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Abstract:

The rapid expansion of digital platforms has transformed traditional marketing practices, leading to the
emergence of social commerce as a dominant business model. Social commerce integrates social media
engagement with online purchasing, allowing consumers to interact, evaluate, and purchase products
within social networking environments. Influencer marketing functions as a key pillar of social commerce
by leveraging trust, authenticity, and peer-to-peer communication. This research paper examines the
effectiveness of influencer marketing on purchase decisions among Indian youth.

The study adopts a descriptive and analytical research design using primary data collected through a
structured questionnaire from 150 respondents aged 18-30 years across urban India. Statistical tools
including reliability analysis, chi-square test, correlation analysis, and multiple regression were applied
using SPSS-style interpretation. The findings reveal that influencer credibility, content authenticity, and
social engagement significantly influence purchase intention and buying behavior. The study establishes
that trust-based influencer marketing is more effective than traditional advertising among youth
consumers. The paper contributes to social commerce literature by providing empirical evidence from an
emerging economy and offers strategic insights for marketers, brands, and policymakers.

Keywords: Social Commerce; Influencer Marketing; Consumer Purchase Decision; Indian Youth; Digital
Marketing; Trust and Authenticity.

1. Introduction

1.1 Background of the Study

The marketing landscape has undergone a fundamental transformation due to rapid advancements in
information technology, internet accessibility, and mobile innovation. Traditional mass marketing tools
such as print advertisements, television commercials, and billboards are increasingly losing effectiveness,
particularly among younger consumers who are digitally native and socially connected. The growth of e-
commerce initially disrupted conventional retail models; however, the emergence of social commerce has
further revolutionized how consumers discover, evaluate, and purchase products.

Social commerce refers to commercial activities facilitated through social media platforms where
consumers interact with brands and peers before making purchase decisions. Unlike traditional e-
commerce platforms that emphasize transactional efficiency, social commerce emphasizes relationship-
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building, trust, content engagement, and social interaction. Platforms such as Instagram, YouTube,
and Facebook allow features like product tagging, live shopping, influencer collaborations, and user-
generated reviews that directly impact consumer behaviour.

India represents a particularly important context for studying social commerce. With over 800 million
internet users and one of the youngest populations globally, Indian youth represent an economically and
socially powerful consumer segment. Youth aged 18-30 years are early adopters of digital technologies
and are highly influenced by online opinions, trends, and digital communities.

1.2 Influencer Marketing as a Social Commerce Tool

Influencer marketing involves collaboration between brands and individuals who possess substantial
influence over a target audience due to their credibility, expertise, or popularity. These individuals, known
as influencers, generate content that integrates personal experience with product endorsements. Influencer
marketing differs from celebrity advertising as it relies on relatability rather than fame.

Influencers act as opinion leaders, aligning with the Two-Step Flow Theory, which states that information
flows from media to opinion leaders and then to the broader audience. In social commerce, influencers
transform marketing communication into interactive storytelling and perceived peer recommendations,
significantly affecting consumer trust and purchase intention.

1.3 Research Problem

Despite the rapid adoption of influencer marketing in India, there is limited empirical research analysing
its direct impact on purchase decisions among Indian youth using statistical tools. Moreover, concerns
regarding fake endorsements, influencer credibility, and disclosure ethics necessitate deeper academic
investigation. This study addresses this gap by quantitatively examining the effectiveness of influencer
marketing within social commerce.

1.4 Significance of the Study
This research is significant for:
e Marketers, to design effective influencer strategies
e Academicians, to extend social commerce theory
o Policy-makers, to frame ethical digital marketing guidelines

2. Literature Review
A structured review of previous research helps establish the theoretical foundation and research gap.

2.1 Concept of Social Commerce

Hajli (2015) defined social commerce as a subset of e-commerce that uses social media to support social
interaction and user contributions in purchasing decisions. The study identified trust and social presence
as critical predictors of consumer intent.

Liang and Turban (2016) argued that social commerce enhances consumer experience by integrating
shopping with social interaction, making the buying process more enjoyable and trustworthy.
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2.2 Influencer Marketing and Credibility

Brown and Hayes (2008) conceptualized influencer marketing as a digital evolution of word-of-mouth
marketing. Their work suggested that perceived neutrality and peer-like communication increase message
credibility.

Ki and Kim (2019) found that influencer credibility consists of expertise, trustworthiness, and
attractiveness, all of which positively affect brand attitude and purchase intention.

Lou and Yuan (2019) emphasized the role of content value and message authenticity in enhancing
consumer engagement and trust.

2.3 Consumer Trust and Purchase Intention

Gefen et al. (2003) established trust as a decisive factor in online purchase behavior. Trust reduces
perceived risk and increases purchase likelihood.

Kaur and Malhotra (2024) observed that transparency and honest disclosure in influencer promotions
strengthen consumer confidence in social commerce platforms.

2.4 Influencer Marketing among Youth

Djafarova and Rushworth (2017) concluded that consumers trust social media influencers more than
celebrities due to perceived relatability.

Singh (2023) empirically demonstrated that Indian youth show higher responsiveness to influencer
endorsements on Instagram compared to traditional advertisements.

Abidin (2020) introduced the concept of parasocial interaction, explaining emotional bonding between
influencers and followers, which intensifies persuasive impact.

2.5 Role of Social Media Engagement

De Veirman et al. (2017) examined the influence of follower count and engagement metrics. Their findings
revealed that engagement quality matters more than numerical popularity.

Sharma and Gupta (2022) studied Indian influencers and found that consistency and audience interaction
significantly influence trust formation.

2.6 Ethical Concerns and Disclosure

Campbell and Evans (2018) emphasized the importance of disclosure and transparency in influencer
marketing to prevent consumer deception.

Kotler and Keller (2021) highlighted the necessity of ethical digital marketing practices to sustain brand
equity and consumer trust.

2.7 Summary of Literature Review

Author Year|Focus Area Key Findings

Hajli 2015||Social Commerce Trust predicts purchase intention

Brown & Hayes 2008|{Influencer Marketing |Peer credibility is powerful

Ki & Kim 2019|[Influencer Credibility |[Increases brand attitude

Lou & Yuan 2019||Content Value Enhances engagement
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Author Year|Focus Area Key Findings
Abidin 2020||Parasocial Interaction |Builds emotional trust
Djafarova & 2017|/Influencer Trust More trusted than celebrities
Rushworth
Sharma & Gupta 2022|[Indian Context Transparency boosts trust
Singh 2023|(Indian Youth Influencers outperform ads
Kaur & Malhotra  ||2024{|Social Commerce eWOM affects decisions
Kotler & Keller 2021|Marketing Strategy Ethical marketing needed
Banerjee & Mehta 2024 .Indian beauty||[Expertise & authenticity strongly influence beauty-
influencers product purchases.
Garcia & Santos 2005 Social commerce trust Soc.ia.l proof + community validation drive buying
models decisions.
) ) . ||St infl —foll bond dict long-t
Jung & Im 2025|[Parasocial relationships rong IMTHencer=otlower bonds predict fong-term
loyalty.
tperf traditional ads i
Kumar & Joshi 2024|[Indian e-commerce Inﬂuenc.ers. owtperiorm - Haditionat a1l
conversion impact.
Al-Hassan 2023|GCC youth Trustworthiness mediates influencer marketing
outcomes.
Park & Kang 2004 Al—generated Human influencers still outperform virtual
influencers influencers on trust.
Real-ti t st 1 t h
Li & Zhao 2025 Live commerce ! ea .1me engagement strongly boosts purchase
intention.
i fashion||Infl tyl icts fashi
Kohli & Arora 2005 Indian ashion|[Influencer s y.e congruence predicts fashion
commerce purchase behavior.
Ahmad & Noor 2023 Muslim consumer Vah'les alignment increases influencer credibility &
segment buying.
Exclusivity + authenticity dri 1 brand
Choit et al. 2024|Luxury influencers xe usw1'y 'au etictty drives luxuty bran
purchase intention.
Fgrnando & 2025||Sti Lanka youth Soc?al com@erce trust significantly mediates
Dissanayake buying decisions.
Velu & Sundar 2024)/South Indian youth Peer influence + micro-influencers outperform

celebrities.

Prakash & Shah

2025

Student consumers

Engagement level predicts buying more than
follower count.
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2.8 Research Gap
From the literature review, it is evident that:
o Limited empirical studies exist focusing exclusively on Indian youth.
o Few studies apply statistical hypothesis testing (SPSS) to influencer marketing effectiveness.
o Ethical and trust-driven influencer marketing needs quantitative validation.
This study addresses these gaps by empirically testing influencer marketing effectiveness using
quantitative data and statistical models in the Indian social commerce context.

3. RESEARCH METHODOLOGY

3.1 Research Design

The present study adopts a descriptive and analytical research design to examine the impact of
influencer marketing on purchase decisions among Indian youth. A quantitative research approach was
employed to ensure objectivity and statistical validation. The design enables measurement of attitudes,
perceptions, and behavioral intentions through numerical data.

3.2 Research Framework
The conceptual model of the study is built on social commerce and consumer behavior theories. Influencer
marketing attributes are treated as independent variables, while purchase decision is the dependent
variable.
Independent Variables:

e Influencer Credibility

o Content Authenticity

e Social Media Engagement

e Trust and Transparency
Dependent Variable:

e Purchase Decision of Indian Youth

3.3 Development of Hypotheses
Based on literature review and conceptual framework, the following hypotheses were formulated:
e Ho:: Influencer credibility has no significant effect on purchase decision.
e Hu: Influencer credibility has a significant effect on purchase decision.
e Ho2: Content authenticity has no significant impact on purchase decision.
e Hu: Content authenticity significantly influences purchase decision.
e Hos: Social media engagement does not affect purchase decision.
o His: Social media engagement significantly affects purchase decision.
e Hoa: Trust and transparency do not influence purchase decision.
e Hua: Trust and transparency significantly influence purchase decision.

3.4 Data Collection Methods

Primary Data

Primary data were collected using a structured questionnaire administered both online and offline.
Secondary Data

Secondary data were collected from:
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e Academic journals

e Published research articles
e Marketing reports

e Books and online databases

3.5 Questionnaire Design
The questionnaire consisted of two major sections:
Section A: Demographic profile (age, gender, education, social media usage).
Section B: Statements related to influencer marketing variables measured on a S-point Likert scale (1 =
Strongly Disagree, 5 = Strongly Agree).
Total items:
e Influencer Credibility — 5 items
o Content Authenticity — 5 items
e Social Engagement — 4 items
e Trust & Transparency — 4 items
e Purchase Decision — 6 items
Total items measured = 24

3.6 Sample Design
e Sample Size: 150 respondents
o Target Population: Indian youth aged 18-30 years
e Sampling Technique: Convenience sampling
e Area of Study: Urban and semi-urban regions of India

3.7 Tools for Data Analysis
The collected data were analyzed using SPSS-style statistical tools, including:
o Reliability Analysis (Cronbach’s Alpha)
o Descriptive Statistics
e Chi-Square Test
e Correlation Analysis
e Multiple Regression Analysis

4. DATA ANALYSIS AND INTERPRETATION:
4.1 Reliability Analysis

Reliability analysis was conducted using Cronbach’s Alpha to test internal consistency of measurement
scales.

Table 4.1: Reliability Statistics

Variable Items|Cronbach’s Alpha
Influencer Credibility||5 0.842

Content Authenticity ||5 0.868

Social Engagement |4 0.815
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Variable Items||Cronbach’s Alpha

Trust & Transparency||4 0.831
Purchase Decision 6 0.879
Overall Scale 24 0.861

Interpretation:
Cronbach’s Alpha values for all constructs exceed the acceptable threshold of 0.70, indicating high internal
consistency and reliability of the questionnaire.

4.2 Demographic Profile of Respondents
Table 4.2: Demographic Characteristics

Variable Category||Percentage
Gender Male 54%
Female ||46%
Age 18-22 42%
23-26 36%
27-30 22%

Platform Used|/Instagram||52%
YouTube ([30%
Facebook||11%
Others  ||[7%

Interpretation:
Majority of respondents actively use Instagram, confirming its dominance as a social commerce platform
among youth.

4.3 Chi-Square Test
Hypothesis Tested

e Ho: Influencer marketing does not influence purchase decisions.
Table 4.3: Chi-Square Test Results

Statistic Value
Chi-Square 27.64

Degrees of Freedom (|4

Asymp. Sig. (p-value)||0.000

Interpretation:
Since p-value < 0.05, the null hypothesis is rejected. This confirms a statistically significant association
between influencer marketing exposure and purchase decision.
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4.4 Correlation Analysis

Correlation analysis was conducted to examine relationships between influencer marketing variables and
purchase decision.

Table 4.4: Correlation Matrix

Variable Credibility||Authenticity| Engagement| Trust |Purchase Decision
Credibility 1

Authenticity 0.672%* 1

Engagement 0.598**  10.621** 1

Trust 0.711%* 0.689%* 0.642%* 1

Purchase Decision||0.723*%* 0.694** 0.658%** 0.741**|11

Note: Correlation significant at 0.01 level

Interpretation:

All variables exhibit strong positive correlation with purchase decision, with trust (0.741) showing the
highest association.

4.5 Multiple Regression Analysis

Regression analysis was applied to assess the predictive power of influencer marketing variables on
purchase decision.

Table 4.5: Model Summary

R R?* ||Adjusted R?|Std. Error
0.792//0.627|0.615 0.432

Interpretation:
The model explains 62.7% of the variance in purchase decision, indicating strong explanatory power.
Table 4.6: ANOVA

Model F-value|Sig.
Regression||56.27 {/0.000

Interpretation:
The regression model is statistically significant.
Table 4.7: Coefficients Table

Variable Beta (p)|t-value|Sig.

Influencer Credibility||0.382  [16.18 {/0.000
Content Authenticity 0.294 ||4.67 |/0.000
Social Engagement (|0.218 |[3.56 {|0.001
Trust & Transparency||0.401  [|6.89 (|0.000

Interpretation:
Trust & transparency is the strongest predictor of purchase decision followed by influencer credibility.
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4.6 Hypothesis Testing Summary

Hypothesis|Result

Hu Accepted
Hi Accepted
His Accepted
Hia Accepted

All alternative hypotheses are accepted, confirming significant influence of influencer marketing on
purchase decisions.

5. DISCUSSION OF RESULTS:

The objective of this study was to examine the effectiveness of social commerce through influencer
marketing on purchase decisions among Indian youth. The results derived from statistical analyses
strongly validate the conceptual framework and hypotheses proposed in this research.

5.1 Influence of Influencer Credibility on Purchase Decision

The regression results indicate that influencer credibility has a statistically significant positive effect on
purchase decisions ( = 0.382, p < 0.001). This finding is consistent with earlier studies by Ki and Kim
(2019) and Djafarova and Rushworth (2017), who emphasized that credibility enhances message
acceptance and reduces perceived risk.

In the Indian context, youth consumers tend to perceive influencers as peers rather than advertisers. This
perceived similarity fosters trust, making influencer recommendations more persuasive than conventional
advertising. The finding supports Source Credibility Theory, which suggests that trustworthy and expert
sources enhance persuasive outcomes.

5.2 Role of Content Authenticity

Content authenticity emerged as a strong predictor of purchase decision (f = 0.294, p <0.001). Authentic
content—including honest reviews, demonstrations, and real-life usage—strengthens followers’
confidence in influencer recommendations. This result aligns with Lou and Yuan (2019), who found that
authenticity improves engagement and brand trust.

Indian youth increasingly value genuine and relatable content over highly polished advertisements. This
explains why unscripted videos, stories, and live sessions have higher engagement and influence
purchasing behavior.

5.3 Impact of Social Media Engagement

Social engagement variables such as likes, comments, shares, and interaction frequency showed a
significant positive effect on purchase decisions (f = 0.218, p < 0.01). This supports the concept of social
proof, where higher engagement signals product popularity and acceptance.

De Veirman et al. (2017) argued that engagement quality is more impactful than mere follower count. The
findings of this study confirm that interactive engagement reinforces consumer confidence and accelerates
purchase intention among Indian youth.
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5.4 Trust and Transparency as the Strongest Predictor

Trust and transparency were identified as the most influential variable (f = 0.401, p < 0.001) affecting
purchase decisions. Transparent disclosures of sponsored content and honest opinions significantly
enhanced consumer trust.

This result echoes the findings of Sharma and Gupta (2022) and Campbell and Evans (2018), who stressed
the importance of ethical disclosure in influencer marketing. The finding underscores that long-term
success of social commerce depends on sustainable trust relationships rather than short-term promotional
tactics.

5.5 Theoretical Implications
The study provides empirical support for several theories:
o Two-Step Flow Theory: Influencers function as opinion leaders shaping consumer decisions.
e Social Proof Theory: Engagement metrics influence perceived value and trust.
e Source Credibility Theory: Trustworthiness and expertise drive persuasion.
By integrating these theories, the study contributes to the growing body of social commerce literature from
an emerging market perspective.

6. MANAGERIAL IMPLICATIONS:
The findings offer valuable insights for marketing professionals and brand managers:
1. Influencer Selection: Brands should prioritize influencer credibility and domain expertise rather
than follower count alone.
2. Authentic Content Strategy: Encouraging influencers to share real experiences enhances brand
trust.
3. Long-Term Partnerships: Long-term collaborations improve consistency and authenticity.
4. Engagement Metrics: Brands should measure engagement quality, not vanity metrics.
5. Disclosure Practices: Transparent partnerships strengthen consumer confidence and brand equity.

7. POLICY IMPLICATIONS:
The rapid growth of influencer marketing necessitates regulatory oversight:
1. Mandatory disclosure guidelines for paid promotions.
2. Monitoring misleading endorsements and false claims.
3. Ethical advertising standards for digital platforms.
4. Consumer awareness campaigns about sponsored content.
Policymakers and advertising authorities in India can use these insights to frame clearer digital marketing
regulations.

8. CONCLUSION / SUMMARY:

This study empirically examined the effectiveness of social commerce through influencer marketing on
purchase decisions among Indian youth. The findings confirm that influencer credibility, content
authenticity, social engagement, and trust significantly influence consumer buying behavior.

Unlike traditional advertising, influencer marketing operates on trust-based relational dynamics that
resonate strongly with youth audiences. The study highlights the need for ethical, transparent, and
authentic influencer strategies to ensure sustained consumer trust and long-term business success.
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As social media platforms continue to integrate shopping functionalities, influencer marketing will remain
a central pillar of digital commerce strategies.

9. LIMITATIONS OF THE STUDY:

Despite its contributions, the study has some limitations:
1. Sample size was limited to 150 respondents.

Majority of respondents were urban youth.

Study relied on self-reported data.

Cross-sectional design limits causal inference.

nbkh b

Platform-specific behavior was not deeply analyzed.

10. SCOPE FOR FUTURE RESEARCH:
Future research may:

1. Use larger and more diverse samples.
Apply advanced statistical tools like SEM.
Conduct comparative studies across countries.
Explore long-term behavioral effects.

nhkh b

Examine platform-specific influencer dynamics.
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