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1. INTRODUCTION 

Social media platforms have changed how we interact and consume information, giving rise to a new breed 

of digital influencers. With their large online followings and perceived authenticity, these individuals have 

become key players in shaping consumer behaviors and preferences in the digital age (Munap, Obeto, Salean, 

& Hamid, 2025). 

The rise of influencer marketing can be attributed to the increasing reliance on social media for information 

and recommendations. Studies show that consumers, particularly millennials and Gen Z, prefer seeking advice 

from influencers over traditional advertising methods (Kholkina, Chesnokova, & Zelenskaya, 2024). This shift 

has prompted brands to invest heavily in influencer collaborations to reach and engage their target audiences 

effectively. 

The impact of social media influencers on consumer purchasing decisions is substantial, as these individuals 

can significantly influence brand perceptions and consumer interests. As influencer marketing evolves, 

understanding the dynamics of this relationship is vital for brands navigating the intricate landscape of 

consumer decision-making (Khandelwal, Mukhija, Bankey, & Parmer, 2024). 

The ascendancy of influencer marketing is underscored by its tangible impact on consumer purchasing 

decisions. For instance, during Cyber Monday in the United States, influencers and affiliate marketers 

accounted for approximately 20% of the day's e-commerce revenue, marking a 7% increase from the previous 

year (Analytify, 2025). This statistic highlights the growing efficacy of influencer endorsements and reflects 

a broader shift in consumer trust toward personalized recommendations over traditional advertising channels. 

In India's rapidly evolving digital landscape, social media platforms have transformed how individuals 

interact, communicate, and make purchasing decisions. The rise of social media influencers—individuals with 

substantial online followings and perceived authenticity—has significantly impacted consumer behavior 

nationwide. Influencer marketing is particularly influential among younger consumers (Khandelwal, Mukhija, 

Bankey, & Parmer, 2024). A survey in May 2023 found that over 70% of Indian consumers aged 25 to 44 had 

purchased items endorsed by influencers. This trend underscores the increasing reliance on influencer 

recommendations among millennials and Gen Z consumers (Shetty, 2023).  

Social media's influence extends across various product categories. A March 2022 survey indicated that 76% 

of respondents purchased skincare and makeup products due to social media influence, while 70% bought 

personal care products based on similar endorsements (Harshit).  
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Concurrently, a counter-movement known as "deinfluencing" has emerged, wherein influencers advise their 

audiences against purchasing overhyped or unnecessary products. This trend signifies a nuanced evolution in 

consumer-influencer dynamics, emphasizing authenticity and mindful consumption (Fares, 2023). 

Given these developments, it becomes imperative to delve into the multifaceted impact of social media 

influencers on consumer purchasing decisions. This paper aims to dissect how influencers affect brand 

perception, purchase intent, and loyalty. By examining factors such as influencer credibility, content quality, 

and ethical conduct, this study provides comprehensive insights into the evolving landscape of consumer 

behavior in the age of social media. 

2. LITERATURE REVIEW 

Social media influencers (SMIs) have significant online followers who create engaging content across 

platforms such as Instagram, YouTube, and TikTok. Unlike traditional celebrities, influencers often build 

closer connections with their audience by sharing personal experiences and offering product recommendations 

(Kutz, Espinal, Flynn, & Chenny, 2024). Brands collaborate with these influencers to promote products, 

leveraging their credibility and influence. This marketing approach has gained popularity due to its ability to 

create authentic consumer engagement and foster brand trust, making the audience feel more connected and 

involved (Omeish, Shaheen, Alharti, & Alfaiza, 2025). 

A survey conducted by iCubesWire in December 2022 revealed that 34% of Indian respondents purchased 

products or services after viewing influencer posts, reels, and videos on platforms such as Instagram, YouTube, 

Facebook, and Twitter. Additionally, 43% of respondents explored the recommended products or services, 

indicating a substantial level of engagement with influencer content (Bureau, 2023). 

2.1 Theoretical Perspectives on Influencer Impact 

Several theoretical frameworks explain how influencers affect consumer behavior: 

Source Credibility Theory: According to this theory, the perceived credibility of the influencer, which 

includes trustworthiness, expertise, and attractiveness, plays a crucial role in shaping consumer 

attitudes and purchase decisions. Consumers tend to trust genuine and knowledgeable influencers 

(Omeish, Shaheen, Alharti, & Alfaiza, 2025). 

Social Learning Theory: This theory emphasizes how people adopt behaviors by observing others. 

Consumers often emulate influencers they admire, leading to purchasing decisions influenced by the 

influencer's perceived lifestyle and choices (Ding, Lii, & Lai, 2025). 

Parasocial Interaction Theory: This concept describes the one-sided relationship consumers form with 

influencers. Over time, followers may feel a personal connection with the influencer, which enhances 

brand loyalty and increases purchase likelihood (Giles, 2009). 
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2.2 Key Factors Influencing Consumer Decisions 

Research by (Kutz, Espinal, Flynn, & Chenny, 2024) indicates that various factors determine the effectiveness 

of influencer marketing: 

Authenticity and Transparency: Consumers are more likely to trust influencers who are transparent 

about brand partnerships and share genuine product reviews. Authentic endorsements resonate better 

with audiences. 

Relatability and Expertise: Influencers with niche expertise or shared interests tend to influence 

consumer choices strongly. Micro-influencers, often considered more relatable, usually achieve higher 

engagement rates than macro-influencers. 

Visual Appeal and Popularity: Attractive visuals and influencer popularity can amplify brand visibility 

and desirability. However, excessive promotional content may reduce credibility. 

2.3 Impact on Consumer Purchase Intentions and Brand Perception 

The presence of influencers in marketing campaigns has been shown to impact consumer purchase intentions 

significantly. When influencers promote products that align with their persona, consumers perceive the 

recommendations as authentic (Chi, Yeh, & Yang, 2009). Additionally, positive influencer endorsements can 

enhance brand image, increasing customer trust and loyalty. Research also suggests that influencer-driven 

marketing often results in impulsive purchases, particularly on visually appealing platforms like Instagram 

and TikTok (Korynne & Kobiela, 2022). 

2.4 Emotional and Cognitive Influence on Consumers 

Influencers often share personal stories and experiences, evoking emotions that drive purchasing decisions. 

Emotional connections with influencers create brand associations that reinforce consumer loyalty (Kim & 

Johnson, 2016). On the other hand, consumers also engage in rational decision-making, relying on product 

reviews and demonstrations from trusted influencers to minimize purchase risks (Ma, Ou, & Lee, 2022). 

Combining emotional appeal with informative content makes influencer marketing particularly effective. 

2.5 Platform-Specific Impact on Consumer Behavior 

As per a study by (Dzreke & Dzreke, 2025) different social media platforms contribute uniquely to consumer 

decision-making: 

Instagram and TikTok: Visual storytelling on these platforms encourages impulse buying through short 

videos and aesthetically appealing product displays. Brands often collaborate with influencers to create 

engaging, viral content. 

YouTube: Detailed product reviews, tutorials, and unboxing videos allow consumers to make informed 

decisions. Consumers often perceive YouTube influencers as credible sources due to their in-depth 

content. 
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X (formerly Twitter) and Facebook: These platforms enable discussions and recommendations, 

enhancing brand visibility through influencer conversations and user-generated content. 

2.6 Ethical Concerns and Challenges 

Despite the advantages of influencer marketing, ethical challenges persist. Some influencers fail to disclose 

sponsored content, leading to consumer mistrust. Overusing influencer endorsements can also contribute to 

“influencer fatigue,” where audiences become skeptical of promotional content (Gupta, Dorfman, & Saadat, 

2021). Regulatory bodies like the Federal Trade Commission (FTC) have introduced guidelines to ensure 

transparency in influencer marketing. Adherence to these regulations is essential to maintain consumer trust. 

2.7 Research Gaps and Future Directions 

Although numerous studies have explored influencer marketing, there are still significant gaps in 

understanding the long-term effects on brand loyalty and the influence of regional and cultural differences 

(Dzreke & Dzreke, 2025). Furthermore, the rise of virtual influencers and AI-generated personas presents new 

research opportunities. Future studies could also investigate the role of emerging platforms and how influencer 

partnerships impact consumer decision-making in different sectors (Looi & Kahlor, 2024). The need for such 

research is urgent and crucial for a comprehensive understanding of the evolving landscape of consumer 

behavior in the age of social media. 

3. OBJECTIVES AND HYPOTHESIS 

3.1 Research Objectives 

 To analyze how different types of influencers impact purchasing decisions. 

 To investigate the effectiveness of influencer marketing on various platforms. 

 To explore consumer trust and loyalty related to influencers’ endorsements. 

3.2 Research Hypothesis 

Three hypotheses are formulated per the requirement to fulfill the research objectives. 

Hypothesis 1: 

H0 (Null Hypothesis): There is no significant relationship between the following Social Media 

Influencers and consumers' purchasing decisions. 

H1 (Alternative hypothesis): There is a significant relationship between the following Social Media 

Influencers and consumers' purchasing decisions. 

Hypothesis 2: 

H0 (Null Hypothesis): The effectiveness of influencer marketing is independent of the social media 

platform used. 

H2 (Alternative Hypothesis): The effectiveness of influencer marketing is dependent on the social 

media platform used. 



TIJER || ISSN 2349-9249 || © April 2025, Volume 12, Issue 4 || www.tijer.org 

 TIJER – INTERNATIONAL RESEARCH JOURNAL  www.tijer.org a
  

Hypothesis 3: 

H0 (Null Hypothesis): Trust in Social Media Influencers does not affect brand loyalty. 

H3 (Alternative Hypothesis): Trust in Social Media Influencers affects brand loyalty. 

4. METHODOLOGY 

The study follows a quantitative research design to explore the impact of social media influencers on the 

respondents' purchasing decisions in the Delhi NCR region. The qualitative data was collected through a 

questionnaire. The questionnaire was prepared to examine the influence of social media influencers and how 

consumers perceive them based on their choices and preferences to fulfill the study's objectives. 

The study used a quantitative approach as it helps to gain an in-depth understanding of the motives and 

preferences of the consumer, especially in this study, where the viewpoint of the respondents is also an 

essential component of the study. 

Data was collected by circulating a questionnaire to the respondents on Google Forms through Multiple choice 

questions and demographic details such as Age, Address, etc. The identity and personal information of the 

respondents remained classified, and the form was filled out through their consent. 

The survey was circulated through social media sites such as Instagram and WhatsApp to collect around 120 

responses, out of which 74 participants responded to the study with a response rate of approximately 62%. 

The response rate was accurate as per the research requirements. The data was analyzed with the help of SPSS 

software, and statistical tests such as the Chi-Square Test of Independence and Logistic Regression for 

modeling were performed on the quantitative data to determine the strength of the findings and derive a 

conclusion. The computation of the values is done through the help of SPSS software. 

5. RESULTS AND FINDINGS 

5.1 Data Analysis 

The data was analyzed based on the respondents' responses and is presented in charts and tabular form to 

understand the thinking of the survey participants and how they review the various Social Media influencers 

and measures of the study. 
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Table 1: Demographic profile of the respondents 

S. No Particulars Respondents 

Number Percentage (%) 

1. The age group of respondents 74 100.0 

 Below 18 years 6 8.1 

 18-24 years 48 64.9 

 25-35 years 12 16.2 

 36-59 years 6 8.1 

 60 years and above 2 2.7 

    

2. Area of residence 74 100.0 

 Rural 6 8.1 

 Suburban 22 29.7 

 Urban 46 62.2 

    

3. The gender of respondents 74 100.0 

 Male 50 67.6 

 Female 22 29.7 

 Prefer not to say 2 2.7 

    

4. Occupation of respondents 74 100.0 

 Student 44 59.5 

 Professional 2 2.7 

 Business Owner 6 8.1 

 Salaried Employee 14 18.9 

 Homemaker 2 2.7 

 Other 6 8.1 

    

5. Monthly income 74 100.0 

 Below Rs. 25000 42 56.8 

 Rs. 25000 to Rs. 50000 10 13.5 

 Rs. 50000 to Rs. 100000 8 10.8 

 Rs. 100000 to Rs. 175000 2 2.7 

 Rs. 175000 6 16.2 
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It was found that most respondents were between 18 and 24 years of age (65%), followed by the age group 

of 25 to 35 years (16%). Most of them were from urban areas (62%), the remainder from suburban areas 

(30%) and rural areas (8%). 68% of them identified as Male, with females being 30%. 59% of the respondents 

were students, and 57% had monthly income below Rs. 25000, depicting a young and cost-conscious 

demography. 

Figure 1: Chart showing the most used Social Media platform by respondents 

 

Figure 2: Chart showing influencers' influence on buying decisions 

 

Figure 3: Chart showing customers' trust in influencers’ recommendations 
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Figure 4: Chart showing the effect of influencers’ endorsement on Brand loyalty 

 

It was observed that Instagram is the most used Social Media platform (57%) by the respondents. Among the 

respondents, it was observed that the influencers slightly influence the buying decisions, and a large majority 

of them slightly to moderately trust the products endorsed by the influencers. Most of them responded that the 

influencer’s endorsement affects brand loyalty. 

5.2 Tests and Results 

A statistical test (Chi-Square Test of Independence) was done on the quantitative data collected, taking the 

responses as variables to derive results from the same, following the requirements to fulfill the research 

objectives and interpretation of the hypothesis.  
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Objective 1: To analyze how different types of influencers impact purchasing decisions. 

Test conducted: Chi-Square test 

Variables: Following influencers vs Purchasing due to Influencers 

Here, the Independent Variable is “Follow influencers” and 

The Dependent Variable is “Purchase Influenced” 

(In the Yes/No) 

Follow Influencers Purchased (Yes) Not Purchased (No) 

Yes 42 16 

No 10 6 

Test Results: 

 Chi-Square (X2) = 0.211 

 p-value = 0.646 

Interpretation: In the following case, the p-value is above 0.05, which indicates that the null hypothesis cannot 

be rejected. This suggests that there is no relationship between the following influencers and the decision to 

make purchasing decisions. 

Objective 2: To investigate the effectiveness of Influencer Marketing on various platforms. 

Test conducted: Chi-Square Test 

Variables: Most Influential platform vs Purchase Influenced 

Here, the Independent Variable is the “Most Influential platform” and 

Dependent Variable is “Purchase Influenced” 

Platform Purchased (Yes) Not Purchased (No) 

Instagram 30 16 

YouTube 8 2 

Pinterest 10 0 

Facebook 2 0 

Snapchat 0 2 

X (Twitter) 2 0 

Other 0 2 

Test results: 

 Chi-Square (X2) = 16.39 

 p-value = 0.012 
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Interpretation: In the following case, the p-value is below 0.05, and thereby, the null hypothesis is rejected. 

This shows a statistically significant relationship between Platform preference and purchasing behavior. 

Objective 3: To explore Consumer Trust and Loyalty related to Influencer Endorsement 

Test conducted: Chi-Square Test 

Variables: Trust level in Influencer vs Loyalty to Brand 

Here, the Independent Variable is the “Trust Level in Influencer” and 

The Dependent Variable is “Loyalty to Brand” 

Trust level Loyal (Yes) Loyal (No) 

Completely 2 2 

Quite a lot 4 2 

Somewhat 14 14 

Neutral 18 6 

Not at all 6 6 

Test result: 

 Chi-Square (X2) = 4.17 

 p-value = 0.384 

Interpretation: In the following case, the p-value exceeds 0.05, indicating no statistically significant 

relationship between trust in influencer recommendations and brand loyalty. 

6. CONCLUSION 

The study examined the impact of social media influencers on consumer purchasing decisions in the Delhi 

NCR region, primarily among the youth. It was found that social media influencers play an important role in 

influencing consumer behavior, and the relationship is complex and multifaceted. The statistical test found no 

statistically significant relationship between following influencers and the actual purchasing behavior of the 

customers, indicating that passive engagement with influencer content does not necessarily lead to 

conversions. However, the effectiveness of influencer marketing was found to be dependent on the social 

media platform used, with Instagram emerging as the most influential platform, followed by Pinterest and 

YouTube. This highlights the importance of platform-specific strategies in maximizing the impact of 

influencer campaigns.  

Moreover, although influencers may influence initial purchase intent, upon performing tests, no significant 

correlation between consumer trust in influencers and long-term brand loyalty was observed, suggesting that 

while influencer endorsements may prompt trial purchases, other factors such as brand authenticity, consumer 

experience, and value alignment are crucial for fostering lasting loyalty. Overall, the findings underscore the 

growing relevance of influencer marketing in the digital era while also emphasizing the need for brands to 
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adopt a strategic and consumer-centric approach that goes beyond mere endorsements to build enduring 

relationships with their audiences. 
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