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The Female Seller as Online Micro Influencer in 2021
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Abstract

The female seller as online Micro influencer is a career that can make
considerable amount of money. It is another occupation that people
of early working age are interested in. There are 3 types of influencers

on social media, 1) Mega Influencers 2) Macro Influencers 3) Micro
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Influencers. The objectives are to study the characteristics of the female seller as
online Micro influencer and to study the advantages and limitations of them In the
study, it was found that the characteristics of the female seller as micro influencer
should be as follows: 1) being able to build credibility and sincerity 2) engagement
with audience 3) being able to present various product information effectively 4)
Be a seller and create space for consumers to listen, be interested, to want and

ultimately buy the products. 5) Reasonable priced products.
Keywords: The Female Seller as Online / Micro influencer
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