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ABSTRACT 

In the digital era, social media has transformed how brands engage with consumers. Influencer marketing 

has emerged as a powerful promotional strategy that leverages individuals with strong online followings to 

shape consumer perceptions and purchase intentions. This research examines the effectiveness of 

influencer marketing on consumer behaviour, trust formation, and brand visibility. Using primary data 

collected through a structured questionnaire, the study evaluates how factors such as influencer 

authenticity, content quality, platform credibility, and follower engagement influence purchasing decisions. 

The findings suggest that consumers show higher trust toward brands promoted by relatable and authentic 

influencers. The research concludes that influencer marketing is an essential component of modern digital 

strategies, especially for youth-centric brands. 
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INTRODUCTION 

Social media platforms such as Instagram, YouTube, Facebook, and TikTok have revolutionized digital 

communication. As consumers spend significant time on these platforms, businesses have strategically 

shifted from traditional advertising to influencer-driven promotional campaigns. Influencers—individuals 

with perceived expertise or lifestyle appeal act as brand mediators, shaping opinions and generating trust. 

The credibility and relatability of influencers often surpass that of conventional advertisements. 

Consequently, brands collaborate with micro, macro, and mega influencers to enhance visibility, stimulate 

engagement, and drive conversions. This paper explores how influencer marketing impacts consumer 

behaviours and brand perception, specifically among young digital users. It also identifies the factors 

contributing to successful influencer-based campaigns and examines audience attitudes toward paid 

promotions. 
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LITERATURE REVIEW 

1. Evolution of Influencer Marketing 

According to Freberg (2011), influencers are “third-party actors who shape audience attitudes through 

blogs and social networking platforms.” The rise of Web 2.0 enabled user-generated content, transforming 

ordinary individuals into opinion leaders. 

2. Impact of Influencers on Consumer Trust 

De Veirman et al. (2017) emphasize that influencer credibility—expertise, trustworthiness, and 

attractiveness—significantly shapes purchasing decisions. Consumers often perceive influencers as more 

authentic compared to brand-generated content. 

3. Social Media Engagement & Purchase Intention 

According to Lim et al. (2020), social media engagement (likes, comments, shares) increases brand 

awareness and influences purchase intention. Engagement signals trust and social proof. 

4. Types of Influencers and Their Effectiveness 

Micro-influencers (10k–100k followers) are found to generate higher engagement rates due to their 

relatability, whereas macro and celebrity influencers provide wider reach (Brown & Hayes, 2008). 

5. Authenticity as a Determining Factor 

Audrezet et al. (2020) highlight that authenticity and transparency drive positive consumer responses. 

Sponsored content must align with the influencer’s persona to avoid audience skepticism. 

RESEARCH METHODOLOGY 

Research Design: Descriptive Research 

Type of Data: 

 Primary Data – Collected through a structured questionnaire distributed to 100 respondents. 

 Secondary Data – Derived from journals, articles, websites, and books. 

Sampling Method: Convenience Sampling 

Sample Size: 100 social media users aged 16–35 

Tools Used: Percentage method, charts, descriptive analysis 

QUESTIONNAIRE 

1. Age group 

2. Preferred social media platform 

3. Awareness of influencer marketing 

4. Types of influencers followed (micro/macro/celebrity) 

5. Frequency of engaging with influencer content 

6. Trust level in influencer recommendations 

7. Influence of sponsored content on purchase decisions 
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8. Factors affecting influence (authenticity, content quality, expertise) 

9. Opinions on paid collaborations 

10. Whether influencer marketing will grow in future 

OBJECTIVES OF THE STUDY 

1. To understand consumer perception of influencer marketing. 

2. To analyze the role of influencer credibility on purchase decisions. 

3. To identify the most preferred social media platforms for influencer content. 

4. To evaluate the effectiveness of influencer marketing in brand awareness. 

5. To study the factors influencing audience trust and engagement. 

HYPOTHESIS OF THE STUDY 

H₀ (Null Hypothesis): 

Influencer marketing does not significantly influence consumer purchase decisions. 

H₁ (Alternative Hypothesis): 

Influencer marketing significantly influences consumer purchase decisions. 

DATA COLLECTION  

1. Awareness of Influencer Marketing 

 92% of respondents were aware of influencer marketing. 

 Indicates high exposure among youth. 

2. Preferred Platforms 

 Instagram: 65% 

 YouTube: 20% 

 Facebook: 10% 

 Others: 5% 

3. Trust in Influencers 

 58% trust influencers for product recommendations. 

 Micro-influencers were considered more relatable. 

4. Impact on Purchase Decisions 

 62% made purchases based on influencer recommendations. 

 Fashion, beauty, food, and electronics were top categories. 

5. Key Factors Affecting Influence 

 Authenticity – 70% 

 Content Quality – 60% 

 Expertise – 55% 

 Engagement – 48% 
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Analysis suggests influencer marketing positively impacts consumer behaviour, supporting the alternative 

hypothesis (H₁). 

CONCLUSION 

The study concludes that influencer marketing is a highly effective promotional tool in today’s digital 

landscape. Consumers, especially youth, show strong trust in influencers, particularly those who maintain 

authenticity and transparency. The findings reveal that influencer recommendations significantly affect 

purchase intentions and brand perceptions. Instagram and YouTube remain the dominant platforms for 

influencer engagement. The results support the hypothesis that influencer marketing plays a crucial role in 

enhancing online visibility and driving consumer decisions. 

RECOMMENDATIONS 

1. Brands should collaborate with micro-influencers for better engagement and cost efficiency. 

2. Transparency in sponsored posts should be maintained to build trust. 

3. Authenticity should be prioritized over aggressive promotion. 

4. Influencers should create interactive content (polls, Q&A, reels). 

5. Brands should track campaign performance using metrics like reach, engagement, and conversions. 

6. Influencers must understand their audience preferences to deliver relevant content. 
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