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“Take advantage of creators who have credible influence in specific communities of interest. Discover 
non-intrusive ways to integrate your brand in your creator’s content” (Instagram Business website)
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Social Media Influencers, the future of work

3

• This influence is suggested to come from 
the special social bonds that influencers 
have been developing with their followers, 
followers consider them as reliable and 
authentic persons, less commercial and 
controlled by brands (Sokolova & Kefi, 
2020). 

• Occupations should not only be 
understood through what they do or the 
formal collective organizations they 
establish (Abbott, 1988), but also by the 
collaborative relations they build with 
other non-occupational groups (Anteby et 
al., 2016), “with whom they do” (Pratt et 
al., 2016). 

1,7m followers

Our paper aims at exploring the relational work of influencers with their online audiences

https://www.instagram.com/paolalct/followers/


Gain a better understanding on relational identity of 
occupational groups using Goffman’s concept of framing
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• The Presentation of Self in Everyday Life (1959) and in Frame Analysis (1974).

Goffman focuses on how the performances of participants “influence the 

definition of the situation which the others come to formulate” (1959: 15). 

In the second work, Goffman broadens the focal length by suggesting that 

a situation is interpreted by participants through the cultural frameworks

they share.

is this a real fight or a game? 



Aims and research question
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• In this paper, we take up this perspective to analyse how online marketing activities of 
influence are typically framed by influencers and their audience, how these framing 
devices enable influencers negotiate their broader relationship and social identity. 

• We also examine this situational process as performative and sociomaterial to analyse 
the role of online platforms, through their social material features and technologies. 
Online platforms can be explored as framing devices, conditioning how participants both 
orient and are oriented in the types of interactions they have. 

How is online marketing influence performed and framed in social 

platforms ? 

How are influencers, followers and social platforms involved in this 

process?



Methodology
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• The research combines the online ethnography (Hine, 2000; Kozinets, 2006) 
and interview of 34 influencers having between 10 to 1 billion followers and 
having established partnerships with brands.

• We examine how these influencers and their followers co-construct and 
negotiate the influencer’s identities as well as the understanding of the context 
their interactions. We use direct observations of their performances collected 
on social networks and semi-directive interviews lasting on average thirty 
minutes. Taking up the vocabulary of Goffman, this combination of data sets 
enriches the analysis of identity negotiations by accessing both “backstage” 
and “frontstage” processes, bearing in mind that neither is more “real” our 
significant than the other. 



Findings: Lucie
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Posted in Spring 2020 (no mention of

sponsorship in the legend)

Posted in Fall 2021 (sponsorship

mentioned in the legend)



Inès fabricating unpacking
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Discussion and conclusion
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• Influencers are essentially used by brands because they are 
considered by their followers as authentic, trust-worthy and facilitator of 
a community of interests 

• identities are performed, embodied and sociomaterial.

• the micro relational identity processes of influencers supporting this 
occupational identity (Brown, 2019) and have sought to understand 
how they negotiated their marketing activities with their own social 
identity amongst their followers. 

• Using Goffman’s frame analysis, we have put forward typical framing 
devices as well as their processes as follows. 
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