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Abstract

Social media was created to digitally link individuals who might not otherwise have had the
opportunity to meet and contact each other regularly. The way people communicate and
socialize has changed dramatically since Facebook and Six Degrees. As the social media sector
has developed, it has not only allowed individuals to communicate but has also created
previously unimaginable work prospects. Social media has made it possible for influencers and
content creators to become well-known, wealthy, and well-known while also serving as a
platform for online commerce. Influencing is a type of social media marketing in which a person
with in-depth expertise in their industry uses the platform to sell other people's brands and
products. This study set out to investigate how social media influencers affect consumers'
purchasing decisions. 210 social media users provided the study's data using an online
questionnaire survey. This study examines the influence of two independent variables such as,
influencers' attitude and credibility on consumers' intentions to buy as a result of social media
influencers. A linear regression analysis was conducted, demonstrating the noteworthy impact
of social media influencers' attitudes and creditworthiness on consumers' purchasing decisions.
Marketers, advertisers, and brand managers can utilize the study to find suitable influencers
and insert sponsored advertising, showcasing their goods and services within these social
media influencers' content etc.
KeyWords: Consumer Attitude, Credibility, Consumers, Decision-making, Social Media etc.

Introduction

Social media has revolutionized the way individuals communicate, interact, and gather
information in the digital age. Platforms such as Facebook, Instagram, Twitter, and LinkedIn
have become integral part of everyday life, connecting people across the globe and providing a
space for sharing ideas, opinions, and experiences. In the realm of marketing, social media has
emerged as a powerful tool for brands to engage with their target audience, build brand
awareness, and drive customer loyalty. Social media marketing leverages these platforms to
create and distribute content that resonates with users, ultimately driving traffic and sales for
businesses. By utilizing a mix of organic content, paid advertising, and influencer collaborations,
brands can reach a wider audience, foster meaningful relationships with consumers, and
generate valuable insights into consumer preferences and behaviors. One of the key components
of social media marketing is influencer marketing. Indeed, in recent years, the word "influencer"
has become widely used. The social media personalities that captivate us have a remarkable
impact on our culture, transforming our purchasing habits, fashion preferences, and the causes we
support. In influencer marketing brands partner with individuals who have a strong presence
and influence on social media to promote their products or services.
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Social media influencers, ranging from celebrities to micro-influencers, can influence consumer opinions,
shape purchasing decisions, and create authentic connections with their followers. Their endorsement can lend
credibility and authenticity to brand messaging, making influencer collaborations a sought-after strategy for many
businesses.Recent trends in social media and their uses have further transformed the landscape of digital marketing.
From the rise of transient content on platforms like Snapchat and Instagram stories to the increasing popularity of video
content on YouTube and TikTok, brands are constantly adapting their strategies to engage with audiences in new and
innovative ways. Additionally, the integration of social commerce features, such as shoppable posts and in-app
purchases, has blurred the lines between social media and e- commerce, providing seamless shopping experiences for
consumers.As businesses navigate the ever-evolving social media landscape, staying abreast of these trends and
leveraging them effectively can help drive brand growth, enhance customer engagement, and stay ahead of the
competition. By understanding the nuances of social media marketing, influencer partnerships, and emerging trends,
brands can harness the power of social media to connect with consumers, build brand loyalty, and drive business
success in the digital era.

Literature Review

(Markerly, 2017) highlighted the emerging significance of influencer marketing as a powerful tool for brands seeking
to connect with consumers on social media. They noted the particular effectiveness of micro-influencers, who offer
brands high engagement rates and access to niche markets in a cost-effective manner. (Hoffman, 2018) emphasized the
potential of influencer marketing to foster authentic connections between brands and their target audiences on platforms
like Instagram, YouTube, and TikTok, pointing out the importance of creating relatable and authentic content. (Lee,
2019) reinforced the effectiveness of influencer marketing, attributing its success to the genuine and engaging content
that influencers can produce, which resonates strongly with consumers.(Hajarian et al., 2020) and the Federal Trade
Commission (2020) expressed concerns about the authenticity of influencer content. They highlighted issues regarding
the sincerity of sponsored posts and the necessity for brands to align with influencers whose values reflect their own to
ensure credibility and maintain consumer trust. The importance of transparency and disclosure was also underscored in
light of increased regulatory scrutiny.(Bhargava, 2021) pointed out the ongoing challenge of measuring the return on
investment (ROI) for influencer marketing campaigns, stressing the need for improved analytics and attribution models to
better evaluate the effectiveness of these strategies (Lai et al., 2022) noted the need for influencer marketing strategies
to adapt to changes in social media platforms and user behavior to remain effective and relevant.(Statista, 2023)
reported that despite various challenges, the influencer marketing industry continues to thrive, with brands significantly
investing in partnerships with influencers. This underscores the evolving nature of influencer marketing as a vital
strategy for brand promotion.In essence, the trajectory of influencer marketing, from its recognition for engaging niche
audiences efficiently to its current prominence in brand strategy, reflects its dynamic evolution. Prioritizing
authenticity, transparency, and strategic alignment with influencer values, while adapting to ongoing changes in social
media and consumer behavior, remains crucial for brands looking to leverage these partnerships effectively.

Factors influencing social media influencers' marketing on consumer purchasing decisions
The study highlights several factors that influence social media influencers on consumer purchasing decisions such as:

1. Credibility: The credibility of social media influencers plays a significant role in influencing consumer behavior.
Consumers tend to trust influencers who are perceived as authentic, knowledgeable, and reliable in their
recommendations.

2. Attitude: The attitude of social media influencers towards their followers and the products they promote also
influences consumer behavior. Positive engagement, responsiveness, and genuine interactions with followers can
enhance trust and credibility, leading to greater influence on purchasing decisions.

3. Content Quality: The quality of content shared by influencers is crucial in attracting and retaining followers. High-
quality content that is engaging, informative, and relatable can effectively influence consumer perceptions and
purchasing decisions.

4. Engagement Level: The level of engagement between influencers and their followers is a key factor in determining
influence. Influencers who actively interact with their audience, respond to comments, and participate in
discussions tend to have a stronger influence on consumer behavior.

5. Authenticity: Authenticity is highly valued by consumers when it comes to influencer marketing. Influencers who
maintain transparency, honesty, and authenticity in their content and partnerships are more likely to build trust
and credibility with their audience, thereby influencing consumer behavior

6. Relevance: The relevance of the influencer's content to their audience's interests, preferences, and lifestyle also
plays a crucial role. Influencers who create content that resonates with their followers are more likely to influence
their purchasing decisions.

7. Brand Alignment: The alignment between the influencer and the brands they promote is another important factor.
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Consumers are more likely to trust influencers who endorse products or services that align with their personal
values, interests, and preferences.

8. Frequency of Posts: The frequency with which influencers post content can also impact their influence on consumer
behavior. Regular and consistent posting helps to maintain engagement and visibility, thereby enhancing influence
over time.

These factors collectively contribute to the influence of social media influencers on consumer behavior,
highlighting the complex dynamics at play in influencer marketing.

Objectives of the Study

These days, consumers purchase goods and services based on referrals from reliable sources. On the other hand, hardly
everyone in India follows social media influencers across many platforms. Furthermore, people's lack of trust makes it
harder for social media influencers to influence them. Even if social media influencers are becoming more accepted and
well-known in the world of online shopping, it is still important to determine what characteristics make them effective
influencers. The study's main goal is to determine how social media influencers' attitudes and creditworthiness affect
consumers' purchasing decisions.

To examine the influence of social media influencers' attitudes on consumer purchasing decisions.

To assess the impact of influencers' perceived credibility (trustworthiness, expertise, and authenticity) on consumer
trust and buying behaviour etc.

Hypotheses of the Study
HO: There is no significant influence of the credibility of social media influencers on Consumer’s purchasing decisions.

HO: There is no significant influence of the attitude of social media influencers on Consumer’s purchasing decisions.

Research Methodology

Primary data was collected from 210 social media users residing in Mysuru city through a structured questionnaire
distributed via Google Forms. A probability sampling technique was utilized to ensure representative responses. The
target population consisted of individuals aged between 20 to 50 years. The study focused on users of Instagram,
Facebook, and YouTube, encompassing four product categories: clothing, cosmetics, mobile devices, and home decor.
The questionnaire comprised two sections, with the first section capturing respondents' profile, while the second section
delved into topics such as social media influencers’ attitude, and credibility among social media users. Social media
influencers' credibility was assessed using six questions and social media influencers' attitudes with three questions. Data
analysis was conducted using Statistical Package Social Signs (SPSS), with descriptive analysis presented through pie
charts and bar graphs. Regression modeling analysis was employed to explore the influence of social media influencers'
credibility and attitudes on customer purchasing decisions.

Data Analysis and Interpretation
Respondents’ Profile

Category Description |Percentage (%0)
Gender Distribution Female 53.8
Male 46.2
Age Distribution 20-30 years 68.6
30-40 years 17.1
40-50 years 14.3
Social Media Platform Usage Instagram 51.9
YouTube 24.8
Facebook 17.1
Other Platforms 7.1
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GENDER DISTRIBUTION AGE DISTRIBUTION SOCIAL MEDIA
mFemale m Male IN YEARS PLATFORM USAGE

M 20-30 m30-40 m40-50 M Instagram mYoutube
mFacebook m Other Platforms

The findings demonstrate that the majority (53.8%) of participants were female, with the remaining being male
(46.2%). A significant proportion,68.6%, fell within the 20-30 age bracket, while 17.1% were aged 30-40, and 14.3%
were between 40-50 years. Regarding social media platform usage, 51.9% reported using Instagram, 24.8% utilized
YouTube, 17.1% were active on Facebook, and 7.1% engaged in other platforms. Besides knowledge of the business,
community management techniques, transparency, and content engagement are other influencer traits that could affect
the decisions made by consumers. While the study focused primarily on the credibility and attitudes of social media
influencers, other factors could also play a role in influencing consumer purchasing decisions.

Table 1: Agreement of respondents regarding attitude of social media influencers

S No Statements Strongly | Agree|Neutral|Disagree|Strongly disagree
agree
1. |linvest in the product from influencers if they 60 89 47 12 2
respond favourably.

2. I enquire about the product's details from the 48 75 54 24 9
influencers before purchasing it.

3. I believe that influencers who interact with 56 85 49 17 3
their followers are more reliable.

Note: Extracted from the Questionnaire

Agreement of respondents regarding attitude of Influencers

100 85

20 75

60
54 56
49
60 47 48
24
40 12 3
2
20 N [
Statement 1 Statement 2 Statement 3
B Strongly Agree  E Agree  H Neutral Disagree M Strongly Disagree
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Table 1 shows that 60 respondents strongly agreed that they would purchase a product from influencers if the
influencers responded well to them, and 48 respondents strongly agreed that they question influencers about the
product's details before making a purchase. It was strongly agreed upon by 56 respondents that influencers who interact
with their followers are more reliable.

Table 2: Agreement of Respondents Regarding Credibility of Social Media Influencers

S No Statements Strongly Agree | Neutral | Disagree | Strongly
agree disagree
1. |Recommend Social media influencers to your 59 79 46 18 8

family or friends.

Social media influencers influence your

2. [clothing or purchasing choices based on their posts. 51 83 47 20 9

3. |Consider the information shared by 45 98 46 12 9
influencers to be trustworthy.

4.  Prioritize the favorite influencers when considering 41 68 52 32 17

purchasing new products.

Believe that Influencers won't deliberately promote a

5. |brand that will negatively influence 47 63 56 30 14
consumer choices.
6. ryabrandifitisrecommended by your favourite 42 75 52 28 13

blogger or internet celebrity.

Note: Extracted from the Questionnaire

Agreement of respondents regarding credibility of Influencers

12
98
10 83
79
80 68 &
59 63 56
60 51 52 52
46 47 45/ | 46 M 47 42
40 32 30 28
20
20 18 g o 12 I 17 14 I 13
0 o O 0 [ [ [
Statement Statement Statement Statement Statement Statement

m Strongly Agreem Agree m Neutral® Disagre@  Strongly

Table 2 shows that 59 respondents strongly agreed that they would probably suggest any influencer to their
friends and family. Of the respondents, 51 strongly agreed that social media influencers encourage them to buy or dress
like the pictures they share. Forty-five respondents firmly believed that the influencers' information was sufficiently
reliable. Before purchasing any new product, 41 respondents firmly agreed that it is crucial to follow their preferred
influencers.47 participants firmly agreed that
influencers won't deliberately support a company that would negatively impact them. 42 respondents overwhelmingly
agreed that they are more inclined to try a brand when their favorite blogger or internet celebrity suggests it.

Regression modeling

Regression modeling was used in the study to further analyze the element of social media influencers'
creditability and attitude, with the purchasing decisions of social media users serving as the dependent
variable. Additionally, two hypotheses were formulated, with the creditworthiness and attitude of social media
influencers serving as the independent variables.
» HO: The creditworthiness of social media influencers has no significant impact on consumers' purchasing decisions.
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Table 3: Regression analysis between consumer purchasing decisions and the creditworthiness of social media
influencers.

Model R R Square Adjusted R Square Std. Error of the Estimate
1 658" 432 430 .79646
a. Predictors: (Constant), creditability

The value of R is 0.658, indicating a favourable correlation between customers' purchasing decisions and the
credibility of social media influencers. R2 has a value of 0.432. This figure shows that the credibility of social media
influencers may predict 43.2% of the variation in consumer purchasing decisions.

Table 4: ANOVA of Regression Analysis of Social Media Influencers' Credibility and Purchasing Customer
Conduct

Model Sum of Squares [df |Mean Square |F Sig.
Regression ~ {100.538 1 100.538 158.491  |.000°
1 |Residual 131.943 208 [634
Total 232.481 209

Dependent Variable: buying decisions
Predictors: (Constant), creditability
Given that the P (.000) value is less than 0.05, hence null hypothesis is rejected and the alternative hypothesis

(H1) is accepted which states that social media influencers' creditworthiness has a substantial impact on consumers'
purchasing decisions.
HO: Social media influencers' attitudes have no significant impact on consumers' purchasing decisions.

Table 5: Regression Analysis of Social Media Influencers' Attitude and Consumers' Purchasing Behaviour
Model Summary
Model R R Square  |Adjusted R Square Std. Error of the Estimate
1 612% 374 371 .83644
a. Predictors: (Constant), attitude
R: The value of R is 0.612 which indicates a positive relation between the attitude of social media influencers
and purchasing decisions of consumers.

R2: The value of R? is 0.374. This value indicates that 37.4% of the variance in purchasing decisions of consumers can
be predicted from the attitude of social media influencers.
Table 6: ANOVA of Regression Analysis of Attitude of Social Media Influencers and Buying Behavior of

Consumers.
Model Sum of Squares |df |[MeanSquare |F Sig.
Regression 86.958 1 86.958 124.291  |000°
1 |Residual 145.523 208 |.700
Total 232.481 209

Dependent Variable: purchasing decisions
Predictors: (Constant), attitude

The P-value (.000) being less than 0.05 indicates rejection of the null hypothesis (H0) and selection of the alternative
hypothesis (H1), suggesting a significant impact of social media influencers' attitudes on consumer buying behavior.

Findings of the study

The findings of the study revealed that bloggers and vloggers exert the greatest influence on respondents,
followed by experienced social media influencers. Trust emerges as a crucial factor influencing followers' decisions. A
majority of respondents express a preference for social media recommendations, actively seeking out influencer
reviews before making purchase decisions. The majority of participants express a preference for social media
recommendations and actively seek out influencer reviews before making purchase decisions. The study indicates that
influencers' credibility and attitude are key factors influencing customer purchasing decisions. Furthermore, the attitude
of influencers towards their followers significantly impacts their ability to influence purchasing decisions, with positive
responses and assistance with follower queries being particularly influential. This research offers valuable insights for
social media influencers, helping them understand the factors to consider when creating content about products or
services on social media. They can utilize this information to attract and retain more followers effectively.
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Conclusion

The evolution of social media, social media marketing, and influencer marketing has transformed how brands engage
with consumers in the digital age. Social media platforms offer unprecedented opportunities for businesses to connect
with their target audience. Social media marketing allows brands to create compelling content, engage with followers,
and drive growth through analytics, targeted advertising, and influencer collaborations. Influencers play a significant
role in shaping consumer perceptions and driving purchasing decisions. Brands must stay agile to adapt to evolving
trends, including video content, social commerce, and authenticity. To sum up, social media has become integral to
modern marketing strategies, offering brands the chance to engage, increase visibility, and achieve business goals.
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