IJRASET

International Journal For Research in
Applied Science and Engineering Technology

" INTERNATIONAL JOURNAL
FOR RESEARCH

IN APPLIED SCIENCE & ENGINEERING TECHNOLOGQGY

Volume: 13 Issue: Vi Month of publication: June 2025

DOIl: https://doi.org/10.22214/ijraset.2025.72357

www.ijraset.com
Call: (£)08813907089 | E-mail ID: ijraset@gmail.com




International Journal for Research in Applied Science & Engineering Technology (IJRASET)
ISSN: 2321-9653; IC Value: 45.98; SJ Impact Factor: 7.538
Volume 13 Issue VI June 2025- Available at www.ijraset.com

The Impact of Social Media Influencers on
Consumer Behaviour: An Exploratory Study
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Abstract: In the rapidly evolving digital landscape social media influencers (SMIs) have emerged as pivotal players in shaping
consumer attitudes preferences and purchasing behaviour This exploratory study investigates the extent and nature of this
influence with a specific focus on young Indian consumers particularly Generation Z and millennials who are highly active on
platforms such as Instagram YouTube and Facebook The research examines critical influencer attributes trust worthiness,
credibility, authenticity and their impact on consumer trust brand perception and buying decisions
Using a quantitative descriptive research design data was collected from 120 respondents through an online questionnaire The
analysis revealed that influencer credibility significantly enhances consumer trust and brand affinity while platform-specific
factors influence engagement levels and purchase intent. Notably, micro-influencers, due to their perceived authenticity and
relatability, were found to generate stronger consumer engagement compared to macro or celebrity influencers. Furthermore,
the findings highlighted a positive correlation between influencer content and impulsive buying behaviour particularly among
frequent social media users. This study contributes to the limited empirical literature on influencer marketing in the Indian
context offering localized insights that bridge the gap in global discourse. It underscores the need for brands to strategically
align with influencers who resonate with their target audience and to consider platform-specific dynamics for optimal impact
The results offer actionable recommendations for marketers, including the emphasis on trust-based partnerships, platform
optimization, and the cultural relevance of influencer content. Overall, the study affirms that social media influencers play a
transformative role in modern consumer behaviour and are a valuable asset in contemporary marketing strategies
Keywords: Social Media, Influencers, Consumer Behaviour, Purchase Decision, Micro influencers, Brand Engagement, Trust,
Gen Z, Instagram Marketing.

L. INTRODUCTION
In the digital age the dynamics of consumer behaviour have undergone a significant transformation largely driven by the evolution
of social media platforms Among the most influential developments in the digital marketing landscape is the rise of social media
influencers individuals who have amassed substantial followings and possess the power to shape the opinions preferences and
purchasing decisions of their audiences These influencers, ranging from celebrities and industry experts to everyday content creators
have become pivotal in modern marketing strategies, especially as traditional advertising loses efficacy among younger digital
native audiences. Social media platforms such as Instagram YouTube Facebook have enabled influencers to engage directly with
followers fostering a sense of familiarity trust and relatability This unique relationship often described through the lens of parasocial
interaction creates a perceived closeness between influencers and consumers As a result when influencers endorse or review
products their followers are more likely to perceive these messages as authentic recommendations rather than promotional content
This phenomenon has redefined how brands approach advertising and has amplified the need to understand how such endorsements
influence consumer decision-making processes. This research investigates the multifaceted impact of social media influencers on
consumer behaviour with a particular focus on young adults especially Gen Z and millennials who form the most active
demographic on digital platforms It seeks to explore how key influencer characteristics such as trustworthiness credibility
relatability, and content authenticity affect consumer attitudes toward brands and their subsequent purchasing intentions
Furthermorethe study examines how platform specific dynamics influencer follower counts (micro vs. macro-influencers) and
content engagement influence trust and brand loyalty. The significance of this study is underscored by the growing investment in
influencer marketing which is projected to surpass traditional advertising expenditures in some sectors Yet despite its rapid ascent
academic literature remains underdeveloped particularly in the Indian context Existing research predominantly concentrates on
Western markets leaving a gap in understanding the cultural and contextual factors that shape influence consumer relationships in
emerging economies like India This research aims to bridge that gap by providing empirical insights into the behavioural patterns of
Indian consumers exposed to influencer content
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By delving into the psychological and emotional triggers that underlie consumer interactions with influencers this study offers a
comprehensive understanding of a phenomenon that is reshaping marketing paradigms The findings will inform both academic
inquiry and practical strategies for brands aiming to leverage influencer partnerships more effectively

1. LITERATURE REVIEW
The advent of social media has revolutionized the marketing landscape transforming traditional consumer brand relationships and
giving rise to a new breed of marketing agents social media influencers (SMIs) These individuals possess the capacity to sway
consumer attitudes and behaviours through perceived authenticity expertise and interpersonal connections Over the last decade
extensive academic inquiry has examined the mechanisms through which SMIs impact consumer decision-making processes with
particular focus on psychological mediators demographic moderators and content characteristics
Social media influencers act as opinion leaders who bridge the communication gap between brands and consumers Zak and
Hasprova (2020) conceptualize influencers as modern-day intermediaries capable of directing attention shaping attitudes and
influencing purchasing intentions through parasocial relationships and content engagement
Bhardwaj et al (2024) employ the Stimulus-Organism-Response (S-O-R) model to explain how external influencer characteristics
elicit internal cognitive and emotional responses which subsequently lead to behavioural outcomes such as brand advocacy or
purchase
Turriate and Mendoza (2022) reinforce this framework through a systematic review that categorizes influencer effects into four
domains: influencer attributes message delivery consumer interaction and content deactivation triggers
A consensus across studies identifies authenticity trustworthiness and expertise as pivotal traits that drive influencer effectiveness
Mishra and Ashfaq (2023) highlight the role of message credibility suggesting that consumers are more likely to act on influencer
recommendations when they perceive the influencer as honest knowledgeable and relatable
Chan (2022) further explores these dynamics positing that personality traits such as closeness and interactivity along with content
traits like attractiveness and credibility directly shape consumer loyalty and indirectly influence purchase intent via social mimicry
and emotional attachment
The study found that trust in SMIs facilitates imitation behaviour where consumers emulate the lifestyles and purchasing habits of
influencers
Lim et al (2017) argue that consumer attitudes mediate the relationship between influencer attributes and purchase intention Their
empirical study found that influencers significantly shape perceptions of brand value and desirability and these perceptions translate
into tangible behavioural intentions.
Khan and Phung (2021)focusing on Malaysian consumers found that influencer marketing is particularly effective among
millennials and Gen Z due to their heightened engagement with digital platforms and preference for peer-recommended content
Their findings indicate that trust and relatability override traditional advertising appeal
Varghese and Agrawal (2021) extend this by applying the Engel-Blackwell-Miniard (EBM) model to influencer marketing showing
that influencers impact all six stages of the consumer behaviour process from problem recognition to post purchase behavior The
shift from information scarcity to information abundance amplifies the role of social cues and interpersonal comparisons in shaping
choices
A. Research Gap
While existing literature has extensively examined the influence of social media influencers on consumer behaviour most of these
studies are concentrated in Western contexts particularly in the United States and Europe There remains a significant lack of
empirical research exploring how cultural, demographic, and technological factors uniquely shape influencer-consumer dynamics in
emerging economies such as India Additionally limited attention has been paid to comparing the relative effectiveness of micro
versus macro influencers across different platforms within this regional context. This study seeks to address these gaps by
investigating the role of influencer characteristics and platform specific engagement among young Indian consumers thereby
contributing localized insights to the global discourse on influencer marketing
1. OBJECTIVES
e To examine the extent to which social media influencers affect consumers' purchasing decisions
o To identify the key factors that make social media influencers effective in shaping consumer preferences
e To assess the role of platform type (Instagram, Facebook, YouTube, etc.) in influencing consumer engagement and buying
patterns
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Hypothesis formulation

H1: Social media influencers have a significant impact on the purchase decisions of young consumers in India

H2: The credibility of a social media influencer (trustworthiness, expertise, and authenticity) positively influences consumer trust
and brand perception

H3: The platform used by the influencer (e.g., Instagram, YouTube) significantly affects the level of consumer engagement and
purchase intent

H4: Micro-influencers generate higher consumer trust and engagement than macro-influencers or celebrity influencers

V. RESEARCH METHODOLOGY
A. Quantitative Research
This study adopts a quantitative descriptive research design to explore the relationship between social media influencers and
consumer behaviour The objective is to measure how specific influencer attributes such as credibility relatability platform type and
frequency of exposure affect consumer trust engagement and purchase intent among young adults in India

B. Sample Size
Data was collected from 120 respondents ensuring a sufficient sample for statistical analysis while maintaining manageable data
collection efforts All respondents were regular users of at least one major social media platform and followed at least one influencer

C. Data Collection Method
Primary data was collected using a structured online questionnaire distributed via Google Forms and social media platforms The
questionnaire consisted of both multiple choice and Likert scale questions designed to capture
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D. Data Analysis Tools

Statistics

What is ur age? What is your What is your How often do Which platform

gender? level of you use social do you mostly

education media? use for micro

videos?

N Valid 120 120 120 120 120
Missing 0 0 0 0 0
Mean 1.91 1.51 2.44 2.23 1.72
Median 2.00 1.00 2.00 2.00 1.00
Mode 2 1 2 2 1
Std. Deviation 518 622 765 645 997
Variance .269 .386 585 416 .995
Skewness -.129 1.035 -.030 1.079 1.218
Std. Error of Skewness 221 221 221 221 221
Kurtosis .665 1.095 -.345 1.623 267
Std. Error of Kurtosis 438 438 438 438 438
Range 2 3 3 3 3

The descriptive analysis was conducted for five demographic variables age, gender, education level, frequency of social media use,
and preferred micro-video platform. All variables have 120 valid responses with no missing data, ensuring the completeness of the
dataset

The mean values suggest that the majority of respondents are relatively young (Mean = 1.91), predominantly female (assuming 1 =
female), and moderately educated (Mean = 2.44 on a 3-point scale). Social media usage is frequent (Mean = 2.23), with a preference
for a specific platform (likely Youtube or Instagram, depending on coding)

Skewness and kurtosis values for all variables fall within acceptable ranges (x2), indicating approximate normality. Standard
deviations are moderate, showing that responses were relatively consistent with low dispersion These distributional characteristics
confirm that the demographic variables are statistically sound and suitable as independent variables for further inferential analysis
such as regression or correlation

VI. RELIABILITY
Case Processing Summary
N %
Cases Valid 119 99.2
Excluded® 1 8
Total 120 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's Cronbach's N of Items
Alpha Alpha Based on
Standardized
ltems
.851 .852 10

1786
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The Case Processing Summary indicates 119 valid responses were analyzed, with only one case (0.8%) excluded via listwise
deletion.

The Reliability Statistics show a Cronbach’s Alpha value of 0.851 across 10 items, exceeding the acceptable threshold of 0.7.

This high alpha coefficient reflects strong internal consistency and reliability of the measurement scale used.

Thus, the instrument employed is statistically robust and suitable for further analysis involving latent constructs

VIL. CORRELATION

Correlations
| often Social media Influencer | have made
s feel P!
products help me more purchases
recommended discover new trustworthy because of
by social products or than traditional influencer
media brands advertisements content
influencers
| often purchase products s X -
recommended by social (F’:Z?r’:loa’\:on 1 578 360 254
media influencers
Sig. (2-tailed) 000 000 .005
N 120 120 120 120
Social media influencers
help me discover new (P:‘;fr’;‘;’l‘ion 578" 1 560" 3127
products or brands
Sig. (2-tailed) .000 000 .001
N 120 120 120 120
Influencer promotions feel % o o
more trustworthy than gg:';g:on 360 560 1 533
traditional advertisements
Sig. (2-tailed) .000 000 .000
N 120 120 120 120
| have made impulsive . . .
purchases because of g?;:r:;:on 254 312 533 1
influencer content
Sig. (2-tailed) .005 001 000
N 120 120 120 120
**. Correlation is significant at the 0.01 level (2-tailed).
Correlations
Reviews or An Authenticity and
unboxings by influencera€™s | 4parency make
influencers expertise in a an influencer
influence my niche increases more credible
final buying their impact on
decision me

Reviews or unboxings by " .
influencers influence my final | Pearson Correlation 1 490 426
buying decision

Sig. (2-tailed) .000 .000
N 120 120 119

An influencera€™s expertise 2 7
in a niche increases their Pearson Correlation 490 1 625
impact on me

Sig. (2-tailed) .000 000
N 120 120 19
Authenticity and 4parency o "
make an influencer more Pearson Correlation 426 625 1
credible
Sig. (2-tailed) .000 .000
N 19 119 19

**. Correlation is significant at the 0.01 level (2-tailed).

Correlations

I 'am more likely | The number of High-quality
to trust followers affects content like
influencers who | how much I trust visuals,
use the products an influencer storytelling
themselves makes an
influencer more
persuasive
I 'am more likely to trust N B
influencers who use the Pearson Correlation 1 511 461
products themselves
Sig. (2-tailed) .000 .000
N 120 120 120
The number of followers % 3
affects how much | trust an Pearson Correlation 51 1 581
influencer
Sig. (2-tailed) 000 .000
N 120 120 120
High-quality content like
visuals, storytelling makes " "
o Tl SRCer More Pearson Correlation 461 .581 1
persuasive
Sig. (2-tailed) 000 .000
N 120 120 120

**. Correlation is significant at the 0.01 level (2-tailed).
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The Pearson Correlation results indicate multiple strong and statistically significant positive correlations (r > 0.5, p < 0.01) among
key variables such as trust, credibility, and purchase behaviour

Moderate correlations (r ~ 0.3-0.5) were observed between influencer content and impulsive buying or discovery of new products
All correlations are significant at the 0.01 level (2-tailed), indicating robust linear associations between variables in the hypothesized
constructs

These findings confirm that influencer characteristics (e.g., expertise, authenticity, and content quality) are positively associated
with consumer attitudes and behaviours

VIIl.  FINDINGS

1) Influencer Impact on Purchase Decisions: Social media influencers significantly affect the purchasing behaviour of young
Indian consumers, particularly Gen Z and millennials

2) Influencer Credibility Matters: Attributes such as trustworthiness, authenticity, and expertise strongly influence consumer trust
and brand perception

3) Platform Differences: The platform used (e.g., Instagram, YouTube) plays a critical role in determining consumer engagement
and purchasing intent, with visual platforms showing higher influence

4) Micro vs. Macro-Influencers: Micro-influencers generate higher consumer trust and engagement compared to macro or
celebrity influencers due to perceived relatability and authenticity

5) Consumer Behaviour Patterns: Influencer content has a strong positive correlation with impulsive buying and product
discovery, especially among frequent social media user

IX. SUGGESTIONS

1) Work with Micro-Influencers:Since micro influencers are seen as more relatable and trustworthy brands should consider
working with them to reach specific target groups effectively

2) Choose the Right Platform: Brands should pick the social media platform that best fits their product and audience For example,
Instagram and YouTube are more effective for visual and engaging content

3) Focus on Trust and Honesty: Influencers should be honest in their reviews and clearly mention if a post is sponsored This helps
build trust with followers

4) Create Long-Term Partnerships: Instead of one-time promotions brands should build long term relationships with influencers to
improve brand loyalty and consistent messaging

5) Understand the Audience: Brands should make sure influencer content is relevant to the local culture, language, and preferences
of their audience

6) Track Results: Businesses should monitor likes, comments, shares, and sales to understand how well their influencer campaigns
are working and make improvements

X. CONCLUSION
This exploratory study sought to investigate the growing impact of social media influencers on consumer behaviour with a particular
emphasis on young Indian consumers a demographic increasingly shaping the digital marketplace Through empirical data collected
from 120 respondents the study reveals that influencers hold substantial persuasive power in shaping consumers attitudes
perceptions and ultimately their purchasing decisions.
Key findings demonstrate that influencer attributes such as credibility trustworthiness authenticity significantly influence consumer
trust and brand perception These traits not only elevate the influencer’s effectiveness but also foster deeper emotional connections
with audiences often resulting in heightened purchase intent and brand loyalty The study also confirms that platform specific
dynamics matter considerably visually driven platforms like Instagram and YouTube tend to have a greater influence on consumer
engagement and product discovery compared to other formats likely due to their immersive and interactive nature
Another notable outcome of this research is the differential impact of micro versus macro-influencers While macro-influencers and
celebrities offer broader reach micro-influencers owing to their niche focus and closer engagement with followers are more effective
in generating consumer trust and authentic interactions This insight is critical for marketers suggesting a strategic shift toward
targeted community based influencer collaborations.
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The analysis further uncovers that influencer driven content has a strong correlation with impulsive buying behaviour and increased
awareness of new products particularly among Gen Z and millennial users who exhibit high levels of social media usage These
behavioural patterns reflect a transformation in consumer decision making processes where traditional advertising is often perceived
as less credible than peer like recommendations from influencers

In conclusion social media influencers have emerged as powerful intermediaries between brands and consumers fundamentally
reshaping how trust persuasion and consumption operate in the digital age For both scholars and practitioners, understanding the
nuances of this influence is critical to navigating and succeeding in today’s dynamic marketing environment
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