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Abstract 

The rise of social media has significantly altered the marketing landscape, giving rise to influencer-driven 

strategies that shape consumer behaviour. Social media influencers, individuals with substantial online 

followings and the ability to sway opinions, have emerged as key players in modern marketing. This 

research investigates the influence of social media influencers on consumer purchasing decisions, with a 

focus on the type of influencer, trust, and platform effectiveness. Using a descriptive research design, data 

were collected from 150 social media users aged 18–35 through a structured questionnaire. Analysis 

revealed that 73.3% of respondents were influenced by social media endorsements, with micro-influencers 

having the most significant effect due to their authenticity and reliability. Instagram emerged as the 

primary platform driving purchases, and trust in influencers played a pivotal role in purchase intention. 

The findings suggest that brands can optimise marketing strategies by collaborating with credible 

influencers, particularly micro-influencers, to enhance consumer engagement and conversion rates. This 

study offers valuable insights for marketers seeking to capitalise on social media influencer marketing in 

a rapidly evolving digital landscape. 

 

1. Introduction 

In today’s digital era, social media has emerged as a powerful tool that has transformed the way businesses 

connect with consumers. Platforms such as Instagram, TikTok, YouTube, and Facebook are no longer just 

spaces for social interaction; they have become dynamic marketing arenas where brands compete for 

attention. Among the many strategies leveraged in these platforms, influencer marketing has gained 

unprecedented importance. Social media influencers are individuals who possess a substantial online 

following and the ability to sway public opinion through their content. These influencers can range from 

celebrities with millions of followers to micro and nano-influencers with smaller but highly engaged 

audiences. 

The recommendations, reviews, and lifestyle portrayals of influencers significantly affect the perceptions 

and purchase behaviours of their followers. Unlike traditional advertising, which often focuses on broad 

messaging, influencer marketing creates a sense of personal connection and authenticity, making it more 

relatable to the audience. Consumers increasingly rely on influencers’ opinions when making decisions 

about products, services, and brands, demonstrating a shift in trust from conventional advertisements to 

peer-like recommendations. 

Moreover, the rise of e-commerce and online shopping has amplified the role of influencers. Through 

product placements, tutorials, unboxings, and sponsored content, influencers guide consumers along the 
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purchase journey, from awareness to decision-making. Studies suggest that influencers not only increase 

brand visibility but also enhance customer engagement and loyalty. 

The impact of social media influencers varies according to the type of influencer, platform used, and the 

credibility perceived by the audience. Mega-influencers and celebrities attract attention due to their 

popularity, while micro and nano-influencers often drive engagement through their perceived authenticity. 

The interactive nature of social media allows consumers to comment, share, and seek clarifications, which 

strengthens the influence of these personalities on buying behaviour. 

This research explores the extent to which social media influencers affect consumer purchase decisions, 

focusing on the type of influencer, consumer trust, and platform effectiveness. Understanding this 

relationship is crucial for marketers who aim to design effective campaigns in the ever-evolving digital 

landscape. The study seeks to provide insights into consumer behaviour, helping brands optimise their 

marketing strategies, improve engagement, and achieve better returns on investment. 

In conclusion, social media influencers are no longer optional in modern marketing; they are essential in 

shaping consumer preferences and purchase behaviour. This research aims to analyse the patterns, trends, 

and factors that drive influencer impact, providing actionable recommendations for businesses seeking to 

leverage this powerful marketing tool. 

 

2. Statement of the Problem 

Despite the growing investment in influencer marketing, businesses often struggle to measure the direct 

impact of influencers on consumer purchase decisions. Questions remain regarding which types of 

influencers—mega, macro, micro, or nano—are most effective in driving conversions. Additionally, there 

is uncertainty about consumer trust levels in influencer endorsements compared to traditional 

advertisements. Some consumers may perceive influencer marketing as biased or promotional, potentially 

reducing its effectiveness. This study seeks to address these gaps by investigating the extent to which 

social media influencers shape consumer buying behaviour and the factors that influence this relationship. 

 

Objectives of the Study 

The objectives of this research are: 

1. To examine how social media influencers affect consumer purchasing decisions. 

2. To analyse which type of influencer (mega, macro, micro, nano) has the highest impact on 

consumer behaviour. 

3. To identify the key factors that enhance the credibility of influencer recommendations. 

4. To explore the relationship between consumer trust and purchase intention influenced by social 

media endorsements. 

5. To provide recommendations for brands to effectively utilise influencers in marketing campaigns. 

 

Hypothesis 

Based on the objectives and the existing literature on social media influencer marketing, this study 

proposes several hypotheses to examine the relationship between influencers and consumer purchase 

behaviour. First, it is hypothesised that social media influencers have a significant impact on consumers’ 

purchasing decisions, indicating that exposure to influencer content can alter buying behaviour. Second, 

micro-influencers are expected to influence consumer purchase decisions more effectively than mega, 

macro, or nano influencers due to their perceived authenticity, relatability, and higher engagement with 
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their audience. Third, higher trust in social media influencers is hypothesised to positively affect 

consumers’ purchase intentions, emphasising the role of credibility in influencing buying choices. Fourth, 

the study hypothesises that Instagram serves as the most effective platform for influencer marketing 

compared to TikTok and YouTube, reflecting platform-specific engagement patterns. Finally, it is 

assumed that younger consumers, specifically those aged 18–25, are more susceptible to the influence of 

social media endorsements than older consumers aged 26–35, highlighting the moderating role of age in 

influencer effectiveness. Testing these hypotheses allows the study to explore the dynamics of influencer 

impact on modern consumer behavior and to provide insights for effective marketing strategies. 

 

3. Scope of the Study 

The scope of this study is designed to focus on understanding the influence of social media influencers on 

consumer purchasing decisions among active social media users aged 18-35 years. The research 

emphasizes three major social media platforms-Instagram, TikTok, and YouTube-where influencer 

marketing is most prevalent and widely utilised. The study examines four types of influencers-mega, 

macro, micro, and nano-to determine which category exerts the greatest influence on consumer behaviour. 

The research primarily investigates purchase intention, decision-making, and brand perception as key 

aspects of consumer behaviour, without considering offline marketing channels or other external factors 

like pricing or discounts. The study also analyses the role of credibility, trust, and engagement in shaping 

the effectiveness of influencer marketing. While the data is collected from a convenience sample of 150 

respondents, the findings aim to provide actionable insights for brands to design platform-specific 

campaigns, select appropriate influencers, and optimise marketing strategies. Overall, the study seeks to 

contribute to a better understanding of influencer-driven consumer behaviour in the digital marketing 

landscape, offering guidance for businesses to enhance brand visibility, engagement, and conversion rates. 

 

4. Review of Literature 

Several studies highlight the growing importance of social media influencers. According to Freberg et al. 

(2011), influencers are trusted sources of information, often more persuasive than traditional 

advertisements. Lou and Yuan (2019) found that influencer credibility—based on expertise, attractiveness, 

and trustworthiness—directly affects consumers’ purchase intentions. De Veirman et al. (2017) 

emphasized the impact of follower count and engagement rate, suggesting that micro-influencers often 

generate higher engagement than mega-influencers. Research by Ki et al. (2020) highlights the role of 

parasocial relationships, where followers feel personal connections with influencers, thereby increasing 

brand influence. Despite these findings, there is limited research on sector-specific influencer 

effectiveness and cross-platform comparisons, which this study aims to explore. 

 

5. Research Methodology 

This study uses a descriptive research design to analyze the impact of social media influencers on 

consumer purchasing decisions. 

 Population: Social media users aged 18–35 years. 

 Sample Size: 150 respondents selected through convenience sampling. 

 Data Collection Method: Structured questionnaire distributed online via Google Forms. 

 Questionnaire Sections: Demographics, social media usage, influencer following, purchase 

behavior, trust in influencer recommendations. 
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 Data Analysis Tools: Microsoft Excel and SPSS for statistical analysis, including frequency 

distributions, percentages, and correlation analysis. 

 Time Frame: Data collected over one month from active social media users. 

 

Table 1: Demographic Profile of Respondents 

Demographics Frequency Percentage 

Age 18-25 80 53.3% 

Age 26-35 70 46.7% 

Male 75 50% 

Female 75 50% 

Instagram Users 90 60% 

TikTok Users 40 26.7% 

YouTube Users 20 13.3% 

Source: Primary Data 

 

Interpretation: 

The demographic profile shows that the respondents are almost equally distributed between genders, with 

50% male and 50% female participants, ensuring balanced perspectives. The majority of respondents 

(53.3%) are aged 18–25, indicating that younger adults dominate the sample, which aligns with the 

primary target audience of social media influencers. Regarding platform usage, Instagram is the most 

popular (60%), followed by TikTok (26.7%) and YouTube (13.3%). This suggests that Instagram may be 

the most effective platform for influencer marketing, as a significant portion of the target audience is active 

there. Overall, the demographic data confirms that the study focuses on a socially active and digitally 

engaged audience likely to be influenced by social media content. 

 

Table 2: Influence of Social Media Influencers on Purchase Decision 

 

Response Frequency Percentage 

Strongly Agree 45 30% 

Agree 65 43.30% 

Neutral 25 16.70% 

Disagree 10 6.70% 

Strongly Disagree 5 3.30% 

Source: Primary Data 

 

Interpretation: 

Table 2 indicates that a majority of respondents (73.3%) agree or strongly agree that social media 

influencers affect their purchase decisions. This demonstrates the significant role influencers play in 

shaping consumer behaviour. Only 10% of respondents disagreed or strongly disagreed, suggesting a small 

portion of the population is not influenced by social media endorsements. The neutral responses (16.7%) 

may indicate occasional influence or selective trust depending on the influencer or product category. 
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Overall, this table confirms that influencer marketing is a powerful tool for brands to guide consumer 

choices, particularly among active social media users. 

 

Table 3: Type of Influencer Most Impactful 

Influencer Type Frequency Percentage 

Mega 20 13.30% 

Macro 35 23.30% 

Micro 60 40% 

Nano 35 23.30% 

Source: Primary Data 

 

Interpretation: 

Table 3 highlights which type of influencer has the most significant impact on consumers. Micro-

influencers lead with 40%, indicating that followers value authenticity, relatability, and engagement over 

sheer follower count. Macro and nano influencers are equally effective at 23.3%, while mega-influencers 

have the lowest impact at 13.3%, possibly due to a perceived lack of personal connection or trust. This 

data suggests that brands may achieve better results by collaborating with micro-influencers, who often 

have strong, trusting relationships with their audience, rather than investing solely in mega-influencers 

with large followings. The results reinforce the growing trend of targeted, relationship-based influencer 

marketing. 

 

Findings 

1. Influencer Impact: 73.3% of respondents agreed that social media influencers affect their 

purchase decisions. 

2. Type of Influencer: Micro-influencers were the most influential, likely due to higher perceived 

authenticity and relatability. 

3. Platform Preference: Instagram was the dominant platform influencing purchases, followed by 

TikTok and YouTube. 

4. Trust Factor: Respondents reported higher trust in influencers who share honest reviews rather 

than sponsored content alone. 

5. Demographics: Younger respondents (18–25) were more influenced than the 26–35 age group. 

  

Suggestions 

1. Collaborate with Micro-Influencers: 

Since micro-influencers were found to have the most significant impact due to their authenticityand 

relatability, brands should prioritise collaborations with them. They often have highlyengaged 

audiences, which can result in better conversion rates compared to mega-influencers. 

2. Focus on Platform-Specific Strategies: 

Instagram emerged as the most effective platform influencing purchases. Brands should tailor their 

campaigns for Instagram, using features like Stories, Reels, and IGTV to maximise engagement. 

TikTok can also be considered for younger audiences, while YouTube may be suitable for product 

demonstrations or in-depth reviews. 
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3. Enhance Credibility and Trust: 

Consumers trust influencers who share honest opinions rather than solely promotional content. 

Brands should encourage influencers to provide authentic reviews, personal experiences, or 

tutorials to maintain credibility and build consumer trust. 

4. Segment Audience Based on Age and Interest: 

Younger consumers (18–25) are more influenced by social media endorsements. Marketers should 

develop age-specific content and campaigns targeting this segment, while adjusting strategies for 

the 26–35 age group based on their preferences and purchase behavior. 

5. Measure Engagement and ROI: 

Brands should regularly monitor engagement metrics such as likes, comments, shares, and click-

through rates to evaluate the effectiveness of influencer campaigns. This data can help optimise 

future marketing strategies and ensure a better return on investment. 

6. Long-Term Influencer Partnerships: 

Building long-term relationships with influencers can strengthen brand credibility and foster 

consistent engagement. Repeated collaboration helps establish trust among followers and enhances 

brand recall. 

7. Incorporate Interactive Content: 

Polls, quizzes, giveaways, and Q&A sessions hosted by influencers can increase audience 

participation and create a more personal connection with the brand. Interactive content also boosts 

the likelihood of purchase decisions influenced by social media. 

8. Diverse Influencer Selection: 

To appeal to a wider audience, brands can collaborate with influencers of varying follower counts, 

content styles, and demographics. This ensures broader reach while maintaining authenticity and 

relatability. 

9. Monitor Trends and Consumer Feedback: 

Keeping track of trending content, viral campaigns, and consumer responses can help brands stay 

relevant and adjust marketing strategies in real-time to improve effectiveness. 

10. Ethical and Transparent Marketing: 

Brands should ensure that influencer partnerships are clearly disclosed and comply with 

advertising guidelines. Transparency enhances consumer trust and protects the brand from 

potential backlash. 

 

Conclusion 

The study concludes that social media influencers play a significant role in shaping consumer purchase 

decisions. Micro-influencers, in particular, have a stronger impact due to their perceived authenticity and 

engagement with followers. Brands can leverage influencer marketing to target specific demographics 

effectively, especially through platforms like Instagram. Trust and credibility remain critical factors in 

ensuring influencer recommendations convert into actual purchases. Future marketing strategies should 

focus on building long-term relationships with influencers and analyzing engagement metrics to maximise 

return on investment. The findings highlight the evolving nature of consumer behaviour in the digital era, 

emphasising the shift from traditional advertising to influencer-driven marketing. 
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