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ABSTRACT

Influencer marketing has emerged as a transformative force in the digital land-
scape, significantly shaping consumer buying behaviour. This abstract explores
the multifaceted impact of influencer marketing on consumer purchasing decisions,
emphasizing its role in fostering trust, enhancing brand awareness, and driving
sales. Influencers, who are perceived as relatable and authentic figures, cultivate a
sense of trust among their followers, making their endorsements more credible than
traditional advertising methods. Research indicates that 61% of consumers are more
likely to trust recommendations from influencers compared to brand-produced content.
This trust not only influences immediate purchase decisions but also contributes to
long-term brand loyalty. Moreover, influencer marketing effectively utilizes social
proof, where consumers are motivated to purchase products endorsed by influencers
they admire, often driven by a Fear of Missing Out (FOMO). The targeted nature of
influencer campaigns allows brands to reach niche audiences, thereby increasing
engagement and conversion rates
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INTRODUCTION

In recent years, influencer marketing has emerged as a pivotal strategy in the
realm of digital marketing, reshaping how brands connect with consumers. This
phenomenon is characterized by the collaboration between brands and individuals
who possess the ability to influence the purchasing decisions of their followers
through social media platforms. Influencers, often seen as relatable figures, leverage
their online presence to promote products and services, creating a bridge between
brands and consumers that traditional advertising methods struggle to achieve.
This introduction explores the significance of influencer marketing, its impact on
consumer buying behavior, and the rationale behind its growing prominence in
contemporary marketing practices.

The rise of social media has revolutionized communication and information
dissemination, leading to a shift in consumer behavior. With platforms like Insta-
gram, TikTok, and YouTube becoming integral parts of daily life, consumers are
increasingly turning to these channels for product recommendations and reviews.
According to a study by Nielsen (2020), 92% of consumers trust reccommendations
from individuals over brands, highlighting the effectiveness of influencer market-
ing in establishing credibility and trustworthiness (Agility PR, 2024). This trust is
particularly crucial in an era where consumers are bombarded with advertisements
from multiple sources. Influencers often provide authentic content that resonates
with their audience's values and interests, making their endorsements more impactful
than conventional advertisements (Bhattacharya & Sen, 2003).

The rationale behind studying the impact of influencer marketing on consumer
buying behavior lies in understanding this evolving landscape. As brands allocate
more resources to influencer partnerships, it becomes essential to analyze how these
collaborations affect consumer perceptions, attitudes, and ultimately, purchasing
decisions (Kumar & Ghouse, 2024). By examining the mechanisms through which
influencer marketing operates, researchers can uncover insights into consumer
psychology and behavior that can inform more effective marketing strategies. Ad-
ditionally, understanding these dynamics can help brands optimize their influencer
collaborations, ensuring that they align with their target audience's preferences and
values.

Objectives of the Study
1. The study aims to identify the key factors that enhance the effectiveness of in-

fluencer marketing campaigns. This includes examining influencer credibility,
relatability, and the nature of content shared. Understanding these elements will
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