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Abstract: 

Influencer marketing is a powerful tool that is changing customer behaviour and brand perceptions in India 

in the ever-changing field of marketing. This tactic has completely changed the landscape of traditional 

advertising by increasing brand recognition, building trust, and swaying Indian customers' purchasing 

decisions. Influencer marketing is at the forefront of genuinely engaging consumers and achieving successful 

company outcomes in the digital age. Influencer marketing is all about connecting authentically with 

customers. It goes beyond traditional marketing strategies by using influencers' reach and credibility to 

produce powerful campaigns. Brands may establish significant relationships that connect with Indian 

consumers on a human level by working with influencers that resonate with particular target audiences. In 

addition to increasing engagement, this tailored strategy affects consumer behaviour by influencing brand 

perceptions and directs purchasing decisions. 

Influencer marketing is thriving in India, a country known for its diversity and thriving digital economy. The 

nation's increasing internet penetration and active social media user base have made it easier for influencers 

to establish genuine connections with viewers. Studies show that 70% of Indians think influencers have a 

major influence on their purchasing decisions, highlighting the critical role influencer marketing plays in 

influencing customer behaviour in this dynamic market. Comprehending the subtleties of influencer 

marketing becomes crucial for firms navigating the intricacies of the Indian market. The purpose of this study 

is to investigate how well influencer marketing techniques engage Indian customers and produce profitable 

company results. Through the analysis of consumer attitudes, brand credibility perceptions, and influencer-

influenced purchase intents, significant insights can be obtained to improve marketing strategies and augment 

customer engagement. 
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Research Type: 

The research adopts a quantitative approach to examine consumer attitudes, perceptions of brand credibility, 

and purchase intentions influenced by influencer marketing in the Indian market. 

Components of the Conceptual Framework: 

 Influencer Marketing Strategies: Explore various influencer marketing tactics used in India. 

 Consumer Behaviour Analysis: Investigate how influencer marketing impacts consumer attitudes 

and purchase intentions. 

 Brand Perception: Assess how influencer marketing shapes brand credibility and awareness among 

Indian consumers. 
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Objective of the Study: 

The primary objectives are: 

 To examine the influence of influencer marketing on consumer attitudes in the Indian market. 

 To investigate the impact of influencer marketing on consumer purchase intentions in India. 

 Investigate how influencer marketing has affected consumers' perceptions of certain brands discovered 

new products or brands solely through influencer marketing. 

Introduction: 

Influencer marketing has become a potent weapon in the ever-changing marketing landscape, and it has 

attracted a lot of attention and adoption in India. This calculated tactic uses the authority and popularity of 

people who have large followings on the internet to market goods and services, connecting with customers in 

a more genuine and approachable way. Influencer marketing can flourish in the Indian industry because of its 

varied customer base and quickly expanding digital ecosystem. 

Influencer marketing is all about building real relationships with customers. It goes beyond standard 

advertising by encouraging sincerity and trust. Brands may leverage influencers' credibility and reach to 

develop personal and meaningful campaigns by partnering with influencers that resonate with particular target 

audiences. This customised strategy not only increases interaction but also shapes brand perceptions and 

purchasing decisions, which in turn affects consumer behaviour. With influencer marketing becoming more 

and more popular in India, it is critical to examine its effects on consumer behaviour and brand perceptions 

in the context of that nation's distinct culture and market. This study intends to investigate the complex ways 

that influencer marketing shapes Indian consumers' attitudes, intentions to buy, and perceptions of brands. 

Understanding the nuances of how influencers affect consumer behaviour and help establish brands in this 

varied and dynamic market can yield important insights that help guide strategic marketing choices and 

maximise the efficacy of campaigns. This study aims to shed light on the transforming impact of using 

influencers to engage with consumers genuinely by thoroughly examining the subtleties of influencer 

marketing in the Indian environment. Marketers can use influencer marketing as a powerful tool to build 

lasting relationships with their target audience, increase engagement, and ultimately succeed commercially in 

the dynamic Indian consumer market by comprehending the mechanisms that influence consumer behaviour 

and brand perceptions. 

 

Literature of Review: 

Lim et al. (2017), the study investigates the potential of social media influencers in impacting consumer 

behavior. The variables examined include source authenticity, source attractiveness, product match-up, and 

meaning transfer, with consumer attitude acting as a mediator. The study utilized purposive sampling and the 

PLS-SEM approach to analyze data from 200 respondents. The conclusion highlights the significant role of 

influencers in shaping consumer attitudes and emphasizes the need for further research in this area to better 

understand the dynamics of influencer marketing. 
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Dorothy Dutta and M.K. Sarma (2023) examines the impact of internet skills on the adoption of digital 

innovations in India. The study utilizes a quantitative approach with multinomial logistic regression to analyze 

the relationship between internet skills and five adopter categories. The sample size consists of digital users 

in India, and the findings suggest that internet skills play a significant role in influencing the adoption of 

digital innovations, with implications for digitalization strategies in emerging economies. 

Verma et al. (2023) conducted a literature review on the role of digital influencers in promoting local products 

in the consumer market as part of the 'Vocal for Local' initiative. The study examined variables such as 

consumer behavior, influencer marketing, and brand promotion. Utilizing a qualitative research method, the 

authors analyzed existing research studies and online data to draw conclusions. The sample size was not 

explicitly mentioned in the review. The study concluded that digital influencers play a crucial role in shaping 

consumer opinions, influencing purchase decisions, and enhancing brand awareness in the context of 

promoting local products in the market. 

Kallio et al. (2016), the study focuses on consumer attitudes and behaviors towards social media influencers. 

The variables examined include attitude, trust, credibility, and word of mouth. The qualitative method of semi-

structured interviews was employed with a sample size of 13 participants to gather insights. The study 

concludes that consumers tend to trust word of mouth recommendations from their immediate environment 

more than social media influencers, highlighting the importance of authenticity and expertise in influencer 

marketing strategies. 

Sandeep Jagadale Jagdale (2023), the variables explored include influencer marketing, consumer purchase 

decisions, and the water purifier industry in India. The study employs an empirical method to investigate the 

relationship between influencer marketing and consumer behavior, with a sample size of 574. The review 

highlights the significance of influencer marketing in shaping consumer perceptions and purchase decisions 

in the context of the water treatment industry, emphasizing the need for further research in this area to 

understand its full impact. 

Hashim, Omar, and Al-Samarraie (2021) explores the impact of influencer credibility, content, and 

congruence on brand knowledge and customer attitudes using the tri-component attitude model. The study 

utilized a sample size of 319 responses after discarding 12 due to multivariate normality issues. Standardized 

scales were adopted for measuring variables, and data analysis was conducted using hypothesis testing. The 

conclusion highlights the significance of influencer credibility, content quality, and audience congruence in 

shaping consumer perceptions and attitudes towards brands in the digital marketing landscape. 

Pradhan et al. (2023) conducted a comprehensive literature review on influencer marketing and consumer 

behavior among Generation Z. The study examined the variables of brand control, influencer type, and 

relationship strength using scenario-based experiments. With a sample size of 170 participants recruited 

online, the research highlighted the impact of these variables on Gen Z's avoidance of influencers and 

endorsed brands. The findings emphasized the importance of brand control and relationship strength in 

influencing consumer behavior towards influencers. 

Pradhan et al. (2023) conducted a comprehensive literature review on the impact of brand control and 

influencer type on Generation Z consumers' avoidance behavior towards influencers and endorsed brands. 
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The study utilized a scenario-based experiment with a between-subject design, manipulating variables such 

as brand control, influencer type, and relationship strength. The sample size varied across studies, with 

participants recruited online through platforms like MTurk. The findings suggest that brand control positively 

influences influencer and brand avoidance, with macro influencers exacerbating avoidance behavior more 

than micro influencers. The research aims to enhance understanding of consumer behavior in the context of 

influencer marketing. 

Turner (2022) explores the effectiveness of influencer marketing in brand building on social media. The study 

examines variables such as engagement, consumer trust, and brand visibility. The research employs a mixed-

method approach, combining qualitative and quantitative analysis. The sample size consists of a diverse group 

of social media users and industry experts. The conclusion highlights the significant impact of influencer 

marketing on brand growth and emphasizes the importance of strategic collaborations with influencers for 

long-term success. 

Matsumura, Yamamoto, and Tomozawa (2008) explores the impact of influencer marketing on consumer 

behavior in social networks. The study utilizes a quantitative survey method with a sample size of 297 

respondents to analyze the relationship between influencers and consumer purchasing decisions. The research 

findings highlight the significant role of influencers in shaping consumer behavior and emphasize the 

importance of leveraging influencer partnerships in modern marketing strategies. 

Drenten and Brooks (2020) explored the concept of virtual celebrities, highlighting the necessity of a virtual 

influencer culture for their sustenance. The study utilized a conceptual approach, focusing on the virtual star 

system and the appeal of virtual celebrities for commercial purposes. The sample size was not applicable as 

it was a conceptual analysis. The authors concluded that virtual stars, like Lil Miquela, offer brands risk-free 

control and are perceived as infallible due to their lack of agentic spontaneity, making them attractive for 

marketing endeavors. 

Bhartendu Prakash, author investigates the impact of influencer marketing on the perception and behavior 

of young Indian adults aged 18-25. The study utilizes a primary method of data collection through a 

questionnaire on a 7-point Likert scale, analyzing variables such as consumer perception, influencer motives, 

and factors affecting purchase intent. With a sample size of 251 respondents, the research employs descriptive 

and empirical design, utilizing tests like reliability, regression analysis, and correlation. The study aims to 

provide insights for brands on leveraging influencer marketing effectively among the youth demographic in 

India. 

Alice Katiyar (2020), the literature review explores variables such as influencer marketing, consumer 

behavior, and social media marketing. The study employs a descriptive research design, utilizing a sample 

size of 104 respondents. Through a comprehensive analysis of secondary and primary data, the research 

concludes that influencer marketing significantly influences consumer behavior, highlighting the importance 

of brand visibility and customer responsiveness in the digital age 

The paper "The Impact of Influencer Marketing on Consumers' Attitudes" provides a comprehensive 

review of influencer marketing and its effects on millennials in Sweden. The study examines variables such 

as trust, loyalty, and attitudes towards influencer marketing. Utilizing the Elaboration Likelihood Model, the 
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authors conducted focus groups with a narrow sample size of students from Jönköping University born 

between 1993-1997. Despite limitations due to time constraints and lack of experience, the study contributes 

new perspectives and conclusions to the field of research. 

The paper "Influencer Marketing as a Subset of Emotional Marketing" by European Economic Letters 

in 2023 reviews the impact of influencers on consumer emotions and purchase decisions. The variables studied 

include the use of different types of influencers, content analysis, and AI-driven influencer selection. The 

review incorporates a qualitative analysis method and references various studies with sample sizes ranging 

across different industries. The conclusion emphasizes the importance of understanding consumer emotions 

and staying updated on trends to enhance influencer marketing strategies effectively. 

The research paper "Impact of Influencer Marketing on Consumer Purchase Behavior during the 

Pandemic" by an unidentified author in 2021 explores the concept of influencer marketing and its effects on 

consumer behavior. The variables studied include the influence of social media influencers, opinion leaders, 

and the impact of their recommendations on consumer purchasing decisions. The paper highlights the 

limitations of inadequate sample size and insufficient survey responses, while also emphasizing the 

advantages of selective survey subjects and a focus on influencer marketing effects during the pandemic. 

Overall, the study underscores the significant role influencers play in shaping consumer behavior in the digital 

age. 

Manish Kumar Srivastava et al. (2022), the authors conducted a comprehensive review and bibliometric 

analysis on influencer marketing trends. They utilized variables such as authors, keywords, and sources to 

analyze the evolution of topics in this research area. The study included a sample size of 76 documents 

collected from the Scopus database. The findings revealed a high rate of collaboration among authors, with a 

focus on social media influencers, and identified key studies with significant global citations. The research 

highlighted the growing interest and impact of influencer marketing in the academic community. 

Joshi et al. (2021) conducted a systematic literature review on social media influencer marketing, analyzing 

214 articles from journals indexed in ABDC, CABS, and WOS. The study focused on consumer behavior 

perspectives, utilizing the SPAR-4-SLR protocol for data collection and a bibliometric-content analysis 

approach. Despite the limited use of established theories in the reviewed articles, the study provides valuable 

insights into the current state of research in this field and suggests future directions for more in-depth analyses 

and meta-analytical reviews , , , . 

In the paper titled "Sentiment Analysis to Evaluate Influencer Marketing: Exploring To Identify the Shubham 

Agarwal and Madhavi Damle, published in 2020, the authors focus on influencer marketing effectiveness 

through sentiment analysis. The variables studied include sentiment scores, influencer activities, and audience 

responses. The method employed is conceptual analysis using secondary data sources. While the sample size 

is not specified, the study concludes that sentiment analysis can provide valuable insights for marketing 

managers in making informed decisions regarding influencer campaigns and brand image enhancement. 

Sudha Ravishankar (2018), the study focuses on the influence of Instagram product placement on consumers 

in the beauty industry. The variables examined include the impact of Instagram marketing on young women's 

perception of Indian organic beauty products. The method employed is an analysis of product placement 
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strategies on Instagram. The sample size consists of young women aged 18 to 35. The study concludes that 

leveraging Instagram for product placement can significantly influence consumer behavior and preferences 

towards organic beauty products. 

The paper "The Impact of Influencer Marketing on Consumers' Attitudes" examines Swedish millennials' 

attitudes towards influencer marketing using the Elaboration Likelihood Model. The study employs a 

qualitative research method with a small sample size to analyze the data. Despite limitations such as time 

constraints and lack of experience, the study provides new insights and conclusions on why millennials 

unfollow influencers when dissatisfied with content, contributing to the existing literature on influencer 

marketing. 

Johnston (2017), Kim & Kim (2019), Kouser & Saba (2011), Kumar & Pradhan (2018), Leavy (2017), 

Lou & Yuan (2019), Mir (2015), Morgan & Engwall (2018), and Rizwan et al., the authors explore various 

aspects of influencer marketing, trust management, consumer behavior, and financial performance in the 

banking sector. The studies employ methods such as secondary data analysis, survey questionnaires, and 

qualitative and quantitative approaches. Sample sizes vary across the studies, with a focus on the banking 

sector of Pakistan. The findings highlight the significance of influencer marketing in shaping consumer trust, 

brand image, and financial performance in the competitive banking industry. 

Sandeep Jagadale Jagdale, published in June 2023, the authors investigate the influence of influencer 

marketing on consumer behavior in the context of water purifier purchases. The study examines variables 

such as the reliability of independent reviews by influencers versus company-sponsored reviews and the 

correlation between influencer recommendations and purchase intentions. Using a Friedman Test, the authors 

analyze data from a sample size of 200 respondents. The findings suggest a significant relationship between 

water purifier buyers' perceptions and behaviors and influencer marketing, highlighting the importance of 

influencer marketing in shaping purchase intentions for water purifiers. 

In their study titled "Unleashing the Power of Influencer Marketing," examined the factors influencing 

consumer behavior in influencer marketing. They utilized a qualitative research design, focusing on the 

Theory of Planned Behavior (TPB) and social learning theory to identify key dimensions affecting purchase 

intentions. The study involved in-depth interviews with 25 active followers of influencers across various 

product categories, supplemented by insights from three marketing industry experts. The research aimed to 

provide strategic insights for marketers on selecting appropriate influencers and content distribution strategies 

to effectively reach their target audience. 

Mangold and Faulds (2009) explores the role of social media as a powerful tool for businesses to engage 

with customers and for customers to interact with each other. The authors highlight the importance of 

influencers in shaping consumer behavior and brand perception. Through a literature review, the authors 

discuss the impact of social media on the promotion mix, emphasizing the significance of influencers in 

reaching and engaging target audiences effectively. The study utilizes qualitative analysis and references 

various sources to support the conclusions drawn. 

In the systematic literature review titled "Influencer Marketing and Consumer Behaviour: A Systematic 

Kanaveedu Kalapurackal (2022), the author examines recent research on influencer marketing from 2016 
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to 2021. The review highlights key variables such as persuasion, social networks, and psychological factors 

influencing consumer behaviour, with a focus on Instagram as a prominent platform. The study predominantly 

employs empirical research methods, with a sample size of 65 articles from ABDC journals. The conclusion 

emphasizes major research gaps, proposes an integrative framework, and underscores the significance of 

influencers in shaping consumer behaviour. 

A Kanaveedu, JJ Kalapurackal - Vision, 2022 This systematic literature review spanning 2016-2021, 

focusing on 65 ABDC journal articles, explores influencer marketing's rise. It unveils key research themes, 

methodologies, theories, variables, antecedents, and consequences. The study proposes an integrative 

framework illustrating social media influencers' impact on consumer behavior. Identified gaps inform future 

research directions, offering valuable insights for theoretical advancement and practical applications. 

BK Sharma, VK Bhatt, L Arora - International Journal of …, 2021 Influencer marketing gains 

prominence for brand-consumer connections due to influencers' high credibility. This research explores 

consumer preferences in social media channels, optimal run time, and the impact on purchase intent. Findings 

highlight influencer marketing's effectiveness among youth, with YouTube being the favored platform. Trust-

building through influencer marketing, evening hours, and active social media engagement enhance purchase 

intent among young consumers. 

S Kumar - Academy of Marketing Studies Journal, 2023 Influencer marketing is crucial for brand-

consumer connections due to influencers' credibility. This study delves into social media preferences, optimal 

run time, and purchase intent impact. Youth favor YouTube, and trust-building through influencer marketing 

during evening hours boosts purchase intent. Active social media engagement reinforces the effectiveness of 

influencer marketing among young consumers. 

A Katiyar - 2020 - dspace.dtu.ac.in The evolution of the internet and the rise of social media have given 

way to E-marketing, emphasizing influencer marketing. In contrast to traditional advertising, influencers 

provide authentic content, fostering trust among consumers. This paper investigates the role of influencer 

marketing in shaping consumer behavior, utilizing primary survey data to evaluate its impact on brand 

strategy. 

M Černikovaitė - … . Dostupno na: https://www. researchgate. net …, 2019 Influencer marketing, 

facilitated by social media platforms, has gained popularity, particularly in Lithuania. This study explores the 

impact of influencers on consumer buying behavior, emphasizing the responsibility influencers hold for their 

followers. The research aims to analyze influencer activity, determine partnership relevance, and assess the 

effects of influencer marketing on brand audiences through theoretical analysis and quantitative methods. 

S Agrawal, P Joshi - Future Trends in Business: Knowledge, Skills Digitalization has transformed 

marketing, with influencers playing a pivotal role in e-marketing communication. Influencers, akin to 

traditional celebrities, connect authentically with audiences, fostering trust. In the digital age, Generation Z 

and Millennials heavily rely on influencers, with 40% trusting and making purchases influenced by social 
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media content. Brands strategically collaborate with influencers, recognizing their impact, especially among 

tech-savvy generations. 

D Pradhan, A Kuanr, S Anupurba Pahi… - … & Marketing, 2023 This study explores the influence of 

perceived brand control on Gen Z's brand and influencer avoidance in influencer marketing. It introduces the 

concept of influencer avoidance, delves into the psychological mechanisms involving negative moral 

emotions, and investigates the moderating roles of influencer type and relationship strength. The four-study 

framework enhances generalizability, contributing to influencer marketing and avoidance behavior literature. 

PS Yadav, M Pandey - Turkish Online Journal of Qualitative …, 2021 This empirical study investigates 

the impact of social media influencers on relieving shopper stress and shaping purchase intentions. Analyzing 

the communication dynamics, the research emphasizes the influencers' role in simplifying brand messages, 

fostering consumer engagement, and reducing promotional costs. It highlights the interconnected nature of 

influencers and purchase intention in the social media landscape. 

A Jhawar, P Kumar, S Varshney - Young Consumers, 2023 - emerald.com This study aims to gain insights 

into the rise of virtual social media influencers and identify the significant theories governing virtual 

influencers’ (VIs) interaction with followers on social media platforms. Studies on VI being scarce in 

marketing literature, the authors attempt to propose a theoretical model to understand the acceptance of VIs 

by social media users (SMUs 

Y Ahuja, I Loura - Journal for Global Business …, 2020 This study investigates the rise of influencer 

marketing in Indian business through qualitative analysis of in-depth interviews with advertising and PR 

experts, influencers (both micro and macro), and consumer socialization academics. Findings highlight 

influencer selection, approach, brand alignment, and expectations, contributing insights for practitioners and 

theory development, particularly in the realms of consumer socialization and electronic word of mouth. 

HS Rathod - 2022 - academia.edu Consumers' increasing digital savvy behavior prompts brands to adopt 

influencer marketing as a strategy to stand out in a crowded market. This approach builds trust between 

influencers and consumers, influencing purchase decisions. With social media's growing impact, businesses 

focus on positive customer experiences to mitigate negative word-of-mouth. Fashion blogs, particularly 

popular among females, emerge as a cost-effective, high-impact method for marketing. The study explores 

influencer marketing's growth, significance, and impact across various product categories in India. 

AS Tanwar, H Chaudhry… - Journal of Interactive …, 2022 - Taylor & Francis This study conducts a 

comprehensive review of academic literature on influencer marketing from 2011 to 2019 using bibliometric 

and content analysis. Utilizing Bibliometrix R-tool and BiblioShiny app, the research analyzes sources, 

authors, documents, countries, and keywords. The Discussion section explores trends, methods, theories, 

topics, models, variables, industry focus, platforms, research streams, data sources, and contextual aspects. 

The findings inform future research directions for advancing influencer marketing and understanding social 

media influencers. 
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Grafström, J., Jakobsson, L. and Wiede, P., 2018.   Influencer marketing, a modern approach emerging 

around 2016, diverges from traditional strategies. Companies leverage individuals with substantial social 

media followings to effectively engage their target audience. The study explores how millennial attitudes are 

shaped by influencer-promoted messages, crucial for informed business-influencer collaborations. New 

regulations since 2016 mandate disclosure, altering consumer perceptions of paid partnerships in influencer 

marketing. 

A Tiwari, A Kumar, R Kant, D Jaiswal - Journal of Fashion Marketing …, 2024 This study investigates 

the impact of fashion influencer measures on consumers' purchase intentions within the fashion industry. 

Utilizing an extended theory of planned behavior (TPB) incorporating perceived trust, findings reveal positive 

influences of trust, subjective norms, and perceived behavioral control on attitudes towards influencers. 

Attitudes positively correlate with purchase intentions, both directly and partially mediated. 

M Sinha, M Srivastava - Vision, 2023 - journals.sagepub.com Social media's impact on marketing has 

reshaped consumer-company connections. Influencers, crucial for shaping opinions, now face a revolutionary 

shift with augmented reality's ability to enhance consumer engagement. Research, employing a Likert scale 

and factor analysis, concludes that augmented reality moderates user engagement, heralding the future of 

influencer marketing. 

A Manzoor, B Farooq, NL Khan, IA Hakim… - …  Economic Letters (EEL …, 2023This research 

investigates the impact of social media influencers on purchasing decisions among Gen Y and Gen Z in India. 

Utilizing Google Forms and SmartPLS 4, the study finds that trustworthiness, attractiveness, and expertise 

directly influence consumers' buying decisions 

DR Dhivya - International Journal of Management (IJM), 2013 The increasing allure of the rural 

marketplace in India, driven by rising consumer demands and urban market stagnation, prompts marketers to 

shift focus. With over 60% of the global population residing in rural areas, this paper explores the factors 

contributing to the growth and attractiveness of the rural market, essential for companies contemplating 

market entry. 

SN Maurine - 2023 - vb.mruni.u The rapid evolution of information communication technologies has 

transformed marketing. Digital innovation reshapes traditional strategies, shifting from newspapers and TV 

to online platforms. The internet, facilitated by social media, has made digital marketing crucial for global 

businesses, enabling cost-effective operations and personalized customer engagement, distinguishing it from 

traditional advertising 

S Mishra, R Ashfaq - Traditional Journal of …, 2023 Social media influencers have revolutionized 

marketing, altering how businesses engage with their target audience. This research delves into the influencer's 

role in shaping consumer behavior and purchasing decisions, exploring various aspects like message value, 

influencer characteristics, and content accuracy in the literature review. 
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P Sharma, ML Khanchandani - Journal of Commerce and Management, 2021 The paper explores how 

brands leverage influencer marketing as a vital strategy in the dynamic landscape of social media advertising. 

With the rapid growth of social media usage, influencers play a crucial role in connecting with the youth 

audience, impacting buying behavior. This contemporary approach proves to be a viable option for marketers 

to build and sustain relationships with their target audience. 

CK Karthika - Chelonian Research Foundation, 2023 This research explores the efficacy of social media 

influencer marketing in Kerala, particularly focusing on Instagram's role. It aims to understand consumer 

perceptions and analyze the most frequently purchased products through influencer marketing. Combining 

primary data from online questionnaires and secondary data from various sources, the study assists marketers 

in assessing the impact of influencer marketing in the region. 

M Sinha, M Srivastava - Vision, 2023 - journals.sagepub.com Social media transformed business-

consumer connections, emphasizing consumer engagement. Influencers shape opinions in an era where online 

reviews are paramount. Augmented reality is poised to revolutionize influencer marketing, as revealed in a 

survey utilizing a Likert scale and factor analysis. Findings indicate augmented reality's role in moderating 

user engagement, forecasting its significance in the future of influencer marketing. 

R KATENDRA, DMK SAHOO - Research available at www …, 2023 As India rapidly embraces the 

digital era, social media becomes integral with 627 million users in 2023, predicted to reach 1 billion by 2025. 

Social Media Influencer Marketing gains prominence, involving everyday individuals who, based on 

expertise, shape audience attitudes through blogs and social media content. 

D Raja, A Thiyagarajan, G Vasanth, JR Deepak - kalaharijournals.com Advertisers face challenges 

reaching Generation Z, primarily engaged with smartphones and OTT platforms. Social media influencers, 

especially mega influencers like Lily Singh, play a crucial role. The study examines ethical persuasion through 

her alcohol brand endorsement during Diwali, involving 20 Generation Z participants. 

A Manzoor, B Farooq, NL Khan, IA Hakim… - … Economic Letters (EEL …, 2023 The digital age 

prevails, with social media integral to daily life. India's rapid digital growth, driven by platforms like YouTube 

and Facebook, raises academic and marketing interest. The evolving landscape, marked by changing social 

platforms and increased connectivity, fuels research into advertising phenomena, including influencer 

marketing, with a focus on understanding the impact on consumer behavior 

SN Maurine - 2023 - vb.mruni.eu The rapid evolution of information communication technologies reshapes 

society, emphasizing the digital sphere's strategic growth in marketing. Traditional approaches adapt to digital 

innovation, with online platforms like Google, LinkedIn, Twitter, and Instagram becoming vital for global 

businesses. In the digital age, the internet emerges as a cost-effective business tool, transforming the world 

into a global village. Digital marketing gains prominence for both startups and large corporations, enhancing 

sales and fostering unique customer engagement compared to traditional advertising. 
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DK Thilina – 2021 The rise of social media influencers has transformed marketing, prompting businesses to 

engage with their target market through influencer marketing. This research delves into the influencers' role 

in shaping consumer behavior, exploring elements like message value, legitimacy, influencer characteristics, 

and content accuracy in the literature review. 

P Sharma, ML Khanchandani - Journal of Commerce and Management, 2021 The rapid growth of social 

media usage and digital marketing expenditures has compelled brands to adopt innovative advertising 

strategies, prominently influencer advertising. This contemporary approach, centered on social media 

networks, serves as a viable option for building and maintaining relationships with the target audience. Brands 

engage influencers to promote products, influencing their fan-base effectively. 

CK Karthika - Chelonian Research Foundation, 2023 - acgpublishing.com This research explores the role 

of Instagram in social media influencer marketing in Kerala, assessing its efficacy, understanding consumer 

perceptions, and analyzing frequently purchased products. Utilizing online questionnaires and diverse 

secondary sources aids marketers in evaluating influencer marketing's impact. 

J Karaila - 2021 - aaltodoc.aalto.fi Attractiveness of social media influencers was found to positively impact 

word- of-mouth, purchase intent, attitude towards streamer and attitude towards indie games. Trustworthiness 

of social media influencers was found to positively impact word-of-mouth, purchase intent, attitude towards 

the streamer, attitude towards indie and AAA games. Type of game did not function as a moderating variable 

between characteristics and consumer behaviour. Also, important traits of social media influencers were 

identified, which can help managers in choosing influencers for marketing purposes 

RK Pandey, S Goutam - researchgate.net This study examines the impact of influential social media 

marketing characteristics on customer purchase intentions, considering the moderating effect of materialism. 

Using an online survey of 310 Instagram users, the research establishes positive relationships and underscores 

the need for tailored influencer marketing strategies. 

S Shukla - 2023 - mcu.ac.in The cosmetics industry in India, marked by substantial growth, sees success 

with 'Kay Beauty,' a brand by Katrina Kaif in collaboration with Nykaa. Despite influencer marketing's impact 

in spreading brand awareness, research indicates minimal influence on consumer purchasing decisions. 

A Makrides - 2022 - repository.unic.ac.cy This doctoral dissertation explores the intersection of consumer 

well-being (CWB) and influencer marketing. Utilizing a systematic assessment and empirical study, it reveals 

significant negative effects on subjective well-being and positive effects on purchase intention, highlighting 

the nuanced relationships and paving the way for future research in this domain. 

D Vrontis, A Makrides, M Christofi… - … Journal of Consumer …, 2021 This paper presents the first 

comprehensive review of influencer marketing (IM) within social media, analyzing 68 articles from 29 

reputable journals. It constructs a multidimensional framework, identifies research gaps, and proposes future 

avenues, contributing valuable insights for theory and practice. 
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P Govindan, I Alotaibi - 2021 2nd International Conference on …, 2021 This paper explores the impact 

of influencer marketing on consumer buying decisions, focusing on the author's internship experience at 

Unschool Company. The research aims to identify reasons behind decreased sales by employing research 

methodology and data analysis. 

Research Gap: 

The need for more thorough studies into the long-term effects of influencer marketing 

initiatives is a prevalent research gap in the studies already conducted on influencer marketing 

and consumer behaviour. Research examining how influencers affect consumers' attitudes and 

behaviours in the short and long term, and whether or not they result in long-term shifts in 

consumer preferences and brand loyalty, is lacking, despite the fact that many studies 

concentrate on the influencers' immediate effects on attitudes and behaviours. Knowing how 

long-lasting influencer marketing benefits are can help marketers create more effective and 

long-lasting tactics to engage customers and create enduring relationships with their target 

demographic. 

Research Design: 

The study uses a quantitative methodology to examine how influencer marketing affects consumer behaviour, 

with a particular emphasis on attitudes, buy intentions, and brand perceptions among Indian consumers. 

Research Approach: 

The study collects information on Indian consumers' reactions to influencer marketing efforts using a 

quantitative research methodology. 

Data Collection Method: 

In order to obtain information on Indian customers' opinions about influencer marketing, perceptions of brand 

legitimacy, and purchase intentions impacted by influencers, surveys are conducted among the target 

audience. 

Procedure for Data Collection: 

In order to obtain information on Indian customers' opinions about influencer marketing, perceptions of brand 

legitimacy, and purchase intentions impacted by influencers, surveys are conducted among the target 

audience. 

Data Analysis Method: 

Statistical techniques will be employed to analyse survey data quantitatively to find trends and connections 

between the results of consumer behaviour and influencer marketing initiatives. 

Validity and Reliability Clause: 

Strict statistical analysis procedures and steps to reduce biases in the data collecting and analysis processes 

will be used to guarantee the validity and reliability of the study findings. 
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Sample Selection: 

To ensure coverage from a range of consumer categories, the study will choose a varied sample 

of Indian consumers from various demographics and geographic areas. There are 250 samples 

in all. 

Result: 

 

Interpretation: 

According to the research, Instagram is the most popular social media site for influencer marketing, as 

reported by 36.41% of respondents who said they frequently saw influencer marketing on the platform. 

YouTube comes in at 10.33%, Facebook at 19.55%, websites at 22.20%, and Twitter at 1.12% in that order. 

According to consumer survey results, influencers most frequently have a moderate (44.69%) impact on 

consumers' purchase decisions, followed by minimum (30.90%) and strong (24.41%). The minority of 

respondents (0.00%) claimed that influencers had no bearing on their decisions to buy. 

Content format, relatability, and authenticity are the primary factors that drive consumer engagement with 

influencer marketing (43.48%). These factors are followed by influencer popularity and follower count 

(17.93%), product category, and brand image (32.97%). 
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Interpretation: 

According to the first pie chart, the majority of respondents (70.35%) have never bought a product after 

hearing about it via an influencer. This implies that influencer marketing might not be the best strategy for 

increasing sales. 

The majority of consumers (45.11%) believe that influencer marketing content is rarely interesting, according 

to the second pie chart. This is consistent with the first pie chart's result that the majority of consumers do not 

purchase goods based on recommendations from influencers. 

The third pie chart shows that suggestions from influencers that consumers can relate to are the most trusted 

(60.24%). 45.11 percent of respondents said that micro-influencers—those with smaller, more specialised 

followings—were the most relatable influencer category. This implies that focusing on micro-influencers may 

increase the effectiveness of influencer marketing campaigns. The fourth pie chart illustrates how trust in 

influencer recommendations can rise when personal experience with a product is disclosed. Of those surveyed, 

40.22% stated that if an influencer shared their own experience, they would be more likely to believe the 

recommendation. 
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Interpretation: 

The pie chart that reads, "In your opinion, how has influencer marketing affected your 

perception of certain brands?" demonstrates that a sizable majority of respondents (23.37%) 

believe that influencer marketing positively affects their perception of a company. The 

majority of respondents, 64.67%, claimed that influencer marketing had no effect on how they 

felt about brands. 

According to the pie chart "In your experience, have you ever discovered a new product or 

brand solely through influencer marketing?", some customers (21.20%) find new products or 

brands through influencer marketing, but 78.80% do not. 

Conclusion and Future Study: 

The analysis concludes that Instagram is the most widely used platform for influencer marketing, with 

YouTube, Facebook, websites, and Twitter coming in second and third, respectively. Influencers are seen as 

having a minor impact on consumers' purchasing decisions; engagement is largely driven by elements like 

authenticity, relatability, and content type. Although the majority of respondents have not bought things based 

on recommendations from influencers, when personal experiences are shared, trust in influencer 

recommendations rises. Influencer marketing influences certain consumers' perceptions of brands favourably, 

but not enough to make a big difference for most. Future studies in the field of influencer marketing might 

concentrate on comprehending the significance of micro-influencers, maximising the engagement of 

influencer partnerships, and investigating the rapidly changing terrain of moral issues and technical 

developments. Looking ahead, influencer marketing marketers need to be abreast of new developments in 

technology, ethical issues, and rising trends. Social media platforms such as Instagram, YouTube, and TikTok 

present distinct advantages and difficulties for marketers seeking to interact with consumers through genuine 
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partnerships with influencers. In order to effectively increase engagement rates and brand exposure, brands 

should concentrate on producing authentic, personalised content. Leveraging influencers with targeted 

audiences that match their customer base becomes crucial as consumers choose personalised content. In the 

ever-changing world of influencer marketing, firms may become more competitive and successfully reach 

new audiences by integrating social media strategies with influencer marketing and adjusting suit shifting 

consumer preferences. 
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