained advertisement. In this question, the opinions varied somewhat. Some of 

the informants felt that the sponsored post was of lower interest from the beginning, hence 

they felt that it was more important that the sponsored post held a higher quality. Others 

felt that it did not matter at all, since they had the same expectation on the qualities despite 

the nature of the post. However, all of the informants felt that the perceived aesthetics 

overall was of high importance on the blog. 
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“As a blogger, it is your responsibility to make all the post look professional, it is part of 

your job” 

          I1 

When asked about how many percent of the posts the informants perceived as sponsored, 

the answers spanned from 10%-55%. However, I5 estimated it to be as much as 80%. A 

majority of the informants stressed how important it is for the blogger not to have too 

many sponsored posts. 

4.3.5 Reactions to three different types of sponsored posts 
 

When asking about the perception of sponsored posts, the informants were exposed to 

three different sponsored posts; a partly sponsored post (Appendix 1), a sponsored post 

(Appendix 2) and a native advertisement (Appendix 3). The informants were given the 

opportunity to take their time to scroll through the post and speak freely about their 

thoughts and associations. 

  

4.3.5.1 Partly Sponsored Post 
All informants besides I6 did immediately see that the blog post was sponsored and 

mentioned it right away, I6 missed the marking of the post but understood after reading 

that some content was sponsored. A majority of the informants did perceive the post as a 

sponsored post and not as a normal post. However, I3 and I6 did not think of the post as 

a sponsored post. The opinions about the post varied, but a majority of the informants had 

positive feelings towards the partly sponsored post. They said that the products were 

integrated into her personal life in a very natural way and they perceived the post to be 

more interesting than a sponsored post. Some informants reacted to the pictures 

containing sponsored products since they looked more appealing, was well-planned and 

organized. I4, I7 and I8 felt negatively about the post. 

  

“Now it feels a little like her whole life is sponsored” 

          I4 

              

I4 also described that she felt that the partly sponsored post was less credible than a 

sponsored post. I7 thought the post was messy and unorganized, which lead to a negative 
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association about the whole post, including the brands and product mentioned. Both I4, 

I7 and I8 found it hard to separate what was sponsored content and what was not. 

  

I7 claimed that it felt like the whole post was sponsored and that the informant would 

have preferred a clearly sponsored post since those posts felt more credible.   

  

“The whole post loses credibility [...] Sponsored posts are fairer to the reader because it 

says this is advertisement but this is also my own opinions about this product, but in a 

partly sponsored post you do not know what is advertisement and what is not” 

              I7

           

4.3.5.2 Sponsored Post 

Many of the informants felt that the sponsored post was too impersonal. They felt that the 

words came from the company rather than from the blogger herself and this lead to a 

negative association about the post and the product. The informants would have liked to 

see a more personal style in the post, a style that was more in line with her other posts. I1 

and I2 felt that the post contained too much pure fact and information about the product, 

which made it boring to read. I2 would not have read it at all, since by just glancing at it 

the informant immediately felt that it was fake and not spontaneously written. The fact 

that it both contained a great deal of text, pictures and a video was too much. 

  

I4 would not read it, because the product did not interest her, however the informant felt 

that the sponsored post was fairer than the partly sponsored post since it was very clear 

about being advertisement. I5 and I6 thought the post was well structured due to the 

complexity of the product, since they felt it was a product which needed more 

information. I1, I5 and I6 felt hesitant about whether Forni actually uses the product in 

the post. They thought it felt fake and perceived it as more likely that she used the products 

that appeared in the partly sponsored post, where the product appeared in pictures from 

her everyday life. I4, I7 and I8 felt positive about the post. The fact that it was clearly 

marked as advertisement made it feel more fair and honest towards the reader. They also 

perceived it likely that Forni actually liked and used the product. Something which all 

informants agreed upon was that they would like a post constructed like this one, with a 

lot of information and facts, if they were interested in the brand presented.  
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4.3.5.3 Native Advertisement 
All the informants felt negatively about this post. Even the informants positive towards 

the sponsored post saw this post as boring and irrelevant. The informants were confused 

whether this was a post or a banner, but all felt they perceived it more like a banner than 

a post. All informants stated that they would scroll by it without reading it. The post 

irritated the informants, and the fact that none of the words in the post was produced by 

the blogger made the post completely lose relevance. Half of the informants thought that 

the native advertisement held relevance and was suitable to the target group of the blog 

and matched the bloggers own brand. However, this did not change their opinion about 

the advertisement. I4 stated that she was interested in the content but said: 

  

“The content could have been of interest to me, but I would have liked to read more about 

her opinions about it”           

I4 

 

I8 thought that the product was of interest and she would have read it if it was in a 

sponsored post written by the blogger. 

4.3.6 Michaela Forni as an Influencer 
The last section of the interview aimed to uncover how the informants interpret Forni as 

an influencer. The purpose with the questions in this section was to understand the 

relationship between the informants and Forni and how susceptible the informants are to 

her recommendations and the subjects she writes about. 

  

When asking the interviewees if they had changed their perception about a specific brand 

or product because Forni has write about in her blog, the authors received different 

answers to some extent. I1, I6, I7 and I8 immediately answered yes on that question. 

These informants have a positive attitude towards the brands and products mentioned in 

Forni’s blog and her opinions can be a factor when later trying a new brand or product. 

I6 for example, bought a hair oil from a brand she had never used before just because it 

was mentioned and recommended from an influencer. The other informants were hesitant 

in their answers but after some consideration, I2, I3, I4 and I5 shared the same idea that 

it might be a positive factor for a brand to be mentioned in the blog but it is not something 
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they have thought of that much. Moreover, I1, I3, I6 and I7 mentioned that it is negative 

when there is a cooperation between a blogger and a brand that does not fit together. It is 

important that a blogger writes about brands and products that fit their lifestyle and values 

as well as it is important for brands to carefully choose bloggers that can stand for the 

values of the company. Another general opinion from the majority of the informants is 

that they are more influenced by Forni’s non-sponsored posts since she is not getting paid 

for writing those. 

  

“When a blogger recommends something in a post that is not sponsored, one know that 

it is opinions from the blogger itself and that they truly like the product or brand. When 

it is sponsored, sure, they might like the products and brands mentioned, but they do it 

for a reason. It is more trustworthy and affect me more when they write about something 

when it is not sponsored” 

                                   I5

          

                                                                                  

“I get more influenced by blog posts that are not sponsored” 

                I3 

 Furthermore, even though it is considered as more trustworthy and genuine when Forni 

writes about a brand without being sponsored, a finding from the interviews is that the 

product or subject mentioned in the blog posts plays a crucial role. Forni can write about 

products, brands and subjects in both sponsored and non-sponsored posts but a result from 

the interviews is that the informants are more influenced when it is a product or subject 

that they think is interesting and something they can relate to. In other words, Forni can 

influence her readers regarding a product or brand that the readers find interesting and 

relatable, even though it is a sponsored post and Forni gets paid for writing about it. 

  

“Her blog posts affect me more if it is about a product I like, rather than if it is a 

sponsored blog post or not” 

                  I7 

  

However, the overall opinions among the informants about recommendations is that close 

friends have the greatest impact. Despite that, the informants agree upon the fact that 
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when following an influencer on blogs and social media, a relationship is built between 

the reader and the blogger and the reader almost feel that the influencer is a friend. A 

question whether the informants got more influenced by Forni or other influencers varied 

depending on the relationship with the other influencer in question. The informants all 

agreed that how much they are affected by the content in a blog depends on the 

relationship to the blogger.  
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5. Analysis 

 

This section contains an analysis regarding the relationship between how blog posts in 

Michaela Forni’s blog are presented and how the readers interpret them. The analysis 

focuses on the empirical findings that are further on strengthen with theories from the 

frame of references. 

 

5.1 Sponsored Content   
 

In accordance with the theoretical framework, the authors found that when commercial 

messages are presented by amplified word of mouth (sponsored posts), the content is 

viewed as less credible than organic word of mouth (Zhu & Than, 2007). All participants 

in the interviews felt that a recommendation from a close friend was more reliable than 

amplified electronic word of mouth (eWOM). However, besides close friends, some 

interviewees felt that bloggers and influencers was the most trusted source of word of 

mouth, whether the recommendations were paid or not. The authors saw a connection that 

the informants that held Forni to be a role model and read the blog several times a week 

and had been doing so for long, perceived the recommendations from Forni to be more 

trustworthy than the less loyal readers, and almost equivalent with a close friend. During 

the narrative analysis, the authors found that Forni is more positive in her post containing 

amplified eWOM compared to organic eWOM. 

  

When having longer collaborations, Forni generally has a more relaxed approach and 

incorporates the brands in partly sponsored posts using storytelling. Kulmala, Mesirant 

and Tuominen (2013) state that bloggers are more likely to engage in collaborations which 

fit their personal style. This statement is supported by the findings from interviews, where 

the informants stated how important it was for Forni to promote products which suited 

her and her readers’ lifestyles. The interviewees all stated that they felt that the amplified 

posts often contained products that suited Forni’s style and brand. Even though the 

products are in line with Forni’s brand, the authors found that the blogger assign her own 

identities and meaning to the brand. For example, the wine Richard Juhlin is, in a partly-

sponsored post, presented as the center of attention of a fancy dinner party with friends, 
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giving the wine Richard Juhlin a feeling of being exclusive (see Appendix 1). This is done 

by using storytelling, and the three techniques identified by Hsiao et al. (2013), namely 

perceived aesthetics, narrative structure and self-referencing. These were present in the 

branded storytelling created by Forni, which the authors could see lead to a higher interest 

and empathy among the interviewed informants. In the narrative analysis, the authors also 

found that Forni used a more persuasive language and the perceived aesthetics was high 

in the blog overall, however there was a tendency to put even more emphasis on the 

pictures and the language of the posts containing sponsored content. Self referencing was 

present in the blog, and this was something the interviewed informants felt raised the 

credibility of Forni’s posts. An example of this is when Forni promoted a product which 

one could use in order to reduce acne scars. Since Forni is open about her having problem 

with her skin and that she has been suffering from acne, this gives the sponsored post 

more credibility. These kinds of collaborations strengthen the self-referencing from 

readers since the readers who also suffer from skin issues can relate to Forni’s story. 

  

5.2 Presentation of Sponsored Content 

   
The findings from the content analysis showcase some differences between the amplified 

eWOM messages (sponsored posts) compared to the organic posts. Kulmala et al. (2013) 

states how bloggers tend to make the blog posts very similar to the regular blog posts. 

However, according to the authors findings, the partly sponsored posts are similar to 

organic, but the fully sponsored posts are easy to identify since those posts contain less 

storytelling and more facts about products. In the sponsored posts the brand and product 

is the center of attention, while in partly sponsored and non-sponsored posts the brand 

and product are props with the aim to carry the story about Forni’s lifestyle forward. As 

found in the content analysis, in the sponsored posts the sponsored brand name could be 

mentioned up to nine times in one post. However, the sponsored posts containing 

amplified eWOM had an organized text and more aesthetic appealing photos which was 

something that was appreciated by the readers.  

  

When looking at the different presentation styles of sponsored content, the authors of this 

study could in the theoretical framework only identify two different approaches, namely 
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native advertising and storytelling. However, after analyzing the content and narratives 

on Forni’s blog, the authors identified several different techniques used by Forni to 

present the paid commercial messages. As shown in Table 4, there are eight techniques 

which Forni uses and often combines in her sponsored content. Aforementioned, the 

authors found patterns of when Forni used some of the different approaches, and it was 

connected to what kind of product and what kind of collaboration was involved. As 

mentioned in the content analysis Forni has several longer collaborations with brands 

which she sometimes has numerous sponsored posts about in one month. These brands 

are often the brands which are first mentioned in a post based on information where Forni 

states facts and positive attributes about the product. After writing one of those sponsored 

posts about that specific brand Forni integrates the sponsored brand in more relaxed- and 

partly sponsored posts. The authors also observed how the partly sponsored posts never 

uses any complex products but rather integrate the products in the posts in a very natural 

way. 

  

Moreover, as stated in the theoretical findings, Wojdynski and Evans (2015) claimed how 

all advertisement which takes form as editorial content can be viewed as native 

advertising. However, as identified in this study’s narrative analysis, the authors believe 

that Forni is using two types of native advertising that differs a lot in appearance. The 

sponsored posts are in fact editorial content containing commercial content, but on the 

other hand, the native advertisement on Forni’s blog are clearly not written by her. When 

Forni uses native advertisements on her blog, the background has a different color and it 

is stated at the top of the post that it is a native advertisement, meaning that Forni did not 

write the content. 

 

Aforementioned in the frame of reference, Wright (2006) claims that if a blogger is being 

clear that the blog posts are sponsored and that they are getting paid for writing it, the 

chance is higher that the readers accept it. This statement strengthens the findings from 

the interviews where the informants argue that they prefer when it is clearly stated that 

the blog post is sponsored. The authors believe that this is due to the fact the readers do 

not want to feel like they are being tricked into reading commercial content. Therefore, 

the authors argue that blog marketing is effective since the advertising is not perceived as 
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intrusive. By clearly stating in the blog when it contains advertising the blogger builds 

trust to the readers and by doing so avoid aggravating the readers. 

5.3 Consumers’ Interpretation of Sponsored Posts  
A theme which the authors of this study identified is the importance of the relationship 

between the reader and the blogger and how it affects interpretation. The interview 

informants all agreed on the fact that when being a loyal reader of a blog, one builds a 

relationship with the blogger and something similar to a friendship begins, even though it 

is a one-way relationship. This theme is further strengthened by the theoretical findings 

of the study. The model developed by Hirschman and Thompson (1997) discusses three 

ways for consumers to interpret commercial messages. The third strategy Hirschman and 

Thompson (1997) discuss is called identifying and individualizing and is applicable on 

this case since the readers identify parts of their lives with Forni and view her as a friend, 

this means that the readers interpret the sponsored posts on her blog differently than if she 

would have been a stranger to them. The findings can also be connected to the first 

strategy called aspiring and inspiring since at the same time as the readers identify Forni 

as a friend they also view her as a role-model who they are inspired by and desire to be 

more like.  

5.4 Relationship between the Blogger and Readers 
 

Moreover, the relationship between the blogger and the reader is also applicable to the 

Balance Theory, developed by Heider (Kardes, 2002). Since the findings from this study's 

interviews indicates that the loyal readers shape a kind of relationship with the blogger, 

this means that in order for them to create a balance, they also need to have a positive 

attitude towards the product recommended on the blog. As quoted by I7, and further 

discussed by the other informants, sometimes the important factor regarding the reader's 

interpretation does not have to do with whether the post is sponsored or not but rather 

what product the blogger is promoting. This finding indicates the importance of choosing 

the right influencer to market one’s products, as well as the importance for the influencer 

to not send out commercial messages on the blog which does not fit her personal brand. 

However, the Balance Theory is connected to associations and Kardes (2002) means that 

when there is a strong positive relationship between two of the components, for example 

the opinion leader and consumer, this could lead to the development of a positive reaction 
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between the consumer and product too. This factor of the Balance Theory is applicable to 

the empirical findings since the interview informants agreed that Forni’s positive opinion 

towards a specific brand could lead to them also feeling positive towards the brand and 

might consider trying it. 

 

Findings from the interviews indicate that the readers of Forni’s blog associate her with 

trustworthiness and that she writes about subjects, products and brands that reflect her 

lifestyle. The theory regarding Pavlov's classical conditioning can be connected with the 

positive associations the readers have towards Forni and her blog. This means that having 

a positive association towards Forni will positively affect everything Forni states, 

including her sponsored posts. A majority of the interviewees stated that their perception 

of Forni is that she would never collaborate with a brand and write sponsored posts about 

something that she does not stand for. This further indicates that the relationship between 

the readers and Forni can be viewed as a kind of friendship. However, two of the 

interviewees interpreted Forni’s sponsored posts as other advertisements in other 

marketing channels. The interesting aspect of this is that the two informants stating this, 

namely I4 and I7, was those who do not consider themselves as loyal readers of the blog. 

The authors saw a connection between the involvement and the interpretation readers have 

towards Forni and concluded that high involvement results in positive associations while 

the readers with low involvement are more skeptical towards the advertisement in the 

blog. 

5.5 Ad skepticism 
 
In accordance to Wang and Chien (2012), the authors found that the fact that Forni is very 

positive about the products in her sponsored posts leads to skepticism among some of the 

informants. However, the biggest ad skepticism was aimed at the banners, and the 

informants clearly preferred the sponsored posts since they were more personal, which is 

in line with the findings of Van Reijmersdal et al. (2016) who state that ad skepticism 

usually occurs when the message is too persuasive, as in the case of the banners. The 

interview informants who believed that Forni promotes products which she uses and 

wants to recommend, even though she gets paid for it showed less ad skepticism. This 

leads to the conclusion that when the readers believe that Forni promotes products which 

she uses and wants to recommend, even though she gets paid for it, the readers find her 
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to be trustworthy and honest and the ad skepticism decrease. This is in line with what 

Wang and Chien (2012) state regarding reader's cognition which emphasize people’s 

beliefs and thoughts towards a specific matter. When connecting this to the empirical 

findings of this study one can tell that the loyal readers of Forni’s blog have a positive 

cognition towards her and are therefore not as skeptical towards the commercial 

messages. However, as van Reijmersdal et al. (2016) explain, negative cognitions can be 

adopted when readers feel like they have been exposed to hidden commercial messages. 

This was sometimes the case among the interview informants when being exposed 

towards the partly sponsored posts but the main resistance among readers was towards 

banners on the blog and not the posts written by Forni. 

5.6 Diversity among Interpretations 
 
As discovered in the interviews, there are some diversity among the interpretation of what 

content on Forni’s blog that is sponsored and what is not. I6 stated how she believed Forni 

receives some kind of compensation every time she mentions a brand in both non-

sponsored and sponsored post. This statement can be connected to the authors findings 

from the content analysis regarding the comments from the readers. A pattern was 

discovered which showed that when Forni wrote about different brands in her non-

sponsored posts some of the readers accused Forni for using hidden advertising, while 

when she did not write where she bought her food or for example her jeans, the readers 

always asked for it in the comments. This creates a love-hate paradox since readers view 

Forni as a role model and want to know where she purchases her products and services, 

but at the same time gets annoyed when she is recommending too many brands. This 

creates a hard situation for the blogger since Forni cannot satisfy all the readers since they 

are asking for different content. This is in accordance with the uses and gratification 

models since readers are seeking different content and gratification when choosing media 

(O′Donohoe, 1994). 

After the authors conducted the interviews and content- and narrative analysis one can 

conclude that the way readers interpret and perceive commercial messages on blogs are 

individual. Depending on the reader's own interest and the reasons behind reading the 

blog, they react differently towards the sponsored posts.  
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Another important factor for the interpretation of sponsored post was the gratification 

sought and gratifications obtained. Some of the informants were negative towards the 

sponsored content, since they stated that the commercial content was not the reason why 

they read the blog. According to the U&G theory, the negative feelings about the 

commercial posts arise because the gratification sought and the gratification obtained does 

not match, there is a gap which creates negative feelings about the sponsored content 

(O′Donohoe, 1994). The informants were in general more positive towards the partly 

sponsored posts, which could be due to the fact that the readers receive the gratification 

from reading about Forni’s life, which is the reason why the actively take the decision to 

visit the blog in the first place (the gratification sought) and hence they are more exceptive 

of the commercial message, the gap between gratification sought and gratification 

received is smaller than in the case of the sponsored post or banners.   

 

5.7-Collaborations 
 

As understood by the authors in the content- and narrative analysis and interviews, the 

readers of Forni’s blog are understanding regarding her collaborations. As identified in 

the content analysis, Forni is open about using paid commercial messages, most of the 

comments are positive and the authors identified several comments which stated that they 

understand that she needs the collaborations in order to keep the blog running. The authors 

identified the same response during the interviews. However, Forni did receive some 

negative comments, and the people who commented often complained about what Forni 

promoted. This can in order also be related to the Balance Theory, since the readers 

developed a negative relationship with the product which leads to readers blaming Forni 

for promoting that product, which in order leads to negative relationship with the opinion 

leader as well. One can conclude that if a reader would dislike a product which is 

recommended by a blogger, the reader would either change their minds about the product, 

or tell themselves that the blogger does not like the product either but just writes about it 

for advertising purposes, just to balance the relationships. The negative reactions from 

readers can also be connected to the second strategy from Hirschman and Thompson 

(1997), namely deconstructing and rejecting. Forni received comments which indicated 

that she bought too many and too expensive products, which illustrates that those readers 
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interpreted her commercial messages through the rejection strategy. When conducting the 

interviews, I4 also experienced rejection since she sometimes got the feeling that 

everything on Michaela Forni’s blog was sponsored. 
  

In addition to this, the interview informants also claimed the importance of Forni not 

writing to many sponsored posts since this in order could lead to Forni being associated 

with advertisement. Several of the informants described how they have stopped reading 

blogs when the blogger involved too many advertisements. 

  

5.8 Perception of Different Presentation Styles 
 

After conducting the interviews and showing the informants the three different sponsored 

blog posts by Forni, the authors could conclude that the perception of the different 

presentation styles differed. Since the readers visit the blog frequently with the aim to get 

inspired by Forni, it is understood through the interviews that the readers are seeking to 

read about her everyday life together with her thoughts and opinions. Due to this, the 

authors understood that native advertisements are not effective on blogs since readers 

visit blogs to read about the bloggers own opinions and not content written by someone 

else. Through this research, the authors have realized that the preferred presentation style 

is storytelling since the readers’ value Forni’s own opinions since they make her blog 

posts personal. However, when it comes to sponsored posts, the interviewees are 

somewhat skeptical even though they might like the product promoted and use it in her 

everyday life. 

  

Considering the different presentation styles of sponsored posts presented in this thesis, 

the authors have come to the conclusion that even though storytelling is the preferred 

style, various presentation styles of sponsored posts are effective to be able to influence 

the readers. By solely using one version of sponsored post will eventually result in 

immunity to the advertising since the readers will immediately recognize the 

advertisement. The readers might eventually perceive it as they do with banners today 

which might result in not reading the posts. By using various styles when presenting 

sponsored brands, the blogger will reach out to more readers. The authors believe that a 

variety of posts is beneficial since readers appreciate different kinds of posts. The 
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combination of both short posts and longer posts with a lot of pictures and texts are 

something that makes the blog interesting which the authors believe is an incentive for 

readers to continue reading. However, the informants preferred when the sponsored posts 

are shorter with less text instead of longer posts with a lot of text and several pictures and 

this may be a factor for the readers to not read the post. A shorter sponsored post might 

be seen as less persuasive while longer posts are more aggressive when encouraging to 

consumption of the product promoted in the post. Despite this, the interviewees still prefer 

sponsored posts that benefits them as well, as for example when receiving a discount. The 

authors find this dilemma interesting since a sponsored post containing a discount code 

for the readers is something that encourages consumption. The conclusion of this can 

once again be connected with the love- hate paradox. 

 

Based on the content-and narrative analysis, the interviews and further strengthened by 

the theoretical framework, the authors identified the following linkage between 

presentation of sponsored blog posts and interpretation from readers. As mentioned 

earlier, interpretation from readers is very individual, however Figure 7 presents the 

conclusions from this study’s findings.  
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Figure 6: Illustration of th

e linkage between presentation and interpretation of sponsored posts  
Source: Developed by authors 
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6. Conclusion and Discussion 

This chapter introduces the study’s final findings, how the findings contribute to existing 

literature as well as opportunities for further research. 

 

6.1 Conclusion 
The purpose of this study was for the authors to investigate the presentation of sponsored 

content on a blog and to further examine how consumers make sense of sponsored posts 

on blogs. The result of this study has successfully fulfilled the purpose and several 

conclusions can be drawn. 

  

One of the major findings in the thesis was the linkage between the various presentation 

styles of sponsored content and readers interpretation (Figure 7). Michaela Forni’s use of 

several different presentation styles of sponsored content, lead to a bigger interest among 

the reader and less ad skepticism, hence the variation of the content is important. One 

presentation style that proved to be more effective than others was branded storytelling. 

When Forni included the product as a part of her everyday life it was perceived as being 

more trustworthy among the readers. When the readers felt that the words in the sponsored 

content did not come from Forni, the interest, empathy and trustworthiness immediately 

decreased.  

  

This study indicates how longer collaborations between a brand and Forni generates a 

more relaxed approach in her sponsored posts and the collaborations were often presented 

by storytelling. However, it is not appreciated when the blog contains too much 

sponsorships and the authors have noticed that bloggers need to be aware and manage the 

appropriate percentage of sponsored posts. Otherwise, the blog is solely perceived as a 

bought marketing channel and readers lose interest. 

  

Regarding readers’ interpretation of sponsored content, the authors can conclude that non-

sponsored content is viewed as more trustworthy since the blogger is not paid for writing 

the recommendation. However, the sponsored posts are more appreciated than banners 

and native advertising on blogs since none of that content is the bloggers own opinions. 
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The authors found that the choice of product proved in some cases to be more important 

than if the post was sponsored or not. The choice of product was extra important in the 

sponsored posts, where the majority of readers stated that the only reason for reading them 

was if the product was of great personal interest. Another important conclusion about the 

choice of product was that if the chosen product was not in line with Forni’s brand or 

suited her target readers, it leads to more irritation and less credibility of the commercial 

message. It affected the balance between the opinion leader, product and consumer in a 

negative way. This further indicates the importance of the relationship between the 

blogger and readers and the loyalty the reader feels towards the blogger. The authors 

found this to play a crucial role for readers’ acceptance of advertising on blogs and attitude 

towards brands presented in sponsored content. Once the readers have developed a 

relationship with Forni, they view her as a friend and associate Forni with positive 

attributions. The authors also found that when there was a gap between the gratification 

sought from reading the blog and the gratifications obtained, a more negative feeling of 

the post emerged. This was present in the case of the sponsored posts which only 

contained commercial messages.   

  

During the research, the authors also identified the presence of a love-hate paradox. The 

readers wanted to know the names of the brands Forni used and showcased in the posts, 

and requested the brand names in the comments when Forni did not explicitly state the 

names. However, when including brand names in the posts, whether being paid or not, 

readers were aggravated and left negative comments about Forni being too sponsored. 

One can therefore conclude that even though the readers prefer the non-sponsored posts, 

this does not mean that they find them more credible than the sponsored ones.  

  

6.2 Discussion 
 
Based on the analysis of Michaela Forni’s blog, the authors agree that branded storytelling 

is an effective tool for companies to use as marketing, since it is better received by the 

readers than other presentation styles. Storytelling is effective since people find 

advertisement masked in storytelling to be less irritating and intrusive. However, 

marketing managers need to be cautious not to cooperate with a blog with too much 
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sponsored content as this makes consumers skeptical and tired of the advertisement, and 

therefore managers run the risk of being just one of many brands on a blog.    

  

In this case study, the importance of the choice of product was stressed several times by 

the informants. Therefore, a main implication is how it is not the sponsorship which 

determinates whether readers like the post but rather if they connect with the product or 

service which is being presented. This finding underlines the importance that both the 

brand and the blogger chooses their cooperation carefully, failure to do so can affect both 

the company and the blogger negatively. Another implication is that ad banners on blogs 

are not an effective marketing tool among Forni’s target audience. 

  

The authors have come to the conclusion that influencer marketing is an effective 

marketing tool in today’s society due to the large use of social media. However, it needs 

to be an appropriate match between the blogger and brand to successfully influence the 

reader of the blog. Another crucial factor for blog marketing to be effective is that the 

blogger has to have a good relationship with the readers. 

  

6.3 Limitations and Further Research 
 
The authors would like to acknowledge some limitations and shortcomings encountered 

during the research. Limitations in this study were the time frame of four months as well 

as the lack of resources and previous experience in writing a qualitative analysis. 

Considering the short time period, a small sample size was used for the interviews and 

the content- and narrative analysis was solely conducted on three months. To investigate 

the blog during more months would have made the result even more reliable and 

authentic.   

  

Considering the research being a case study on Michaela Forni’s blog, the empirical 

findings are conducted on that specific blog which make it hard to generalize the findings. 

However, the analysis as well as the conclusion of the empirical findings together with 

the frame of references will result in an accurate conclusion and due to the many similar 

characteristics between the blog studied in this thesis and other lifestyle blog, the authors 

believe the study can be a foundation for further research within blog marketing.   
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Due to the limitations of this study, there are several suggestions on how to further 

investigate the topic of this study. Firstly, a similar study could be constructed but instead 

extend the informants interviewed as well as conduct the content-and narrative analysis 

on a longer time frame. Secondly, since one of the conclusions drawn indicates the 

importance of what brand, product or service the blogger chooses to advertise is of such 

a great importance, one could investigate this further and examine the difference in the 

interpretation between complex and non-complex products. A similar study could also be 

conducted but instead examine two blogs and compare the differences between them. 

Instead of focusing on a lifestyle blog with young woman as a target audience, the study 

could be on another industry where men are the readers. Another option for further studies 

is investigating another social media channel, such as Instagram, and see whether the 

findings would give the same results. Lastly, one of the conclusions of this study is how 

the readers have a love-hate paradox relationship with Michaela Forni. This conclusion 

could be an interesting topic to further investigate and gain a deeper understanding of. 
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Appendix 1: Partly Sponsored Post (introduced during interviews): 
 

Link to complete post: http://www.forni.se/2017/03/22/team-samir-spice-girls-och-forsta-
utomhuslunchen-for-i-ar/  
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Appendix 2: Sponsored Post (introduced during interviews): 

 
Link to complete post: http://www.forni.se/2017/03/28/skin-renewal-skincare-collection/  
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Appendix 3: Native Advertisement (introduced during interviews): 

Link to complete post: http://www.forni.se/2017/03/05/finslipa-cvt-innan-du-soker-nytt-
jobb/  
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Appendix 4: Interview Outline 

 
General questions about Blogs and Michaela Forni 

 

1. When hearing the word blog, what it the first thing to come to your mind? 

2. Can you talk a little about the reasons why you read Michaela Forni’s blog? 

3. How often do you read the blog? 

4. Are there any blog posts that you appreciate more than others? (fashion, lifestyle, 

food etc.) 

5. Do you find inspiration from the blog? In what ways? 

6. How do you perceive Michaela Forni as blogger, in terms of being a trustworthy 

person and genuine person? 

7. Do you feel that Michaela Forni present ideal that you yourself strive for? 

 

Commercial messages 

 

8. What associations do you make when you hear the phrase “advertisement on blogs”? 

9. How do you perceive Michaela Fornis blog in terms of advertisement? Do you 

perceive it to be a blog with a lot of commercial messages? 

10. Are you familiar with the term sponsored posts on blogs and what it implies? 

11. What is the biggest difference that you experience between a sponsored post and a 

none sponsored post? 

12. What are your feelings about advertisement on the blog? 

13. What is your perception about sponsored post compared to banner advertisement? 

14. How does your interest in the product effect your interpretation of the commercial 

messages on the blog? 

15. Is there a difference in your perception of the collaboration between the blogger and 

the brand if there is something in it for you? A discount etc. 

 

Fornis sponsored posts 

 

16. Do you think the picture that Michaela Forni has created through the blog, about her 

life is believable? 
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17. How does it effect your perception about the sponsored posts? 

18. Do you think the overall aestheticts on the blog, in terms of layout, pictures, 

language when the post is sponsored compared to the none sponsored? 

19. How many percent of the posts on the blog do you believe to be sponsored? 

20. Partly sponsored: http://www.forni.se/2017/03/22/team-samir-spice-girls-och-

forsta-utomhuslunchen-for-i-ar/ 

a. What are your thoughts about this post? 

b. What are your opinions about a partly sponsored post, where the commercial is 

embedded in a normal post compared to when the post is purely commercial? 

b. What are the difference between a partly sponsored post and a completely sponsored 

post for you?  

21.Sponsored post: http://www.forni.se/2017/03/28/skin-renewal-skincare-collection/ 

a. What are your thoughts about this post? what are the differences compared to the 

previous post? 

b. What are your thoughts about the perceived credibility about this post?  

c. How do you feel about the video incorporated in the post? Would you watch it? 

d. Are there any specific products that you would like to see a movie about? 

22. Native advertising: http://www.forni.se/2017/03/05/finslipa-cvt-innan-du-soker-

nytt-jobb/ 

a. Tell us about your spontaneous reactions to this post? 

b. What are your opinions and thoughts about this kind of posts compared to a post that 

the blogger has written herself? 

  

Identifying sponsored content 

23. Do you find it easy to identify wheatear a post is sponsored or not?  

24. Do you experience a lot of hidden commercial on the blog? 

 

The bloggers influence on the reader 

26. When you are buying a new product that you have not tried before, what factors has 

the most influence on your buying decision? 

27. When Forni recommends a product, how trustworthy do you perceive her 

recommendation to be, compared to a friend’s? 
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28. How do you perceive a recommendation from Forni, compared to an influencer which 

you do not have to same relationship to?  

29. What effect does the fact that a recommendation is sponsored on how you evaluate 

the recommendation from Forni? 

31.In the past have you ever changed your opinion, either negative or positive, about a 

product or a brand because of what a specific influencer/blogger has said about the 

product?  

32. Would you like to share any other thoughts or opinions that you think would 

contribute to our research? 

 
 
 
 
 
 
 
 
 

 


