£ =D,
e

O
\‘,’ ISIEM ‘J, International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
\\'1 <7 Volume: 04 Issue: 06 | June — 2025 DOI: 10.55041/ISJEM04343

f An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

“IMPACT OF INFLUENCER MARKETING ON CONSUMER BEHAVIOUR
DECISION”

Dr.Shilpa Pandey, Assistant Professor, Amity Business School

Avni Mishra, A80306422219Enroll Number-A, BBA 6™ B, Amity Business School

Abstract

In the evolving landscape of digital marketing, influencer marketing has emerged as a powerful tool to drive
brand engagement and improve sales performance. This paper explores the effectiveness of influencer
marketing in enhancing brand sales, drawing on theoretical foundations, market data, case studies, and
current trends. It investigates the psychological impact of influencers on consumer behavior, the types of
influencers used, and how brands measure the return on investment (ROI) from such campaigns. Through an
analytical approach, the paper highlights that when strategically implemented, influencer marketing can
significantly boost brand awareness, customer trust, and ultimately, sales performance.

Introduction

The rise of social media has revolutionized how brands communicate with their audiences. Traditional
marketing techniques are rapidly being supplemented or replaced by more interactive, consumer-centric
approaches such as influencer marketing. Influencer marketing involves collaborating with individuals who
have a substantial following and credibility on platforms like Instagram, YouTube, TikTok, or Twitter to
promote a brand’s product or service. The premise is simple: consumers are more likely to trust
recommendations from individuals they admire or relate to, rather than conventional advertisements.

As brands seek to penetrate deeper into the digital market and connect authentically with audiences,
influencer marketing offers a compelling strategy. However, questions remain about its measurable impact on
actual sales performance. This research paper examines the effectiveness of influencer marketing in driving
sales, focusing on its role in consumer decision-making, engagement, and brand conversion.

Objectives of the Study

To assess the impact of influencer marketing on brand sales performance.

To understand consumer behavior and trust toward influencer-endorsed products.
To identify the key factors that make influencer marketing campaigns successful.

To evaluate how brands measure ROI from influencer collaborations.

Literature Review

Evolution of Influencer Marketing

The concept of using public figures or celebrities to endorse products has existed for decades. However, with
the rise of social media platforms like Instagram, YouTube, and TikTok, influencer marketing has undergone
a paradigm shift. According to Freberg et al. (2011), social media influencers are perceived as opinion leaders
who shape public perception through authentic communication and content. Unlike traditional celebrities,
influencers interact directly with their followers, making their endorsements more personal and credible.
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Trust and Authenticity as Key Drivers

One of the core reasons influencer marketing is effective is due to trust and authenticity. A study by
Djafarova and Rushworth (2017) highlights that consumers trust influencers more than traditional
advertisements because influencers are seen as “real people.” Influencer marketing leverages parasocial
relationships—one-sided emotional bonds consumers develop with influencers—which significantly
influences purchase behavior.

Furthermore, Nielsen’s Global Trust in Advertising Report (2023) confirms that over 90% of consumers trust
peer recommendations and user-generated content over branded content. This trust factor contributes to
enhanced brand credibility and ultimately increases sales performance when the influencer is perceived as
genuine.

Influencer Type and Brand Performance

Several researchers have studied the impact of different influencer types—nano, micro, macro, and mega
influencers—on brand performance. De Veirman, Cauberghe & Hudders (2017) found that micro-
influencers (10K—100K followers) have more meaningful engagement and better conversion rates compared
to mega-influencers, who may have a broader reach but lower interaction levels.

This is supported by the Influencer Marketing Hub (2024) report, which states that micro- influencers
generate 60% more engagement per follower and have a stronger effect on purchasing behavior due to their
niche audiences and relatable content.

Influence on Consumer Behavior

Influencer marketing is grounded in consumer behavior theories such as the Elaboration Likelihood Model
(Petty & Cacioppo, 1986) and Social Learning Theory (Bandura, 1977). According to these theories,
consumers are more likely to be influenced by individuals they identify with, especially when the message is
delivered in a peripheral, informal, or visually engaging manner. Influencers act as role models whose
behaviors and preferences are mimicked by their followers, often translating into purchase intent.

A study by Lim et al. (2020) revealed that influencer credibility (expertise, trustworthiness, attractiveness)
has a positive impact on consumers’ purchase intentions and brand attitudes.

Return on Investment (ROI) and Sales Conversion

While brand awareness is an important metric, brands are increasingly interested in measuring actual sales
uplift and ROI. Hughes, Swaminathan & Brooks (2019) emphasized that influencer campaigns can lead to
significant increases in short-term sales, especially when coupled with promo codes, affiliate links, or
product launches.

However, measuring ROI remains a challenge. Lou & Yuan (2019) argue that most studies focus on
engagement metrics (likes, shares, comments) rather than hard financial data like conversions or average
order value. Brands are now using more advanced tools such as Google Analytics, UTM tracking, and social
listening tools to evaluate influencer campaign effectiveness.
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Research Gap

Lack of Quantitative Measurement of Sales Impact Most existing studies tend to focus on soft metrics such
as likes, comments, shares, and engagement rates rather than concrete sales data. While engagement is
important, it does not necessarily equate to actual purchases. There is a noticeable lack of studies that
empirically establish a direct correlation between influencer campaigns and measurable sales performance.

Overemphasis on Developed Markets

The majority of influencer marketing research has been conducted in developed countries like the United
States, UK, and parts of Europe. There is a scarcity of comprehensive studies focusing on emerging markets
such as India, where cultural dynamics, consumer behavior, and digital literacy vary significantly. This gap
limits our understanding of influencer marketing effectiveness in diverse socio-economic contexts.

Inadequate Analysis of Influencer Types and ROI

While the distinction between nano-, micro-, macro-, and celebrity influencers is often acknowledged, few
studies have comparatively analyzed their specific impact on sales performance. The return on investment
(ROI) for each influencer category is under-explored, particularly from a budget allocation perspective for
small and medium-sized businesses.

Limited Insights on Industry-Specific Impact

Influencer marketing effectiveness may differ across sectors (e.g., fashion, cosmetics, electronics, FMCG).
However, most literature does not differentiate by industry, leading to a generalization of findings. There is a
need for sector-specific studies that investigate how influencer strategies perform in distinct product
categories.

Short-Term vs. Long-Term Impact

Current research largely examines short-term sales spikes or campaign performance, ignoring the long-term
brand loyalty and consumer retention effects of influencer marketing. Understanding the sustainability of
influencer-led strategies remains an open question.

Ethical and Regulatory Aspects

While regulatory bodies are slowly implementing guidelines for advertising disclosures (e.g., #sponsored or
#ad), few academic studies explore how transparency and ethical practices affect consumer trust and,
consequently, brand sales. There is also a gap in understanding how undisclosed paid promotions may harm
brand reputation in the long run.

Measurement Tools and Methodologies

There is inconsistency in the tools and analytical frameworks used to assess influencer marketing
effectiveness. Few standardized models exist to evaluate the true performance of influencer campaigns in
terms of both reach and sales. Most businesses rely on proprietary analytics or platform insights, which may
not be academically rigorous.
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Research Methodology
This study adopts a mixed-method approach, combining both primary and secondary data.

Primary data was collected through online surveys targeting 200 consumers aged 18— 35 across urban India.
Secondary data was sourced from industry reports, journal articles, and case studies on influencer marketing
campaigns in brands like Mamaearth, Nykaa, and boAt.

Data was analyzed using statistical tools to determine correlations between influencer engagement
and consumer purchasing behavior.

Analysis and Discussion

1. Respondent Profile (Demographics)

A total of 200 respondents participated in the survey, primarily drawn from the age group of 18-35 years, as
they represent the most active users of social media.

Demographic Factor Category Percentage (%)
Age 1824 years 52%

25-34 years 38%

35+ years 10%
Gender Female 58%

Male 42%
Occupation Students 46%

'Working Professionals 44%

Others 10%

Interpretation:

The majority of respondents are young adults who actively use social media platforms and are more exposed
to influencer marketing.

2. Awareness and Engagement with Influencers

Response Percentage (%)
\Aware of influencer marketing 96%
IFollow at least 1 influencer on social media 89%
Engage with influencer content weekly 72%
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Interpretation:

There is high awareness and engagement with influencers, indicating the strong presence and relevance of
influencer marketing in digital consumer culture.

3. Platforms Where Influencer Marketing is Most Effective

Platform Percentage (%)
Instagram 62%

'YouTube 21%

TikTok 10%
Facebook/Others (7%

Interpretation:

Instagram dominates as the most influential platform for influencer marketing, followed by YouTube,
especially for product reviews and tutorials.

4. Types of Content That Influence Purchase Decisions

Content Type Highly Influential (%)

Product Reviews 69%

Tutorials/How-to Videos 58%

Sponsored Posts 48%

Lifestyle or Daily Vlogs 41%

Interpretation:

Content that educates or demonstrates product use has a stronger impact on buying behavior than passive
promotional posts.
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5. Influence on Purchase Behavior

Influence Level Percentage (%)
[Frequently buy products recommended by influencers 41%
Occasionally buy recommended products 39%
Rarely/Never influenced 20%
Interpretation:

Over 80% of respondents have been influenced to purchase by social media influencers at least once,
validating the effectiveness of influencer marketing.

6. Factors Driving Influence

Influencing Factor Rated Important by (%)

Trustworthiness 77%
|Authenticity 71%
Expertise in niche 64%

Consistency of posts 52%

Physical appearance 36%

Interpretation:

Trust and authenticity are crucial in influencing consumer decisions. Mere celebrity appeal is less effective
compared to perceived sincerity and expertise.

7. Correlation Analysis

Trust in Influencer vs. Purchase Intention: r = 0.74 (Strong Positive Correlation)

Frequency of Engagement vs. Buying Behavior: r = 0.65 (Moderate Positive Correlation)
Platform Use vs. Influence Level: Instagram users showed 68% higher influence levels than others.

Interpretation:

Consumers who trust influencers and engage frequently are more likely to be influenced in their decision-
making. Platform type also mediates the strength of influence.

8. Purchase Categories Most Affected
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Category Influence (%)

IFashion & Apparel 61%

Beauty & Skincare 56%

Electronics 33%

IFood & Wellness 28%

Interpretation:

Fashion, beauty, and skincare are the top categories where influencer marketing shows the most measurable
impact on consumer decisions.

Consumer Insights

Survey responses indicated that:

68% of participants admitted to purchasing a product after seeing it promoted by an influencer.
74% said they trust micro-influencers (with 10K—100K followers) more than celebrities.
58% prefer product reviews and tutorials over simple image promotions.

Role of Influencer Type Influencers are categorized into:

Mega-influencers (>1M followers)
Macro-influencers (100K—1M)
Micro-influencers (10K—100K)
Nano-influencers (<10K)

Brands often choose micro and nano-influencers for niche targeting and higher engagement rates. According
to a 2024 report by Kantar, micro-influencers have 60% more engagement per follower than macro-
influencers.

Case Study: Mamaearth

Mamaearth, a D2C personal care brand, used a network of micro-influencers on YouTube and Instagram.
Their #GoodnessInside campaign focused on product education, testimonials, and organic reach. Within 12
months, their revenue doubled, and brand recall improved by 45%. This demonstrates the direct link between
influencer-led awareness and sales growth.

Measuring ROI

The effectiveness of influencer marketing is typically measured using:
Sales Uplift (pre- and post-campaign)

Engagement Rate (likes, comments, shares)

Click-through Rate (CTR) and Conversion Rate

Cost per Acquisition (CPA)

Advanced tools like Google Analytics, UTM tracking, and affiliate codes help in quantifying influencer-led
sales.
Challenges in Influencer Marketing
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While influencer marketing has clear benefits, challenges persist:
Fake followers and engagement inflation dilute credibility.
Content saturation and brand fatigue among consumers.

Lack of regulation in influencer disclosures and authenticity.

Brands must conduct due diligence and work with influencers whose values align with the brand’s identity.

Findings

Influencer marketing significantly influences consumer purchase decisions, particularly in beauty, fashion,
and tech categories.

Trust, relatability, and content relevance are the primary drivers of consumer engagement.
Micro-influencers provide higher ROI due to targeted niche audiences and better engagement.

The success of influencer marketing depends on content strategy, platform selection, and audience
segmentation.

Conclusion

Influencer marketing has evolved into a strategic asset for brands aiming to improve sales performance in the
digital age. As consumers increasingly seek authentic experiences, influencers bridge the gap between brands
and buyers with credibility and relatability. The effectiveness of influencer marketing is most evident when
campaigns are tailored, data-driven, and transparent.

However, the field is dynamic, and success depends on continuous adaptation, ethical collaboration,
and accurate measurement of results. Brands must invest not just in influencers, but also in long-term
relationship-building and content quality to sustain performance gains. Recommendations

Brands should prioritize partnerships with influencers who align with their core values.

Use amix of influencer types depending on campaign goals—brand awareness vs. sales conversion.
Employ performance tracking tools and A/B testing to refine campaigns.

Ensure transparency by encouraging influencers to disclose sponsorships honestly.

Conduct market segmentation to match influencers with target audience preferences.
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