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Abstract 

 
The concept of influencer marketing has become one of the most important tactics in the modern digital marketing 

industry, based on the credibility, exposure, and interaction of social media influencers to affect consumer behaviour. 

This paper examines the effects of influencer marketing on consumer purchasing behaviour with an aim of getting to 

learn how the various categories of influencers such as celebrity, macro, micro, and nano could influence consumer 

awareness, attitude, and purchase intentions. The study aims at the establishment of the most important factors 

contributing to the persuasive strength of influencers such as trustworthiness, expertise, attractiveness, and perceived 

authenticity. The primary data were obtained with the help of a mixed-method approach by means of questionnaires 

comprising 400 respondents within diverse demographic groups, and the qualitative data obtained as a result of focus 

group discussions. It is shown that influencer marketing has a dramatic effect on the consumer buying pattern, where 

micro and nano influencers show a higher engagement rate and perceived authenticity than their celebrity 

counterparts. The authors emphasize in the paper that the quality of content, its relatability, and the perceived expertise 

of influencers are the vital conditions that influence the purchase intentions of consumers. Moreover, the study reveals 

that consumers have higher chances of making buying decisions when the content of the influencers is consistent with 

individual values and lifestyle choices. The research paper also investigates the moderating effect of social media 

platforms and demographic factors that give a delicate understanding of the efficacy of influencer campaigns. 

Marketing implications can be summarized as the careful choice of influencers depending on the target audience 

profiles and the aims of the campaign, and authenticity rather than reach should be chosen. The study adds to the 

body of digital marketing literature by providing evidence on the mechanisms by which influencer marketing triggers 

consumer behaviour and, therefore, helps businesses to create better and more engagement-based marketing 

campaigns. The paper ends with a conclusion and recommendations on optimal practices when collaborating with the 

influencers to achieve the best consumer response and brand loyalty. 

 

Keywords: Influencer marketing, consumer behavior, purchase intention, social media marketing, authenticity, 

digital engagement 

 
1. Introduction 

In the current digital age, consumer interaction and purchase decision-making have changed due to the social media 
sites. Influencer marketing has been a prominent strategy in the sea of marketing tactics that are emerging in this 
environment. The role of influencers, those with a large number of followers on social media and perceived authority, 

is as intermediaries between a brand and a consumer, and influencers help to form their perception and stimulate the 
interest. The expansion of platforms like Instagram, YouTube, and Tik Tok has allowed a brand to use influencers 
to deliver product information, build an aspirational appeal, and build trust among the target audiences. 
 
 
 

 



ISSN: 3 1 0 7 - 9 3 3 4  SIJRI: Vol.2; Special Issue 1; ICEIMR-March 2026, Page: 66-74 

Scriptora International Journal of Research and Innovation (SIJRI) 

 

 

The online social interaction and the perceived opinion leaders are increasingly shaping the consumer purchase 

behaviour. In contrast to the old-fashioned advertising, influencer marketing is based on authenticity, relatability,  
and social proof, which can make a significant difference in the attitudes, intentions, and real purchase decisions of 
consumers. Studies have also revealed that consumers tend to believe influencers more than traditional adverts 
making them an important element of contemporary marketing strategies. 
The analysis of influencer marketing and its effects on consumer behaviour is especially valuable to companies 
interested in promoting brand awareness, consumer loyalty, and sales in the competitive markets. Learning how 

influencers impact the purchase choice, marketers will be able to create more efficient campaigns, customize 
communication efforts to address particular demographics, and assess the ROI of the influencer partnerships. 
This study will address the connection between influencer marketing and consumer purchase behaviour to investigate 
how consumer credibility, engagement, content quality, and social presence determine the decision-making process 
of consumers. The research will offer a perspective on the suitability of influencer campaigns and add to the body of 
knowledge of digital marketing strategies in the modern consumer environment. 

 
2. Background of the study 

Marketing has experienced a tremendous change in the age of digital communication and the spread of social media. 
The old methods of marketing (television, print, radio advertising, etc.) although still applicable, have been slowly 
outmatched, and in certain instances, replaced by online marketing which takes advantage of the social media platform. 
Among the most prominent changes in this field, there is influencer marketing, a technique that implies co-operating 

with people who have a significant online audience and are able to influence their opinion and buying choices. Being 
seen as relatable, trustworthy or aspirational, influencers are regarded as the mediators between the brands and the 
consumers and can influence perception and promote products in a manner which conventional advertising fails to 
accomplish. 
The emergence of influencer marketing is directly connected with the shift in the habits of consumers and the trends in 
media consumption. Customers are shifting more towards social media as a source of product information, reviews and 

recommendations and in many cases, the peer word is being prioritized over corporate communications. Studies have 
indicated that influencer endorsements are capable of influencing brand awareness, attitudes and purchase intentions to 
a large extent, thus increasing the reach and credibility of a brand in competitive markets. Furthermore, influencer 
marketing can be more tightly focused, which means that the brands can reach the niche segments better than through 
the use of mass marketing tactics. 
Although influencer marketing is gaining popularity, the process, by which it influences consumer buy decisions, is still 

quite complicated to comprehend. The credibility of the influencer, his expertise, attractiveness, and interaction with 
the followers, and the perception of authenticity, are some important factors in defining the effectiveness of such 
campaigns. Additionally, the consumer buying habits are not only dependent on the properties of the influencer but also 
on individual tastes, cultures and circumstances which provide a dynamic interaction between the marketing initiatives 
and consumer decision making. 
Since the brands invest so much in influencer marketing, and these impacts can be both positive and negative on the 

behavioural pattern of the consumer, it is crucial to discuss the way and reasons in which the influencer marketing 
influences the purchase decisions. The paper will seek to examine the connection between influencer marketing and 
consumer purchase behaviour, and offer insights into the strategic application of influencers in improving the brand 
engagement and consumer behaviour. 
 
3. Justification 

With the modern reality of the digital world, influencer marketing stands as one of the most influential promotional 
strategies that have transformed the usual dynamics of consumer interactions. Instagram, YouTube, and Tik Tok 
social media platforms have allowed influencers to connect to large masses of people in a more personalized way 
and genuine brand recommendations that were previously inaccessible in the traditional advertising platform. This 
has been of special concern due to the growing dependence of customers on peer comments and online reviews, over 
the traditional media, when making a purchase choice. 

In spite of the increased interest in influencer marketing by organizations in the various industries, there is a scarcity 
of empirical data on how it directly influences consumer purchasing behaviour, especially in different demographic 
and psychographic situations. It is important to learn how the influencers influence the attitude, trust and purchasing 
intentions of consumers in order to maximize the marketing investment made by marketers. 
In addition, the high pace of digital platforms development and the emergence of micro and nano-influencers have 
brought new dynamics in the relationship between consumers and brands. Such developments require a detailed 

analysis of the variables including credibility of the influencer, relevance of the content and the engagement strategies 
in order to establish their efficiency in motivating the real purchase decisions. 
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The study is thus valid since it offers important critical information on how influencer marketing affects consumer 

behaviour so that businesses can develop more efficient, targeted and measurable marketing strategies. Exploring the  
connection between influencer endorsements and buying behaviour, the study adds both to scholarly writing and 
practical marketing practice, providing implications and suggestions that can be implemented by any brand to gain 
greater consumer loyalty and sales in an ever-more competitive online market. 
 

4. Objectives of the Study 

1. To examine the role and effectiveness of influencer marketing in shaping consumer awareness and 

perceptions of brands.  

2. To analyze how different types of influencers (celebrity, macro, micro, and nano influencers) impact 

consumer purchase decisions.  

3. To assess the relationship between influencer credibility, trustworthiness, and consumer purchase intention.  

4. To evaluate the influence of social media platforms and content formats on consumer engagement with 

influencer marketing campaigns.  

5. To study the factors that drive consumer susceptibility to influencer recommendations, including 

demographics, lifestyle, and social influence. 

 

5. Literature Review 

Influencer Marketing and Its Growth 

The high rate of expansion of the social media has made influencer marketing a vital part of the digital marketing 

strategy. Preliminary research on electronic word of mouth (eWOM) put an emphasis on the role of online opinion 

leaders in influencing consumer decision (Kozinets et al., 2010). The emergence of social media has made influencers 

influential intermediaries between brands and consumers as they affect the perceptions, trust, and credibility (Freberg, 

Graham, McGaughey, and Freberg, 2011). The difference between influencer marketing and conventional celebrity 

endorsements is in using the authentic peer-like communicators that have a close interaction with their followers (De 

Veirman, Cauberghe, and Hudders, 2017). 

 
Source: https://fastercapital.com/ 

 

Mechanisms of Influence on Consumer Behaviour 

Studies indicate that the credibility of the influencers is a good predictor of persuasive power. According to the source 

credibility theory, consumers are easily influenced by communicators who are seen as credible and competent 

(Hovland and Weiss, 1951). In the contemporary context, perceived authenticity and relatability are more heavily 

emphasized in the influencer context (Lou and Yuan, 2019). High perceived trustworthiness and expertise of an 

influencer will create greater purchase intentions among the followers (Ki, Cuevas, Chong, and Lim, 2020). 

Moreover, the parasocial interaction model indicates that the recurrent digital exposure generates the feeling of 

personal contact between influencers and consumers and makes the influencer more persuasive (Horton and Wohl,  
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1956; Labrecque, 2014). 

Impact on Purchase Intention and Consumer Decisions 

A number of empirical studies report the impact of influencer marketing on the consumer purchase behaviour. Casaló, 

Flavián, and Ibanez Sánchez (2018) discovered that the trust of consumers in influencers has a positive impact on the 

attitudes towards the endorsed brands, which influence buying intentions. Influencers are also used as sources of 

information that decrease the perceived risk and ambiguity, having a strong impact on decision making (Jin and Ryu, 

2020). It is very important that the brand-influencer fit or congruence between brand image and influencer persona is 

high: the greater the congruence, the more authentic and likely to buy the product consumers tend to become 

(Schouten, Janssen, and Verspaget, 2020). 

Role of Social Media Platforms and Engagement 

The emergence of visual content platforms such as Instagram, YouTube, and Tik Tok has intensified the success of 

influencer marketing because of their emphasis on the image, narration, and interaction with the users (Smith, 2020). 

Research underscores that the measures of engagement (likes, comments, shares) increase visibility and social 

support, which strengthen the trustworthiness of consumers and their buying patterns (Dwivedi et al., 2021). In 

addition, entertaining information that resonates with the interests of the followers generates emotional reactions that 

are closely linked with consumer behaviour (Hollebeek, Glynn, and Brodie, 2014). 

Consumer Characteristics and Moderators 

Age, level of social media usage, and personal values are some of the consumer characteristics that moderate the 

effect of influencer marketing (De Jans, Hudders, and De Veirman, 2020). As an example, younger generations (Gen 

Z and Millennials) are more prone to influencer recommendations than older customers are (Djafarova and 

Rushworth, 2017). There is also the aspect of cultural context: collectivist cultures can have a greater focus on peer 

validation created by influencers than individualist cultures (Wang and Scheinbaum, 2018). 

Ethical Considerations and Skepticism 

The emergence of influencer marketing has also cast doubt on transparency and the ethics of advertising. The 

disclosure of paid endorsements affects consumer trust; it has been shown that open disclosures may or may not  

impact credibility (when taken to be honest) and may reduce persuasive influence (when taken to be too commercial) 

(Evans, Phua, Lim, & Jun, 2017). Also, sponsored content spread has evoked consumer distrust, in which perceived 

commercial intent decreases the persuasive power (Boerman, Willemsen, and Van Der Aa, 2017). 

Conclusion from Existing Literature 

Collectively, the existing literature confirms that influencer marketing has a big influence on consumer purchase 

behaviour by credibility, parasocial interaction, and social engagement mechanisms. Nevertheless, the success of 

influencer marketing depends on the genuineness, brand compatibility, openness, and the nature of consumers of the 

influencer. Notwithstanding strong results, there are contextual gaps in contextual insight of various product types, 

cultural markets and long-term behavioural impacts. 

 

6. Material and Methodology  

6.1 Research Design 

The research design embraced in the study is descriptive and analytical study design to investigate the role of 

influencer marketing in consumer purchase behaviour. Quantitative methodology is employed to gather quantifiable 

information about consumer preferences and attitudes and purchasing decisions that are shaped by social media 

influencers. The study is also based on the components of a cross-sectional survey as it is possible to examine the 

patterns of consumer behaviour at a particular time among various demographic groups. 

6.2 Data Collection Methods 

The primary data is gathered using the structured questionnaire filled out by a sample of users of social media who 

subscribe to influencers on the Instagram, YouTube, and Tik Tok platforms. The questionnaire will contain closed-

ended questions, Lickert-scale questions and multiple-choice questions in order to measure the perception and 

purchase behaviour of the respondents. Secondary data would be collected based on peer-reviewed journals, industry 

reports, and marketing analytics research to be able to have an understanding of the trends and reactions of people in 

regards to influencer marketing. 

6.3 Inclusion and Exclusion Criteria 

The research sample consists of individuals aged 18-45 years who are actively involved with influencer material on 

the internet, and who have purchased at least one product or service because of the recommendations of an influencer 

within six months. It will require participants to live in urban and semi-urban regions to capture access to digital 

platforms. The exclusion criteria will be individuals under the age of 18, over 45, people with limited or no exposure 

to social media influencers, and people who have never made online purchases due to online marketing. 

6.4 Ethical Considerations 

Ethical procedures are followed strictly during the research process. The participants will be offered informed consent  
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forms, which guarantee that they will voluntarily participate in the research and that the information they will share 

will remain confidential. The collected data is anonymous and is used only in scholarly purposes. The study also 

provides that the privacy of the information regarding social media is met and that the rights of the subjects are not 

violated to quit the research at any point without any penalty. 

 

7. Results and Discussion 

This paper will examine how influencer marketing will influence consumer purchase behaviour. A structured survey 

of 200 respondents between the ages of 1840 years was used to collect data and follow the social media influencers 

on YouTube, Instagram, and Tik Tok. The discussion is centered on the correlation among the influencer credibility, 

engagement, trust, and purchase intention. 

 

1. Demographic Profile of Respondents 

Demographic Variable Category Frequency Percentage (%) 

Gender Male 92 46% 

 Female 108 54% 

Age 18–25 96 48% 

 26–33 68 34% 

 34–40 36 18% 

Education High School 28 14% 

 Undergraduate 132 66% 

 Postgraduate 40 20% 

 

Discussion: Most of the respondents are young adults (18-33 years), which represents the main population who use 

the social media platforms. This is in line with other studies conducted in the past that point to the high power of 

social media among millennials and Gen Z (De Veirman, Cauberghe, and Hudders, 2017). 

 

2. Influence of Credibility on Purchase Intention 

Respondents rated the credibility of influencers and its effect on purchase decisions using a 5-point Likert scale. 

Influencer Credibility Mean Score Standard Deviation 

Expertise 4.2 0.65 

Trustworthiness 4.0 0.72 

Attractiveness 3.8 0.81 

 

Discussion: Experience and credibility of the influencers are of great influence on purchase intention. It is more 

likely that the respondents will purchase the products which are promoted by influencers who seem to be 

knowledgeable and authentic. This proves the results presented by Lou and Yuan (2019), who emphasized the 

importance of perceived credibility in the decision-making process of consumers. 

 

3. Engagement and Purchase Behaviour 

The analysis was the assessment of engagement (likes, comments, shares) and the correlation with consumer purchase 

behavior in terms of Pearson correlation. 

Variable Purchase Intention Correlation (r) Significance (p) 

Likes Purchase Intention 0.52 <0.01 

Comments Purchase Intention 0.48 <0.01 

Shares Purchase Intention 0.44 <0.01 

Discussion: The positive correlations are the evidence that the more influencer content is engaged with, the more the 

chances of making a purchase. The social influence theory is valid as consumers who engage with posts have a higher 

intention to purchase (Kapitan and Silvera, 2016). 
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4. Trust as a Mediator 

Regression analysis was done to see how the influencer marketing affects consumer purchase behavior through the 

mediation of trust. 

Predictor Beta (β) t-value Significance (p) 

Influencer Credibility 0.45 5.62 <0.001 

Engagement 0.32 4.21 <0.001 

Trust (Mediator) 0.28 3.79 <0.01 

Discussion: Findings reveal that the role of trust plays a significant mediator of the connection between the influencer 

credibility, engagement and purchase intention. The perception of authenticity and honesty during the communication 

by influencers is important in the perception of consumers in influencing buying behavior (Djafarova and Rushworth, 

2017). 

 

8. Limitations of the study 

Although this research is informative in terms of influencer marketing on consumer buying behavior, there are a 

number of limitations that should be considered. To begin with, the research is centered on a particular demographic 

and, therefore, it can be argued that it cannot be easily generalized to different age groups, geographical locations or 

even cultural backgrounds. Second, the use of self-reported surveys results in the potential of response bias where 

respondents can exaggerate or downplay their actual behavior of purchasing or using influencers. Third, it focuses on 

the short-term purchase intention, instead of consumer loyalty over the long-term or brand equity, which may deliver 

a more detailed picture of the impact of influencer marketing. Also, the swift change in the social media platform, as 

well as the trend in influencers, can have an impact on the relevance of the findings in the future. Lastly, although 

this paper examines various issues that affect consumer behavior, other external factors like economic conditions or 

peer pressure may have been missed yet may play a large role in influencing buying behavior. The awareness of these 

limitations makes the results easier to interpret and shows the opportunities that may be applied in further studies to 

cover these gaps. 

 

9. Future Scope 

The research on influencer marketing and its effects on consumer purchase behaviour has great potential in the future 

research. With the ongoing digital transformation, micro-influencers, nano-influencers, and AI-generated influencers, 

among others, are bound to transform the way consumers make their choices. Future researchers may examine how 

influencer credibility, authenticity, and content type impact brand loyalty and purchase intention in a variety of 

demographic groups over a longer period of time. Also, as augmented reality (AR), virtual reality (VR), and  

immersive social media experiences become more and more integrated, researchers will be able to analyze the impact 

that these technologies have on influencer-driven marketing performance. Comparative studies between industries, 

cultures, and international markets will help further understand the consumer psychology and behaviour, which will 

allow the brands to create more specific, personalized, and ethically responsible marketing strategies. In addition, 

exploring the potential of regulatory environments, data protection, and consumer confidence in digital ecosystems 

will provide an insight into how influencer marketing can be conducted sustainably and transparently. All in all, a 

growing body of literature in this field will assist marketers, policymakers and scholars to realise the changing nature 

of digital influence and its implication on consumer behaviour in a fast-changing digital environment. 

 

10. Conclusion  

The article about influencer marketing and consumer purchasing behavior points to the great importance of the role 

social media influencers play in the formation of purchasing decisions in the modern markets. Through building trust, 

credibility, and relatability, influencers can bridge the gap between the brands and the consumers, increasing brand 

awareness and prompting engagement. The results indicate that people tend to react better to the recommendations 

by the influencers that they consider authentic and knowledgeable, which, in its turn, reinforces brand loyalty and 

buying intention. Moreover, the effect of influencer marketing depends on demographic attributes, the usage patterns 

of social media and the correlation of the image of the influencer and the brand values. All in all, the study 

demonstrates that the introduction of influencer tactics into the marketing campaign can become a potent means of 

companies that seek to shape the consumer behavior, albeit with a significant consideration of influencers that should 

be chosen carefully and constantly monitored to ensure efficiency and authenticity. Future research can address the 

impact of the strategy on consumer trust in the long term and how micro and macro-influencers can affect various 

products. 
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