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ABSTRACT 

Influencer marketing has become a predominant element in modern advertising methods, utilizing the influence of social 

media influencers to affect consumer behavior. This study examines the efficacy of influencers in influencing customer-

purchasing decisions across diverse sectors. This study seeks to elucidate the effects of influencer marketing on 

contemporary consumer behavior through the analysis of consumer responses and purchasing habits. The process involves 

a thorough analysis of quantitative data acquired via surveys.  The consumer buying process was analyzed to evaluate the 

efficacy of influencer marketing efforts in influencing customer purchasing decisions. Qualitative data was gathered to 

comprehend the fundamental aspects affecting customer perceptions and attitudes towards influencer-generated content. 

The research was designed to concentrate on many pivotal industries, including fashion, beauty, lifestyle, and technology, to 

elucidate varied customer preferences and behaviors. The study sought to uncover the most effective tactics utilized by 

influencers to engage audiences and stimulate purchase intent through comparative analysis. The research aimed to 

investigate the impact of authenticity, credibility, and relatability of influencers on consumer trust and loyalty. This study, 

utilizing a convenience sample of 120 respondents, aims to enhance the current understanding of influencer marketing. 
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I. INTRODUCTION: 

Social media influencers, possessing substantial followings and credibility, have become integral to 

marketing tactics. They provide compelling content, endorse brands, and profoundly influence customer behavior. 

Their success is evaluated based on follower count, engagement rate, and audience influence. Notwithstanding 

concerns and governmental actions about transparency and authenticity, their influence is anticipated to expand.  

Influencers vary in type, each possessing an own specialty, audience, and efficacy in brand promotion. The categories 

encompass celebrity influencers, macro influencers, micro influencers, nano influencers, thought leaders, activists, 

brand ambassadors, and affiliate influencers.  

Influencers utilize diverse media outlets to engage their audience. They are predominantly located on social media 

platforms such as Instagram, Twitter, Facebook, TikTok, and YouTube. They furthermore utilize blogs, podcasts, and 

video content platforms. Conventional media, including newspapers, periodicals, and television, also include 

influencers. The gaming business possesses its own influencers, referred to as gamers or streamers. Influencers 

participate in events and conferences as speakers or attendees, use live streaming to engage with their following in 

real-time.  

Influencers advertise their products and services across many channels based on their content and target demographic. 

The platforms encompass Instagram, YouTube, blogs, podcasts, TikTok, Facebook, Twitter, and LinkedIn. Influencers 

utilize affiliate marketing, receiving a commission for endorsing things via their distinct affiliate links.  

Contemporary trends in influencer marketing encompass enduring collaborations with influencers, the emergence of 

micro-influencers, and a heightened focus on video content. Authenticity is paramount in influencer marketing, as 

marketers seek influencers capable of producing authentic content. A burgeoning trend in influencer marketing is the 

emphasis on diversity and inclusiveness. Live streaming is gaining popularity since it enables influencers to engage 

with their audience in real-time. Influencers are now establishing their own brands and goods, granting them enhanced 

control over their material.  

Influencers can promote a product or service through many methods. Brands or companies may directly contact them 

if they believe their target audience aligns with the influencer's followers. Influencer marketplaces or platforms. 
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II. REVIEW OF LITERATURE 

Kaur, N., & Sharma, V. (2021): The authors present a comprehensive literature review that highlights the  

increasing popularity of social media as a marketing tool and the concept of influencer marketing. The review also  

discusses the role of social media influencers in shaping consumer behaviour by creating trust and credibility among  

consumers and their ability to influence purchasing decisions. The authors conclude that influencer marketing can  

have a positive impact on consumer behaviour by increasing brand awareness, trust, and purchase intention.  

However, they caution that businesses need to be careful in selecting influencers and developing a clear strategy to  

ensure the effectiveness of influencer marketing.  

Bhardwaj, R., & Sahni, S. (2020): This research explores the influence of social media influencers on the  

purchasing decisions of 300 Indian millennials. The study demonstrates that social media influencers have a  

significant impact on the buying decisions of Indian millennials. The study also highlights the importance of aligning  

influencers' product promotions with the interests and values of Indian millennials to increase engagement. The  

authors suggest that marketers and brands can benefit from the findings by collaborating with influencers who can  

effectively communicate and resonate with this demographic. The paper provides valuable insights into the role of  

social media influencers in shaping consumer behaviour among Indian millennials.  

Singh, A., & Srivastava, R. K. (2019): The study assesses the effectiveness of influencer marketing in creating 

brand  awareness and purchase intention among 35 Indian consumers. The authors conducted a survey of 307 Indian  

consumers and found that influencer marketing has a positive impact on brand awareness, brand attitude, and  

purchase intention. The study also revealed that the perceived credibility of the influencer and the alignment  between 

the influencer and the product were crucial factors in determining the effectiveness of influencer  marketing. The 

findings suggest that influencer marketing can be a valuable tool for marketers in the Indian context,  helping brands 

connect with their target audience through social media.  

Singh, N., & Kumar, N. (2019): Their research involved surveying 358 participants and found that social media  

influencer marketing has a positive effect on consumer behaviour, particularly in terms of purchase intention,  

attitude, and trust. The study also identified that the perceived credibility and attractiveness of the influencer play  

significant roles in determining the effectiveness of influencer marketing. The findings of the study have important  

implications for marketers in the Indian context, as they demonstrate the potential of influencer marketing to reach  

and influence younger consumers.  

Ghosh, S., & Dhar, P. (2018): The study involved a survey of 400 respondents and found that social media  

influencer marketing has a positive impact on consumers' purchase intentions, attitudes, and behaviours. The study  

also found that trust in social media influencers, perceived similarity with influencers, and perceived expertise of  

influencers were significant factors affecting consumer behaviour. The authors suggest that businesses and  marketers 

can benefit from social media influencer marketing by partnering with influencers who are credible,  relatable, and 36 

have expertise in the relevant area, as this can help build trust and increase the effectiveness of  influencer marketing 

in India.  

III. THEORETICAL FOUNDATIONS OF SOCIAL MEDIA INFLUENCERS ON CONSUMER 

PURCHASING DECISIONS 

The consumer decision-making process, especially in relation to influencer marketing, involves five key 

stages that outline how consumers move from recognizing a need to post-purchase behavior, with influencers 

playing crucial roles at each stage: 

1. Need Recognition: Consumers realize a gap between their current state and a desired state, which may not always 

be apparent initially. Influencers help trigger this awareness by demonstrating products' practical uses or lifestyle 

benefits, sparking interest and creating demand that consumers might not have identified on their own.  

2. Information Search: After recognizing the need, consumers actively seek information. Influencer marketing 

significantly impacts this stage as consumers turn to influencers for trustworthy, relatable, and detailed product 

information, reviews, and recommendations. This reduces the effort and uncertainty in gathering product knowledge.  

3. Evaluation of Alternatives: Consumers compare different options to find the best fit. Influencers help by 

providing detailed comparisons, honest opinions, and user-generated content that serves as social proof. Their 
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endorsements and reviews help consumers assess the value and credibility of alternatives, influencing the evaluation 

positively. 

4. Purchase Decision: At this stage, consumers decide whether or not to buy a product, often influenced by the 

influencer’s credibility, authenticity, and persuasive calls to action, such as discount codes or limited-time offers. 

Influencers provide the social validation and trust needed to reduce purchase hesitation and drive conversions.  

5. Post-Purchase Behavior: After purchase, influencers continue to engage consumers by reinforcing satisfaction 

and loyalty through follow-up content, usage tips, loyalty program promotions, and community-building activities. 

This ongoing interaction can reduce buyer’s remorse and encourage repeat purchases, turning consumers into brand 

advocates. 

IV RESEARCH METHODOLOGY  

Research Design:   

Descriptive research design has been carried out for this survey.  

Sources:   

The data was collected through an online survey questionnaire, which was distributed through social media  platforms 

and online forums.   

Sample Size:   

The sample size in this survey is of 120 respondents.  

Data Analysis:   

The data collected was analyzed using qualitative and quantitative data analysis techniques. The data was analyzed  

using software such as SPSS.  

Sample Area:   

The sample area that is selected for this survey was from Chennai. 

Regression Weights for Customers’ Purchase Decision  Dimensions’ Variables 

Regression Weights  Estimate  S.E.  C.R.  P 

NR-4 <--- Need Recognition  1.000 
   

NR-3 <--- Need Recognition  0.401  0.071  5.615  *** 

NR-2 <--- Need Recognition  0.230  0.043  5.355  *** 

NR-1 <--- Need Recognition  0.263  0.050  5.254  *** 

IR-4 <--- Information Research  1.000 
   

IR-3 <--- Information Research  2.773  0.427  6.492  *** 

IR-2 <--- Information Research  1.417  0.245  5.795  *** 

IR-1 <--- Information Research  3.015  .461  6.535  *** 

Innovative Journal of Integrated Research and Technological Innovations 

http://www.ijirti.com/


Volume-1 Issue-4 October-2025 

www.ijirti.com     22 

EV-4 <--- Evaluation  1.000 
   

EV-3<--- Evaluation  1.367  0.060  22.946  *** 

EV-2 <--- Evaluation  1.324  0.065  20.257  *** 

EV-1 <--- Evaluation  1.118  0.057  19.683  *** 

PD-4 <--- Purchase Decision  1.000 
   

PD-3 <--- Purchase Decision  0.724  0.033  22.010  *** 

PD-2 <--- Purchase Decision  0.993  0.024  41.961  *** 

PD-1 <--- Purchase Decision  0.853  0.022  38.786  *** 

PP-4 <--- Post Purchase  1.000 
   

PP-3 <--- Post Purchase  1.143  0.041  27.876  *** 

PP-2 <--- Post Purchase  0.659  0.055  12.013  *** 

PP-1 <--- Post Purchase  0.076  0.060  1.258  .209 

 

The CFA analysis graph is designed, as the Customers’ Purchase Decision  Dimensions of Need 

Recognition, Information Research, Evaluation, Purchase  Decision and Post Purchase. All dimensions’ 

variables are significant and have positive relationship with concern dimensions.   

The first dimension of Need Recognition has four variables, among them all four variables is significant in overall 

Need Recognition. The significant variables are compared with estimate values; the first leading variable is ‘I am 

influenced when products are promoted at a comfortable price’ (NR-4). The Second leading variable is ‘I consider 

buying when influencers show products as necessary.’ (NR-3) and third leading variable is ‘Influencers help me 

recognize my needs’ (NR-1), The estimate values are1.000, 0.401 and 0.263 respectively.  

 The second dimension of Information Research has four variables; among them  all the four variables are significant 

in overall Information Research. The significant  variables are compared with estimate values; first leading variable is 

‘I use influencer content to learn about different brands’ (IR-1).  Second leading variable is ‘I follow influencer 

posts/blogs for product details.’(IR-2) and third leading variable is ‘I rely on influencer reviews and comments when 

deciding’,(IR-3) the estimate values are3.015, 2.773 and 1.417respectively.  
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 The third dimension of Evaluation has four variables; among four variables are  significant in overall Evaluation. The 

significant variables are comparing with estimate values; first leading variable is ‘I compare product performance with 

influencer claims’ (EV-3). Second leading variable is ‘I value influencer suggestions about product quality’ (EV-2) 

and third leading  variable is ‘I trust influencer expertise while comparing options’ (EV-1), the estimate values 

are1.367, 1.324 and 1.118respectively.  

The fourth dimension of Purchase Decision has four variables A all four  variables are significant in overall Purchase 

Decision. The significant variables are  comparing with estimate values; first leading variable is ‘Influencers affect my 

final purchase choice’ (PD-4). Second leading variable is ‘I buy through influencer promotions for better offers.’ (PD-

2) and third leading variable  is ‘Influencer marketing builds trust and emotional connection’ (PD-3), the estimate  

values are1.000, 0.993 and 0.853 respectively.  

The fifth dimension of Post Purchase has four variables, A four variables are  significant in overall Post Purchase. The 

significant variables are comparing with  estimate values; first leading variable is ‘I share my product experience with 

friends/relatives’  (PP-3). Second leading variable is ‘I recommend influencer-endorsed products to others.’ (PP-4) and 

third leading variable is ‘I write reviews after influencer-recommended purchases.’ (PP-2), the estimate values 

are1.143, 1.000 and 0.659respectively. 

SUGGESTIONS  

The following aspects are expected by Digital Consumers. So Influencer should keep in mind and do the needful to the 

consumers :  

• Influencer should help them in finding the right product;  

• Influencer should maintain highly appealing products;  

• Influencers should give importance to developing ongoing relations;  

• Influencers should periodically send email updates about new services and  products;  

• Influencers should periodically contact for personalized services;  

• Influencers should provide availability of brand-name products; 

• Influencers should provide a good price for quality value;  

• Influencers should keep in mind consumers’ money is worth to the product;  

• Influencer should tack action to find defect of any accessory products  immediately and return and refund the 

money;  

• Influencers should facilitate to evaluate the characteristics of the products  accurately;  

 MANAGERIAL IMPLICATION   

This study explores the current situation of purchasing the product through  Influencer marketing. Research 

findings and suggestions help influencers especially Social media platforms promotes to improve and modify of their 

strategies and easily identifies their potential buyers. Then the study detailed analysis is exposing to important role of 

Influencer Marketing, Social media platforms and identified Customers’ Purchase Decision Stages, finally the study 

described about how influencer can reach customer through decision making process for purchasing decisions.  

 SCOPE FOR FURTHER RESEARCH  

•  This study may be reform by including a larger population of respondent which would possibly improve the 

generalizability of the results.  

• Future research may be done on wide perspective by analyzing the different  products and Purchase through 

influencer marketing.  

•  The study may be extended to the semi urban and rural areas respondents.   

CONCLUSION 
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Influencer marketing acts as a pivotal influence across all stages of the consumer decision-making process. By 

guiding need recognition, facilitating information search, providing credible evaluations, supporting the final 

purchase decision, and fostering post-purchase loyalty, influencers deeply impact consumer behaviors and buying 

outcomes. Marketers to strategically align influencer efforts with each stage of the consumer journey to maximize 

engagement and conversion can utilize this framework. 
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