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Abstract:
In recent years, some famous players of Gaelic Games or better known as GAA have
positioned themselves on Instagram, posting content, and promoting brands.
Definitions name them as Influencer Marketing, social media marketing strategy to
create brand communication. The purpose of the research is to explore the role of these
Influencers Marketing in the GAA to drive participation of Generation Z in the sport. The
use of a qualitative research design is adopted with interpretivism philosophy and
inductive approach. The data have been collected with semi-structured interviews to
investigate the experience of people belonging to the GAA and Instagram with
Influencers. The results show that Influencers Marketing could increase the visibility of
the GAA, promoting products related to the sport, and showing content to improve skills
in the game. Furthermore, there is an association with other brands non-related to the
field. Participants have stated to interact on Instagram with influencers, however they
admitted that this could be more suitable for kids and adolescents. The results are
analyzed with the literature review in the discussion chapter. Moreover, conclusions and
recommendations are derived, and the futures of the research are presented.
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1. Introduction
1.1 Research problem: Social Media Influencer Marketing
Aron Levin described an Influencer as a person who inspires or guides actions of others,
(Levin, A, , 2020, p. 20) and described Influencer Marketing as “the practice of
connecting influential individuals with the right target audience to help relevant brand
s to communicate their message and achieve their marketing objective”. (Levin, A,
P.153, 2020). Brown and Hayes define Influencer as “A third party who significantly
shapes the customer`s purchasing decision, but may ever be accountable for it” (Brown,
D. Hayes, N., 2008). The Marketing Professor, Gachoucha Kretz summarizes the use of
Influencer Marketing to convey marketing and communication on behalf of corporations
and brands. (Gachoucha Kretz, n.d.)
“Social media influencers represent a new type of independent, third-party endorsers
who shape an audience’s attitudes through blogs, tweets, and the use of other social
media channels” (Fredberg, 2010, cited in The Rise of Social Media Influencer Marketing
on Lifestyle Branding: A Case Study of Lucie Fink 2017, p 78) (Morgan Glucksman, 2017)
The concept of Influencer Marketing could be understood as people who certified their
knowledge and expertise in a specific topic and use social media to convey
communication to reach marketing goals for specific brands or institutions. Certainly,
we have been facing a new strategy within the world of Social Media: Influencer
Marketing which aims to reach marketing goals using experts to transmit
communication.
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1.12 The relevance of Gaelic Games in Ireland.
Irish Games or Gaelic Games were the main attraction in a Celtic sporting festival, which
began in 1829 BC. During the 14th and 18th centuries the landowners organized hurling
games and hundreds of people met to watch those matches. Gaelic Football seems to
have been a cross-country marathon involving hundreds of players. During the years
between 14th to the 19th centuries, Gaelic Games started to be banned by the ruling
class. Additionally, external events like The Great Irish Famine prevented the growth of
the game and diminished the cultural spirit involved. But from the middle of the 19th
century, the landscape had changed, the games had grown in popularity and practiced.
(Orejan, Jaime, 2006)
In this scenario combined with the wish for independence from the UK, a group of Irish
men founded The Gaelic Athletic Association known as GAA to preserve the native Irish
games, making athletics more accessible to the masses and revive the natural tradition,
indigenous sports, and past time. (Croke Park, n.d.)
Nowadays, GAA counts over 2200 teams in Gaelic Football, Hurling, among others. They
also promote the culture of Irish songs, language, music, and dance as an important part
of their objectives.
The last Annual Report and Financial Statement of the GAA displayed a high growth in
revenues increasing them by 16% and reaching €73.9 million. A large part of this revenue
was gained on the ticket price of the league and championship campaigns. The average
attendance to all the matches in 2019 also displayed a growth of 12% increasing from
802.466 in 2018 to 897.975 in the last year. (GAA, 2019)
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According to the report Irish Sports Monitor 2019 conducted by Ipsos MRBI, 47% of the
respondents said to be involved in social sport participation. Gaelic Games, represented
in the figure of GAA, show up in the first places of people involved in terms of
membership, attendance to events, and volunteers. (Irish Sport Monitor, 2019) See
figure 1.

Figure 1: Social Participation. Source: (Irish Sport Monitor, 2019)

In 2018, for the first time in nine years, Gaelic Games had surpassed soccer as the most
popular sport in Ireland. (Teneo Sport & Sponsorship Index, 2018) Mainly Gaelic Football
and Hurling are positioned in the top of the preferences for Irish people with 21% leaving
behind soccer and rugby with 19% and 14 % respectively. See figure 2.

12

Figure 2: Ireland favorite sports. Teneo Sport & Sponsorship Index 2018

1.13 Gaelic games Social Media Influencer Marketing.
The Influencer Marketing Benchmark report for 2020 developed by Influencer
Marketing Hub says that 4/5 respondents intend to dedicate a budget to Influencer
Marketing, and the growth expected in 2020 will be 9.7 billion. (The Influencer
Marketing Hub, 2020) A survey conducted by the MediaKix agency says that Instagram
seems to be the first option for an influencer with 89% followed by YouTube and
Facebook with 70% and 45% respectively (MediaKix, 2019) It must be said that there are
over 1 billion accounts of Instagram around the world being one of the most popular
social media channels. (J.Clement, 2020)
In this context, it is worth connecting influencer marketing and Gaelic Games through
GAA players who are also active influencers on, predominantly, Instagram They share
posts related to Gaelic Games, sports life, and other personal content, obtaining a high
number of followers and rate of engagement.
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According to StarNgage Instagram marketing platform which helps businesses to
connect with an influencer, 6 current GAA players are in the list of top 1000 of the micro
and macro-influencer in the country and there is also 1 ex player listed. (StarNgage,
2020).
Three more Gaelic Games Social Influencers were found but they do not show up in the
list of 1000 influencers even though their numbers of followers and rate of engagement
are high. To rank them based on the engagement rate the calculator of phlanx.com
where used. (phlanx, n.d.)
The table below is organized by the players, team represented, position in the top 1000
of micro, and macro- influencer in Ireland, and the calculator of phlanx.com, plus
followers, and rate of engagement. See figure 3.
Influencer
Bernard
Brogan
Aidan O`Shea
Lee Chin
Philly
McMahon
Ciaran
Kilkenny
Sarah Rowe
Dean Rock
Damien
Comer
Shane Walsh

Team/Sport

Position
1000 .
Ex player, Dublin 146
FC/Gaelic Football
Mayo
GAA/Gaelic 177
Football
Wexford/Hurling
Does
appear
Dublin GAA/Gaelic 297
Football
Dublin GAA/ Gaelic Does
Football
appear
Mayo Ladies/Gaelic 326
Football
Dublin GAA/ Gaelic 347
Football
Galway GAA/Gaelic 554
Football
Galway GAA/Gaelic Does
Football
appear.

Top Followers Engage rate
67.8K

2.40%

61.7K

6.90%

not 46K

10.89%

39.9K

9.60%

not 39.2k

8.46%

38k

11.2%

34.4K

8.80%

19.7K

8.80%

not 15K

12.43%

Figure 3: Social Media Influencer Marketing on GAA.
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1.2 Research Gap
The research will explore the role of Gaelic Games Social Media Influencer Marketing to
drive participation on Generation Z in Gaelic Athletic Association and the sport by the
experiences of this generational group. The stories of the participants will be connected
with some social media marketing experience in terms of awareness (following an
influencer or accounts related to Gaelic Athletic Association) consideration (interaction
in terms of comments or likes) , and purchase (buy a product or become a member of
GAA) to find some marketing address driven by those Influencers.
The investigation will seek to understand how this group of young people, who have an
active participation in social networks, is related to influencing, a marketing strategy
that is gaining popularity and a relevant use among companies. On the other hand, the
authenticity of influencer perceived by people from Generation Z will be another
important point to be discussed owing to the importance to analyze this strategy beyond
celebrities, due to the fact that some micro-Influencer can be seen more credible,
believable and accessible than famous people promoting brands, services, or products.
(Djafarova, E. and Rushworth, C., 2017) In this case, Instagram will be used to explore
the role of the Influencer on Generation Z due to the presence and relevance of those
on this social media platform.
1.21 Instagram authenticity
According to Instagram, five level of influencer should be analyzed when companies or
brand seek influencers; Mega (over 1 million of followers), Macro (500k to 1M), MidTier(50K-500K), Micro (10k-50K) and Nano(1k-10K) (Mediakix, 2019). Under this
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measurement, the Gaelic Games Social Media Influencer Marketing would be aligned as
follows: Micro: Shane Walsh, Damian Comer, Dean Rock, Ciaran Kilkenny, Lee Chin,
Sarah Rowe, and Philly McMahon, and in Mid-Tier level: Aidan O`Shea and Bernard
Brogan.

Engagement Rates determine how actively the audience is involved with a specific
account, and this can lead to greater visibility, brand affinity and credibility.
(sproutsocial, n.d.) On Instagram the Engagement rate depends on two metrics; likes
and comments (Prateek Vora, 2018 ) and to calculate it, the total numbers of likes and
comments must be added up and divided by the number of followers. Once the number
is obtained a multiplication by 100 must be applied to get the percentage. See figure 4.
(instazood, 2019)

Figure 4: Engagement Rate on Instagram. Source: Instazood.

Overall, the average Engagement Rate on Instagram typically is from 1 % to 5 %. The
percentage and certainly there is not a universal standard scale. Some research declares
that over 5% of engagement is a good percentage. (Andrew Roach, 2019). However,
another study declares that between 3% and 6% should be considered great. (instazood,
2019)
When contextualizing the numbers explained before in terms of the acceptable average
engagement in relation to the Gaelic Games Social Media Influencer Marketing, it`s
important to remark that in some cases, a high percentage of engagement where found.
For example, Shane Walsh and Philly McMahon have 12.43%, and 9.60% respectively.
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Regarding the engagement of the other influencer, Dean Rock (8.80%) Damien Comer
(8.80), and Ciaran Kilkenny (8.46%) also present a percentage of over 6%.
Finally, the influencers who have more followers, Bernard Brogan (67.8k) and Aidan
O`Sheas (61.7K) offer the lowest engagement rate in comparison with the other,
displaying 2.40% and 6.90% respectively.

1.22 Role of Generation Z in social media
Social Media has changed the way that we consume information with 3.484 billion users
around the world calculated in 2019 (Chaffey.D, 2019) and it has become in a tool to
develop strategies to conduct business through Facebook, YouTube, and Instagram,
Around $8 billion were spent on social media advertising and marketing in 2019. (MaryJane Owen, 2020)

In the context of the massive use of social media it is important to mention the role of
Generation Z, by some classified as people who were born between 1995 and 2010
(Francis,T. Hoefel,F., 2018), while other studies suggest that this concept is associated
with people born between 1997 and 2012. (Michel Dimock, 2019) or even people born
after 1991. This highlights them as the first group that had real access to Internet
technology. (PrakashYadav, G. and Rai, J., 2017) Certainly, there is a difference date
allocated people from Generation Z, however, it could be dealt with for people who
enter adulthood in the second decade of the 21st century.

The connections between Generation Z and Influencer Marketing must be understood
from the relationship of the people from this group and their use of social media. A study
17

conducted by Adobe found that nearly 73% of the adults from Generation Z are active
users of Instagram and within the reason to use social media were found answers as “to
get inspired”, “to hang out and chat with friends” and “follow celebrities”.
(Marketingchart, 2019) Another research claims that 95% of the people surveyed from
Generation Z have social media, specifies that Instagram appears in the second place of
the most used after YouTube. (The State of Gen Z, 2020)
In terms of use of social media in Ireland, 90% of Irish people between 16 and 24, within
the concept of Generation Z, use of social media (Taylor Ch, 2019) and overall the use
Instagram is the second highest after Facebook with 43% of the social account
ownership according to a survey conducted by Ipsos with adults over 15 years old.
(Rebecca Porter , 2019) . See figure 5.

Figure 5: Social Networking Tracker Ireland. Source: IPSOS
Generation Z has grown up in the digital era and digital space is natural to them and
they also have never been living without the Internet. (D.Sanchez, 2019)
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1.23 Gaelic Games Social Media Influencer Marketing and Generation Z
Understanding the high mobilization of people belonging to Generation Z, online as
reviewed before, and the high volume of the use of Instagram in Ireland makes an
analysis of the connection between those people and influencer marketing. Necessary
it is based on: firstly the measure of the audience reach, expertise or credibility and
engagement that are expected in an influencer (Aron Levin, 2020, p. 21) and secondly,
the actions by people from Generation Z inspired by influencer marketing in terms of
actions as, participation in activities, follows accounts continuously, becoming a
members, or make a purchase of something related to GAA based on Instagram content
if Gaelic Games Social Media Influencer Marketing affected the consumer`s final
judgment on a product or service . (M. Oliveira, R. Barbosa, A. Sousa, 2019)
As a result, perceiving the role of Gaelic Games Social Media Influencer Marketing to
drive participation on Generation Z would be a tool to understand different approaches
to set strategies inside the digital marketing world.
1.3 Research aim and objectives

Consequently, the research objectives are to explore the role of Influencer Marketing in
GAA on Instagram to drive participation in people from Generation Z, analyzing the
performance in terms of authenticity, reach, and engagement because it enhances
perceived and increased message receptivity as an attribute. (Labrecque 2011 and
Moulard 2016 cited in Audrezet, Alice & Kerviler, Gwarlann & Moulard, 2018. P.8)
(Audrezet, Alice & Kerviler, Gwarlann & Moulard, Julie., 2018)
One of the goals of the research is to assess how people from Generation Z are close to
interact with Gaelic Games Influencer Marketing and prove or dismiss ideas in terms of
19

engagement. Finally, investigate the expertise of Gaelic Games Social Media Influencer
Marketing for futures improvement in a marketing environment.
Those argument mentioned before lift the following Research question:
What is the role of Influencer Marketing in GAA to drive participation in the
association and sport on people from Generation Z?
1.4 Contribution

1.41 Academic Implications:

In terms of academic implication, this research could contribute to connect the use of
social media influencer with themes of branding as Self -Brand Connection to
comprehend how this brand concept used by Influencers reinforce the security into the
consumer(Van der Westhuizen, 2018). In addition, the research could also enhance the
perception of Brand Equity using Influencer understanding that the power of a brand
lies in what resides in the minds and hearts of customers. (Kevin Keller, 2013).

Exploring the role of those Gaelic Games Social Media Influencer Marketing on people
form Generation Z and their experiences, the research will try to give some ideas of how
those young people consume this type of social media marketing strategy. Besides the
phenomenon, the technological behavior of Generation Z could help to understand how
Influencer Marketing can be a potential strategy to target people form this generational
group.
Finally, the idea of the use of Influencer Marketing in sport associations could continue
to improve marketing aspects such as brand awareness, conversions, and drive more
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sales by the context of Gaelic Athletic Association. Although GAA is a non-profit
association, the revenues are needed to grow the association and convey the sense of
this millenarian tradition for Irish people.

1.42 Practitioners Implications:

The research could contribute to improving the perception of Influencer Marketing, and
how to approach it to people within Generation Z. Looking forward to the future, the
Strategic Plan of Gaelic Athletic Association (GAA, 2018) which has been ongoing since
2018 and will have been finished in 2021 has within its objectives the improvement of
its communication that is sends to the followers and the enhancement of opportunities
for participating in Gaelic Games. Therefore, Gaelic Games Influencer Marketing could
contribute to how to approach people from Generation Z to this plan.

Gaelic Games Social Media Influencer Marketing analyzed have from 15k to over 65k
followers. They post about Gaelic Games, personal stories related to it, and they also
share content connected to their personal life. Some of them are also active as
influencer in other industries as ambassadors of brands such Shane Walsh and Aidan
O`Shea with Audi or Ciaran Kilkenny with the brand of antiperspirant Sure.

However, it is important to analyze the role of them to drive participation with
Generation Z because of the high engagement of this group with Instagram (J.Clement ,
2020), and the interest of GAA reflected in the more than one million followers in the
national and international social media accounts. (GAA, 2018)
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CHAPTER 2: LITERATURE REVIEW
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2. Literature review
The literature review is divided into three sections, starting with a general overview of
social media marketing which will allocate in context as a general field. It will follow with
social media and social media influencer marketing and Generation Z to give a better
understanding of how these variables interact. The literature review has finished with
the revision of social media marketing and social media influencer marketing in sport
and non-profitable organization as Gaelic Athletic Association.
2.1 Social Media Marketing
Since the last decade, social media has changed the way of communication among the
society, creating an interaction, communication, and transformation of contents,
feelings, and cultural trends (Hassan, T. Shabir, G. Safdar, G. Hussain, J, 2019) It is
important to highlight that dictionaries like Merriam Webster described social media as
the form of electronic communications, such as websites or social networking, where
users create online communities to share information, ideas, personal messages, and
other content. (Social Media , n.d.) On the other hand, the Cambridge Dictionary
describes it as forms of media that allow people to communicate and share information
using the internet or mobile phone (Cambridge, n.d.)
The use of social media could verify an important approach to communication, The
Spiral of Silence. Developed by Elizabeth Noelle-Neuman, The Spiral of Silence theory
aims that some people tend to be in silent when their opinions are the opposite of the
23

main vision or idea due to the influence of traditional mass media channels as television,
radio and magazine (Neuman 1974 cited in Hassan, T. Shabir, G. Safdar, G. Hussain, J,
2019, p. 1550) to produce a homogenous public opinion owing to the need to create a
public opinion as a form of social control. (Noelle-Neumann, 1993 cited in Clemente, M
, and Roulet T, 2015)
The use of social media can be an argument to contrast the theory of the spiral of silence.
The two ways of communication present on social media, create an opportunity which
people can participate and validate information,

(Hassan, T. Shabir, G. Safdar, G.

Hussain, J, 2019) instead of single way of communication, raised by the “spiral of silence”
where the media send a message and the audience cannot literally refute it.
Reviewing some ideas of social media in the communication field, important
connections between social media and marketing are presented. Some authors define
social media marketing as the utilization of online channels to communicate and deliver
valuable offers for an organization and their stakeholder. (Tuten, T. and Solomon, M,
2017, p. 53) ,or according to Ebrahim, as the reinforcement of traditional and digital
marketing. (2019, p. 1)
Certainly, social media marketing is a tool to conduct marketing strategies through
online platforms, taking advantage of the huge amount of virtual users, where 60% of
the population around the world is online and there are 4.5 million users on The
Internet. (Chaffey.D, 2019)
However, social media marketing has some relevant key roles in the field of marketing
too, according to Venciute. (2018 , pp. 133-134) It is manifested in customer
engagement (Possibilities to become more loyal), improve relationships with customers
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(Create a relationship with existing and potential customers), create information (The
content is easy to be created, published, and disseminated among consumers), enhance
reach and targeting (targeting based on demographic and psychographic
characteristics), and the use of social media in marketing research (discover how to
develop social media competence).
Thus, social media marketing could be defined as a part of digital marketing,
encouraging customer communication, (Chaffey,D. Ellis-Chadwick,F, 2016, p. 33) and
helping advertisers to realize that multi-media campaigns are necessary to have better
effectiveness in their message when they try to communicate to their target audiences.
(Ford, J. B, 2019)
Bringing together the authors' ideas, and understanding the digital marketing
environment, social media marketing is a form to create a connection between
companies or brands and their customers using social networks to achieve marketing
goals and thus, grow business. This relationship can help to understand the needs of
customers, and increase their satisfaction, (Achen, R. M. , 2017) and ultimately, improve
communications to deliver good service and obtain Return of Investment (ROI).
Moreover, social media marketing has attracted attention in recent years due to the
opportunity of firms to increase their reach, interact and engage with their
customers.(Tafesse, W, and Wien, A, 2018) This could rise brand awareness, and leads
to conversions.
To develop social media marketing, the use of platforms such as Facebook, YouTube,
and Instagram are needed as they are the most used social networks around the world.
(Clement, J., 2020) Within those platforms, as described above, there are different tools
25

and techniques to achieve marketing goals using images or video, infographic post, live
videos, or customer GIF`s according to Paswan. (2018, p. 10)
In addition to this, in the recent years, a new strategy has risen predominantly on
Instagram, to construct a new brand narrative, (Pérez Serrano, M. García Santamaría,
J.V. Rodríguez Pallares,M, 2020) its name, Influencer Marketing, which will be reviewed
in the next section.
2.12 Social Media Influencer and Social Media Influencer Marketing
Reviewing above the overview of the strategies used to develop social media marketing,
the social media influencer marketing must be allocated in context to understand this
strategy as one of the main objects of study of this research. However, starting with the
revision of social media Influencers could create a general understanding on the field.
In line with Sheldon & Moss 2016, cited in Vangelov 2019, (2019, p. 72) social media
influencers could be understood as the persons who constantly keep in touch with their
friends, and followers, through sharing experiences and emotions, and transform into
part of the active users called “social influencers". By Balban and Mustatea, “Social
influence is the phenomenon of persuading opinions and actions due to the interactions
with the people around”. (2019, p. 33) Finally, Aron Levin described influencer a person
who inspires or guides actions of others. (Aron Levin, 2020, p. 20)
Summarizing those concepts mentioned, an Influencer is someone who has the
influence of others to persuade others to guide someone using social media. They must
have followers on platforms like Instagram or Facebook, for example, to shape the
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audience attitudes. (Freberg, 2010) So, Influencer are online leaders with a powerful
relationship with their communities. (Balaba, D, and Mustatea, M, 2019)
The use of influencers in marketing dates back to the 17th century in England when
Josiah Wedgwood, an English potter, and entrepreneur, created the first Influencer
Marketing in the image of the Queen Charlotte of the Royal family, one of the most
influential people in those years. The main purpose of Wedgwood was to link the image
of the Queen with his ceramic business due to a good impression caused on Charlotte
for the work on cream-colored tableware made by Wedgwood. As a result, he called his
product “Queen Ware” “ introducing” the concept of affordable luxury brand (Aron
Levin, 2020, p. 3)
In the early 1920s, companies already used celebrities to promote products. Charles
Chaplin, for example, took part in an advertisement for a cigarette brand. (Vangelov
Nikola, 2019). This important actor of the time and an iconic figure in the film industry
was connected to attract sales. See the figure 6.
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Figure 6: Charles Chaplin Tramps cigarette ads. Source: Pinterest.cl
Another famous case is the use of Santa Claus in Coca Cola advertising (See figure 7)
where Archi Lee from D’Arcy Advertising Agency wanted to approach a more realistic
image of this Santa, creating one of the most famous campaign history. (Arjun, R, 2019)

Figure 7: Santa Claus and Coca Cola. Source: https://www.adbranch.com/
Under this scenario, some authors define the use of influencer in marketing as “A third
party who significantly shapes the customer´s purchasing decision, but may never be
accountable for it” (Brown, D. Hayes, N., 2008), or the action of conveying marketing
and communication on behalf of corporation and brands. (Gachoucha Kretz, n.d.) or
simply, consumers who communicate information about product or service on social
media, being a kind of online world of mouth. (Balaba, D, and Mustatea, M, 2019)

As a result, influencers are people who certified their knowledge and expertise in a
specific topic, and they use social media to convey communication to reach marketing
goals for specific brands or institutions. This strategy, on social media, started with
celebrities, later moved to well-known bloggers and nowadays it is about everyday
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consumers who have a huge impact and can add value to their content creating an ability
to influence attitudes. (Kádeková, Z. & Holienčinová, M, 2018)

To identify who is an influencer or not, messages, followers, and interactions in terms
of likes or shares must be analyzed (Balaba, D, and Mustatea, M, 2019). But Aron Levin
remarks that an influencer is related on more than just followers, and he displays a
formula to choose influencer based on three attributes (see the figure 7). The ideas are
as follows: (1) Audience Reach, the size of the followers and who they are. (2) Affinity
related to credibility, and expertise in the Influencer to build trust and belief to their
audience. (3) Strength of relationship referring directly to the engagement, which could
be the most important component with Influencer because it would determine the
impact of the campaign. (Aron Levin, 2020, p. 21) See figure 8.

Figure 8: The Formula. Source: Influencer Marketing for brands, Aron Levin.
In addition to these ideas, Brown and Hayes (2008, p. 69) suggest other concepts to
define or rather measure an influencer which is a bit similar to the ideas raised by Levin.
The proposed concepts are as follows: (1) Market reach, related to a measure of
awareness. (2) Frequency of Impact, in terms of how frequently content impacts,
numbers of likes as an example. (3) Quality of impact, connected to the feedback overall,
and what the media says about the influencer. (4) Closeness to a decision, linked to how
close the influencer´s opinion impacts the final decision making.
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Agencies organizes influencer marketing according to the platform, the channel used,
and the desired intention by the influencer. The types are as follows: (1) Blogger: the
owner of a blog (website) aimed to share their thoughts and passions. (2) YouTuber
(vlogger), interacts with audiences through their videos on YouTube. (3) Celebrity, an
actor, singer, presenter, who shows exceptional actions on Instagram, Facebook, or
YouTube. (4) Instagrammer, a person who attracts audience sharing photos or video in
post or stories format, showing high-quality and engagement in terms of followers.
(Kádeková, Z. & Holienčinová, M, 2018) Therefore, and considering the ideas previously
reviewed, they have certain concepts in common to define an influencer such as the
engagement of social media, the expertise in the area, quality, and the leadership
provoked in their followers.

The massive use of social media allows companies to get an opportunity to develop
strategies on those platforms. This is reflected in the spending in 2019 in this area, in
which $8 billion were spent. (Mary-Jane Owen, 2020) In terms of use of influencers in
social media, some studies say that 63% of marketers will increase the budget on
Influencer Marketing because it has been lucrative in some cases, 80% have manifested
reliability, and 89% said that ROI from Influencer Marketing is at the same level or even
better than other marketing channels. 89% of the respondents marked Instagram as the
first option to conduct an Influencer marketing strategy, followed by YouTube and
Facebook with 70% and 45% respectively (MediaKix, 2019). Finally, there were 380 new
influencer marketing-focused agencies established in 2019. (The Influencer Marketing
Hub, 2020).
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2.13 Instagram Influencer Marketing
In 2019, Instagram reached more than 1 billion accounts around the world and 90% of
those follow a business on this platform ( Instagram Business , 2019 ). The popularity of
this social media could be explained for the growth of 42% in two years according to the
700 million users in 2017 (Instagram , 2017 ).
Inside Instagram`s growth, the reputation of Influencer strategy was possible because
this social media channel is positioned in various countries as one of the lead platforms
for Influencer Marketing. (Enberg, J., 2018 ) , moreover, surveys claim that 4/5
respondents intend to dedicate a budget to Influencer Marketing. Thus, expansion
expected in 2020 will be 9.7 billion. (The Influencer Marketing Hub, 2020)
From a marketing perspective, the use of Influencers on Instagram could be associated
with the improvement of the different aspects of the customer journey. A study displays
that the most important reason to use this strategy is to enhance brand awareness,
(85%) reaching a new audience (71%) and generating sales/ conversion, (64%)
(Mediakix, 2019)
The different businesses utilize Instagram to communicate their offers to their
customers or give valuable information about them. Instagram offers various tools to
promote products or services as sharing pictures, videos in different formats and a
recently, a new piece of content called Stories, which is being used by more than 500
million accounts per day. ( Instagram Business , 2019 )
Those techniques mentioned can be used by Influencer Marketing to promote a product
or convey messages, displaying a variety of tools to attract the audience expected and
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it also remarks a distinctive point of Instagram with other social networks. (Soedarsono,
D. K. et al, 2020)
Although Instagram offers a large variety of content to be used by Influencers, one of
the main aspects to consume the content is the authenticity and connection with the
audience. (Breves, P. L. et al., 2019) Indeed, it´s here when the engagement metric takes
an important role.
The engagement describes how actively the audience is involved with a specific account
(sproutsocial, n.d.) To measure it, total numbers of likes and comments must be
summed and divide that total for the number of followers and after multiply this number
by 100. Overall, the average Engagement Rate on Instagram typically is from 1 % to 5
%.
Despite the calculation to measure engagement on Instagram, there isn´t universal
standard scale. Some research aims that over 5% of engagement is a good percentage.
(Andrew Roach, 2019). However, another study claims that between 3% and 6% should
be considered great. (instazood, 2019)
Instagram recognizes five types of influencers according to their followers. The order
follows as Mega (over 1 million followers), Macro (500k to 1M), Mid-Tier(50K-500K),
Micro (10k-50K) and Nano(1k-10K) (Mediakix, 2019) According to this metric, identify a
type of influencer will be found in the profile a specific account. See figure 9.
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Figure 9: Ciaran Kilkenny Instagram profile. Source: Instagram
On the other hand, Influencer Marketing can be identified with a post and a text which
says: Paid partner with (specific brand) or with the tag #Ad in the picture. See the figure
10 and 11.

Figure 10. GAA Instagram post. Source: Instagram
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Figure 11: Ciaran Kilkenny profile. Source: Instagram
In the Gaelic Games in Ireland, 5 current Social Media Influencers belong to the GAA
(Aidan O`Shea, Philly McMahon, Dean Rock, Sarah Rowe and Damien Comer) and 1 ex
player (Bernard Brogan). They are in the list of 1000 micro and macro influencers.
(StarNgage, 2020). There are three more Gaelic Games Social Influencer Marketing (Lee
Chin, Ciaran Kilkenny and Shane Walsh) present with a high activity (phlanx, n.d.) in
terms of post and engagement, but they don’t show up in the list of 1000 influencers.
Finally, some of those players work in parallel with other industries as Influencers or
Ambassadors of brands as Shane Walsh with Revive Active, Philly McMahon with Global
Hydrate, Aidan O`Shea with Audi or Ciaran Kilkenny with the brand of antiperspirant
Sure.
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The idea of an influencer encapsulates different factors like followers, engagement,
expertise, and how they can impact in decisions of the audience. To make the influencer
marketing work, knowing the audience will be the key to decide which kind of message
will surrender.
Targeting the right group is the first step that companies should take when marketing
strategy on social media is created. (Kádeková, Z. & Holienčinová, M, 2018). In this
situation, some studies say that the main age of Instagram users around the world is
people between 13-24year old with 35%, and followers from 25-34 with 33,8%.
(J.Clement , 2020)
2.2 Social Media and Generation Z
The concept of Generation Z could be broad when it comes to defining who belongs to
this group. They can be classified as people who were born between 1995 and 2010
(Francis,T. Hoefel,F., 2018). Other studies suggest that this concept is associated with
people born between 1997 and 2012. (Michel Dimock, 2019) Some argue that people
born after 1991 also belong to Generation Z, highlighting them as the first group that
had real access to Internet technology. (PrakashYadav, G. and Rai, J., 2017)
Clearly, there is not a common definition of Generation Z, however, assuming that they
are people who reached maturity in the second decade of the 21st century would be a
common position. They were born around different modern techniques, information
technology and the online world according to Garai and Csiszárik. (2018, p. 513)
There are common technological behaviors and features among the people who belong
to Generation Z. In terms of purchasing behavior as example, they prefer to buy online,
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personalize their products, and give some online reviews about services, interacting with
the brand, commenting on different platforms in order to be more seen is equally
important. (Puiu, S, 2016) This group also has a multitasking advantage as they can play
video games, watch television, engage in social media, and complete homework at the
same time. Increasing their knowledge through social media according to Roblek,
Mesko, Dimoski, and Peterlin (2019, p. 94) is another common characteristic of
Generation Z, preferring the use of the internet and smartphone instead of reading a
book.
But this group also chooses online social media sites to communicate and interact with
people to be involved, informed, and stay in contact, being this reason a new type of
online socialization. (PrakashYadav, G. and Rai, J., 2017) It is all about online
communication, being an explicit way of understanding, and dealing with the situations
that surround the members of Generation Z. The World Wide Web is their community
and they use it to communicate with each other, even though they could have a
relationship with a lot of people without having met them in real life. (Jiří, B., 2016)
The penetrations and influence that Generation Z has though social media reflect how
these people are being persuaded by technology. It also represents an opportunity of
members of Generation Z to express themselves through social media, finding a place in
society (Roblek, V. et al., 2019). Social media is one of those technologies which people
form Generation Z employ to facilitate their life, being another acceptable channel for
communication
In contrast with the preceding group, millennials’, individuals born from 1981 to 1996
(Michael Dimock, 2019), Generation Z has certain advantages in terms of technological
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behavior because they communicate by images and videos, they are also persistent,
creators and self-reliant. Unlike Millennials who prefer the use of text to communicate
themselves, they are dependent and usually share the ideas rather than purpose.
(PrakashYadav, G. and Rai, J., 2017) In general, Generation Z faces life faster than
Millennials, and if they dislike something, as their job, they are ready to make a change.
(Garai-Fodor, M. and Csiszárik-Kocsir, Á, 2018)
As mentioned in previous chapters, social media contributes in two ways to
communication. It allows people to respond or comment a specific content, breaking an
important communications scheme, the Spiral of Silence developed by Neumann.
However, concerns about the lack of communication and prevention of physical contact
activities (Roblek, V. et al., 2019) to be discussed beside these positive effects. Some
studies even point out that this group is called the "Silent" generation due to their high
commitment to the Internet that leads their lives and makes them have less interaction
with their peers from other generations. (Jiří, B., 2016)
Although the use of social media and smart technologies have some negative impacts,
the fact is people of Generation Z grew up with technology and it attracts them to carry
out their lives with the help of the Internet.
In Ireland, the country where the research is conducted, 90% of people between 16-24,
use social media (Taylor Ch, 2019). Instagram is the second most used platform after
Facebook with 43% according to a survey conducted by Ipsos. (Rebecca Porter , 2019)
In terms of usage of Instagram by age the main percentage is divided in people who
belong to Generation Z (NapoleonCat, 2019). See figure 12.
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Figure 12: Instagram user in Ireland. Source: NapoleonCat.com
In addition to the statistics released in Ireland, Instagram also has a massive usage
around the world on Generation Z reflected in a study conducted by Statista which
claims that 35% of the users belong to this group use this social media.. (J.Clement ,
2020)
The presence of Social Media on Generation Z has relevance as people from this group
face their lives using this technology to alleviate common problems presented in their
lives. Related to the statics, Instagram is one of the leading social media channels used
by people who belong to this group.
2.21 Social Media Influencer Marketing and Generation Z
As reviewed before, Generation Z use social media for a variety of reason such as
communication, online purchases, learning, and technological uses overall to alleviate
their lives. The penetration of Generation Z by Instagram is demonstrated in the massive
number of users belonging to this group around the world. At the same time, the
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presence of influencers in marketing opens a door on Instagram, on the one hand, to
continue growing in popularity in terms of marketing, and on the other hand, to expand
its relationship with young people, such as those of Generation Z.
Along these lines, Generation Z has certain affinities or approaches to Influencer
Marketing, feeling more attracted to follow them according to a study conducted by
Kádekováy and Holienčinová (2018, p. 10) Other research aims to 70% of people of
Generation Z follow at least one influencer account, and 44% have purchased a product
based on an influencer`s recommendation. (Robert Williams , 2020). Finally, people
between 19 to 24 years old are likely to follow Influencer through Instagram (Conolly
Bill, 2017).
Summarizing the main ideas regarding influencer marketing and people belonging to
Generation Z, an important concept arises: innovation. The theory of Innovation
developed by Everts Roger (Innovation Theory, Everett Rogers,1962 cited in Levin 2020,
p 23 (2020, p. 20) says that innovations and new technologies follow similar patterns
and people who adopt new technologies are defined in five groups: innovators
(Enthusiastic and risk-takers), early adopters (Person who check information with), early
majority (They tend to avoid complexity), late majority (Skeptics, need full certainty to
make the decision) and laggards (Suspicious of Innovation).
Generation Z has the power to influence people who are part of their groups. (Puiu, S,
2016) They have a strong presence on Instagram and social media to solve their needs.
On the other side, influencer marketing begins to be relevant to the marketing
strategies, attracting this group of people. Taking the idea of innovation established by
Rogers, this group could focus on Innovators or Early adopters as they follow technology,
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new ideas, and people`s advice to make some decisions. From the innovation theory,
the influencer marketing strategy would be the innovation in the field of digital
marketing, social media the technology to develop it, and Generation Z could be the
common pattern between these variables.
However, the high technological demand in young people belonging to Generation Z and
their high mobility (Francis,T. Hoefel,F., 2018) and the susceptibility to changes in terms
of online trends produce some confusion when it comes to targeting the audience. It
also happens due to the constant change that technology is producing in the field of
social media marketing, and the complexity of Generation Z in terms of
communicational and online behavior (Puiu, S, 2016).
Although there are some authors than Levin, Brown, and Hayes, among the others who
generate metrics, and concepts to evaluate and perceive influencers, those notions are
not based on the perception of people from Generation Z. Those ideas are overview of
influencer marketing in the field of digital marketing. The lack of literature makes it
difficult to identify the role or special relationship between influencer marketing and
Generation Z.
Therefore, it is important to make an analysis of the influencers and how they are
perceived by Generation Z, one of the main audiences in Instagram and social media
marketing overall, in terms of authenticity, quality, and recognition. Thus, companies
could define their influencer marketing and generate strategies, so that influencers can
work in accordance with their audiences.
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2.22 Social Media Marketing in Sport
As mentioned in previous chapters, social media could create two communication paths,
which are based on the transmission of the message and the response, creating
interaction, co-creation, and customization. (Achen, R. M. , 2017) Moreover, this could
be beneficial for marketing due to the capability to nurture a long -term relationship
with customers. In other words, firms could use the feedback received by clients
through social media to enhance their service and improve brand visibility.
In this scenario, industries of computer games, music, hospitality, tourism, and
pharmaceutical industries use social media to achieve marketing goals and
communicate with their customers to create or reinforce relations. Sports organizations
are not left out.
To create a better connection, some sport organizations have been starting to employ
social media as a channel to build interaction with their fans. Consequently, the two
ways of communication displayed by social media allow followers to have a closer
contact than before, representing a challenge for sport organizations to ensure highvalue communication. However, this challenge could be difficult to achieve for those
associations, considering the large size of follower among Instagram, Facebook, or
YouTube and the possibility of not covering this great demand. (Michael L. Naraine,
2019)
According to Achen, in sport, social media marketing could have the facility to engage
fans or supporters due to the passion involved manifested by those followers who
encourage teams. Sport can be associated with history, a family connection, or social
identification (2017, p. 35). This would make it easy for digital marketing to reach its
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goals, due to the facility of purchase of merchandise or attendance to a game by those
passionate followers.
One of the strategies used by marketers to develop social media marketing is the
obtention of data by means of Internet Behavior, understood as how the web uses
personal information based on registration on websites, signing up with emails or
privacy settings on social media (Noor, M. U, 2020) . The objective of the gathered data,
is the obtention of further profit, realizing the needs of consumers, to build a tailormade product for them. (Wawrowski, 2020)
Sport organizations take advantage of the use of data to connect their followers tailoring
messages (Michael L. Naraine, 2019) with related accounts, Premier League with
Manchester United as example. But associations also use social media marketing to
promote sport events or relevant information using posts as announcements with
photos, videos, gifts, or another piece of content, to give more interactivity and
accessibility to their supporters. (Răzvan, B, Sorin, P, and Cătălin, P, 2019)
Platforms as Instagram and Facebook generate interaction between users, sharing
comments, statics, or even different opinions as said by Răzvan, Sorin and Cătălin. (2019,
p. 34) The presence of sport organization and team associated in social media brings the
possibility to reach new fans, interact with them and create a new space for both parts
to enhance the marketing visibility of the organization and continue approaching
people.
Different sport organizations have been engaging with their fans through social media.
As an example, The Premier League, professional football league in England, has
approximately 141 million fans around the world and nearly 39M belong to Instagram.
42

The National Basketball Association, known as NBA, is not the exception, having 119
million followers and practically 50M on Instagram. (Football Benchmark, 2019)
Another example, in terms of growth, could be allocated in the case of some
professional football clubs around Europe. First Real Madrid CF which has almost 90M
followers on Instagram (Real Madrid Instagram, 2020), increasing by 33M supporters in
this social media channel in two years noting that it was at 57M in 2018 (David Lange ,
2018). This Spanish team uses Instagram to post multiple types of content such as
pictures, videos, or stories about players, news, and historical memories with the
purpose to interact and entertain their supporters.
In this line, Barcelona FC, and Manchester United have also presented an important
growth. The first team mentioned increased its followers from 56M in 2018 to 88M in
2020 ( Barcelona FC Instagram, 2020). English team boosted its supporters from 21M
to 36M in the same period of the cases mentioned before.
Sports organizations in Ireland are connected to the world of social media and marketing
The Gaelic Athletic Association is one of those which follows the examples previously
reviewed. The GAA stands out for its great presence on social networks, especially on
Instagram with 272K followers, this association has also one of the best performances
on this platform in terms of participation with an average engagement of 6516
(Comments + likes / No. followers x 100) per post, according to a study by Sport for
Business and Olytico. (Sport for Business, 2019) See figure 13.
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Figure 13: Instagram Sport Association accounts. Source: Sport for Business
According to Instagram, the post published content could be classified into four types:
inspiration, tips, success stories, and announcements ( Instagram Business , 2019 ). The
GAA account uses its Instagram to connect to its loyal fans based on the type of content
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classification mentioned above. As an example, this association promotes the sales of
tickets to attend the games of the season through Instagram, encouraging people to buy
them online. (See figure 14.) Although there is no certainty of the ticket profit produced
by social media marketing, a significant part of GAA income was obtained from the sale
of tickets. The average attendance to all the matches in 2019 displayed growth of 12%
increasing from 802.466 in 2018 to 897.975 in the last year. (GAA, 2019)

Figure 14: GAA Season ticket post. Source: GAA Instagram.
The Football Association of Ireland (FAI) and The Ireland National Rugby Union Team
(IRFU) are other examples of sport and social media marketing. The association in charge
of the professional Irish football competition possesses 172K followers and an average
engagement of 5828 per post. On the other hand, the rugby union has 475K followers,
and an average engagement of 10,633 per post.
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Along with the study conducted by Global Web Index (Global web index, 2019) a quarter
of internet users follow sport start and 1 of 5 respondents said that they found out about
brand or product via sport celebrity. The same study aims that 30% of those who follow
sport stars on social media are people between 16-24-year-old, this means, members of
Generation Z in line with the previous revision of this group.
2.3 Social Media Influencer Marketing and sport.
Influencer marketing is also present in the sport field to drive marketing on social media.
From a communicational and commercial perspective, influencer marketing represents
a contribution to the improvement of team brands to attract new followers to the
represented teams or associations, impacting in marketing actions (Achen, R. M. , 2017)
and in a proportional part of the total income of an organization.
In this line, Influencer Marketing brings a concept to understand the point of how
brands keep a high compromise and relationship with their consumers, the Self-brand
Connection.
The self-brand connection is understood as the degree to which the brands deliver
important concerns, tasks, or identity about themselves (Kunkel, T. et al, 2020) and how
consumers incorporate those brand`s ideas into their self-concept, being encouraged
to have pro brand behaviors such as recommending, defending and intending to always
buy the new model of the brand. (Gaustad, T. et al., 2018) It could be understood the
image of the brand and self-need of customers are interlaced with each other.
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In this scenario, the presence of influencer marketing could enhance the perception of
a brand, using references to communicate and promote products and services that will
be perceived as a part of a specific brand. Influencer marketing could be allocated as a
marketing strategy inside of the Self-Brand Connection, to reinforce the sense of
security into the consumer of a specific brand (Van der Westhuizen, 2018)
A real case of the idea mentioned above is Cristiano Ronaldo. One of the most famous
professional football players shows his popularity on Instagram, and is followed by 231
million fans, being the most followed account in the world. See Image 15. The
Portuguese player has also signed up a millionaire contract with Nike to promote
products of this brand and he is considered one of the most marketable people in the
world. (Joshua Jones, 2019)

Figure 15: Instagram ranking followers in millions. Source: Statista.
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In addition to having several followers far superior to his current team, Juventus (41M
followers), Cristiano Ronaldo uses his own knowledge and the reach generated in people
to promote Nike which is associated with him and internalized by consumers, creating
a Self-Brand Communication . (Kunkel, T. et al, 2020)
Another important concept analyzed in terms of brand is the Customer Based Brand
Equity developed by Kevin Keller (2013, p. 68). The Brand Equity aims to the power of a
brand lies in what resides in the minds and hearts of customers, specifying the
understanding of the needs and wants of consumers to reach a success in marketing.
Using feelings, images, beliefs, opinions and experience of the brand, the perception of
this would have more power and engage with the audience. The presence of an
influencer could be beneficial for this point due to the ability to influence the audience
attitudes. (Kádeková, Z. & Holienčinová, M, 2018)
An example of the Brand Equity perception for customer and brands is the case of
Mohamed Salah, professional football player of Liverpool Football Club. This player who
possesses nearly 40 million followers on Instagram has brought an Egyptian following to
the English club (Kunkel, T. et al, 2020) enhancing the expansion of Liverpool FC brand,
remembering that brand can be person, place, firm or organization, being something
beyond that a product. (Kevin Keller, 2013, p. 29)
The examples mentioned above are not only showing the popularity built by athletes in
social media. It´s about how marketing is positioned to improve the entire organization
of the sports association or team brand through the image of those players, who
according to the definitions reviewed in the previous chapter, are considered Influencer
Marketing.
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However, those examples given before are first from a sport profit organization
perspective, with millions of money around and secondly with massive celebrity
endorsement, an old technique used in marketing to improve brand awareness, image
and responses of the brand based on the high level of visibility, associations, credibility,
expertise, and likability of a celebrity. (Kevin Keller, 2013, p. 279) Celebrity means
someone who is famous, or who is in the stage of being well known (Oxford, n.d.)
Celebrity endorsement is one of the most likely sources of influence on consumers
through identification processes. (Sommer K, and David H., 2016)
But what would be the difference between Micro-Influencer and a celebrity? From an
Instagram perspective, celebrities who work in the field of influencer would be situated
as Mega-Influencer. (Over 1 million followers) On the other hand, Micro Influencer
marketing could be additionally described as micro-endorse due to the ability of
traditional celebrities to become an influencer offering recommendations to peers and
being active in social media. (Balaba, D, and Mustatea, M, 2019).
Micro-Influencer marketing can be more credible, believable and accessible than
celebrities mega influencer people promoting brands, services, or products (Djafarova,
E. and Rushworth, C., 2017) Moreover, Micro-Influencer marketing has more
engagement rates, target audiences, and affordability in terms of money (Sophia
Bernazzani, 2019) than famous celebrities.
2.31 Social Media Influencer Marketing and Non-Profit Sport Associations
Unlike the other sport organizations such as NBA, NFL or Premier League, The Gaelic
Game (GAA) is a non-profit and amateur organization that not only promotes the Gaelic
sport, but the culture involved in the Irish language, dance, and music. However, the
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revenue of GAA`s reached €73.9 million in 2019 according to the annual report (GAA,
2019) gained mostly for the ticket price of the league, championship campaigns, and
sponsorship with important Irish brands as Supervalu, Centra, AIB bank, Allianz League,
(GAA, 2019).
Around 1.5 million people attend GAA Championship from May to September (GAA,
n.d.) and some matches were in the top sport broadcast TV (Seán Moran, 2019). In fact,
GAA is a non-profit amateur organization with a high level of promotion, sponsorship
and revenues overall invested in the association. From a marketing perspective, The
Strategic Plan 2018-2021 of GAA aims to improve different aspects of the organization
as market activities, the engagement with young people and ensuring effective social
media message (GAA, 2018)
The phenomenon of Influencer Marketing in sport as reviewed in the previous chapter
is not so far in GAA. Some players of Gaelic Football and Hurling are active social media
influencers, sharing different posts like video, stories or image content about Gaelic
Games, exercises, and personal life. They are even being posted by other Instagram
accounts to promote the GAA and products. See figure 16.
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Figure 16: Dean Rock on Oneill. Source: Oneill Instagram.

According to the Instagram metrics they should be allocated between Mid-Tier(50K500K) and Micro Influencer (10k-50K) due to the number of followers. (Mediakix, 2019).
As a result, they were organized as follows: Micro: Shane Walsh, Damian Comer, Dean
Rock, Sarah Rowe, Ciaran Kilkenny, Lee-Chin, and Philly McMahon, and in Mid-Tier level:
Aidan O`Shea and Bernard Brogan. Those players were found in the list of 1000 top
Micro-Influencer micro and macro-influencer in the country and there is also 1 ex-player
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involved (Bernard Brogan). (StarNgage, 2020). Three of them were not discovered on
the list (Chin, Walsh, and Kilkenny) however the website phlanx was used to identify the
number of followers and engagement. (phlanx, n.d.)
The opportunity in those players to attract people is reflected in the high level of
engagement which is considering great over 5%. (Andrew Roach, 2019) . For example,
Shane Walsh, Sarah Rowe, Lee Chin and Philly McMahon have 12.43%, 11.40%, 10.45%
and 9.60% respectively. Regarding the engagement of the other influencer, Dean Rock
(8.80%) Damien Comer (8.80), and Ciaran Kilkenny (8.46%) also present a percentage of
over 6%. This can lead greater visibility, brand affinity and credibility. (sproutsocial, n.d.)

Although there is not much literature related to influencer marketing in non-profit
sports organizations, a research conducted by Naraine and Parent (2017, p. 69)
highlights the relevance of social media in 10 non-profit sport organization. One of the
results among organizations for the application of social media was reflected in the
communication which is trying to be created with young people.
The same research aims to use social media as the first point of communication, to
maintain credibility with stakeholders and thus, operate as a modern organization.
(Naraine, Michael L. and Parent, Milena M., 2017)
As mentioned before, Gaelic Games Social Media Influencer Marketing as a part of social
media marketing could create a potential tool to attract people from Generation Z. The
high engagement of those players of Gaelic Sport on Instagram, the commitment of the
young to this platform, and the popularity of GAA overall bring a new opportunity to
enhance marketing.
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However, the marketing research in GAA is unknown compared with other sport
organizations. On the other hand, there are researches of Generation Z and Influencer
Marketing, but they still need to be more clarified to understand the depth of these
groups of people in relation with Influencer Marketing strategy.
For that reason, the exploration of the role of Influencer Marketing to drive
participation on Generation Z could attract a better new target for GAA. At the same
the analysis of the reach, authenticity and the engagement driven by the influencer
could increase message receptivity generated (Labrecque 2011 and Moulard 2016 cited
in Audrezet, Alice & Kerviler, Gwarlann & Moulard), (2018, p. 8) and thus, higher results
in terms of marketing. Hence, the analysis of those influencers based on ideas by Aron
Levin or the relation of Influencer Marketing with Self brand Connection will give useful
insights for GAA to the use of Social Media Influencer Marketing to enhance its
organization.
2.4 Key insight of Literature Review
The revision of the literature review highlights the presence of influencer marketing in
Gaelic Athletic Association (GAA). Furthermore, the relevance of social media around
the world in terms of consumer and communication channels explained the growth of
social media marketing and influencer marketing overall.
On the other hand, the literature review helps to understand the use of Influencer
Marketing on Instagram which is one of the most popular platforms to develop this
marketing strategy. Moreover, the literature allowed understanding how to identify
quality and reliability in an influencer related to GAA, looking at the engagement
presented in their accounts and how they perform on Instagram.
53

The revision of examples of influencer marketing in sport as Cristiano Ronaldo or
Mohamed Salah demonstrated the relevance of this strategy to enhance some branding
aspects such as Self brand Connection or Brand Equity. Moreover, the use of social
media marketing in sport organizations how another advantage in terms of
communication and engagement with audiences in the case of Premier League, La Liga
or NBA.
The relevance of Generation Z with social media marketing is represented by the high
engagement of these people with social media and technology overall. However, there
is not a deep analysis of perception of influencer on people from Generation Z even
though some research claims that these young people tend to follow influencer. (Conolly
Bill, 2017) or they have made purchase based on influencer`s recommendation (Robert
Williams , 2020)
There is not much information about influencer marketing in the field of GAA even
though the organization has a presence in social media marketing and some players do
sponsorships with other brands.
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3 Methodology
The literature review demonstrated a vast range of concepts in terms of social media
marketing and its relationship with people from Generation Z. First social media
marketing presents an opportunity to engage individuals belonging to this generational
group due to the high use of them in social media. Secondly, Influencer Marketing was
presented as an alternative strategy to reach marketing goals, the use of Influencer
could also enhance concepts in terms of brands as Self Brand Connection or Brand Equity
accordance to the real cases examined.
However, the necessity of understanding in depth the relation between Influencer
Marketing and Generation Z on GAA, bring the opportunity to create a research design
based on qualitative strategy to conduct the inquiry. Thus, the experience of young
people would give ideas of the role of the Influencer in the field examined.
3.1 Research Design
According to Kumar (2011, p. 94) Research design is a procedural plan or type of inquiry
of any research method (Creswell, J. and Creswell, D, 2018) that is adopted by the
researcher to answer questions, validly, objectively, accurately, and economically.
The research design determines the decision of how to collect the information of the
respondents, how analyze this information and how the findings will be communicated.
(Ranjit Kumar , 2011) To conduct this research design, the use of the qualitative method
was applied, but to build it up, the revision of research philosophy, approach, and
strategy must be needed to determine the data collection.
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3.12 Research Philosophy
Interpretivism was the philosophy applied in this research to understand different
interpretations of the role of Influencer marketing in GAA, under the belief and cultural
background of people from Generation Z. This philosophy is implied by social science
analysis, and the role of Influencer Marketing in GAA on Generation Z could be
understood for the process of communication in social media and the capability of this
technology to create two ways of communication. (Hassan, T. Shabir, G. Safdar, G.
Hussain, J, 2019)
Interpretivism aims to the knowledge is subjective, in this case, different experiences of
people from Generation Z make their own perspective of Gaelic Games Social Media
Influencer Marketing in Instagram, and thus, the creation of different realities. (Ryan ,
G, 2018)
On the other hand, the Realism philosophy was used to present the reality of Gaelic
players as Influencer in the age of Social Media. The phenomenon of Influencer
Marketing in GAA exists, independently how people see or feel about them. The realism
aims at the reality, and is shaped over time by the values. (Ryan , G, 2018) Under this
concept, the influencer has built a new reality in social media marketing, contributing
new strategies in accordance with the rise of Instagram and the engagement of people
from Generation Z with technologies and social media overall.
3.13 Research Approach and strategy.
According to the philosophies reviewed above, the approach employed in this research
is inductive. The capability of an Inductive approach allows creating new ideas and
building patterns by the point of view of individuals. (Creswell, J. and Creswell, D, 2018).
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This research requested this approach to generalize viewpoints and experiences of
people from Generation Z with Gaelic Games Social Media Influencer Marketing on
Instagram and link ideas with the theories examined in the literature reviewed.
Although connections between Generation Z and Influencer marketing were found, one
of the aims of this research is to explore how these variables interact in the Gaelic Games
environment. One of the main features of an inductive approach is manifested in the
application of flexibility to carry out new ideas (Lisha Liu, 2016) ,and it represented an
advantage to understand how young people from Generation Z feel with those Gaelic
Games Social Media Influencer Marketing on Instagram.
In this scenario, this research aims to use two research strategies. First the narrative
method will be applied to provide stories about the life (Creswell, J. and Creswell, D,
2018, p. 13) of people from Generation Z in relation with influencer marketing, and
social media marketing in Gaelic Games. Secondly the phenomenological technique will
help to understand how these young people experience with the phenomenon of Gaelic
Games Social Media Influencer Marketing.
The study of individuals is mainly conducted by narrative and phenomenological
designs. (Creswell, J. and Creswell, D, 2018, p. 183) Consequently, the principal aim of
this research is the study of the role of Influencer Marketing on Instagram by the
experience of people from Generation Z to drive participation in Gaelic Games.

As a result, the use of philosophies as Interpretivism and realism, in addition to the
application of an inductive approach, and the use of narrative and phenomenological
strategy brought out the qualitative research method.
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Qualitative research is used to explore and understand social problems (Creswell, J. and
Creswell, D, 2018, p. 4) This study sought to get information about the role of Gaelic
Games Social Media Influencer Marketing by the experience of people from Generation
Z. According to Kumar (2011, p. 104) the focus of qualitative research is to explore,
discover and clarify situations, feelings, perceptions, and values of the group. This
analysis was taken to collect Generation Z's point of view about Influencer Marketing
and analyze its responsibility in the Gaelic Athletic Association environment to promote
this organization through social media marketing.

3.2 Data collection method
The research question, objectives and design of the study brought the use of DepthInterview qualitative technique to collect the data expected. Interviews allow having a
deep conversation with the intention to gain specific information or evaluate specific
tasks, giving the most direct and straightforward approach to get data and details
regarding a specific phenomenon. (Barret, D, and Twycross, A, 2018) Any person to
person interaction with a specific purpose in mind is called an interview. (Ranjit Kumar ,
2011, p. 147)

Typically, there are two ways to use interviews in research, structured, and
unstructured. In the first method, the researcher asks the same questions to the
participants, following and schedule without adding or deviating any question
previously predetermined. The benefit is to get uniform data. (Ranjit Kumar , 2011) On
the other side, unstructured interview is almost complete freedom, modifying the
question according to the answer of the respondent. The question can be also deleted
while the interview progresses.
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However, the possibility of a semi structured interview presents an alternative in the
middle between the flexibility of unstructured method, and the rigid structure of the
structured one. This research implies semi structured due to versatile and flexible
features of this technique which allow people from Generation Z to express themselves
in relation with the core elements of the Influencers Marketing. (Barret, D, and
Twycross, A, 2018) Therefore, creating question in the key areas related to the topic as
social media marketing, and Instagram , the semi structured technique will bring the
personality, perspective, and thus experience about Influencer Marketing in Gaelic
Games.

The phenomenon of influencer marketing needs to be allocated inside of social media
marketing. Hence, a primary question was asked to understand the role of Influencer
marketing by the experience of people from Generation Z. On the other hand, another
type of question in relation with social media, Instagram and social media marketing
were followed once the participants manifested more flexibility and comprehension
about the topic to identify deeper insight.

Although the interviews follow the semi-structured technique, the use of
protocol(Creswell, J. and Creswell, D, 2018, p. 191) was applied due to the need to
organize and conduct the conversation with the purpose of getting valuable
information.

To balance the flexibility and rigid structure of the interviews, the conversations were
divided into five parts: (1) basic information about the interviewer and interviewee,
date, and place. (2) introduction in terms of the purpose of the study and the general
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structure of the interview. (3) opening question about the role of the interviewee with
Gaelic Games and Gaelic Athletic Association (GAA) in social media, and Instagram (4)
content questions to understand the experience of Generation Z with Influencer
Marketing in GAA and with this topic overall. (5) use of probes to ask for more
explanation if it is needed like “tell me more”, “more details”, “could you explain more”
about the topic, and the phenomenon studied. This is the reason to use an alternative
question with the semi-structured method. (6) closing instructions to finish the
interview, closing topics, and asking the last question. Offer to the interviewee to follow
up on the project.

3.3 Sample criteria
In terms of demographics, the selected population is people between 20 to 27 years old,
belonging to Generation Z. As reviewed before, individuals who come under this group
could be whoever was born from 1995 to 2010, 1997 to 2012, even people born after
1991, but the criteria was selected by the idea of someone who enter adulthood in the
second decade of the 21st century.
However, people under 18 were not included in this research, consequently, the use of
individuals over this age remarked the first condition. To close the range, 27 was the
oldest age included in the sampling, considering that people reached maturity in the
second decade of the 21st century.
Instagram users must be another important criterion to be considered at the time to
select the sample. People from Generation Z who are active consumers of this platform
will have a relevant role in this research. To understand deeper the relationship with
Instagram, Influencer and Gaelic Games, the use of people who are fans of GAA or
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member of local clubs which belong to Gaelic Athletic Association were necessary to be
used as they have knowledge about the topic catered in this research which could be a
reason to influences the sample`s selection according to Kumar (2011, p. 192)
Thus, the sample criteria included people from Generation Z, 18 to 27 years old,
Instagram users and fans, or members of the Gaelic Athletic Association, understanding
that Gaelic Games are structured under this organization.
In the line with the range age, it could be inferred that those people are facing the
college stage or young professional stage. Hence, students and young professionals
were included in this research. In terms of location, the sample took part in Dublin,
Ireland in the current year, 2020.

3.4 Sample size
The larger the sample gets the more representative it will be. Nevertheless, a huge
number of respondents could generate a difficult understanding of the findings and
thus, a long time to analyze the results. Some studies indicated that a small number of
participants in qualitative research could deliver robust results (Young, D. S. and Casey,
E. A., 2019), maximizing resources and minimizing participants. Moreover, small samples
can generate rich data, and if the interview needs to reveal something about other
individuals (Sim, J. et al., 2018), the use of the small sample can be also beneficial. The
last point can relate to the necessity of understanding the experience of people from
Generation Z with Influencer.
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The sampling size depends on the qualitative design being used. The narrative includes
one or two individuals and phenomenology caters from 3 to 10 people. However those
numbers mentioned as just estimation due to the lack of specific answer to calculate
sample in qualitative research (Creswell, J. and Creswell, D, 2018) Moreover, the
decision of the sample is strictly in the judgment of the researcher. (Ranjit Kumar , 2011)

Therefore, this research was developed to reach a minimum of 10 participants (see
sample size appendix 1) with the purpose of getting data and delivering insight in
correlation with the research question and objectives. The choice of the people was
based on convenience due to accessibility of the researcher and Self-Selection as this
technique provides the collection of people connected to the topic.

3.5 Sampling strategy
The option to use the convenience and Self-Selection technique brings, as a
consequence, the use of non-probability sampling strategy. This method aims only at
certain members of the population who will take part in the study; therefore, the
selection is not random. As mentioned before, the convenience tactic should bring the
possibility to limit the participant in accordance with the researcher´s resources and
thus, the accessibility to collect people.

In turn, the implication of the Self-Selection method implied to find some connection
between the people from Generation Z and Gaelic Games. This strategy had relevance
in the sampling selection because the use of whoever Instagram user belongs to this
young group of people could have created an extended time-consuming to find valuable
and useful data.
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Non-probability sampling is used when the number of elements in a population is
unknown or cannot be individually identified (Ranjit Kumar , 2011). In the case of this
research, the experience of people from Generation Z with Gaelic Games Influencer
Marketing has not been explored in detail and the relationship between those variables
overall is still being researched.

3.6 Modes of communication with participants
The collection of participants was conducted through Instagram and through the
researcher. To get some participants, messages to different GAA clubs were sent to find
people with the characteristics needed.

As mentioned before, the semi structured interview followed protocol structured to
facilitate the search of data. The common stage of the interviews was explained in
previous revisions and it was developed by 6 stages: Basic information, introduction the
purpose of the study, opening question social content questions, use of probes to ask
more explanation, and closing instructions.

There is not a specific limit of question to conduct qualitative research. According to
Creswell, J and Creswell D, between 5 and 10 questions should be an acceptable number
of questions. (Creswell, J. and Creswell, D, 2018) Hence, the research aimed to have 10
key question with extra question to analyze the answer in detail and thus, achieve deep
insights related to the research questions and objectives. (See questions appendix 2)

The impact of COVID-19 brought issues about social physical meetings and interviews
overall. To avoid any risk in terms of contiguousness of the virus, the interviews took
place through the Zoom, a special platform to conduct meetings online. This live
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program has the possibility of recording each meeting and converting it into a video,
generated a positive advantage to come back to review different respondents´ opinions.
An extra recorder was applied to have a backup in case of any inconvenience.

3.7 Data Analysis
The semi-structured interviews were conducted by the platform zoom and additional
recorded by recorder. Once the interviews finished, the thematic analysis strategy was
chosen to organize the information due to the capability of this method to examine the
perspective of different participant (Nowell, L. S. et al., 2017) with Influencer Marketing
related to Gaelic Athletic Association and connect it with other related themes to link
similarities and differences.

Therefore, organizing the data was divided in 5 steps to develop the findings. The first
stage was about collection and preparation of data, in here, the interviews were
transcribed through the Otter, an app that convert audio into a text. In the second step
reading of data in detail was done. This part aimed to find general ideas among the
participants in terms of Influencer Marketing in Gaelic Games, and how they expressed
their own experience according to tone used and the depth of information. (Creswell, J.
and Creswell, D, 2018) After that, the third stage took place to start coding the data
using the NVivo software to segment and categorize sentences or paragraphs and then
label them with the ideas which helped to answer the research question and cover the
research objectives.

Once the data is coded, step 4 begins: description of themes. The use of semi structured
interviews allowed organizing the data related to the main areas of this research as

65

social media marketing, or Instagram Influencer Marketing as example. The idea of these
themes is to display multiple perspectives from the participants´ experience about
Gaelic Games Social Media Influencer Marketing on Instagram supported by quotation
and specific evidence. (Creswell, J. and Creswell, D, 2018)

The use of inductive approach with the Narrative and Phenomenological strategy
brought the possibility to use the narrative passage and thus, the fifth steps. This
method conveys the finding based on the individuals` answers, creating a possibility to
structure themes according to the experiences of participants with Gaelic Games Social

Media Influencer Marketing to analyze the role of them in the Digital Marketing field .
(Creswell, J. and Creswell, D, 2018)

As a result, the collection, reading, code, study, and summary of data carried out the
finding report. The interpretation of the researchers based on the literature view and
the self-experience implemented more insight for the final report, but it also generated
conclusions and limitations for future research connected to Influencer Marketing and
Gaelic Athletic Association as the main organization for Gaelic Games in Ireland.

3.71 Research ethics

The participants were informed by the sheet about the main aspects of the research
which was provided by the supervisor and the Dublin Business School. This paper could
formalize the reason to be part of it and clarify possible misunderstandings as the use of
personal data for the own purpose of the researcher.
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In qualitative research, the confidentiality concept aims to protect the participants
identity. (Roth, W.-M. and von Unger, H., 2018) This study protects the request of the
interviewees not to give their names and personal details in the findings and avoid
showing their faces.

Therefore, different questions in terms of ethics could show up such as; What are the
potential risks for the participants? Or what are our roles and responsibilities as
researchers? (Roth, W.-M. and von Unger, H., 2018) After all, the researcher deleted
the whole recording to protect potential risk and avoid any kind of plagiarism with the
information provided by the participants.
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4 Data Analysis
This section presented the qualitative analysis based on the answers of ten participants.
Ten key questions were asked with additional questions with the purpose of gaining
more details, therefore, the data was organized with a narrative strategy by quotation
to evidence and tell participants stories related to influencer in GAA. The data analysis
was developed under the Thematic Analysis , widely used in qualitative research (Braun,
V and Clarke, V., 2006, p. 83) due to the ability to create patterns within data and the
idea of the key of a theme is not conditional on quantifiable measures according to
Braun and Clarke (2006, p. 82). Therefore, the thematic analysis was based on data
which was collected specifically for this research. As mentioned in the previous chapter,
NVivo was used to code the interviews to have a better organization of the quotation,
structured by themes. (See thematic map appendix 3)
4.1 People associate Influencer Marketing in GAA with advertising.
Participants were questioned about what they know about Influencer Marketing in GAA.
Among them, 80% of them mentioned that they associate influencers with advertising
and sponsors. The Interviewee 1 mentioned: “I follow some players on Instagram, and
I have seen them make sponsored posts in their timeline in their stories”. Whereas the
interviewee 3 manifested: “On Instagram a lot of GAA players, they are paid to promote
brands and products, like maybe equipment for using them or maybe recovery for a
match or even food products like meat, soya sauce, potatoes, and stuff like that”. Finally,
interviewee 9 said: “I know that they kind of use a lot of players amateurs, they pay
them to come in and do so advertising, it is kind of endorsement”.
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4.11 Identifying Influencer by participants.
After the first question, people were asked if they could name any players as Influencer.
100% of the respondents associate Influencer with players in GAA. As example:
Interviewee 2 said: I know Aidan O`Shea from Mayo, I think you know him, he is quite a
good player, he will be on advertising”. Interviewee 6 mentioned: “The big influencer,
and for example the Mayo Aidan O`Shea is a big start for sport and Damo Comer”. Two
more participants could mention players and one name was repeated. Interviewee 8
said: “Yeah, Ciaran Kilkenny. He plays for Dublin Footballers”, whereas interviewee 9
explained: “On Instagram yes, there is Lee Chin from Wexford, he is a big kind of
influencer, another Ciaran Kilkenny he does a lot online on Instagram”.
There weren't any commercial reasons mentioned before exposing the sports reasons
of what people know about influencers. Interviewee 1 said: I identify them because they
play in Dublin Senior Footballers. So, they might be on ads and stuff like that”.
Furthermore, interview 4 commented: “I identify them because they play in Dublin
Senior Footballers. So, they might be on ads and stuff like that”. Finally, interviewee 2
“They are the most prominent figures for GAA”.

4.12 Participants identified specific brands.
During the whole interviews, other brands were associated with Influencers in GAA.
90% of the participants mentioned other brands, as sponsored as Littlewoods or
Avonmore. Interviewee 1: “I follow Eoin Cadogan and he does sponsorships with sports
drinks and he does ones with Littlewoods which it’s like an Irish clothing brand”.
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Interviewee 2: “I think I identify often they are in adverts as Avonmore milk or bank with
GAA players”.
Another participant mentioned brands which are not connected to GAA but related to
some influencer marketing. Interviewee 3 said: “I know some players involved with
Renault, being brand ambassadors of that, cars, Stephen Coen from Mayo is brand`s
ambassador for Renault”. Whereas Interviewee 7 commented: “Joe Canning would be
a big one. I know he has dealt with the likes of Red Bull and Adidas”

4.13 Influencers Marketing have different roles in GAA
One of the main objectives of this research was to identify what is the roles of influencer
marketing on GAA. They have different role according to the answer of the participants.
A few interviewees manifested that their presence drives more visibility to the
association and the sport. Interviewee 1 said: “Well I guess it raises the profile of GAA”.
Similar answer was given by interviewee 10: “I’d say to get GAA out there a little more”.
In this line, the interviewee 8 commented: “They are roles themselves as well. We know
that, like younger kids, especially the age around 10 to 15 are going to be influenced by
them.”
On the other side, Interviewee 2 associated their role clearly to sell products and
advertise things: “The role of them, I suppose is to sell products or advertise things to
join”. Finally, the interviewee 7 commented about the role of influencer in GAA: “I think
mainly, it would be to promote games”
However, opposite answers were found about the role of influence on GAA. Interviewee
5 said: “I don´t really agree with it. Like, it seems to be a way for the GAA to allow them
to make money or to be professional athletes without the GAA themselves having to pay
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them”. Whereas interviewee 3 commented: “I think it is becoming more and more
accepted (marketing overall and influencer GAA). However, I do not think right now in
2020, is fully accepted”.
4.2 Expertise determines an Influencer in GAA
To investigate the expertise of the influencer related to GAA, the participant was
questioned about what the most important thing to identify an influencer. Participants
allocated it in the expertise and knowledge of the players in the games and their
popularity in general.

Interviewee 3 (22) said: “For me, the most important thing is the performance of the
player on the pitch. Particularly comments in the end of the All Champions, quarter final,
semi-final, final”. Moreover, Interviewee 4 commented: “I think it must be reliable and
it needs to be well known”. Finally, interviewee 9 highlighted: “The key to influencer on
Instagram is to be a GAA icon”.
Interviewees also commented that authenticity should be an important factor to
promote, “Obviously, you need a good reach. So, your followers are good. But at the
same time, you need to have a good name, as you said, authenticity, that is huge. If you
are promoting something, you want people to believe it” commented interviewee 6
while, interviewee 7 said: “I suppose there needs to be a bit of authenticity to them,
you would certainly hope that they would do information that they don't give an under
portraying, and not for their own benefit”.
To complement the understanding of influencer overall, the participants were asked if
they had notions about the difference between influencer and celebrities. The
respondents manifested that celebrities could be someone well known by no choice, as
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movie actors, whereas influencer is skilled in specific areas or subgroups. For example,
Interviewee 1 said: “With an influencer I expect them to be really skilled in a certain area
or at a certain thing. Whereas celebrity are more like, they are just famous” and
Interviewee 10 commented: “I would say celebrities are more well known, they are kind
of more well known around the world. Whereas influencers are sort of subgroups”.

In terms of credibility, interviewees were asked who they would believe more? Within
the reason to believe more in an Influencer, participants manifested different opinions.
For example, Interviewee 2 said: “I would say influencer they have more opinion about
everything, giving some tips”. Interviewee 4 manifested: “Probably I would believe more
in influencers because they try so hard. Celebrities do not have to try”. Interviewee 8: “It
would kind of depend on what was your promotion and so on, but probably be more
towards an influencer. I feel like celebrities, it is kind of more for money, whereas
influencers might be a bit more towards personal preference”.
4.3 Participants don´t feel close to influencers.
Participants were questioned how close they feel with influencer in the GAA. 50 % of
them manifested that they do not feel really connected to an influencer on GAA,
commenting on different opinions as follow:
“I do not think I am very highly influenced by it because I suppose everything that they
have is isolated by their property”. Interviewee 3. “I am Kind of aware of them, but I
don´t really pay attention”. Interviewee 4. “I would not say I am close. I would not spend
too much time on social media and stuff”. Interviewee 7.
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Adding more comments, interviewee 8 manifested: “I would not be close myself for it.
I know what is going on. I follow Ciaran Kilkenny, I follow him on Instagram, and I think
there are one or two, Dublin footballers that follow on Instagram, but except of that, I
wouldn't follow too many.” Whereas interviewer 5: “I would say quite distant. Like, I
really do not know that much about it. Oh, only about Lee Chen”.
One participant manifested to feel close to the influencer, interviewee 10, because that
person studies a career related to sport. The interview 9 did not say feel close with
them but admitted watching how influencers show skills on Instagram to improve
performance on the game. The rest participants commented on some relevance of how
people could feel close, however, they did not comment on any personal closeness.

4.4 Influencer for “young” people
When people were asked to mention the contribution of influencer marketing on GAA,
they manifested that influencer could be more beneficial for young people,
remembering the range of age of participants was from 20 to 27 years old.
For example, interviewee 5 commented: I think it's really important for GAA players to
be involved in that and for the GAA to have that kind of appeal on social media, because
I suppose that's what's going to get kids interested in playing the game nowadays”. On
the other side, interviewee 3 remarked a similar idea with a different example: “I think
it definitely contributes to young people wanting to buy the merchandise that they're
selling”. Finally, the interviewee 9 said: “I think it works a lot because, again, the types
of ads that people like. I am not underage to look up to, I would not go up to as to be
like "Oh my god, whatever" as a young person does” whereas Interviewee 7 highlighted
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that influencer lead by examples: “I would guess a lot of the more impressionable
audience to have would be younger people. So, I think as I said before, an influencer has
almost a duty to lead by example”.

Participants were asked to mention the range of age to encapsulate those young who
they were saying. Interviewee 4: I feel like it is only like younger generations… I mean a
17 year old, like my sister is 18 and she watches a lot of influencers on Instagram”.
Whereas interviewee 6 commented: “From 12 to 18 years old because the engagement
rate with them would be a lot higher than like of my age”. Finally, interviewee 8 said: “I
feel it is more towards younger kids”.

Two participants mentioned a relevant reason for why it could be more beneficial in the
environment of GAA, highlighting once you enter adulthood there is a significant drop
off in the sport. Interviewee 6 “it is important for them to keep a good profile
(Instagram), promote the sport to youth. In my experience, once you get to like 19 or 20
years old, and you are starting to work, or exercising you have a bigger life outside of
football. Gaelic Football does not really become the main objective anymore in life”.
Whereas Interviewee 7 confirm the age of drop off: “you see within club level and
generally, once people start hitting 17 there is a significant drop off in the number of
players who play”.
4.5 Influencer contributes to GAA
Although most people respond that influencer could be more beneficial to the young,
participants manifested that their presence on Instagram can bring a positive aspect to
the GAA organization and sport overall.
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As example interviewee 10 said: “If there’s players like that on Instagram, chances are
you’ll get it out to a wider audience and more people will tune into it”. Interviewee 2
gave a general example of contribution: “They make a good contribution to their
community, in their county. So, it is all about play for the love of the game, this is the
contributions”, while interviewee 8 manifested that it could be only beneficial for
people inside of GAA: “It would contribute to GAA, but only for people who know them.
They are not really known outside of GAA. So, if you are a little kid growing up, and you
do not play GAA, you are not going to know who these players are”.

4.51 Participants manifested own contribution by Influencers.
Respondents were asking about some personal contribution by influencers. Two
participants manifested they take advices from influencers to improve their
performance in the game. Interviewee 3 said: “I would not be influenced by the
merchandise but probably more influenced by the nutritional side of things. For example
, one of the things that I use is protein milk since I was 16 years old and it was being
promoted by some of the Dublin footballers who were the best in the country at the time.
I suppose that highly motivated me to buy protein milk”. While the Interviewee 9
commented: “Sometimes Shane Walsh from Galway and again Ciaran Kilkenny from
Dublin, post a lot, during the lockdown, for example, they post a lot of drills that they do
at home, and I think that kind of keeps me connect to GAA, I can keep improving my kick
pass”.
Furthermore, the interviewee 8 commented to had bought products related to a brand
of an Influencer: “With this Ciaran Kilkenny, he was saying like doing competitions on
Atak Sports that was a brand that I know about and it because he was the owner and
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stuff like that I actually looked into it and I ended up recently like buying stuff off of their
website”.
As a part of the answer of how those influencer contribute, interviewee 10 said that
the players did not give him many contribution as he started to play before Instagram
began, however that person highlighted: “if I were not playing it, and I was on Instagram
and I was seeing all these players, it would definitely push me to play.”
4.52 Increase the use of influence will benefit to The GAA organization and sport.
Front of the possibility of promoting the GAA through the image of those influencers,
60% of the participants manifested that it could add positive aspects for the entire
association. Among the answers, interviewee 1 commented: “I think it’s really good
because it’s such a good way to raise their profile, and GAA association is so community
based, like it is such a nice thing to be a part of it, it feels almost like family”.
In the same line, with different argument, interviewee 9 said that even the use of those
influencer could have less cost for the GAA: “I think they could do it more because it
does seem to work, because it is an amateur sport, one way that a lot of lads aren´t
getting paid so I would say it comes cheaper than most other influencers and again there
is a sort of association”. Finally, interviewee 3 remarked the use of influence to get more
people involved: “it is definitely a great way to promote GAA and get more people
involved and even to get more people to buy products and promote brands within the
GAA”.
From the participant who did not agree (20%), the argument raised from them had
based on the promotions or exposition would not bring more results outside of the GAA
world. Furthermore, interviewee 5 commented that influencer marketing is a
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professional strategy for GAA: “it is a very professional approach for an amateur
organization”. The other 20% of the participants only manifested the relevance of ads
on GAA and the use of promotion through teams instead of players.

4.53 Social media marketing is an important tool for GAA
The participants were questioned about the relevance of social media marketing in GAA
to have a general opinion about the main field studied. 100% of the participants
manifested that social media marketing is the way to promote the sport to reach more
popularity.
Interviewee 2 commented that social media marketing is important to keep involved
the new generation: “Of course, it is important, because GAA is really an old sport, older
than football, they need to keep the next generation, like kids involved”. Whereas
Interviewee 5 highlighted the possibility to reach new people outside of GAA “Yeah,
surely. It is, especially for the people who might not know what it is to go to a game or
to participate in GAA. Interviewee 8 manifested: “It is good being promoted because
you want people to know about the sport that you're playing”
Finally, two participants manifested that the use of social media marketing would be
beneficial for GAA to expose the sport outside of Ireland and bring people who are not
connected. Interviewee 6 said: “It plays more in France, in Spain, and America. So, I think
the more you reach out to that type of market, the more people that will play globally
as a moral kind of push”. While, interviewee 5 continues his answer saying: “That could
also be people in Ireland who are involved in different sports or people who have interest
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in sport, or it could be for people abroad. Maybe for people like you who come to Ireland
obviously it is cool to be able to see behind the scenes of the GAA game”.
4.6 Participants use Instagram to inform about GAA
At the end of the interview, people were asked how they use Instagram to inform them
about the GAA. 90% of the people commented to follow accounts related to GAA. “I
follow different players´ accounts, Aidan O`Shea, Dean Rock, Killian O`Connor, Bernard
Brogan” said interviewee 2. In the same line, interviewee 1 commented: “I follow a few
of the players from different teams. Then I follow the GAA official account, and then I
follow the Cork one of those as well, Dublin one maybe”. Finally, the interviewee 4 said:
“I follow up page, Dublin GAA” and Interviewee 5: “I follow the official GAA profile, the
Sunday game”
Within the reason for using Instagram in GAA, common aspects were found among such
as looking at information about times, channels, and results of games. Participants also
commented that they use Instagram to see how to improve some skills or even to watch
past and general content or share information with friends.
For example, interviewee 10 said about the use of Instagram in GAA: “There’s a couple
of pages out there that constantly post tips on how to improve certain aspects of your
GAA game”. Interviewee 4 commented: “to see when there will be a match or if
something happened in the club or if they sell something in the club shop”. Whereas
Interviewee 3: “I tag my friends in a couple of them or maybe I send their Instagram
stories to my friends”.
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4.61 Participants use Instagram for social reason
The interviewees were asked about the reason to use Instagram with the purpose of
gaining more insight in terms of Generation Z and platform. 100% of the participants
said that they use Instagram to connect with friends, family and check the highlights of
their lives. Furthermore, participants commented that they use Instagram mainly for
interacting with people that they know.
Interviewee 3 said: “Instagram is fun for me; I use it to keep up all my friends are doing,
while interviewee 7 commented: "I suppose in general for me, I use Instagram just as a
place to follow my friends mainly. Interviewee 6 said: “I think the main use for Instagram
is just a highlight and look at everyone else's highlights of their lives”.
Finally, interviewee 8 highlighted: “it is more of a pass time, like a hobby thing. It is not
something that will be on all the time” and interviewee 4: “I do not watch any people
around. I only follow my friend”. To close the answers, Interviewee 2 manifested: “I am
very engaged with Instagram. It is always cool to see posts and give like or interact. I use
it for who I know”.
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5 Discussion
Discussion part has the objective of restating the aim of weighing the results against the
research question and literature review. Furthermore, the analysis of the data given by
the answers of participants in chapter 4 will be linked with the literature in chapter 2 to
support or contradict previous ideas.
5.1 Influencers Marketing in GAA have roles inside and outside of sport.
People associate Influencer Marketing in GAA with advertising: The aim of the research
was trying to explore the role of Influencer Marketing in GAA with the purpose of
understanding how they could increase participation of Generation Z in Gaelic sports.
The participant highlighted the presence of those influencers in relation with advertising
and sponsored posts. Some even mentioned some brands associated with the
Influencers such as Avonmore, Littlewoods, or Renault. There is a strong indication that
there is a correlation between Influencer Marketing and brand communication and
presence(Gachoucha Kretz, n.d.)
Identifying Influencers by participants: Almost all the respondents identified different
players as Influencer Marketing related to the GAA. They named different famous
figures previously identified as Aidan O`Shea, Lee Chin, Ciaran Kilkenny, and Bernard
Brogan. Some participants added more influencer who were not in the previous list of
top 1000 Micro and Macro Influencers in Ireland like Eoin Cadogan, Lee Kegan, Joe
Canning, among others. Their online presence evidenced by the high engagement and
large number of followers previously reviewed in chapter 1 and 2 (StarNgage, 2020)
plus the popularity of the sport make them Influencers as well as opinion leaders online
with a powerful relationship with their communities. (Balaba, D, and Mustatea, M, 2019)
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Influencers Marketing have different roles in GAA: There are different aspects of the
role of Influencer Marketing related to GAA. Participants manifested that they enhance
visibility of the sport inside and outside the field. Other roles are associated with selling
products connected to GAA and other brands or promoting some games. On the other
hand, they also share content to improve the skills and performance in the game. This
can be linked with the use of Influencer Marketing to improve different aspects of
marketing as brand awareness, reaching a new audience and generating sales/
conversion. (Mediakix, 2019)
Therefore, Influencers Marketing related to the GAA has roles inside and outside the
association. Due to their presence on Instagram, it could be inferred that they make GAA
more visible to their fans around Ireland (2200 clubs in 32 counties) and on Instagram
272K followers. On the other hand, there is an association of them with different brands
as they are ambassadors or making some promotion to different products with the
purpose of driving brand awareness and more sales.
5.2 Highlighting what is important to determine an Influencer
Expertise determines an Influencer in GAA: Participants manifested that the expertise
is one of the main things that identifies an influencer in GAA. Expertise means the
performance in the game, how important they are on the field, and durability in terms
of participation. One of the concepts in “three levels of Influence” by Aron Levin (2020,
p. 21) to have a successful Influencer Marketing campaign is “affinity” which connects
the influencers with their own expertise and credibility, demonstrating trust and
knowledge in a particular area.
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Difference of celerity and influencer: In general, there is still confusion about the
concept of those variables. Participants comment that a celebrity is someone wellknown by no choice whereas an influencer is skilled in certain things or subgroups.
Nevertheless, people manifested trust in influencers and celebrities. This analysis gave
an idea about how people perceive these variables, but this cannot be generalized as
Micro-Influencer marketing can be more credible, believable and accessible than
celebrities and mega influencer (Djafarova, E. and Rushworth, C., 2017)
5.3 The engagement with influencers could depend on the area and the stage which
people are in.
Participants don´t feel close to influencers: The question how close participant feel with
Influencers helped to comprehend how some people from Generation Z interact with
influencers marketing in GAA. In general, people follow Influencers, but they do not feel
close according to 50% of the answers. Only one participant feels engaged as that person
has a connection with GAA beyond being a member of a club (career).

As mentioned in the literature review, Generation Z has certain affinities or approaches
to Influencer Marketing, feeling more attracted to follow them (Kádeková, Z. &
Holienčinová, M, 2018, p. 10). This idea can be analyzed to start developing Influencer
Marketing with a specific target in mind. However the target could be reviewed
according to the

stage in which people are inside the sport, before making an

assumption as “people follow influencers because they are part of Generation Z”.

Another idea that could be analyzed before starting with Influencer Marketing is the
high mobility of Generation Z (Francis,T. Hoefel,F., 2018) and the complexity of
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Generation Z in terms of communicational and online behavior (Puiu, S, 2016). Probably
the theory of

innovations and new technologies (Innovation Theory, Everett

Rogers,1962 cited in Levin 2020, p 23 (2020, p. 20) could be a tool that should be
analyzed to understand that new technologies follow similar patterns and people who
adopt new technologies are defined in five groups: innovators (Enthusiastic and risktakers), early adopters (Person who check information with), early majority (They tend
to avoid complexity), late majority (Skeptics, need full certainty to make the decision)
and laggards (Suspicious of Innovation).

Influencer for young people: To contribute the ideas exposed above, the participant
manifested that Influencer marketing would have a better impact on people younger
than them in the GAA. Remembering the interviewees were from 20 to 27 years old.
Participants commented that the kids and adolescents could look up to Influencers and
how Influencers expose themselves on Instagram would get the youth more involved.

The age range was people from 12 to 18 years old. It was difficult to get a specific answer
on why influencers could be more beneficial for young people. It could be inferred that
participants are not commenting all the time and tried to make a better connection. In
addition, two participants stated that there is significant drop off in the sport starting in
the 17´s. Therefore, Influencer Marketing to this demographic could lead to more
engagement with people in the sport once they start being involved in the world of
GAA. A literature review claims that people between 19 to 24 years old are most likely
to follow Influencers on Instagram (Conolly Bill, 2017). As mentioned before, range and
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age could be beneficial to use Influencer Marketing, but the context must also be
analyzed.

5.4 Influencer Marketing and social media marketing contribute to GAA to increase
the popularity of the association and sport
Influencer contributes to GAA Participants highlighted positive aspects and values that
Influencer Marketing adds to the GAA due to their presence on Instagram. Others also
stated that they contributed to the communities of GAA, taking the image of the
association and sport outside of the people involved. The possibility of more Influencer
Marketing in GAA, can promote the GAA brand, sport, culture and products related to
GAA also created positive comments in the interviewees due to the option of increasing
profiles visibility, get more people involved and even sell more products related to the
sport. This idea of Influencer Marketing could reinforce the belief in a specific brand and
thus, improve the Self-Brand Connection with the GAA (Van der Westhuizen, 2018).
As the participants said, the use of Influencer Marketing can also hold the possibility of
getting more fans involved. This could contribute to one of the objectives of
the Strategic Plan 2018-2021 of GAA, which highlights the goal of engagement with
young people, ensuring effective social media messages(GAA, 2018).
One of the concepts analyzed in the literature reviewed was The Brand Equity developed
by Keller (2013, p. 68). This concept aims to show that the power of a brand lies in what
resides in the minds and hearts of customers. Feelings, beliefs, and experience of the
brand by the consumer would give more power to a brand and more engagement with
the audience. As people mentioned, the use of influencers can create an advantage in
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the GAA association, increasing its profile and visibility on Instagram, and continue
reaching more people across Ireland.
Social media marketing is an important tool for GAA: The participants stated the
relevance of social media marketing to promote GAA, understanding that Influencer
Marketing is one strategy inside this. Interviewees remarked the idea of opening GAA
to other people who are not involved in it, like non-Irish as just one example. Moreover,
it could reach a new generation of players and demonstrate what Gaelic Games are in
general.
As mentioned before in the literature Review, social media marketing can be described
as the utilization of online channels to communicate and deliver valuable offers for an
organization and their stakeholder. (Tuten, T. and Solomon, M, 2017, p. 53) or the
reinforcement of traditional and digital marketing. (Ebrahim, Reham Shawky, 2019).
These ideas can correlate to the results as the use of social media marketing in GAA can
create communication to deliver valuable messages with information about the
organization, sport, clubs associated and thus, enhance the target and reach more
people.
These positive opinions about the contribution of social media marketing to GAA can be
linked to a general idea of how sport associations take online presence as an advantage
to achieve their objectives. According to Achen, social media marketing in sport could
have the facility to engage fans or supporters due to the passion involved and the
relevance of sport in the history, family or social identification (2017, p. 35). However,
it is important to remark that GAA as other sports caters to a high social media demand,
due to the large number of followers, creating a challenge to cover this high demand in
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terms of communication and interaction (Michael L. Naraine, 2019). Therefore, GAA can
consider these points mentioned before to expand more their social media marketing
presence.
Participants follow different advice from Influencers: Although some participants did
not feel close to the influencer, others commented on their own contribution inspired
by the Influencer. Within this reasoning, interviewees commented that they take advice
from posts on Instagram to improve skills or follow nutritional advice. Two participants
said the presence of some influencer encouraged them to buy products related to
influencers. One commented on the many of Dublin players promoting protein milk
which could influence people to buy this. Whereas another interviewee stated to have
bought some products on a website related to Influencer from the Dublin GAA team.
These results could be linked to one of the criteria to define an Influencer described by
Brown and Hayes, “Closeness to a Decision” (2008, p. 69). Authors link this concept as
to how close the influencer´s opinion impacts the final decision making. The results
manifested how influencers had influence in participants. Furthermore, another idea of
social media influencer can be added, as influencer could have a huge impact and can
add value to their content creating an ability to influence attitudes. (Kádeková, Z. &
Holienčinová, M, 2018)
5.5 Connection between Instagram, participants and GAA
Participants use Instagram to gather information about the GAA: 90% of the
participants claim to use Instagram to interact with the GAA generally. Interviewees
commented that they follow different accounts like players, teams, and the
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association´s profile. Some people follow accounts that do not depend on GAA but are
connected as news profiles about the sport.
These results could be linked with the popularity of Instagram in Ireland, being the
second most used social media channel after Facebook. (Rebecca Porter , 2019).
Moreover, this could reinforce the great presence of The GAA (association) on Instagram
with 272K followers, having one of the best performances on this platform in terms of
engagement compared with other sport associations. (Sport for Business, 2019)
About the use of Instagram to consume GAA, participants manifested they mainly look
for information related to matches, as time and channel of transmission or even to check
scores of past games. Another reason to use Instagram is to review content to improve
some skills in the game, watch old matches or even share different content with friends
which could be useful. It is important to add that Instagram offers different formats to
promote content such as pictures, videos, and stories. ( Instagram Business , 2019 ) The
versatility of the platform could produce a variety of interactions and consume different
information as mentioned by participants.
Participants use Instagram for social reasons: Interviewees manifested the use of
Instagram as a part of their social consumption. They highlighted that Instagram is used
to connect with family, friends and see what is going on around them. Participants also
claimed that they used Instagram to watch the lives about the people that they follow.
This question asked in the last part of the research helped to understand how people
from Generation Z interact with social media. These results can be linked with the idea
that Generation Z chooses online social media sites to communicate and interact with
people to be involved, informed, and stay in contact. (PrakashYadav, G. and Rai, J., 2017)
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There are concerns about the use of social media by Generation Z in terms of lack of
communication and physical contact activities (Roblek, V. et al., 2019). Moreover, an
author manifested that this group could have online relationship without having met
them in real life. (Jiří, B., 2016) However, participants of this research stated that they
only use Instagram to follow people that they know, only with the purpose to be better
connected and more informed about them. This idea could be an example of how some
people interact with social media channel, without generalizing about the concerns of
the use of social media overall.
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6 Conclusion
6.1 Conclusions and recommendations

The purpose of the research was to explore the role of Influencer Marketing in GAA to
drive participation in the sport. The qualitative methodology and the literature review
permitted an approach to answer the research question: What is the role of Influencer
Marketing in GAA to drive participation in the association and sport on people from
Generation Z? According to the results and analysis, they could drive better visibility of
the GAA, promoting products related to the sport, and showing content to improve skills
in the game. On the other side, Influencers Marketing in GAA have a connection with
other brands non-related to the GAA. This exposition could also increase the visibility of
the GAA as their players are the most famous sportsmen in Gaelic Games due to their
popularity, durability in the sport and recently their active presence on Instagram.
Although participants manifested to have bought products related to GAA, associating
with Influencer with brand and follow some advices on Instagram, they admitted that
this could be more suitable for kids and adolescents between 12 to 18 years old. This
could be explained to create a strong engagement with the sport since people start
being involved in the world of GAA and, thus, reduce the drop off around
adulthood. The social media interactions in a broad group such as Generation Z can be
complex to be analyzed, but understanding that people start playing Gaelic games from
12 and they often drop off around 18` can determine some marketing strategies to
catch and retain them.
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Definitions of Influencer Marketing by the literature review as Aron Levin or Brown and
Hayes as examples could explain the presence of influencers in GAA. On Instagram, they
have many followers, high engagement rate, in addition the expertise in the sport and
the promotion behalf the companies become them in Social Media Influencer and Social
Media Influencer Marketing.
The literature review also demonstrated with real examples that Influencer Marketing
could be used to improve different aspects of branding as Self Brand Connection and
The Brand Equity. This association could help to improve aspects of the GAA
organization such as open the sport to other countries or reinforce the partnership
between GAA and other brands as other Influencer Marketing in other sport
associations have done. The next research should aim to investigate the presence of
social media marketing in the GAA and how it has been contributing to the sport.
Exposing the GAA outside the area of the sport, getting more people involved, and
sharing different positive aspects in terms of what the GAA caters beyond the sport (Irish
culture) could be ideas to expand the association. As reviewed in the literature review
the target can be one of the most important things to use Influencer Marketing, but the
target needs to be more analyzed deeply in accordance with the reality and environment
of the field studied.
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6.2 Limitation and future research.
In terms of limitation, the Covid-19 pandemic impacted different aspects from
conducting the interviews online to recruiting people. The researcher tried to
communicate with different teams without receiving answers, it was probably because
they were busy trying to organize their work life around the Covid-19 impact measures.
However, some teams responded by saying that they could not share personal
information. Thus, the collection of participants was done by the networks of the
researcher who could connect to a member of a different team.
The arrangement of the interviews was another problem, especially balancing different
schedules, and responsibilities. In some cases, the researcher arranged a time, but
interviewee did not show up or they asked to reschedule, creating a disorganization in
the established schedule. The experience of this could determine that interviews face to
face are better than online by the opinion of the researcher
Collecting people was another difficulty, however the research could reach the sample
expected, though it would have been better to include people around 18. However, one
person of this age was contacted but this individual did not want to be recorded at all.
Another two responded to message to arrange an interview couple of days before the
deadline.
The GAA is a non-profit association, and players do not get paid. Some participants
manifested the condition of the association as nonprofit and the use of marketing could
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create concerns to see it more professional, remembering that older members want to
keep the GAA an amateur sport. However, this could be a topic for another research.
Finally, for the future of the research, it would be a great idea to investigate how
Influencers Marketing influence or drive participation in a younger generation (from 12
to 18,) than the participant used here. Perhaps, a quantitative analysis should be carried
out to analyze interactions with Influencer Marketing and how those followers make
decisions to participate in the sport and consume products related to it or in simple
words, how marketing has contributed to the GAA in different aspects.
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Appendices:

Appendix 1: Participants

Interviewee

Gender

Age

Interviewee 1

Female

24

Club member or
fans
Fan

Interviewee 2

Male

24

Fan

Interviewee 3

Male

22

Sallins GAA Kildare

Interviewee 4

Female

22

Erin`s Isle GAA

Interviewee 5

Male

27

Fan

Interviewee 6

Male

22

Interviewee 7

Male

24

Milltown GAA.
Kildare.
Tullmore GAA

Interviewee 8

Male

20

Erin`s Isle GAA

Interviewee 9

Male

21

Sallins GAA Kildare

Interviewee 10

Male

21

Sallins GAA Kildare
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Appendix 2: Questions
1) What do you know about Influencer Marketing on Instagram related to GAA?
Can you identify an GAA player Influencer through Instagram? Who? Why you
identify them?

2) How close are you with Influencer Marketing in GAA? Are you aware about
them? What do you think is their role in GAA in terms of Marketing? What do
you think?
3) What is your experience in terms of interactions with Influencer Marketing in
GAA? Can you give me some details?
4) What do you think about the contribution of some players to promote GAA?
What value do they add?
5) How those Influencer contribute you as fans or member of GAA? Can you
explain more in terms of communication?

6) What do you think is more important to identify an Influencer in GAA?
- Followers? Authenticity(expertise), likes? Comments? Feedback written?
7) What do you think is the main difference between influencer and celebrity?
- Who would you believe more to?

8) Can you tell me how you inform about GAA through Instagram? Accounts that
you follow.
9) What do you think the possibility of promoting the GAA association through
Influencer Marketing? Is it important to use social media marketing to promote
GAA organizations?
10) What is the relevance of Instagram for you? Can you give some details? Usage?
Why Instagram is important for you?
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Appendix 3: Nvivo Thematic map
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Appendix 4: Informed consent form example
Information Form and Consent Sheet
INFORMATION SHEET FOR PARTICIPANTS
PROJECT TITLE [Exploring the role of Gaelic Games Social Media Influencer Marketing on
Instagram to drive participation in Gaelic Games on Generation Z”.]
You are being asked to take part in a research study on…
[The research will try to explore the role of Gaelic Games Influencer Marketing to drive
participation in people from Generation Z to analyse the performance of them by the
experience of individuals belong to this generational group on Instagram. This study is
conducted by Francisco Cordova, student of master’s degree in digital marketing in
Dublin Busines School. This research is supervised by Ieva Masevic]
WHAT WILL HAPPEN
[In this study, you will be asked to tell your experience about Gaelic Games Social Media
Influencer and other topics related to social media marketing. The researcher will try to
get some insights in concordance with the use of Influencer Marketing strategy to
achieve marketing goals. The interview will be conducted though the platform Zoom to
avoid possible risk in terms of Covid-19. The researcher will record the conversation with
two different methods, first by the tool “record” in Zoom which allow to generate a
recorded video of the live conversation. Secondly, the use of recorded of the phone
should be applied to have a backup in case of any inconvenience.
The meeting must be arranged by the schedule of the interviewee; thus, the researcher
will manage the time to be available to attend when the participant has given the slot]
TIME COMMITMENT
The depth interview technique takes typically from 30 minutes to 1 hour. It could be
extended if the participant and the researcher agree in terms. The time will depend on
the conversation and how the fluidity between the parts will be going. The participants
have the right to leave the conversation if they don`t feel comfortable or engaged with
the topic.
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Only one season should be enough, however the researcher could need another season
in case of lack of depth or analysis. The decision to have a second session will be on the
participant`s hand, respecting their own schedule and time.

PARTICIPANTS’ RIGHTS
You may decide to stop being a part of the research study at any time without
explanation required from you. You have the right to ask that any data you have supplied
to that point be withdrawn / destroyed. You have the right to omit or refuse to answer
or respond to any question that is asked of you. You have the right to have your
questions about the procedures answered (unless answering these questions would
interfere with the study’s outcome. A full de-briefing will be given after the study). If
you have any questions as a result of reading this information sheet, you should ask the
researcher before the study begins.
CONFIDENTIALITY/ANONYMITY
The data I collect does not contain any personal information about you except your own
experience with social media marketing, Influencer Marketing in the Gaelic Athletic
Association, and general question about the social media marketing usage,
communication, and branding. The use of your data will be part in dissertation of
master’s degree in digital marketing in Dublin Business School, with the propose of
explore the role of famous player of Gaelic Games who are active participant on
Instagram as Influencer Marketing. This study will just convey your data based on your
answers, using narrative phrases to link ideas with the main topic studied. therefore,
your personal details as name, age, occupation, and address will not be included. Before
to record the interview, the researcher will ask you to accept or nor accept to show your
face through zoom. After using the data, the whole recorded will be deleted.
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FOR FURTHER INFORMATION
Francisco Cordova (researcher) or Ieva Masevic (supervisor) will be glad to answer your
questions about this study at any time. You may contact my supervisor at
ieva.maseivic@dbs.ie DBS phone: (01) 417 7500
INFORMED CONSENT FORM
PROJECT TITLE: Exploring the role of Gaelic Games Social Media Influencer Marketing
on Instagram to drive participation in Gaelic Games on Generation Z”.

PROJECT SUMMARY:

The research will explore the role of Gaelic Games Social Media Influencer Marketing to
drive participation on Generation Z in Gaelic Athletic Association by the experiences of
this generational group. The research will try to find some connection between the
answer of the participants and some important aspects related to Influencer Marketing
as communication, innovation, and branding. In this case, Instagram will be used to
explore the role of the Influencer on Generation Z due to the high presence and
relevance of those on this social media platform.

By signing below, you are agreeing that: (1) you have read and understood the
Participant Information Sheet, (2) questions about your participation in this study have
been answered satisfactorily, (3) you are aware of the potential risks (if any), and (4) you
are taking part in this research study voluntarily (without coercion).

_________________________________
Participant’s signature or name
_______________________________
Student Name (Printed)

_________________________________
Participant’s Name (Printed)
_________________________________
Student Name signature

_________________________________
Date
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