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Abstract

People are becoming more aware of most of the potential associated to social media as its use grows
daily. One of the major uses of social media for businesses is marketing, where different social media
marketing tactics help to influence customers' and social media users' purchasing decisions. Influencers
and online superstars who have established their authority among millions of social media users have
benefitted immensely from the growing usage of social media. Influencers on social media today are
crucial to a product's branding and impact a user's or consumer's choice to buy. Millions of people have
followed social media influencers on various social media platforms, believing them and basing their
purchasing decisions on their recommendations. Today, a lot of businesses value social media influencers
when promoting their products. Numerous companies have a great chance to contact with millions of
people directly thanks to the popularity of social media influencers. Businesses in the modern digital age
are more customer-focused and prefer to employ digital marketing and other social media marketing
techniques to boost sales and user popularity. Instead of merely making rational appeals, social media
marketing and influencer marketing encourage engagement and connection-building. It boosts not just
sales but also consumer confidence among those affected by internet personalities.

Keywords: Social Media Influencer, Consumer Purchase Decision, Online Marketing, Digital Marketing,
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Introduction

Influencer marketing is increasingly a common strategy for preserving goodwill with millions of
individuals. It is now simple to publish genuine material and tag the companies associated with it because
to the growth of social media sites like Instagram, YouTube, and other. The reason behind the rise in
popularity of influencer marketing and online celebrities is that they have strong relationships with their
followers and have built a solid online reputation that allows them to sway consumers' purchasing
decisions. As more users connect with different social media platforms, influencers on these platforms
who produce various types of content continue to become more well-known and attract more followers.
The number of social media influencers on various social media platforms has been rising. In today's
digital environment, influencers have millions of fans and subscribers. The approach to uphold a positive
reputation among millions of people for different firms has also increased because of the rising trend of
social media influencers. The key players in influencing their followers' desire to make purchases on
social media are the influencers. With the aid of these online influencers or celebrities, brands want to
engage with a larger audience and foster discussion about their products among the influencers on social
media. It is believed that if a social media influencer promotes a product, their followers are influenced to
buy the same. (Shetty, & Sarkar, 2021 and Govindan, & Alotaibi, 2021).

Social media has become the most influential tool for marketing strategies for various companies.
Influencer endorsement in today's digitised world makes a positive attitude towards a brand which leads
towards the purchase intention of the consumer. Knowledge of the popularity and fan following of an
influencer decides the impact of an influencer. If an influencer has a piece of good knowledge about a
particular product he would likely give the best information about the product, positives and negatives
about the product which could ultimately help the followers to understand whether the product will full
fill their needs or not.Similar to this, popularity and fan bases have an impact on marketing techniques. If
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an influencer has 100,000 followers, their product will only reach 100,000 users or subscribers, whereas if
they have 100,000 followers and more, their product will reach a large number of people quickly. As a
relatively new marketing strategy, social media influencer marketing is presently being used by many
companies to enhance the consumers view them. The positive link between different influencer attributes
and customers' purchase intentions may be used to gauge how effective influencers are as brand
advocates. The key determinant of buying intention is the influencer's credibility. The selection of a
dependable influencer who can deliver interesting material of a high standard is essential for a company
to have a favourable impact on customer trustworthiness and, ultimately, purchase intention (Kadam,
Deshmukh, & Kadam, 2021 and Devi, Mahapatra, 2021).

Literature Review

According to research, Millennials’ decision-making is greatly influenced by influencer marketing.
People gauge an influencer's personality from their social media postings, their number of followers, and
the activities they showcase in their posts, videos, and images. Business owners must look to millennials
and make use of social media platforms in order to boost sales. Influencers on social media are successful
because they emphasise source legitimacy, source attractiveness, product compatibility, and meaning
transmission. Today, influencer marketing is one of the most popular approaches used in the sector.
Influencer marketing is a type of social media promotion that involves the endorsing of products by
influencers, or persons and organisations, in the relevant industries who have a high level of expertise
and/or social media influence. By mixing celebrity endorsements into modern, content-driven marketing
initiatives, influencer marketing fuses conventional and modern marketing tactics. It is critical to
remember that these people are social media relationship assets that organizations can work with to
accomplish their marketing goals rather than just marketing tools. Brands are spending a lot of money on
influencer marketing nowadays because it gives them the chance to promote their content and draw in
new customers. Word of mouth has long been one of the best methods to make a sale, so using social
media influencers with a sizable following to advertise things is just an extension of that strategy. (Dultta,
Saradr, 2020 and Jain, ljar, Shah, Tiwari, & Modi, 2019).

In research, it was found that Consumer tastes and behaviours have been changed by technological
advancements. Technological advancement, access to a variety of options, societal trends, and population
economic growth are all factors that alter consumer behaviour in the marketplace. Because of the internet,
customers are getting more and more knowledgeable, making it harder to sway them through traditional
media. Social media has helped customers change their purchasing patterns by providing them with a new
method of locating, evaluating, and selecting various products and services. Influencer marketing is
insufficient in various ways on how customers' views, buying intentions, and actual purchasing
behaviours are changed in venues outside than traditional media. Credibility, attractiveness, and
resemblance to followers among influencers tend to improve brand value and brand recognition. An
influencer is a person who primarily engages in social media activity and has the power or potential to
shape public opinion or consumer behaviour. With the help of these individuals, who already have a high
degree of trust from their followers, brands want to propagate their messages in a credible manner.
Influencers interact with their followers in a sincere manner, which encourages them to engage with the
material and interact with the influencer's content (Singh, 2021).

Consumers are inclined to follow the advice of influencers, which suggests that they have a better
reputation and more expertise, according to a study. Despite the fact that influencers are used to boost
brand engagement and draw in new clients, it may be challenging to identify the right kind of influencer
who would have the greatest effect on a certain target market by disseminating the perfect marketing
message. Influencer marketing is growing in popularity because of a number of variables, including a
higher return on investment, more trustworthy content, increased connection with the right target groups,
and almost real-time consumer feedback. Influencers have greater consumer trust than other online
providers. Ads are actively avoided by consumers using ad blockers. In such a scenario, influencer
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marketing is perceived as being less intrusive and more fascinating than traditional internet
advertisements like pop-ups, banners, etc. Online influencers have become into reliable sources in the
digital arena. Influencers were used to create two-way brand communication on platforms like Facebook,
YouTube, and Instagram, among others, to encourage their online following to purchase certain
businesses. Additionally, marketers are interacting with consumers who frequently ignore or skip
advertising by using influencers (Chopra, Avhad, & Jaju, 2020).

In research it was estimated that for any company, big or small, effective involvement and
communication are a need to promote their product among the masses. It used to be difficult to build a
personal connection with customers. However, advances in technology have made this considerably
easier, enabling businesses to communicate with customers. A social media influencer is a user of social
media who has grown to trust a certain company. Social media influencers have access to a huge audience
and the power to sway others because of their reliability and accessibility. In the current digital era, social
content creators with niche audiences may regularly provide value to the brands of goods and services.
On social media, these personalities have devoted and active followings. The correct influencer can
connect with the intended audience, foster trust, and increase participation. They produce compelling,
unique material. Social media marketing is one of the key methods used by businesses today to increase
consumer engagement and loyalty. Enhancing consumer involvement via the use of various marketing
techniques that reflect the newest trends and adhere to cutting-edge practises in order to increase their
loyalty to the business is crucial for survival and growth (Anjum, Yasmeen, 2021).

According to studies an influencer is a person with a sizable fan base on social media who is frequently
compensated by businesses to market their particular product to the followers. These influencers' primary
goal is to persuade their followers to purchase the products they are pushing. Like a stage, the social
media platforms are where influencers submit their material. A person with influence has the power to
affect others' purchasing decisions due to their position, expertise, beauty, talent, and connection to their
followers. Such influencers are resources that help businesses work together to achieve their advertising
objectives rather than being regular marketing tools. Influencers may connect with their followers in a
variety of ways, all of which are more dependable and natural. Online superstars communicate with the
public on a variety of social media platforms, kindly. The majority of influencers in industries like beauty,
fashion, travel, cuisine, sports, etc. are also exports. According to their needs and the material posted by
social media influencers, their fans follow them. Influencers typically concentrate on a certain topic in
which they have an interest. Through stronger connections and credibility with their followers, they are
able to increase followers' belief in the quality of the product.When consumers are about to decide on a
purchase, they typically resort to electronic word of mouth. Due to their knowledge and expertise in a
certain field, influencers are able to establish a stronger sense of familiarity with their followers (Trivedi,
& Sama, 2019 and Padhi, 2021).

Objective

To ascertain the impact of social media influencer on consumer decision making in India

Methodology

This study is descriptive in nature in which data is obtained from 225 respondents who have used social
media influencers for marketing purposes. In the above study influences promoting different products
have been covered. A checklist question was used to analyze and interpret the data. In a checklist question
respondents choose “Yes” or “No” for all the questions.

Table 1 Impact of Social Media Influencer on Consumer Decision Making in India

SL. No. |Statements Yes|%Yes |No|%No | Total
Social media influencer draws potential customer by raising

1 awareness 178(79.11 |47 |20.89|225

2 Social media influencer engages with the leads and help to|188 (83.56 |37 |16.44|225
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nurture them
Social media influencer searches for the problem and recognizes

3 the problem for the followers 182180.89 |43 [19.11|225
Social media influencer evaluates all alternatives available for the

4 product and picks the best one 175|77.78 |50 (22.22|225
Social media influencer purchases the best alternative before

5 recommending it to his followers 195|86.67 |30 {13.33|225
Social media influencer evaluates the product from all the angles

6 before recommending it to his followers 189|84.00 |36 [{16.00|225
Social media influencer plays an important role in consumer

7 decision-making process 185|82.22 |40 (17.78|225
Social media influencer influences customer purchase decision

8 due to vast following 179|79.56 |46 {20.44|225

Table 1 shows that 86.67% respondents agree that social media influencer purchases the best alternative
before recommending it to his followers while, 84.00% respondents agree that Social media influencer
evaluates the product from all the angles before recommending it to his followers. 83.56% respondents
agree that social media influencer engages with the leads and help to nurture them while, 82.22%
respondents agree that Social media influencer plays an important role in consumer decision-making
process. 80.89% of respondents agree that social media influencer searches for the problem and
recognizes the problem for the followers while 79.56% respondents agree that Social media influencer
influences customer purchase decision due to vast following. 79.11% respondents agree that social media
influencer draws potential customer by raising awareness while, 77.78% respondents agree that social
media influencer evaluates all alternatives available for the product and picks the best one.

Conclusion
The above research concludes that Consumer search and purchase behavior have altered as a result of
technology, yet traditional marketing has lagged behind. Consumers are sick of obtrusive marketing and
communication strategies that are geared towards marketers. Instead, they favour appealing, functional,
and customer-focused communication messaging. The number of customers whose buying habits have
been impacted by social media Influencers has increased exponentially with the introduction of social
media. Social media platforms provide users the chance to speak out publicly and possibly reach millions
of people. These platforms, together with easier access to product information, have an impact on
customers' involvement and loyalty while making purchases.Potential customers are attracted by social
media influencers who increased awareness. Influencers on social media interact with leads and assist in
nurturing them. They look for the issue and identify it for the audience. Influencers on social media assess
each option and choose the best one. Influencer buys the best substitute before promoting it to his
followers. Before suggesting a product to his followers on social media, they consider it from all
perspectives. They play a crucial role in the decision-making process for consumers.
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