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Abstract

Influencer marketing, which is based on the use of the popularity of
individuals who have a large following to influence what consumers buy, has become
more prominent in digital marketing. This paper examines the impact of influencer
marketing on the purchasing decisions of consumers, especially the younger
generation. It highlights the significance of influencers in creating customer loyalty,
influencing people to make purchases, and shaping opinions about brands. The
paper also underlines the significance of influencers in digital marketing and the
usefulness of this platform for marketers.

Keywords: Digital marketing, social media, influencer marketing, consumer

behavior, purchase decisions, brand perception

Introduction

The rapid development of social media has also impacted the way brands
interact with their target audience. Advertisements are not being used as frequently,
and the trend of influencer marketing is on the rise. Influencer marketing involves
using individuals with a trusted status in a given group, often involving them in their
products through recommendations or endorsement in their content. This research
paper examines how influencers get to influence what they consume, taking into
account variables such as their trusted status, relatability, and overall engagement
with their merchandise.

Influencer marketing is not a trend of the past; it is now a mainstream way
for brands of all sizes to connect with their target audience. It relates celebrities to
common people, which makes marketing more authentic and personal. With the
current evolution in how trust is established, nowadays, people trust more the
recommendations of the people they love and trust than commercials produced by
the corporation. This is one reason why nowadays marketing and customer loyalty
programs operate in completely different ways than they did before. With more and
more people interacting through the internet, more than ever before, research about
influencers is valuable.

Objectives

e To comprehend the importance of influencers in influencing perceptions and
converting interested consumers into purchase-intention consumers.

e To learn strategies for better targeting, improved customer experience, and
maximizing ROI by learning from successful collaborations with influencers.

e To understand the influence at each stage (Awareness, Interest, Desire, Action),
as influencers are important at every stage.

Review of Literature

Previous research has established that influencer marketing leads to the gain
of trust by consumers in a brand. Influencers create parasocial relationships through
which individuals can feel personally connected with, thus being better attached to a
brand. Another study by Freberg et al. 2011 overflows that when an influencer is
perceived as authentic and knowledgeable, people show a tendency to buy things.
Lou and Yuan's 2019 paper states that influencers are more relatable to consumers
than other celebrities, hence their message could be more trustworthy. According to
Schouten, Janssen, and Verspaget (2020), an influencer's image, when matching the
personality of a brand, helps to set people's attitudes toward the brand's content.
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Jin, Mugaddam, and Ryu (2019) add that when
people become emotionally attached to an
influencer, this may translate into an immediate
buying decision. This proves the actual effect of
marketing success through close contact created by
repeated exposure.

According to Ki et al., Cuevas, Chong, and Lim
(2020), influencers must appear authentic and
release personal information. Their research
indicated that influencers who seemed real and
open about their lives were those who could
influence the behavior of consumers.

Research Methodology

This study wused a mixed-methods
approach to understand how influencer marketing
affects what consumers buy. Both numerical and
detailed methods were used to make sure the results
were reliable and gave a full picture.

Research Design:

The study took a descriptive and exploratory
approach.

The descriptive part looked at how much influence
social media influencers have, while the
exploratory part tried to find out the feelings and
thoughts that lead people to make buying decisions.
Sampling Method:

We used a non-probability purposive sampling
method.

People were chosen because they regularly follow
influencers and are between 18 and 35 years old.
This group was picked because they are big users
of digital media and have a lot of influence when it
comes to buying things.

Quantitative Data Collection:

Table 1 SPSS-Style Frequency Distribution Table
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We made a structured questionnaire with a Likert
scale and multiple-choice questions.

The survey was sent online through Google Forms
and got responses from 200 people. We measured
things like trust in influencers, how likely they
were to buy, how they see the brand, and how
much they engage with the content.

Qualitative Data Collection:

We did semi-structured interviews with 10
participants who follow influencers on Instagram,
YouTube, etc. We asked open-ended questions so
they could explain their thoughts and actions
around influencer content. The interviews were
recorded, written down, and then analyzed for
themes.

Data Analysis Tools:

For the numbers, we used SPSS software to do
things like basic stats, look at how variables relate,
and compare groups. For the words, we used
thematic analysis to find common ideas, feelings,
and reasons behind behaviors.

Ethical Considerations:

Everyone who took part did so voluntarily, and
they were told what the research was about.

We made sure their information was kept private,
and their identity wasn't revealed.

Hypothesis

HO: There is a strong positive link between being
exposed to influencer marketing (how often and
how long people watch content) and how likely
they are to make a purchase.

H1: There is no strong positive link between being
exposed to influencer marketing (how often and
how long people watch content) and how likely
they are to make a purchase.

Duration of Engagement | Frequency | Percent | Valid Percent | Cumulative Percent
Less than 5 minutes 18 18.0% 18.0% 18.0%
5-10 minutes 25 25.0% 25.0% 43.0%
10—15 minutes 22 22.0% 22.0% 65.0%
15-30 minutes 20 20.0% 20.0% 85.0%
More than 30 minutes 15 15.0% 15.0% 100.0%
Total 100 100.0% 100.0%

* Primary data

The data on how often people engage shows
that:
The average time spent is between 5 and 10
minutes, which is 25%, followed by 10 to 15
minutes, which is 22%.
Approximately 20% spend 15 to 30 minutes,
which indicates they are more interested in the
content.
Only 15% spend more than 30 minutes, while
18% spend less than 5 minutes.

This implies that most people, or 67% of
them, spend a period of between 5 and 30-minutes
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interacting with influencer content, which clearly
indicates that they pay a lot of attention to
influencer marketing. This is an excellent
opportunity for brands to include calls-to-action or
marketing messages.

Data Analysis:

The findings from the survey were that:

In order to gain a better understanding of how
people interact with influencer content, people
were asked how long they normally spend
interacting with the content on social media
platforms. The results were analyzed and presented
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in a table format and a graph.

Key findings from the frequency distribution:

e 25% of users spend 5 to 10 minutes each time
they interact with influencer content.

e 22% of users claim to spend 10 to 15 minutes,
while 20% spend 15 to 30 minutes.

e Only 15% of users spend more than 30
minutes, while 18% spend less than 5 minutes.

RESULTS:

e Influencer marketing has a great influence on
the consumer's perception of any product and
buying decision.

e  Consumers usually turn to influencers to learn
about new products and whether they are
worth buying or not.

e  Micro-influencers, who usually have between
10,000 and 100,000 followers, produce more
engaging content and are perceived as more
authentic by their audience.

e Emotionally connecting and relating through a
type of storytelling are essential components
that perform well in influencer marketing
campaigns.

Conclusion

From the study, it is clear how successful
influencer marketing is in influencing the choices
that consumers make when it comes to buying. The
three factors that make it successful are
consistency, reliability, and trust. For this to be
successful for brands, they need to partner with
influencers who share the same values. From the
study, it is also clear that the selection of the right
influencers is crucial, particularly those who target
certain groups, especially in smaller markets.
Influencer marketing is also likely to remain a
crucial part of digital strategies in the future
because of the constant changes brought about by
technology, which in turn influence the behavior of
people. The Ilong-term effects of influencer
marketing in terms of customer loyalty and
building brand loyalty may be worth exploring
further. Another thing that needs to be considered
is the ethics involved, such as honesty in
advertising and clarity in disclosures in influencer
marketing.

Suggestions

e It is worth investing in long-term relations with
micro and nano-bloggers.

e The content of an influencer should be
transparent and authentic.

e Use data analytics on engagement metrics for
acutely refining influencer selection.

e Encourage influencers to create more engaging
and interactive story-based content that will
increase the emotional appeal of the content.

This points out that, again, research
among influencers in the case of digital commerce

Research (IJEBAMPSR), ISSN: 3065-9140

has been gaining relevance, and how marketers can
be sure to put this medium to good use.
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