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Abstract— Social media influencer marketing is a very
important component as a source of advertising for brands,
products, or services. The reason behind this is that
consumer behavior is highly influenced by the perceived
popularity, knowledge, and trustworthiness of the
influencers. Thus, the study focuses on the complex
interaction between a consumer and influencer on social
media platforms and how it affects the purchasing behavior
of the consumer. The study is based on a conceptual
framework to understand the attitude of the consumer
towards the content that is promoted through influencer
marketing. It is anticipated that consumer behavior gets
affected by the popularity of the influencer/celebrity
endorsing the brand, and it also depends upon the frequency
of the ads that consumers come across. It is also anticipated
that the knowledge of the influence and trust a consumer
has in the influencer also affects the purchase intent. A
survey with 739 samples and a questionnaire based on
influencer marketing and purchase intent was conducted,
which was based on a 5-point scaling method. With the goal
to gain insight into the effectiveness of influencer marketing
strategies, the study aims at exploring how various
influencer attributes as well as the kind of their promotional
content influence consumer buying behaviour.

Keywords—Social Media, Influencers, Sponsor, Advertisement,
Social Media Marketing

I. INTRODUCTION

Social Media Influencer marketing facilitates businesses to
partner with individuals which hold a large followership,
enhancing their brand exposure among the target consumers
[1]. Businesses get involved with the influencers in order to
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post social media content endorsing their products or services
[2]. Social media users typically follow influencers they trust,
thus observing someone they follow endorsing business builds
inherent trust, potentially elevating the conversion rate of the
brand [2] [3].

An important aspect of any influencer on social media
strategies involves identifying influencers suitable for
endorsing the brand, product or service [3]. For instance, if the
brand specializes in fitness, collaborating with an influencer
famous for promoting health and fitness are most advisable
[4]. In such a case, it is ideal to team up with influencers
meeting this criteria who attain some knowledge, as their
followers are likely interested in their recommendations.

A) Is Social Media influencer marketing effective?

There are many key benefits of social media influencer
marketing in order to approach the target consumer and to
influence their purchase intent.

® Credibility and Trustworthiness: Certain businesses finds
hard to promote their products and services as consumers
don't trust them [4] [12]. For those businesses, it becomes
essential that they convey trustworthiness to new
customers. A business may rapidly boost the
trustworthiness and dependability of their brand by
working with influencers who have followers who trust
them [2] [5].

® Practical Profitable worthwhile: A major advantage of
influencer marketing is its cost-effectiveness [3] [6]. If a
brand/ product. Service oriented companies opt for this



strategy, they may yield a substantial return on investment
by partnering with the right individuals.

® Attracting Prospect Consumers: with the help of
influencer campaigns a brand can reach individuals who
are likely interested in their products and services,
potentially facilitating an increase in purchase intent [4].

® Raising Brand Awareness: Working with celebrities and
influencers gets the products and services being sold in
view of a wider audience immediately. Some celebrities
possess millions of followers. Therefore, influencer
marketing may improve awareness of brands in a number
of ways [5] [7].

B) Kinds of Social Media Influencers

Social Media Influencers play a very important role in
interacting with target consumer and advertising brand
messages in the current social media marketing landscape.
These influencers come in various shapes and sizes, and based
on the objectives of the brand campaign and financial
constraints, each one offers unique benefits [6].

i. Mega or Celebrity Influencers:

With more than a million followers, these influencers are at
the top of the social media influencer hierarchy. Usually made
up of well-known actors, musicians, sportsmen, and public
personalities, they have a big impact on a wide range of
people. Their celebrity status demands attention, making them
perfect for brand efforts looking for broad exposure. However,
working with mega influencers can be expensive, and their
large following might lead to lower engagement rates than
with specialised influencers [51].

Companies that stand to gain from partnerships with mega
influencers include:

e Big businesses with lots of resources and flexible
spending plans.

e companies who aim to reach a diverse range of
consumers with a range of interests and
demographics.

e Luxury brands that strive to project an air of
distinction and exclusivity [52].

ii. Macro-Influencers

Having between 100,000 and 1 million followers, macro-
influencers fall in between mega- and micro-influencers.
These people have become thought leaders in their respective
fields by producing and interacting with material consistently
[9]. Although working with macro influencers might help a
company reach a wider audience, depending on the specifics
of the campaign, expenses could still be high [51].

Businesses that might find value in relationships with macro
influencers include:

e Startups looking for quick recognition and respect in
their industry.

e Non-profit groups working to increase awareness and
financial support for their issues.

e Travel and hospitality brands aimed at a broad but
well-defined audience segment [52].

iii. Micro-Influencers

Having between 10,000 and 100,000 followers, micro-
influencers have become well-known figures in their local
communities. Recognised for their genuine content and
elevated rates of interaction, they present a reasonably priced
option for businesses to establish a connection with a certain
demographic [51].
Companies such as the following could gain from working
with micro-influencers:
e Brands using real endorsements to boost conversions
and meaningful interaction.
e Marketers want to increase return on investment by
utilising the authenticity and trust that come with
working with micro-influencers [52].

iv. Nano Influencers

At the lower echelons of the influencer marketing hierarchy
are those known as "nano-influencers,” who have less than
10,000 followers. Nano-influencers are useful partners for
brands that target particular demographics or communities
because, despite their limited reach, they cultivate genuine
connection and trust within their communities [51.

Companies that stand to gain from working with nano-
influencers include:

e Local businesses trying to foster a sense of brand
loyalty in certain neighborhoods.



e Small companies looking for affordable marketing
options.

e artisanal companies seeking to present distinctive
goods to an open-minded public [5].

In conclusion, the influencer network offers marketers an
endless number of methods to connect with audiences of all
kinds and sizes. By recognising the advantages and benefits of
each influencer tier, marketers may create beneficial
partnerships that connect with their target audience and lead to
provable results. [8][29].

Il. LITERATURE REVIEW

Celebrity integration into marketing campaigns is a tried-and-
true tactic that has been shown to be consistently beneficial in
drawing in customers and enhancing brand recognition [9].
Companies invest a lot of money on celebrity endorsements
because they know that having a well-known public figure
support their goods or services can increase their popularity.
Celebrity endorsement, as it is generally called, is a frequently
used approach that works on the basis of using celebrities'
aspirational traits and influence to positively affect consumer
views and behaviours, ultimately leading to favourable
advertising outcomes [10][11].

But in recent years, another genre of influential people has
come up and they are called as social media influencers, who
have significantly changed the marketing scenarios [9]. These
influencers have now become celebrity faces among the
people and have become well-known by a variety of internet
platforms to build huge fan bases and have considerable
control over their viewers [13]. In contrast to the traditional
celebrities, who became famous among the crowd via
entertainment platforms like television or cinema, athletics, or
other popular domains, social media influencers made out
their credibility and trust in the market, which includes almost
every domain from fitness and gaming to beauty and fashion
[14].

Online celebrities, also referred to as social media influencers,
have become popular through social media where they
constantly create and disseminate useful original and fun
content as per their knowledgeable domain. These influencers
project authentic information which is in accordance with their
followers interest and hence curate intimate relations with a

large following, and thus wield a positive influence over their
followers affecting their purchases and decision making intent.
These influencers come under certain groups, such as mega,
macro, and nano influencers, and also celebrity influencers.
contrast with traditional celebrities, who usually gain fame by
achievements in entertainment, athletics, or other famous
fields, social media influencers build themselves their
authority and trust in focused sectors, that involve everything
from fitness and gaming to beauty and fashion. [16].

The emergence of influencer marketing has led to substantial
investment in the sector, as companies allocate more funds to
partnering with social media influencers in order to leverage
their audience and power [15][17]. Forecasts show that
spending on influencer marketing will increase exponentially,
highlighting the strategy's proven ability to increase consumer
engagement and brand affinity, especially with younger
audiences who clearly prefer real, relatable content creators to
traditional celebrities [14][17].

Alongside influencer marketing's widespread use, scholarly
investigation into it has grown, with researchers attempting to
understand the fundamental dynamics and mechanisms that
underpin connections between influencers and followers [18].
Research delves into a number of aspects, such as the
legitimacy of influencers, the significance of the material, and
the nuances of audience interaction, illuminating the nuances
of this emerging marketing paradigm [19].

Influencer-follower dynamics are marked by mutual
connection and genuine involvement, as opposed to the one-
sided nature of parasocial interactions that are common in
traditional media consumption [23]. Influencers on social
media actively build relationships with their followers by
communicating in a personalized way, listening to their
comments, and fostering a feeling of belonging [21]. Beyond
the superficiality frequently connected to conventional
celebrity endorsements, this reciprocal engagement cultivates
a deeper degree of connection and resonance [28].

I1l. CONCEPTUAL FRAMEWORK AND
RESEARCH HYPOTHESIS

A) Popularity



The relationship between perceived popularity and sources is
intricately linked to social norms. When it comes to successful
advertising, a source's popularity mostly depends on how well
it can connect with the audience through likeability,
familiarity, and resemblance [20]. Similarity measures how
much the source and the recipient (such as social media
followers) are thought to resemble one another, whereas
familiarity measures how much the recipient has learned about
the source from exposure[22]. On the other hand, likeability is
derived from the source's demeanor and physical
attributes[25].

The social media influencers are crucial in increasing the
visibility of the advertisement, especially when the influencers
have remarkable similarities with their target audience [24].
There are certain physical attributes, which include height,
weight, beauty etc. which have a significant impact on how
people see their influencers.

Popular influencer endorsement is a very essential tactic in
order to raise consumer awareness and acceptance of
advertised brand, product and service. [26][27]. According to
research, consumers' purchase intentions are more likely to be
supported by endorsers who are viewed as beautiful. As a
result, leveraging a source's physical popularity can greatly
increase the impact of advertising [28].

Through the observation the following theories are put forth in
this study:

H1: The popularity of social media influencers gives positive
attitudes toward the advertised content.

H2: The popularity of social media influencers gives positive
attitudes toward the advertised brand.

H3: The popularity of social media influencers give positive
purchase intentions for advertised products.

B) Knowledge

According to popular definitions, expertise is "the perceived
capacity of a source to make credible statements.” In this
instance, the endorser is thought to be adequately informed to
provide reliable facts or viewpoints on a certain subject. One
can presume that an endorser with greater authority has a
better level of experience and can therefore influence buying
intentions more strongly [25][27].

Previous research has shown that customers' purchasing
decisions and perceptions of a source's credibility can be
influenced by its level of knowledge. When a source promotes
high-end and useful brands, their influence becomes even
more important [28]. Consequently, adopting traditional
messaging or brand marketing is less effective than hiring an
endorser with appropriate experience [28]. Furthermore,
Chaovalit's study shows a strong relationship between
knowledge and purchasing behaviour, highlighting the role
that expertise plays in influencing customer choices [30].

In a similar vein, internet shoppers acknowledge that
influencers' knowledge or familiarity with the product is
essential to their endorsements being successful. Fit among the
influencer and the product has an important effect on
credibility, particularly for people who have proven
themselves as experts in particular sectors like fitness, beauty,
gaming, or fashion [31]. Influencers seem to be more real and
trustworthy than typical celebrities since they often have direct
knowledge of the products they endorse. This authenticity is
most obvious when it comes to some things, such as food and
drink, cosmetics, etc., because influencers usually consume
and know about the products before promoting them to their
followers. [32].

Celebrity endorsements, on the other hand, could not have the
same authenticity because the celebrities endorsing the
products don't necessarily use or comprehend them; instead,
they rely more on their notoriety in the industry [33]. As a
result, consumers can view celebrity endorsements as less
credible and real than those from influencers. Therefore,
improving consumer attitudes and buy intentions depends on
the influencer and product aligning [34].

These observations lead to the following theories being put
forth:

H4: Attitudes towards the promoted product are positively
influenced by social media influencers' knowledge.

H5: Attitudes towards the endorsed brand are positively
impacted by social media influencer knowledge.

H6: Purchase intentions for products are positively influenced
by social media influencer knowledge.

C) Trustworthiness



The term "trustworthiness" describes how customers or
followers view an influencer's sincerity in delivering truthful
and accurate information about a product. It has to do with the
influencer's ability to accurately communicate key points
about how a product influences customers' opinions [35][54].
Other aspects of the influencer's personality are useless in
influencing customers' opinions in the absence of trust.
Credibility depends heavily on trust, which has also been
shown to have an impact on customer engagement and attitude
formation. Reputable endorsers are thought to be more
trustworthy than regular people.

The efficacy of endorsements is increased and consumers'
purchasing intentions are greatly impacted by the credibility of
the source. Customers' impressions of the source have a
positive impact on their assessment of the products' worth,
which in turn influences their purchasing decisions.
Arguments pertaining to the product, appeal, and
trustworthiness are all clearly correlated [36][54]. For
instance, the impact of trustworthiness may be less apparent
than with weaker arguments when marketing literature has
strong justifications about the product. As a result, the people
selected as influencers ought to be people who the public finds
approachable, objective, and genuine [54].

This study emphasises how crucial it is for customers to see
social media influencers as approachable people with
comparable interests and beliefs [37]. This view raises the
influencer's legitimacy and makes people more receptive to
product-related material published on social media [38].

These results lead to the following theories being put forth:
H7: Perceptions of advertising are positively influenced by
social media influencers' trustworthiness.

H8: Attitudes towards the promoted brand are positively
impacted by social media influencers' trustworthiness.

H9: The intention to buy a product is positively influenced by
social media influencers' trustworthiness.

Popularity Knowlegde Trustworthiness

Purchase
Intent

Advertisement
Brand

Advertisement
Attitude

Figure 1: Consumer Behaviour Hypothesis based on
Popularity, Knowledge and Trustworthiness

IV. METHODOLOGY STAGE 1
A) Sample Collection

The primary stage of methodology used in the study is
basically designed to provide a indepth understanding of the of
exposure of advertisements on the consumer through social
media. A planned and carefully implemented survey was
conducted in order to extract information from a diverse range
of sample of 739 people, divided into age and demographic
categories. The age group covered the major earning section
of the people.

55 Yrs. and above

18-24 Yrs.

45-54 Yrs. 2534 Y
= rs.

35-44 Yrs.

Graph 1: Sample Collection figures
B) Instrument for Gathering Data

A set of questionnaires designed specifically intended to
understand the participants' exposure to the advertisements
based on influencers on social media platform. The survey
consisted of several sections that were carefully designed to
encapsulate major aspects of the attitudes, preferences, and



engagement of the consumer in reference to social media
advertisements and to further understand their attitudes and
behaviors towards purchase intent depending upon the
advertisements on social media platforms.

C) Scale of Measurement

The scale of the measuring method was chosen carefully,
which was a five-point Likert scale, that is basically used to
systematically assess the responses of the participants'. With a
wide range of response options based on the scaling method
were “Strongly Agree", “Agree”, “Neutral”, "Disagree” and
"Strongly Disagree,". This kind of scale gave the sample
participants the flexibility to express how much they agreed or
disagreed with the claims and questionnaires they were asked.

D) Questionnaires

The major issue of the survey was to understand how
frequently samples were exposed to influencers based
advertisements on social media platforms. All the samples
were specifically asked the following question:

Q.1: Frequently do you encounter advertisements in the form
of paid promotions, sponsored content, reels endorsed by
popular influencers on Social Media platforms.

Q.2: You place trust in products, services or brands that are
advertised or endorsed by social media influencers or
celebrities.

Q.3: Your purchasing decisions depend on recommendations/
expertise from social media influencers.

This carefully thought-out question sought to elicit
participants' first-hand accounts and opinions about the
prominence and frequency of adverts by influencers, trust on
those and finally the purchase intent on different social media
platforms.

E) Data Collection

Equipped with the painstakingly crafted questionnaire, data
gathering operations were painstakingly coordinated,
guaranteeing rigorous compliance with accepted research
ethics and procedural integrity. The questionnaire items were
distributed to participants, who were asked to provide their
answers. Particular attention was given to the question about

the frequency of exposure to social media advertisements. The
well-documented and coded answers served as the basis for
further analyses and interpretations, supporting the study
project's scholarly importance and empirical resilience.

F) Result:

Q.1: Frequently do you encounter advertisements in the

form of paid promotions, sponsored content, reels
endorsed by popular influencers on Social Media
platforms.

30

20
[}
g

10

Strongly Agree Agree Neutral Disagree Strongly Disagree

Scale

Graph 2: Data collections of samples on “frequently consumer comes
across advertisements popular influencers endorsing
products/services”

The Y-axis quantifies percentages, adding up to 100%, and the
X-axis carefully demonstrates the data collection approach,
with a focus on survey of 739 people using scaling
methodologies. 21% of respondents absolutely agree the
frequency of influencer-endorsed ads, and 24% more people
agree. Remarkably, 23.4% take a neutral position, indicating a
range of opinions or the need for more thought. On the other
hand, 7.3% strongly disagree with the idea, and 24.3%
disagree, adding contrasting viewpoints to the conversation.
This thorough depiction reveals a complex story and
highlights the nuances of public opinion around influencer-
driven advertising. It highlights the range of opinions, from
passionate support to unwavering opposition, among the
sample population, offering priceless insights into the attitudes
of modern consumers.



Q.2: You place trust in products, services or brands that
are advertised or endorsed by social media influencers or
celebrities.

Date collected:

40

30

20

%age

Strongly Agree Agree Neutral Disagree Strongly Disagree

Scale

Graph 3: Data collections of samples on “trust in products, services
or brands that are advertised or endorsed by social media influencers”

The graph is structured with the X-axis delineating the
methodology employed for data collection from 739 people,
particularly highlighting the scaling method utilized within
surveys. Meanwhile, the Y-axis is dedicated to representing
percentages, offering a comprehensive view of the distribution
of responses. The total sum of percentages equates to 100,
providing a holistic overview of the respondents’ sentiments.

Among the participants, a nuanced spectrum of opinions
emerges. A notable 9.2% express a strong inclination towards
trusting advertisements endorsed by influencers and their
expertise, indicating a robust level of confidence in such
promotional content. Additionally, a significant portion,
constituting 28% of the respondents, express agreement with
the notion of trusting influencer-endorsed ads, further

underlining a substantial level of endorsement within the
sample group.

In contrast, a sizable contingent, comprising 35.1% of
respondents, maintains a neutral stance on the matter,
reflecting a degree of ambivalence or indecision regarding the
trustworthiness of influencer-promoted content. Meanwhile, a
notable segment, accounting for 20.7% of participants,
expresses disagreement with such advertisements, suggesting
a level of skepticism or lack of trust in their authenticity.
Additionally, 6.8% of respondents strongly oppose the idea of
trusting influencer-endorsed ads, signifying a particularly
strong aversion or skepticism towards this form of advertising.

Q.3: Your purchasing decisions depend on knowledge
from social media influencers.

Data collected:

40

30

20

%age

Strongly Agree Agree Neutral Disagree Strongly Disagree

Scale

Graph 4: Data collections of samples on “purchasing decisions of
consumers depending on knowledge from social media influencers.”

100% is represented by the vertical axis, which shows
percentages, while the horizontal axis shows the data
collection process from 739 people, with a special emphasis
on survey scaling approaches. Of those surveyed, 8.5%
strongly indicate that they would like to buy things that
influencers recommend, and 29.4% more people agree.
Remarkably, 36% are neutral, indicating a range of opinions
or a need for more thought. On the other hand, 6.8% strongly
disagree, and 24.7% disagree as well, adding a variety of
viewpoints to the discussion. This thorough representation
reveals a complex story and illuminates the complex terrain of



public opinion on purchase intent on influencer-driven

advertising.

V. METHODOLOGY STAGE 2

The questions were arranged into three pairs once the survey's
sample data was collected in order to look for correlations and
validate the theories being investigated. Then, these paired
surveys were analysed using the Pearson correlation method
on SPSS [53].

One of the best statistical method used for determining the
direction and strength of relationship between bivariate
variables is Pearson's correlation coefficient, or Pearson's "r."
This coefficient, goes from -1 to +1, which then provides

important information about the relationship:

e A positive relationship is represented by a number of
+1, which means that as one variable rises, the other
variable increases in the same proportion.

e A value of -1, means a negative linear relationship
that happens when one variable rises, the other falls
in proportion.

e The absence of a linear relationship between the
variables is shown with the value of 0, which
suggests that changes in one variable do not
correspond with changes in the other.

This method makes the understanding of the link between the
variables possible, it also enables researchers to assess the

direction and strength of interactions within the dataset
collected.

o YE-9-1
V@ -2 Y - 9)°

T = correlation coefficient

Z; = values of the x-variable in a sample
T =mean of the values of the x-variable
Yi = values of the y-variable in a sample

§ = mean of the values of the y-variable

Image 2: Pearson Correlation Calculation Method

The Pearson Correlation method was applied on the
guestionnaires using the SPSS tool.

A) Assessing Exposure to Advertisements by Popular
Influencers on Social Media and Consumer Trust
in Endorsements:

Q.1: Frequently do you encounter advertisements in the form
of paid promotions, sponsored content, reels endorsed by
popular influencers on Social Media platforms.

Q.2: You place trust in products, services or brands that are
advertised or endorsed by social media influencers or

celebrities.
Descriptive Statistics
Mean Std. Deviation N
Frequently do you encounter | 2.73 1.243 739

advertisements in the form of paid
promotions, sponsored content, reels
endorsed by popular influencers on Social
Media platforms.

You place trust in products, services or|2.88 1.056 739
brands that are advertised or endorsed by
social media influencers or celebrities.

Table 1: Descriptive Stats for Q1 & Q2

Correlations

Frequently do you
encounter advertisements [You place trust in

in the form of paid products, services or
promotions, sponsored  |brands that are advertised
content, reels endorsed  [or endorsed by social

by popular influencers on |media influencers or
Social Media platforms.  |celebrities.

Frequently do you encounter |Pearson
advertisements in the form of | Correlation 1].497*
paid promotions, sponsored Sig. (2-ailed) <001
content, reels endorsed by

popular influencers on Social

Media platforms N 739 739
You place trust in products, |Pearson
services or brands thatare  |Correlation 497 1

advertised or endorsed by Sig. (2-ailed) <001
social media influencers or - ‘
celebrities. N 739 739

**_ Correlation is significant at the 0.01 level (2-tailed).

Table 2: Correlation between Q1 & Q2

A Pearson Correlation was conducted to examine the
relationship between Q1 and Q2 and found that there is
positive correlation between them r[n(739)] = .497, p<.001.



Through using the method of executing a survey consisting of
two primary questions, the objective is to examine any
possible correlation between the frequency of exposure to
social media advertising through influencers and the degree of
trust attributed to items or businesses that influencers
advocate. The replies from 739 participants were subjected to
a Pearson correlation analysis. The findings of the study
clearly indicates that there is a significant positive connection
(r =497, p <.001) between the influencer based
advertisements consumers come across to and the degree of
trust consumers place in the influencers advertising the brand/
product/ service on the social media platforms. These results
provide an insight into how social media influencer based
advertisement is influencing the purchase intent of the
consumer behaviour.

Celebrities or influencers who use social media as an essential
platform in order to advertise in recent years, are basically
using their followers to spread the idea and knowledge about
brands, products and services [45][46]. This phenomenon
suggests that viewers frequently come across such
advertisements on social media platforms and are more likely
to believe in things that influencers or celebrities recommend
because of the trust that the consumer has on the influencer
leading to affect the purchase intent[47].

To summarize this study, a consumer that trusts and follows
an influencer on Social Media will certainly trust the endorsed
items that will frequently be shown on their social media page
are positively correlated. Marketers may work on their
advertising campaigns to take such advantage of the social
media influencer endorsements' capacity to inbuilt trust on
their consumers for their brand[47][48]. To investigate other
elements that can affect customer trust in the context of social
media advertising, more research is necessary.

B) From Frequency of Sponsored Promotions by
Popular Influencers on Social Media to
Purchasing Power

Q.1: Frequently do you encounter advertisements in the form
of paid promotions, sponsored content, reels endorsed by
popular influencers on Social Media platforms.

Q.3: Your purchasing decisions depend on recommendations/
expertise from social media influencers.

Descriptive Statistics
Mean Std. Deviation N

Freguently do you encounter|2.73 1.243 739
advertisements in the form of paid
promotions, sponsored content, reels
endorsed by popular influencers on Social
Media platforms

Your purchasing decisions depend on|2.92 1.071 739
recommendations/ expertise from social
media influencers.

Table 3: Descriptive Stats for Q1 & Q3

Correlations

Frequently do you encounter
advertisements in the form of
paid promotions, sponsored dacisions depand on
content, reels endorsed by| oo dokone

popular influencers on Social expertise from social
Media platforms.

Your purchasing

media influencers.

Frequently do you encounter |Pearson 1 470"
advertisements in the form of |Correlation

paid promotions, sponsored Sig. (2-ailed) <001
content, reels endorsed by

popular influencers on Social 739 739
Media platforms.

Your purchasing decisions |Pearson 470" 1
depend on | Correlation

recommendations/ expertise

from social media |Sig. (2-tailed) <.001

influencers N 739 739

**, Correlation is significant at the 0.01 level (2-tailed).

Table 4: Correlation between Q1 & Q2

A Pearson Correlation was conducted to examine the
relationship between Q1 and Q3 and found that there is
positive correlation between them r[n(739)] = .470, p<.001.

This aims to understand the relationship between variables:
the frequency of influencer based advertisement exposure on
social media and how much consumers rely on influencer
expertise while making purchasing decisions. Pearson
correlation method was adopted to examine the collected
sample data from 739 individuals. The results of the method
had revealed a significant positive correlation (r =.470, p
<.001) between the questionnaire. Our understanding of the
relationship  between influencer impact on consumer
behaviour and social media advertising is enhanced by these
findings.

In the era when Social media has a great impact on people,
influencers play a pivotal role to influence the preferences and
behaviours of consumers and their purchase intent [39][40].
Influencer marketing is a very common way used these days
by businesses to gain trust among people for their brand,
product and service through social media platforms[43]. As a
result, those who see these influencer based ads on social
media sites more often are more likely to believe and follow



suggestions from influencers when making judgements buying
something [41].

This suggests that social media influencer based advertisement
positively correlates with the recommendations/ knowledge
from influencers when the consumer makes the purchase
decision for a brand, product or service [49][50]. These
findings provide insightful information for marketers
navigating the digital landscape by highlighting the
interconnectedness of influencer and social media advertising
on consumer behaviour.

C) Influencer Impact: Trust in Expertise of
Endorsements done by Influencers and the
Influence on Purchasing Decisions

Q.2: You place trust in products, services or brands that are
advertised or endorsed by social media influencers or
celebrities.

Q.3: Your purchasing decisions depend on recommendations/
expertise from social media influencers.

Descriptive Statistics

Mean Std. Deviation

=

You place trust in products,
services or brands that are
advertised or endorsed by social
media influencers or celebrities. 2.88 1.056 739

Your purchasing decisions depend
on recommendations/ expertise
from social media influencers. 292 1.071 739

Table 5: Descriptive Stats for Q2 & Q3

Correlations

You place trust in
products, services or
brands that are

Your purchasing
decisions depend on
advertised or endorsed  |recommendations/
by social media expertise from social
influencers or celebrities. |media influencers

‘You place trust in products,

! Pearson Correlation 1(.700*
services or brands that are -
advertised or endorsed by social | S19: (2-talled) <001
media influencers or celebrities.  |N 739 739

Pearson Correlation |.700* 1

Your purchasing decisions depend —
on recommendations/ expertise |19 (-talled) <001
from social media influencers. N 739 739

**, Correlation is significant at the 0.01 level (2-tailed).

Table 6: Correlation between Q2 & Q3

A Pearson Correlation was conducted to examine the
relationship between Q2 and Q3 and found that there is
High positive correlation between them r[n(739)] = .700,
p<.001.

To understand the complex relationships between two
questions of the survey which were necessary to recognise the
indicator of consumer behaviour in the relation to influencer
marketing on Social Media Platforms a strong analytical
framework was selected “Pearson Correlation”. After the
conduction of the test on SPSS the results provided a
significant acknowledgement of the mutual relationship
between the trust that a consumer has on their influencer they
follow on social media platform and the purchase intent that is
affected because of the knowledge shared by those influencers
as they endorse brands, products or services on those
platforms.

With the sample size of 739 participants, the analysis showed
a highly positive correlation coefficient (r) of 0.700, stating a
strong and significant relationship between the variables.
Additionally, the p-value was less than 0.001, highlighting a
positive correlation. Thus verifying the link between consumer
trust on the social media influencer and their purchase intent.

This henceforth proves that there is a widespread effect of
social media influencers or celebrities on the decisions made
by consumers thus affecting their purchase intent[42][44]. It
clearly shows the complex psychology of the consumer, and
how they are emphasized by the recommendation/ knowledge
given by the influencers they follow on social media.

IV. CONCLUSION

The results from the methodology Pearson Correlation Test
that was conducted on the 739 collected samples showed
positive correlations. That clearly shows that consumers'
purchase intention is positively influenced by the
endorsements done by social media influencers for brands,
goods and services. Customers these days buy products or
services through online platforms just because they trust these
influencer’s knowledge and expertise.

The discussion of the conceptual framework and study
hypotheses throws light on the complex connections that exist
between observed popularity, knowledge, trustworthiness, and
customer behaviour in the context of influencer marketing.



These results agree with the hypothesis H1, H2 and H3, which
suggest that opinions regarding social media influencers'
popularity show a positive impact on attitudes towards
businesses, promoted content, and purchase intentions.
Furthermore, attitudes towards suggested products and firms
as well as purchase intentions are significantly influenced by
influencer knowledge, which is stated in hypotheses H4, H5
and H6.

The impact of advertising is highly influenced by
trustworthiness, an essential element of consumer perception.
Hypotheses H7, H8 and H9 reflect the positive effects of
influencers' trustworthiness on attitudes towards promoted
businesses, and views on advertising, and purchase intentions.

In terms of methodology, exact data collection processes, a
well-designed questionnaire, and reliable statistical analysis
such as Pearson correlation have generated important findings
about consumer attitudes and behaviours about influencer
marketing.

As a result, this study reveals knowledge on the complicated
processes behind influencer marketing and highlights the
important part that factors like popularity, knowledge, and
trustworthiness play in influencing consumer opinions and
behaviour. Results indicate the need for more research aimed
at more variables influencing consumer behaviour and trust in
the constantly changing field of social media advertising while
offering marketers with helpful suggestions as to how to make
use of influencer endorsements.
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