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Appendix A
Conceptual development of interview guide for expert interviews.1
	RQs
	Information asymmetry
	Dimension
	Question

	What ex-ante asymmetries do political communicators perceive in collaborations with influencers in election campaigns?

	hidden characteristics
	qualifications of agent (i.e., skills & abilities) (Bernold & Wiesweg, 2021; Pavlou et al., 2007; Saam, 2007; Wiencierz et al., 2021)
	What skills and abilities should influencers possess with whom you work in an election campaign? 
How can you tell whether an influencer possesses these skills and abilities?
How difficult is it to identify influencers who possess these skills and abilities?

	
	hidden intentions
	motivations of agent (Steinle et al., 2014)
	What intentions should influencers hold with whom you work in an election campaign? 
How can you tell whether an influencer hold these intentions?
How difficult is it to identify influencers who hold these intentions?

	What ex-post asymmetries do political communicators perceive in collaborations with influencers in election campaigns?
	hidden actions
	efforts of agent (low performance, shirk) 
(Bernold & Wiesweg, 2021; Pavlou et al., 2007; Saam, 2007; Wiencierz et al., 2021)
	What election campaign goals could influencers help you pursue?
What could influencers do to help you in pursuing these goals?
How can you tell whether an influencer is fully committed to the goals?
How difficult is it to determine the commitment of an influencer? 

	
	
	activities of agent (mistakes) (Bernold & Wiesweg, 2021; Pavlou et al., 2007; Saam, 2007; Wiencierz et al., 2021)
	How can you tell whether an influencer does the right things – that is the things that support the goal attainment optimally – for supporting the campaign goals?
How difficult is it identify influencers who do the right things?

	
	hidden information2
	knowledge of agent about exogenous facts (environmental states and processes) (Saam, 2007; Wiencierz et al., 2021)
	[bookmark: _GoBack]What external factors have an impact on whether an influencer’s campaign contributions are successful?
How can you tell whether these external factors had an impact on the outcome of the influencer activities?
How difficult is it to determine the impact of these external factors?



Notes. Created by authors. 1The conceptual development followed the directions provided by Kaiser (2014) for developing an interview guide for expert interviews. 2 We considered the asymmetry of hidden information in the development of the interview guide. However, the early interviews showed that interviewees had difficulties grasping this concept, and we think that this is not surprising as the field is only just beginning to explore how to evaluate the campaign contribution of influencers. We therefore decided to delete this dimension from our study. In later interviews, interviewers therefore did not ask interviewees about hidden information. 
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Appendix B
Interview guide for expert interviews.
	Warm-up
	
	
	

	Q1 In your own words: What characterizes a social media influencer?

	Introduction
	
	
	

	Q2 What is your experience of working with influencers?
Depending on answer:
FQ2.1 How would you describe your experience?
FQ2.2 Why haven’t you work with influencers, yet?
Q3.1 What election campaign goals could influencers help you pursue?
Q3.2 What could influencers do to help you in pursuing these goals?

	Information asymmetries
In the main part of our interview, I now want to explore together with you what you pay attention to when deciding whether you want to work with a certain influencer. 

	Hidden Characteristics

	Q4.1 What skills and abilities should influencers possess with whom you work in an election campaign? 
Q4.2 How can you tell whether an influencer possesses these skills and abilities?
Q4.3 How difficult is it to identify influencers who possess these skills and abilities?

	Hidden Intentions

	Q5.1 What intentions should influencers hold with whom you work in an election campaign? 
Q5.2 How can you tell whether an influencer holds these intentions?
Q5.3 How difficult is it to identify influencers who hold these intentions?

	Hidden Actions: Effort
We have already talked about the contributions influencers can make to help you achieve your campaign goals. Among others, you mentioned [RECITE CAMPAIGN GOALS FROM 3.1]. I want to come back to those contributions now. To make it concrete, let us say: You want an influencer to help you achieve [CHOOSE ONE CAMPAIGN GOAL FROM 3.1]. Note: We can also select another goal if you think this serves as a better example.

	Q6.1 How can you tell whether an influencer is fully committed to this goal?
Q6.2 How difficult is it to determine the commitment of an influencer?


Hidden Actions: Activities
I want to continue with discussing the example of [CHOSEN CAMPAIGN GOAL FROM EFFORTS]. 
	Q7.1 How can you tell whether an influencer does the right things – that is the things that support the goal attainment optimally – for supporting the campaign goals?
Q7.2 How difficult is it identify influencers who do the right things?

	Conclusion

	Q8.1 Looking back: How prepared do you feel for working with influencers? 
Q8.2 Looking forward: How seriously do you consider working with influencers in future election campaigns?
Q8.3 We are now approaching the end of this interview. Before we come to an end, is there anything else that you find relevant for the issues that we have discussed and that we have not yet addressed?


Notes. “Q” designates obligatory questions that interviewers should ask; “FQ” designates follow-up questions that could be asked, depending on the previous answer(s). Created by authors.


Appendix C
Coding frame for analyzing interviews.1 
	Level 1
	Level 2
	Level 3
	Level 4
	Level 5
	Level 6

	ex-ante asymmetries
	desired skills and abilities
	social media metrics and skills
	reach
	
	

	
	
	
	interaction
	
	

	
	
	
	algorithmic knowledge
	
	

	
	
	politics-related skills and abilities
	political-ness
	
	

	
	
	
	understanding of political process
	dynamics
	

	
	
	
	
	content
	

	
	
	
	
	general
	

	
	
	
	ability to explain politics
	explain political topics
	

	
	
	
	
	explain political processes
	

	
	
	
	being non-establishment
	
	

	
	
	fit
	personal fit (in terms of chemistry etc)
	
	

	
	
	
	thematic fit
	
	

	
	
	
	matching values
	
	

	
	
	
	matching content
	
	

	
	
	
	like the party
	
	

	
	
	do it for free
	
	
	

	
	
	personal characteristics
	self-initiative
	
	

	
	
	
	authenticity
	
	

	
	
	
	role model
	crime-free
	

	
	
	
	
	decency
	

	
	
	
	distinctiveness
	
	

	
	
	content forms
	platform
	
	

	
	
	
	format
	
	

	
	desired intentions
	loyalty to client
	help party
	
	

	
	
	
	sympathy for party
	
	

	
	
	
	commitment to party
	
	

	
	
	sense of mission
	further a specific cause
	
	

	
	
	
	further democracy
	
	

	
	
	
	help society in general
	
	

	
	
	not doing it for the money
	
	
	

	
	evaluation of characteristics & intentions
	evaluation procedures 
	personal contact with SMI2
	work only with familiar influencers
	

	
	
	
	
	talk to SMI to get to know them 
	

	
	
	
	
	SMI actions during planning
	

	
	
	
	influencer materials
	investigate content on SMI profile
	

	
	
	
	third party sources
	online search for SMI
	

	
	
	
	
	collect social media metrics
	

	
	
	
	
	work with influencer agency
	

	
	
	
	
	verify statements of the SMI with help of external sources
	

	
	
	
	
	ask others (seemingly experts) what they think about the SMI
	

	
	
	
	in-house resources
	team has experience with SMI
	

	
	
	assessment of evaluation
	resources
	sufficient resources available
	

	
	
	
	
	resources are hard to allocate but do exist
	

	
	
	
	
	resources are lacking
	

	
	
	
	difficulty of evaluation
	difficulty level of evaluation
	difficult to evaluate

	
	
	
	
	
	easy to evaluate

	
	
	
	
	
	ambigious on difficulty of evaluation

	
	
	
	
	reasons for difficulty/ease
	cannot know true agendas

	
	
	
	
	
	compensations obfuscate agendas

	
	
	
	effort of evaluation
	high effort of evaluation
	

	
	
	
	
	low effort of evaluation
	

	
	
	
	
	ambigious on effort of evaluation
	

	
	
	
	risks in selection process
	unpredictability of current SMI behavior
	

	
	
	
	
	unpredictability of future SMI behavior
	

	
	
	
	
	choosing a non-fitting SMI
	

	
	
	
	
	risk of disinformation
	

	
	
	
	
	internal SMI
	

	
	
	
	
	suboptimal allocation of limited resources
	

	
	identification and persuasion of SMI
	availability of SMI
	only few SMI out there who correspond to desired characteristics
	
	

	
	
	
	many SMI out there who correspond to desired characteristics
	
	

	
	
	
	only few SMI out there who correspond to desired intentions
	
	

	
	
	
	many SMI out there who correspond to desired characteristics
	
	

	
	
	assessment of persuasion
	difficulty level of persuasion
	difficult to persuade SMI
	

	
	
	
	
	easy to persuade SMI
	

	
	
	
	
	ambigious on difficulty of persuasion
	

	
	
	
	reasons for difficulty/ease
	SMI are afraid of scaring off followers
	

	
	
	
	
	mistakes that parties make in approaching SMI
	

	
	
	
	
	challenge to build long-term relations
	

	
	
	
	
	selling politics is more complex than selling products
	

	
	
	
	
	lack of political SMI 
	

	
	
	
	
	access to influencer field 
	

	
	
	
	
	personality of candidate
	

	ex-post asymmetries
	campaign goals
	self-interested goals
	win votes
	
	

	
	
	
	highlight past achievements (party/candidate)
	
	

	
	
	
	reach new target audiences
	
	

	
	
	
	cultivate image (party/candidate)
	
	

	
	
	common good goals
	encourage general voting participation
	
	

	
	
	
	popularize democracy
	
	

	
	evaluation of activities and efforts
	procedures for evaluation
	before content production
	careful selection of candidate who interacts with SMI
	

	
	
	
	
	contract
	

	
	
	
	
	involve personal management of SMI
	

	
	
	
	
	briefing
	

	
	
	
	
	plan posts together with SMI in advance
	

	
	
	
	
	establishing party boundaries in advance
	

	
	
	
	
	meeting of candidate and influencer before content production 
	

	
	
	
	
	instruct politician in advance about the influencer
	

	
	
	
	
	involve SMI in campaign
	

	
	
	
	
	SMI pitches content ideas
	

	
	
	
	
	abstain from control before content production
	

	
	
	
	during content production 
	monitoring SMI activities
	

	
	
	
	
	regular and transparent communication
	

	
	
	
	
	abstain from control during content production
	

	
	
	
	after content production
	acceptance test
	

	
	
	
	
	monitoring published SMI content
	

	
	
	
	
	monitoring SMI interactions with followers
	

	
	
	
	
	abstain from control after content production
	

	
	
	trust
	inevitability of placing trust in SMI
	
	

	
	
	
	risk of trusting in SMI
	it's high risk to trust SMI
	

	
	
	
	
	it's low risk to trust SMI
	

	
	
	
	
	ambiguous about risk of trusting
	

	
	
	assessment of evaluation procedures
	resources
	sufficient resources available
	

	
	
	
	
	resources are hard to allocate but do exist
	

	
	
	
	
	resources are lacking
	

	
	
	
	effort of evaluation
	high effort of evaluation
	

	
	
	
	
	low effort of evaluation
	

	
	
	
	
	ambigious on effort of evaluation
	

	
	
	
	difficulty of evaluation
	difficulty level of evaluation
	difficult to evaluate

	
	
	
	
	
	easy to evaluate

	
	
	
	
	
	ambigious on difficulty of evaluation

	
	
	
	
	reasons for difficulty/ease
	

	
	
	
	legitimacy of evaluation procedures
	controling SMI is legitimate
	

	
	
	
	
	controling SMI is bad
	SMI conduct should not be controlled in general

	
	
	
	
	
	SMI need freedom

	
	
	
	
	
	SMI should have final say

	
	
	
	
	
	SMI should not be forced to do specific things

	
	
	
	
	ambigious about legitimacy of controling SMI
	

	
	identification and persuasion of SMI
	only few SMI out there who correspond to desired activities
	
	
	

	
	
	many SMI out there who correspond to desired activities
	
	
	

	
	
	only few SMI out there who correspond to desired efforts
	
	
	

	
	
	many SMI out there who correspond to desired efforts
	
	
	

	Past, present, and future experience in working with SMI
	level of confidence for working with SMI
	well prepared
	
	
	

	
	
	could be better
	
	
	

	
	
	not at all
	
	
	

	
	importance of SMI to (future) election campaigning
	high
	
	
	

	
	
	medium
	
	
	

	
	
	low
	
	
	

	
	
	ambigious about importance of SMI
	
	
	

	
	willingness to work with SMI
	willing
	
	
	

	
	
	not willing
	
	
	

	
	
	ambigious about working with SMI
	
	
	


Notes. Created by authors. 1This figure depicts the categories and subcategories used for coding the data. It shows a simplified version of the frame that excludes “miscellaneous” categories. 2SMI = social media influencer(s)
