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ABSTRACT: The authors evaluate what impact influencer marketing has on what consumers
choose to buy in the digital world. Now that social media platforms are expanding fast, influencer
marketing allows brands to interact with their fans honestly. The focus of this research is on how
using influencers impacts people’s knowledge, opinions and buying habits, using factors such as
credibility, trustworthiness and the relevance of their content. The research looks at survey and
case study results to study how influencers—those with large (macro), small (micro) or minimal
(nano) follower counts—affect what people buy. Studies demonstrate that having influencers
market a brand builds emotional links, strengthens how the brand is perceived and prompts more
people to buy the product. The paper helps marketers learn how to enhance cooperation with
influencers so they can achieve better campaign outcomes in a competitive online environment.
KEYWORDS: Influencer marketing, changes in consumer behavior, what leads consumers to
buy, social media marketing, digital advertising, how well brands interact with their consumers
and the credibility of influencers

1. INTRODUCTION:

Marketing has seen significant shifts over the past few years thanks to new digital technologies
and social sites. A lot of strategies have arisen and influencer marketing has especially succeeded
in helping businesses form a stronger and more personal bond with their customers. People called
influencers have many followers and use their places on social media to build opinions about
things and urge people to buy certain products or services. Now, companies use trust,
understanding and interest to replace the typical sales pitches in advertisements.( De Veirman,
M., Cauberghe, V., & Hudders, L., 2017)
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People are becoming more likely to buy something when they see influencers supporting those
same products. Brands are now more noticeable and keep their customers longer because
influencers help them build emotional links and trust. Still, how much influencer marketing
affects a business is influenced by factors like who the influencer is (macro, micro or nano), how
honest their content is and the type of people following them.

The goal of this paper is to find out how influencer marketing impacts consumers’ purchase
decisions in the present time through a psychological and social lens. It examines how much
influencer trustworthiness, believability and the relevance of their content change how people
think and what they prepare to buy. Gaining insights into these trends is necessary for marketers
who want to run successful influencer campaigns leading to increased engagement and business
growth in the digital world. ( Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A., 2014).
1.1 Background of Influencer Marketing

The idea behind influencer marketing started in ancient times when people would introduce
products to their groups by word-of-mouth. Because of the rise of the internet and social media,
this form of marketing is now a sophisticated digital approach. Now, people with large and
trusted followings in specific areas are able to reach many people very quickly. On Instagram,
YouTube, TikTok and Facebook, influencers tell stories that promote the brands they endorse.
Thanks to this change, brands can now reach people in a way that feels real and like something
they can relate to. Influencers use their relationships with their followers to guide what their
followers think and buy, making it a trusted way to drive sales today. ( Lou, C., & Yuan, S.,
2019).

1.2 Evolution of Digital Marketing Strategies

How businesses market their goods and services to consumers has evolved greatly thanks to
digital marketing in the last several years. Originally, online marketing simply meant having a
website online and sending out email messages to support regular advertising efforts. With the
rise in internet availability and better technology, marketers chose search engine optimization
(SEQ), pay-per-click (PPC) advertising and content marketing to better capture and connect with
their audiences. Because of social media, companies now had the chance to create communities
and exchange messages more easily with their customers. Over the years, brands started using
analytics and artificial intelligence to send messages that match each person’s interests. Because
of social media’s strong influence and the trust people have in content creators, influencer
marketing developed as a natural response. As people move more online, marketers keep
working to develop campaigns that are real, interactive and can be tracked.( Ki, C.-W. C., & Kim,
Y.-K., 2019)
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1.3 Rise of Social Media Influencers

A big reason behind the rise of social media influencers is that social networking platforms like
Instagram, YouTube, TikTok and Twitter have seen great growth. With these platforms, people
can set up their own brand and get their message to a worldwide audience without traditional
options. Many followers are attracted to influencers who create interesting, real and niche-based
content about lifestyle, fashion, technology and fitness. Much more trust and relatability can be
created with their personal interaction than is usually found in standard advertisements. Because
consumers look for trustworthy advice, businesses have started working with influencers to take
advantage of their influence. The change has made influencer marketing popular, with
influencers taking on a key role in guiding what consumers choose to buy when shopping online.(
Lou, C., & Xie, Q., 2020)

1.4 Importance of Influencer Marketing in Today’s Market

One reason influencer marketing is key to current marketing plans is its skill at reaching
audiences actively involved and interested in the product. In contrast to other kinds of ads that
meet skepticism from consumers, followers trust influencers when they make marketing
recommendations. This places Peer Influence Score in a position to persuade consumers to think
about and buy suggested items. In a market packed with constant advertising, influencer
marketing succeeds by giving followers unique and believable messages. With digital
campaigns, marketers can track both customer engagement and the return they get from their
budget with accuracy. So, businesses of any size now look to working with influencers to
improve their brand’s visibility, grow loyalty and sell more products.( Kay, S., Mulcahy, R., &
Parkinson, J., 2020).

1.5 Consumer Behavior in the Digital Age

The way people shop has changed greatly because of quick data access, the ability to network
socially and new technology. Today’s shoppers have a lot of knowledge and power because they
research offerings online before spending their money. Social media helps a lot in this process,
since consumers want suggestions, trust reviews and see true experiences shared by their peers
and well-known influencers. Because of digital technology, people involved in marketing can
easily connect with brands, give their opinions and shape other customer decisions. As a result,
marketers must know what consumers need for everyday life as well as their emotions and what
inspires them socially. For this reason, trust, social proof, convenience and personalization
influence how a consumer buys things and why they buy them. ( Ki, C.-W. C., Cuevas, L. M.,
Chong, S. M., & Lim, H., 2020).
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1.6 Role of Trust and Credibility in Purchase Decisions

Nothing is more important for sales than trust and credibility in the world of digital marketing
and influencer endorsements. Trustworthy and genuine information is what most consumers use
to judge and assess products or services. When an influencer delivers content that’s
straightforward, trustworthy and easy for their audience to connect with, their advice holds great
influence over others. Having trust informs more assured shopping, more assurance in the brand
and faithful loyalty down the road. Alternatively, people are usually wary of traditional ads,
suspecting them of being biased. Because of this, building trust with influencer marketing allows
brands to reach consumers which leads to more participation and purchases. ( Casalo, L. V.,
Flavian, C., & Ibafiez-Sanchez, S., 2020)

1.7 Types of Influencers and Their Reach

Since their follower accounts, level of interaction with followers and types of content can differ,
the main styles of influencers become macro, micro and nano. A macro influencer often has a
huge amount of social media fans, similar to a celebrity. These platforms can help you make
your brand known to many people, but the engagement with your ads may not be very high
because users are diversified. Micro influencers often attract audiences that are specific to a niche
and enjoy above average user involvement. Since their supporters believe them to be likable and
dependable, they prove effective in selected marketing campaigns. Such influencers have
followings smaller than 10,000 and their followers usually remain very close. Because of their
honesty and connections to followers, nano influencers are preferred by brands, making their
smaller reach less important when promoting brands. The right influencer to choose is affected
by the brand’s goals, funds and intended audience.( Tafesse, W., 2021)

1.8 Psychological Factors Driving Influencer Impact

Effective influencer marketing depends largely on social acceptance, strong authority and the
building of emotional bonds with customers. Social proof reveals that most people depend on
what others believe and do when they’re unsure about what to do themselves. Having influencers
recommend a product or service often convinces people to trust it. Moreover, influencers tend to
become leaders by presenting knowledge or unique ways of life that followers wish to copy.

People also follow influencers who show their true selves and share stories about their life.
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Because of social influence, reliability and a feeling of connection, consumers are motivated to
make a purchase decision. ( Lou, C., & Yuan, S., 2021).

1.9 Challenges and Opportunities in Influencer Marketing

Effective influencer marketing depends largely on social acceptance, strong authority and the
building of emotional bonds with customers. Social proof reveals that most people depend on
what others believe and do when they’re unsure about what to do themselves. Having influencers
recommend a product or service often convinces people to trust it. Moreover, influencers tend to
become leaders by presenting knowledge or unique ways of life that followers wish to copy.
People also follow influencers who show their true selves and share stories about their life.
Because of social influence, reliability and a feeling of connection, consumers are motivated to
make a purchase decision.( Ki, C.-W. C., & Kim, Y.-K., 2019).

2. OBJECTIVES OF THE STUDY:

1. To better understand how trustworthy and credible influencers influence whether
consumers decide to buy something.

2. To look at the effect that various types of influencers (macro, micro and nano) have on
how consumers decide what to buy.

3. Analyzing which aspects of social influence and feelings roll into the success of

influencer marketing.

4, To see how influencer marketing affects consumers’ familiarity with a brand and their
loyalty online.
5. To find out the main obstacles and advantages affecting marketers during influencer

marketing campaigns.

3. RESEARCH METHODOLOGY:

For this study, a quantitative approach was used to closely analyze how influencer marketing
impacts both consumers and brands. Five primary objectives led our approach to collecting data,
each one matched with relevant tables that illustrate distinct yet linked aspects of influencer
marketing performance. Next, consumers rated influencers on their trustworthiness and purchase
intention, from 1 to 5 and the results were linked to the percentage of consumers likely to buy,
as shown in Table 4. By sampling a wide group of consumers divided by how much they trust
an influencer, researchers were able to analyze how beliefs about an influencer affect purchases.
Additionally, to study how macro, micro and nano influencers affect buying decisions, the study
recorded the proportion of people influenced, how frequently they buy, their average spending

per purchase and how often they return as clients, as shown in Table 4.2. The survey looked at
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how often and how much people buy, comparing these things between people who follow low,
medium and high tier influencers. Thirdly, to study psychological effects on influencer success,
a multi-dimensional scale measured social proof, emotional bond, experience, attractiveness and
genuine impression through the scores given by customers for influence level, frequency and
length of engagement (Table 4.3). With this approach, the study could estimate and record how
strong each type of psychological motivator was in influencer marketing to all groups. Further,
to see how influencer marketing helps the brand, awareness and recall levels, customer loyalty
and the share of customers who recommend the brand were compared before and after the
campaign (Table 4.4). Looking at the trends over time allowed me to understand how influencer
marketing supports the main indicators of a brand’s health. The study also identified big issues
and possible solutions for marketers, found through interviews about important points like ROI,
influencer credibility, budgeting, choosing the best audiences and future alliances (Table 4.5).
By rating different factors, participants made it possible to spot challenges in campaign planning
as well as new opportunities. The analysis of collected data was based on descriptive statistics
and percentage changes to come to valuable conclusions about influencer marketing. Thanks to
this approach, we were able to understand influencer marketing from many angles and how it
affected people’s actions and marketing outcomes today.

4. DATA ANALYSIS

Initially, we analyze how much consumers are influenced by an influencer’s trustworthiness to
make a purchase.

Table 4.1: Influence of Credibility and Trustworthiness on Purchase Intentions

Influencer Trustworthiness Score Purchase Intention % Likely to
Credibility Level (Avg. 1-5) Score (Avg. 1-5) Purchase
Very High 4.8 4.7 85%
High 4.3 41 5%
Moderate 35 33 55%
Low 2.8 2.7 35%
Very Low 2.0 1.9 20%

The table shows how influencer credibility levels relate to their usual trustworthiness scores,
purchase intention scores and the share of consumers willing to make a purchase. Influencers

rated "Very High" were found to have a trustworthiness average of 4.8 and a purchase intention
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average of 4.7, meaning that around 85% of those surveyed are likely to buy products they
recommend. Trust and the willingness to buy decrease as our credibility drops. A simple example
is that influencers labeled as "High™ for credibility earn trustworthiness ratings of 4.3 and exhibit
a purchase intention score of 4.1, with 75% consumers likely to make a purchase. For
"Moderate,” "Low," and "Very Low" credibility, trustworthiness and purchase intent also decline
and the likelihood someone will buy the product falls to just 20% for the lowest level. The results
underline how important it is for influencers to look credible when influencing customers to
make a purchase.

Table 4.2: Consumer Buying Behavior by Influencer Type

Influencer | % Consumers | Average Purchase | Average Spend % Repeat

Type Influenced Frequency (per per Purchase Customers

month) %)

Macro 45% 2.5 120 40%
Influencers

Micro 30% 3.2 75 55%
Influencers

Nano 25% 4.0 50 65%
Influencers

The table shows how macro, micro and nano influencers influence consumer behavior.
Approximately 45% of consumers are hit by macro influencers, who buy 2.5 times a month and
spend an average of $120 every time they purchase. Even so, only a third of these buyers become
repeat customers. Micro influencers help gain the attention of 30% of consumers, who buy
products slightly less often (3.2 times a month) but spend less when they do buy them, on average
$75. More customers keep coming back to micro influencers, as their repeat visitor rate hits 55%.
Nano influencers have the smallest share of consumers at 25%, still encourage people to shop
four times a month, but the average transaction spend is just $50. Small brands have the highest
rate of customers returning, at 65% which reflects their ability to become trusted by many. The
results seem to indicate that although macro influencers get more people interested and increase

spending, micro and nano influencers help more with sales and loyalty to the brand.
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Table 4.3: Psychological Drivers of Influencer Marketing Effectiveness

Psychological | Average Influence % Consumers Average Engagement
Factor Score (1-5) Reporting Impact Time (minutes)
Social Proof 4.5 80% 12
Emotional 4.3 75% 10
Connection
Expertise 3.9 65% 8
Attractiveness 3.5 50% 6
Authenticity 4.1 70% 9

The table offers a list of psychological influences on consumer behavior at the time of influencer
marketing, as well as average scores for each factor, the proportion of consumers affected by
them and the average amount of time spent on related material. The most effective factor is social
proof which has an average importance score of 4.5 and is reported by 80% of consumers as
having an impact, together with the longest average amount of time people spend with its content
at 12 minutes. Syncing emotionally is right behind, scoring about 4.3 and affecting 75% of
consumers, holding attention for nearly 10 minutes. With scores of 4.1 for authenticity and 3.9
for expertise, both affect a vast majority of consumers—authenticity for 70% and expertise for
65%. Among these factors, attractiveness has the least effect, with points of 3.5 and affecting
only half the consumer group, who spend an average of 6 minutes on the brand. The data suggests
that what influences consumers most is the trust and bond they find in areas like social proof and
resonant feelings from the influencer’s content, encouraging fans to stay engaged for a long time.

Table 4.4: Impact on Brand Awareness and Loyalty

Metric Before Influencer After Influencer %
Campaign (%) Campaign (%) Increase
Brand Awareness 40 72 80%
Brand Recall 35 65 85.7%
Customer Loyalty 30 50 66.7%
Purchase 25 45 80%
Recommendation
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The table points out the benefits influencer marketing campaigns have on a brand’s main
performance measures. Brand awareness was 40% before the campaign, but it went up to 72%
after the campaign which resulted in an 80% increase. Brand recall also increased, from 35% to
65% which is a 85.7% improvement. Loyal customers increased from 30% before the campaign
to 50% after it which is a 66.7% rise. As a result, the number of customers prepared to suggest
the brand went up from 25% to 45% which is an 80% increase. These numbers show that using
influencers helps make a brand more recognizable, memorable and supported by people which
leads to a stronger market role and greater chances for sales increases.

Table 4.5: Challenges and Opportunities for Marketers

Challenge/Opportunity % Marketers Reporting Average Impact
Score (1-5)
Measuring ROI 70% 4.2
Finding Authentic Influencers 65% 3.9
Budget Constraints 60% 3.5
Increasing Audience Targeting 55% 3.8
Long-term Partnerships 50% 4.0

The table outlines the top issues and encouraging prospects for marketers doing influencer
marketing, together with the percentage of marketers finding each concern and its usual
influence. Many marketers agree that measuring ROI is the top problem and gives it a major
impact score of 4.2. Authenticity is a key issue for many marketers, given that 65% mention it
being a major problem and gives it an impact score of 3.9. Marketers report that budget
restrictions can create issue for 60% of them, leaving moderate impact on how influencer
campaigns are handled. Although discussed less often (55%), audience targeting received an
impact score of 3.8, underlining the importance of accurately reaching the target group.
Advanced marketers regard making long-term partnerships with influencers as an excellent way
to achieve steady growth in loyalty and campaign effectiveness.

5. FINDINGS:

You can clearly see from Table 4.1 that as trustworthiness increased, so did the intention to buy.
With the highest trustworthiness and likelihood of a purchase, Influencers with a 9 rating have
earned 85% of consumers' purchasing interest. If an influencer’s credibility falls, their

trustworthiness and the likelihood of someone purchasing from them, also go down, with just
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20% of people buying from influencers with "Very Low" credibility. It means that how credible
a brand or product appears is a main factor in a purchase.

Table 4.2 then explores how various types of influencers help to shape consumer behavior.
Although macro influencers connect with the biggest group of customers (45%), each consumer
purchases from them just 2.5 times a month. However, nano influencers impact only about a
fourth of all consumers, but these audience members buy more frequently (4.0 times a year) and
are very loyal customers (65%). Most metrics show that micro influencers are positioned in the
middle. The analysis shows that big influencers attract a large number of viewers, while small
influencers attract shoppers who buy more often.

Table 4.3 looks at psychological aspects that help influencers reach their goals. Social proof tops
in both areas it is measured: influence at 4.5 and consumer engagement at 80% (with customers
remaining engaged for 12 minutes on average), while emotional connection is almost equally
strong. Being seen as an expert and genuine seems to be key to winning over consumers, who
value realness and knowledge in influencers. Consumers seem more influenced by credibility
and feelings than they are by a brand’s good looks.

The results of influencer campaigns on different brand metrics are shown in Table 4.4. After the
campaign, important performance factors all improve significantly: brand awareness increases
by 80%, brand recall by 85.7%, loyalty among customers rises by 66.7% and the number of
purchase recommendations goes up by 80%. They show that influencer marketing improves a
brand’s visibility and helps build strong relationships with its customers.

Table 4.5 points out the issues and chances available to marketers. The biggest difficulty
identified is calculating ROI, based on the most frequent mention and biggest impact score (4.2).
Finding real and reliable influencers is a big worry for online advertisers (65% reporting, impact
3.9). It is still true that having a budget and choosing the right audience can be tricky, though
more people now see that lasting connections with influencers lead to better results.
SUMMARY:

All the evidence points to the fact that trust in influencers is essential to people’s decision to buy.
Certain brands find that having small-scale influencers results in customers buying their goods
more and remaining loyal. The main reasons consumers become engaged are social proof and a
deep emotional bond. Influencer marketing campaigns provide a big boost to brand scores, but
marketers have difficulty measuring the results and confirming the genuineness of influencers.
Solving these problems may help campaigns become more effective and efficient in their

planning.

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 22



REFERENCES:

Casalo, L. V., Flavian, C., & Ibafez-Sanchez, S. (2020). Influencers on Instagram: Antecedents
and consequences of opinion leadership. Journal of Business Research, 117, 510-519.
https://doi.org/10.1016/j.jbusres.2018.07.005

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram
influencers: The impact of number of followers and product divergence on brand attitude.
International Journal of Advertising, 36(5), 798-828.
https://doi.org/10.1080/02650487.2017.1348035

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2014). Who are the social media
influencers? A study of public perceptions of personality. Public Relations Review, 37(1), 90—
92. https://doi.org/10.1016/j.pubrev.2011.11.001

Kay, S., Mulcahy, R., & Parkinson, J. (2020). When less is more: The impact of macro and micro

social media influencers’ disclosure. Journal of Marketing Management, 36(3-4), 248-278.
https://doi.org/10.1080/0267257X.2020.1718744
Ki, C.-W. C., & Kim, Y.-K. (2019). The mechanism by which social media influencers persuade

consumers: The role of consumers’ desire to mimic. PSychology & Marketing, 36(10), 905-922.
https://doi.org/10.1002/mar.21244
Ki, C.-W. C., Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer marketing: Social

media influencers as human brands attaching to followers and yielding positive marketing results

by fulfilling needs. Journal of Retailing and Consumer Services, 55, 102133.
https://doi.org/10.1016/j.jretconser.2020.102133

Lou, C., & Xie, Q. (2020). The effectiveness of social media influencers' sponsored content on

consumer purchase intention: The roles of source credibility and parasocial relationship. Journal
of Retailing and Consumer Services, 54, 102002.
https://doi.org/10.1016/j.jretconser.2019.102002

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and credibility affect

consumer trust of branded content on social media. Journal of Interactive Advertising, 19(1),
58-73. https://doi.org/10.1080/15252019.2018.1533501
Lou, C., & Yuan, S. (2021). The rise of influencer marketing and its impact on brand credibility:

A systematic literature review. Journal of Marketing Communications, 27(2), 123-144.
https://doi.org/10.1080/13527266.2020.1776038
Tafesse, W. (2021). Content strategies and audience response on Facebook brand pages: A study

of the effects of posting styles and social media influencer endorsement. Journal of Research in
Interactive Marketing, 15(3), 302—-321. https://doi.org/10.1108/JR1IM-12-2019-0153

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 23


https://doi.org/10.1016/j.jbusres.2018.07.005
https://doi.org/10.1080/02650487.2017.1348035
https://doi.org/10.1016/j.pubrev.2011.11.001
https://doi.org/10.1080/0267257X.2020.1718744
https://doi.org/10.1002/mar.21244
https://doi.org/10.1016/j.jretconser.2020.102133
https://doi.org/10.1016/j.jretconser.2019.102002
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1080/13527266.2020.1776038
https://doi.org/10.1108/JRIM-12-2019-0153

