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Abstract

This study investigates the role of influencer marketing in building brand awareness and loyalty,
with a focus on understanding the effectiveness of influencer campaigns among consumers in
Bhopal. Using a quantitative approach, data was collected from 203 respondents through a
structured questionnaire. The study examines key variables such as brand perception, loyalty, and
the influence of ongoing partnerships between brands and influencers. Findings reveal that
influencer endorsements significantly impact consumer perception and brand loyalty, with a
notable positive correlation between influencer partnerships and consumer engagement.
Instagram and YouTube emerged as the most commonly used platforms for influencer
interactions, highlighting their importance in digital marketing strategies.

The study's results indicate that younger demographics, particularly those aged 25-34, are most
engaged with influencers, suggesting that targeted influencer campaigns could be particularly
effective with this age group. The majority of respondents reported positive perceptions of brands
endorsed by influencers, and a significant portion indicated that such endorsements have
influenced their purchasing decisions. However, the study also identifies limitations, including a
limited sample size and geographic focus, which may affect the generalizability of the findings.
Future research directions are proposed, including longitudinal studies to track changes over
time, comparative studies across different regions, and a deeper exploration of the impact of
various types of influencers and emerging social media platforms. The study concludes with
practical recommendations for brands to leverage influencer partnerships effectively,
emphasizing the importance of authenticity and targeted strategies in enhancing brand loyalty and
perception.

Keywords- Influencer, Influencer marketing, Consumer engagement, Brand , Brand perception,
Brand Building, Content creation, Marketing communication
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Influencer marketing is a strategic approach where brands collaborate with individuals who have
a significant following on social media platforms to promote products and services. These
individuals, known as influencers, leverage their credibility, reach, and engagement to influence
their audience’s purchasing decisions. The practice of influencer marketing has evolved
alongside the rise of social media, becoming a cornerstone of modern digital marketing strategies.
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Historical Context: Influencer marketing can trace its roots back to traditional
endorsements and celebrity marketing. However, the advent of social media platforms
like Instagram, YouTube, and TikTok has democratized influence, allowing everyday
individuals to build substantial followings and become influential figures.

Technological Advancements: The growth of digital platforms and advanced analytics
has enabled precise targeting and measurement of influencer marketing campaigns.
Brands can now track engagement metrics, conversion rates, and return on investment
(ROI) with greater accuracy.

Industry Growth: The influencer marketing industry has experienced exponential growth
over the past decade. According to market research, the global influencer marketing
market size was valued at USD 13.8 billion in 2021 and is projected to reach USD 22.2
billion by 2025.

Definition

Influencer marketing is a form of social media marketing that involves endorsements and
product placements from individuals (influencers) who have a dedicated social following
and are viewed as experts within their niche. These influencers can range from celebrities
and public figures to bloggers, vloggers, and everyday consumers who have amassed a
significant number of followers on platforms such as Instagram, YouTube, TikTok,
Twitter, and blogs.

Key characteristics of influencer marketing include:

Trust and Authority: Influencers have built trust with their audience and are often seen
as authorities or thought leaders in specific areas.

Authenticity: Influencers typically present products and services in a more relatable and
authentic manner compared to traditional advertising.

Engagement: Influencers have high levels of engagement with their followers, often
creating a sense of community and personal connection.

Significance

Influencer marketing holds significant importance in contemporary marketing practices
due to its unique ability to connect brands with consumers in a personalized and authentic
manner.

Authenticity and Trust: Influencers often build their followings based on authenticity
and trust. Their recommendations are perceived as genuine and credible, unlike traditional
advertisements which can be seen as biased or intrusive.

Targeted Reach: Influencers cater to specific niches and demographics, allowing brands
to reach highly targeted audiences. This precision enhances the effectiveness of marketing
campaigns and maximizes ROI.

Engagement and Interaction: Influencers maintain active and engaged communities.
Their followers interact with their content through likes, comments, and shares, creating a
two-way communication channel that traditional marketing methods often lack.
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« Content Creation: Influencers are skilled content creators who produce high-quality and
engaging content. Brands can leverage this creativity to enhance their own marketing
efforts and build a stronger brand identity.

o Cost-Effectiveness: Compared to traditional advertising channels, influencer marketing
can be more cost-effective, especially when collaborating with micro-influencers who
have smaller but highly engaged followings.

o Adaptability and Trends: Influencer marketing is highly adaptable to emerging trends
and changes in consumer behavior. Influencers can quickly pivot their content to align
with new market trends, keeping brands relevant and responsive to consumer preferences.

Il. Literature Review

The study by Gambhir and Ashfaq (2023) explores the significant role of influencer marketing in
brand building on social media. It highlights how targeted influencer campaigns can effectively
change perceptions, foster brand loyalty, and increase sales. The authors emphasize the
importance of authenticity and the ability of influencers to create engaging, reliable content that
resonates with audiences. They also discuss the potential of influencer marketing to enhance
other digital marketing efforts, improve website traffic, and boost brand visibility. The study
concludes that while influencer marketing is valuable for expanding customer reach and
achieving marketing goals, it should be part of a broader, ethical marketing strategy.

Influencer marketing, a dynamic digital strategy, leverages social media influencers to promote
products to targeted audiences. Ifeanyi Okonkwo and Emmanuel Namkoisse (2023) highlight
how platforms like Instagram, YouTube, and TikTok have enabled individuals to amass
substantial followings, allowing brands to connect authentically with their demographics. The
strategy has evolved from simple endorsements to include sponsored content, product
placements, and influencer-generated material, focusing on authenticity and trust. The review
explores the evolution, ethical considerations, and effective crafting of influencer campaigns,
along with risk mitigation and future trends. It categorizes influencers into celebrities, micro-
influencers, and nano-influencers, noting their unique engagement levels. Future directions
include virtual influencers and Al-driven campaigns, emphasizing authenticity and long-term
partnerships.

The rise of social media has transformed communication, making consumers active participants
in digital communities. Pereira, Cardoso, Canavarro, Figueiredo, and Garcia (2023) highlight that
digital influencers have become pivotal in marketing, effectively serving as modern advertisers.
These influencers wield significant persuasive power, which is influenced by their personal
attributes—such as attractiveness and authenticity—and the content they create. The study
emphasizes that trust in influencers enhances engagement and positively impacts sustainable
product intentions. Key factors like trustworthiness, perceived expertise, and parasocial
relationships drive purchase intentions. Notably, the strongest influence comes from parasocial
relationships, underlining the deep connections audiences form with influencers. The authors call
for further research into consumer perceptions of digital influencers in advertising.

Purpose and objectives of the research

Purpose
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The primary purpose of this research is to analyze the effectiveness of influencer marketing
campaigns in the context of brand building. This includes understanding how these campaigns
contribute to increasing brand awareness and fostering brand loyalty among consumers. By
examining the strategies and outcomes of influencer marketing, the research aims to provide
insights into best practices, challenges, and future opportunities in this dynamic marketing
domain.

Objectives

“* To Assess the Impact of Influencer Marketing on Brand Awareness
“+ To Evaluate the Role of Influencers in Building Brand Loyalty

*+ To analyze the influence of influencers on brand perception.

Hypothesis-

% Hol: Influencer marketing campaigns do not have a significant impact on brand awareness.
» Ho2: Influencers do not play a significant role in building brand loyalty among consumers.
“» Ho3: Influencers do not have a significant impact on consumers' perception of a brand.

Methodology

Research Design

This study employs a quantitative research design to assess the impact of influencer marketing on
brand awareness, brand loyalty, and brand perception. A structured survey was administered to a
sample population in Bhopal city to collect the necessary data. The data collected will be
analyzed using statistical methods to test the null hypotheses.

Population and Sample

e Population: The study targets consumers in Bhopal city who are active users of social
media platforms and are likely to be exposed to influencer marketing.

e Sample Size: A total of 200 respondents were selected to participate in the survey.
Sampling Technique

o Sampling Method: Convenience sampling was used to select respondents who are readily
accessible and willing to participate in the study. This method is appropriate given the
exploratory nature of the research and the focus on a specific urban population.
Data Collection

e Instrument: A structured questionnaire was developed to collect quantitative data. The
questionnaire includes closed-ended questions designed to measure respondents' exposure
to influencer marketing, their awareness of brands, their loyalty to brands, and their
perceptions of brands.

o Distribution: The questionnaire was distributed online through social media platforms
and email to ensure a wide reach within Bhopal city.

o Data Collection Period: The survey was conducted over a period of one month to allow
adequate time for responses.
Limitations
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e Sampling Bias: The use of convenience sampling may introduce bias as the sample may
not be fully representative of the broader population in Bhopal city.

o Self-Reported Data: Responses are based on self-reported data, which may be subject to
social desirability bias or inaccurate recall.

e Geographical Limitation: The study is confined to Bhopal city, which may limit the
generalizability of the findings to other regions.

Ethical Considerations

e Informed Consent: Respondents were informed about the purpose of the study and their
consent was obtained before participation.

o Confidentiality: All responses were kept confidential, and data were anonymized to protect
respondents’ privacy.

e Voluntary Participation: Participation in the survey was entirely voluntary, and
respondents could withdraw at any time without any consequences.

DATA ANALYSIS AND FINDINGS

Table 1: Gender
Frequency | Percent |Valid Percent] Cumulative

Percent
Male 130 64.0 64.0 64.0
Valid | Female 73 36.0 36.0 100.0
Total 203 100.0 100.0
Graph 1 :Gender Distribution
140
120
100
80
60
40
20
0
Male Female
|n5eries1 130 73

Interpretation of Gender Distribution

Frequency and Percentage Distribution:
Male:
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= Frequency: 130 respondents
= Percent: 64.0%

= Valid Percent: 64.0%

= Cumulative Percent: 64.0%
Female:

= Frequency: 73 respondents

= Percent: 36.0%

= Valid Percent: 36.0%

= Cumulative Percent: 100.0%
Total:

= Frequency: 203 respondents

= Percent: 100.0%

= Valid Percent: 100.0%

= Cumulative Percent: 100.0%
Key Points:
. Majority Gender:

The majority of the respondents are male, with 130 respondents, representing 64.0% of the total
sample. This indicates that nearly two-thirds of the respondents are male.
. Minority Gender:

The remaining 73 respondents are female, making up 36.0% of the sample. This indicates that
slightly over one-third of the respondents are female.

Table.2: Age Distribution

Frequency | Percent |Valid Percent| Cumulative
Percent
Below 18 28 13.8 13.8 13.8
18-24 28 13.8 13.8 27.6
Valid | 25-34 115 56.7 56.7 84.2
35-44 32 15.8 15.8 100.0
Total 203 100.0 100.0
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Grapt 2: Age Distribution

16%

u Below 18

18-24

25-34
35-44

56%

Key Points:

Most Represented Age Group:

The age group 25-34 is the most represented in the sample, with 115 respondents, making up
56.7% of the total sample. This indicates that more than half of the respondents fall into this age
category.

2. Other Age Groups:

Both the "Below 18" and "18-24" age groups have the same number of respondents (28), each
representing 13.8% of the sample.
The "35-44" age group has 32 respondents, representing 15.8% of the sample.

Table 3:Occupation
Frequency Percent Valid Percent|Cumulative
Percent
Student 131 64.5 64.5 64.5
Employed  full-57 28.1 28.1 92.6
Valid time
Self-employed 15 7.4 7.4 100.0
Total 203 100.0 100.0
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Self-employed
7%

Graph 3:Occupation

Interpretation of Occupation Distribution

Frequency and Percentage Distribution:

Student:

Frequency: 131 respondents
Percent: 64.5%

Valid Percent: 64.5%
Cumulative Percent: 64.5%
Employed full-time:
Frequency: 57 respondents
Percent: 28.1%

Valid Percent: 28.1%
Cumulative Percent: 92.6%
Self-employed:

Frequency: 15 respondents
Percent: 7.4%

Valid Percent: 7.4%
Cumulative Percent: 100.0%
Total:

Frequency: 203 respondents
Percent: 100.0%

Valid Percent: 100.0%
Cumulative Percent: 100.0%

Key Points:
Predominant Occupation:

The majority of the respondents are students, with 131 respondents, representing 64.5% of the
total sample. This indicates that almost two-thirds of the respondents are students.
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2. Other Occupations:

Full-time employed respondents are the next largest group, with 57 respondents, making up
28.1% of the sample. This indicates that a little more than a quarter of the respondents are
employed full-time.

Self-employed respondents are the smallest group, with 15 respondents, representing 7.4% of the
sample.

Table 4:Which_social media_platforms_do_you use_regularly? Instagram
Frequency |Percent [Valid Percent Cumulative
Percent

Less than 30 minutes44 21.7 21.7 21.7
daily

.. |30 minutes to 2 hours|78 38.4 38.4 60.1

Valid .

daily
2 to 4 hours daily 81 39.9 39.9 100.0
Total 203 100.0 100.0

Graph 4:Instagram Usage

M Less than 30 minutes daily

40%
H 30 minutes to 2 hours
daily

2 to 4 hours daily

The frequency table for the variable "Which social media platforms do you use regularly?
Instagram” provides a summary of the distribution of respondents based on the amount of time
they spend on Instagram daily. Here is an interpretation of the data:

. Majority Usage Time:

The majority of respondents (81 respondents, or 39.9%) spend 2 to 4 hours daily on Instagram.
This indicates that a significant portion of the sample engages with Instagram for an extended
period each day.

Moderate Usage Time:

1169



European Economic Letters
ISSN 2323-5233

Vol 15, Issue 1 (2025)
http://eelet.org.uk

The next largest group of respondents (78 respondents, or 38.4%) spends 30 minutes to 2 hours
daily on Instagram. This shows that a substantial portion of the sample has moderate engagement
with Instagram.
. Minimal Usage Time:

A smaller group of respondents (44 respondents, or 21.7%) spends less than 30 minutes daily on
Instagram. This indicates that a smaller portion of the sample has minimal engagement with
Instagram.

Table 5: Which social media platforms do you use regularly? Youtube
Frequency |Percent [Valid Percent Cumulative
Percent
Less than 30 minutes44 21.7 21.7 21.7
daily
30 minutes to 2 hours[72 35.5 35.5 57.1
Valid |daily
2 to 4 hours daily 77 37.9 37.9 95.1
More than 4 hours daily |10 4.9 4.9 100.0
Total 203 100.0 100.0

Graph 5: YouTube Usage

M Less than 30 minutes daily
38% B 30 minutes to 2 hours daily
2 to 4 hours daily

W More than 4 hours daily

The frequency table for the variable "Which social media platforms do you use regularly?
YouTube" provides a summary of the distribution of respondents based on the amount of time
they spend on YouTube daily. Here is an interpretation of the data:

Majority Usage Time:
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The largest group of respondents (77 respondents, or 37.9%) spends 2 to 4 hours daily on
YouTube. This indicates that a significant portion of the sample engages with YouTube for an
extended period each day.

. Moderate Usage Time:

The next largest group of respondents (72 respondents, or 35.5%) spends 30 minutes to 2 hours
daily on YouTube. This shows that a substantial portion of the sample has moderate engagement
with YouTube.

. Minimal Usage Time:

A smaller group of respondents (44 respondents, or 21.7%) spends less than 30 minutes daily on
YouTube. This indicates that a smaller portion of the sample has minimal engagement with
YouTube.

. High Usage Time:

A very small group of respondents (10 respondents, or 4.9%) spends more than 4 hours daily on

YouTube. This shows that only a few respondents are heavy users of the platform.

Table 6:Which social media platforms do you use regularly? Twitter
Frequency |Percent [Valid Percent Cumulative
Percent
Less than 30 minutesl4l 69.5 69.5 69.5
daily
Valid [30 minutes to 2 hours/62 30.5 30.5 100.0
daily
Total 203 100.0 100.0

Graph 6:Twitter Usage

M Less than 30 minutes daily

H 30 minutes to 2 hours
daily
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The frequency table for the variable "Which social media platforms do you use regularly?
Twitter" provides a summary of the distribution of respondents based on the amount of time they
spend on Twitter daily. Here is an interpretation of the data:

Minimal Usage Time:

The majority of respondents (141 respondents, or 69.5%) spend less than 30 minutes daily on
Twitter. This indicates that a significant portion of the sample has minimal engagement with
Twitter on a daily basis.

Moderate Usage Time:

A smaller group of respondents (62 respondents, or 30.5%) spends 30 minutes to 2 hours daily on
Twitter. This shows that a smaller portion of the sample has moderate engagement with Twitter.

. Cumulative Percent:

The cumulative percent helps in understanding the distribution of the sample. By including all
respondents who spend up to 2 hours on Twitter daily, you cover 100.0% of the sample.

Table 7:Which social media platforms do you use regularly? FaceBook
Frequency |Percent [Valid Percent Cumulative
Percent

Less than 30 minutes44 21.7 21.7 21.7
daily

.. |30 minutes to 2 hours100 49.3 49.3 70.9

Valid .

daily
2 to 4 hours daily 59 29.1 29.1 100.0
Total 203 100.0 100.0

Graph 7:Face Book Usage

29% M Less than 30 minutes daily

H 30 minutes to 2 hours
daily

2 to 4 hours daily

The frequency table for the variable "Which social media platforms do you use regularly?
Facebook™ provides a summary of the distribution of respondents based on the amount of time
they spend on Facebook daily. Here is an interpretation of the data:

Minimal Usage Time:
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A smaller group of respondents (44 respondents, or 21.7%) spends less than 30 minutes daily on
Facebook. This indicates that a portion of the sample has minimal engagement with Facebook on
a daily basis.

. Moderate Usage Time:

The largest group of respondents (100 respondents, or 49.3%) spends 30 minutes to 2 hours daily
on Facebook. This shows that a significant portion of the sample has moderate engagement with
Facebook.

Extended Usage Time:

A substantial group of respondents (59 respondents, or 29.1%) spends 2 to 4 hours daily on
Facebook. This indicates a considerable portion of the sample engages with Facebook for an
extended period each day.

Table 8:Which social media platforms do you use regularly? LinkedIn
Frequency |Percent [Valid Percent Cumulative
Percent
Less than 30 minutesl71 34.2 34.2 84.2
daily
Valid [30 minutes to 2 hours32 15.8 15.8 100.0
daily
Total 203 100.0 100.0

Graph 8: LinkedIn Usage

M Less than 30 minutes daily

H 30 minutes to 2 hours
daily

The frequency table for the variable "Which social media platforms do you use regularly?
LinkedIn" provides a summary of the distribution of respondents based on the amount of time
they spend on LinkedIn daily. Here is an interpretation of the data:

Minimal Usage Time:

The vast majority of respondents (171 respondents, or 84.2%) spend less than 30 minutes daily
on LinkedIn. This indicates that LinkedIn is used minimally on a daily basis by most of the
sample.
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. Moderate Usage Time:

A much smaller group of respondents (32 respondents, or 15.8%) spends 30 minutes to 2 hours
daily on LinkedIn. This shows that only a small portion of the sample has moderate engagement
with LinkedIn.

Table 9:Which social media platforms do you use regularly? SnapChat
Frequency | Percent |Valid Percent| Cumulative
Percent

Less than 30 minutes 132 65.0 65.0 65.0
daily

Valid | 30 minutes to 2 hours 71 35.0 35.0 100.0
daily

Total 203 100.0 100.0

Graph 9:SnapChat Usage

B Less than 30 minutes daily

H 30 minutes to 2 hours
daily

The frequency table for the variable "Which social media platforms do you use regularly?
Snapchat” provides a summary of the distribution of respondents based on the amount of time
they spend on Snapchat daily. Here is an interpretation of the data:

. Minimal Usage Time:

A majority of respondents (132 respondents, or 65.0%) spend less than 30 minutes daily on
Snapchat. This indicates that a significant portion of the sample has minimal engagement with
Snapchat on a daily basis.

. Moderate Usage Time:

A smaller group of respondents (71 respondents, or 35.0%) spends 30 minutes to 2 hours daily on
Snapchat. This shows that a notable portion of the sample has moderate engagement with
Snapchat.
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Hypothesis-

Ho1: Influencer marketing campaigns do not have a significant impact on brand awareness.
To examine the hypothesis that "Influencer marketing campaigns do not have a significant impact
on brand awareness," a Chi-square test was conducted

Have you ever discovered a new brand
through an influencer?

Observed N |[Expected N| Residual
Yes 88 56.0 32.0
No 24 56.0 -32.0
Total 112

Test Statistics

Have you ever discovered a new brand through an
influencer?
Chi- 36.5712
Square
df 1
Asymp. .000
Sig.

a. 0 cells (0.0%) have expected frequencies less than 5. The
minimum expected cell frequency is 56.0.

Observed and Expected Frequencies:

Yes:

Observed N (Actual Count): 88

Expected N (If there were no effect): 56.0

Residual (Difference between Observed and Expected): 32.0
No:

Observed N (Actual Count): 24

Expected N (If there were no effect): 56.0

Residual (Difference between Observed and Expected): -32.0
Interpretation:

1. Observed vs. Expected Counts:

There is a notable difference between the observed and expected counts for both categories (Yes
and No).
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For "Yes", the observed count (88) is significantly higher than the expected count (56), indicating
more respondents have discovered a new brand through an influencer than would be expected by
chance.

For "No", the observed count (24) is significantly lower than the expected count (56), indicating
fewer respondents have not discovered a new brand through an influencer than would be
expected by chance.

Residuals:

The residuals represent the difference between the observed and expected frequencies.

A positive residual (32.0 for Yes) indicates an observed frequency higher than expected.

A negative residual (-32.0 for No) indicates an observed frequency lower than expected.
Statistical Significance:

Chi-Square Test Results:

Pearson Chi-Square value is 73.988 with a p-value of .000.

This p-value is less than the commonly used significance level of 0.05, indicating that the
observed frequencies are significantly different from the expected frequencies.

Conclusion:

Significant Association:

There is a significant association between discovering new brands and influencer marketing. The
data indicates that influencer marketing campaigns have a significant impact on brand awareness,
as significantly more respondents than expected have discovered new brands through influencers,
hence we reject the null hypothesis.

Impact on Brand Awareness:

The high observed count for "Yes" (88) compared to the expected count (56) demonstrates that
influencer marketing effectively increases brand awareness among the respondents.

Ho2: Influencers do not play a significant role in building brand loyalty among consumers.

To test the hypothesis that "Influencers do not play a significant role in building brand loyalty
among consumers,” a one-sample t-test was conducted to assess the extent to which influencer
partnerships influence consumer loyalty to brands.

One-Sample Statistics

N Mean Std. Deviation|Std. Error,
Mean

On a scale of 1 to 5, how]203 3.4877 [1.06873 .07501

much does an

influencer’s ongoing

partnership with a brand

affect your loyalty to

that brand?

One-Sample Test

Test Value = 0
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t df Sig. (2-tailed) Mean 95% Confidence
Difference Interval of the
Difference
Lower Upper
On a scale of 110 5. hoW46.496 202  |.000 3.48768 3.3398  [3.6356
much does an
influencer’s ongoing

partnership with a brand
affect your loyalty to that
brand?

The results from the one-sample t-test for the question "On a scale of 1 to 5, how much does an
influencer’s ongoing partnership with a brand affect your loyalty to that brand?" are as follows:
One-Sample T-Test Results

Test Value (Hypothetical Mean): 0

t: 46.496

Degrees of Freedom (df): 202

Significance (2-tailed): .000

Mean Difference: 3.48768

95% Confidence Interval of the Difference:

Lower Bound: 3.3398

Upper Bound: 3.6356

Interpretation

Test Statistic (t) and Significance Level:

The t-value is 46.496, and the significance level (p-value) is .000.

Since the p-value is less than .05, we reject the null hypothesis that the mean rating of the impact
of an influencer's ongoing partnership on brand loyalty is equal to zero. This indicates a
statistically significant result.

Mean Difference:

The mean difference is 3.48768, which suggests that the average response is significantly greater
than 0. This value indicates the average level of agreement on the scale from 1 to 5, where higher
numbers suggest a stronger perceived impact of an influencer's partnership with a brand on
consumer loyalty.

Confidence Interval:

The 95% confidence interval for the mean difference ranges from 3.3398 to 3.6356. This interval
does not include zero, further supporting the conclusion that the average rating is significantly
different from zero.

Conclusion

The analysis shows that respondents generally believe that an influencer’s ongoing partnership
with a brand has a significant positive effect on their loyalty to that brand. The mean response of
3.48768 on a 5-point scale suggests a moderate to high level of perceived impact. The result is
statistically significant, indicating that the perception of influencer partnerships affecting brand
loyalty is a consistent and notable trend among the respondents. Hence we reject the null
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hypothesis that Influencers do not play a significant role in building brand loyalty among

consumers.

Ho3: Influencers do not have a significant impact on consumers' perception of a brand.
To test the hypothesis that "Influencers do not play a significant role in building brand loyalty
among consumers,” a one-sample t-test was conducted to assess the extent to which influencer
partnerships influence consumer loyalty to brands.

One-Sample Statistics
N Mean Std. Deviation|Std. Error
Mean
On a scale of 1 (Not at203 4.2069  [1.22537 .08600
all) to 5 (Extreamly),
how much does an
influencer's endorsement
impact your perception
of a brand?
One-Sample Test
Test Value =0
t df Sig. (2-tailed) Mean 05% Confidence Interval of
Difference the Difference
Lower Upper
On a scale of 1 (Not at48.915 202 .000 4.20690 4.0373 4.3765

all) to 5 (Extreamly), how|
much does an influencer's
endorsement impact your|

perception of a brand?

O O © © e o o o

The results from the one-sample t-test for the question "On a scale of 1 (Not at all) to 5
(Extremely), how much does an influencer's endorsement impact your perception of a brand?" are

as follows:

One-Sample T-Test Results

Test Value (Hypothetical Mean): 0
t: 48.915

Degrees of Freedom (df): 202
Significance (2-tailed): .000

Mean Difference: 4.20690

95% Confidence Interval of the Difference:

Lower Bound: 4.0373
Upper Bound: 4.3765
Interpretation

1. Test Statistic (t) and Significance Level:
The t-value is 48.915, and the significance level (p-value) is .000.
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Since the p-value is less than .05, we reject the null hypothesis that the mean rating of the impact
of an influencer's endorsement on brand perception is equal to zero. This indicates a statistically
significant result.

Mean Difference:

The mean difference is 4.20690, suggesting that the average response is significantly greater than
0. This value indicates the average level of impact as rated by respondents on a scale from 1 to 5,
where higher numbers suggest a stronger perceived impact of influencer endorsements on brand
perception.

Confidence Interval:

The 95% confidence interval for the mean difference ranges from 4.0373 to 4.3765. This interval
does not include zero, further confirming that the average rating is significantly different from
zero.

Conclusion

The analysis shows that respondents believe an influencer's endorsement has a strong positive
impact on their perception of a brand. The mean response of 4.20690 on a 5-point scale suggests
a high level of perceived impact. The result is statistically significant, indicating that the
influence of endorsements on brand perception is a consistent and notable trend among the
respondents. Hence we reject the null hypothesis that Influencers do not have a significant impact
on consumers' perception of a brand.

FINDINGS:

Based on the analysis of the survey data related to the impact of influencer marketing on
brand perception and loyalty, the following findings are observed:

Influencer Marketing's Impact on Brand Loyalty:

Respondents generally perceive that an influencer’s ongoing partnership with a brand
significantly affects their loyalty to that brand.

The one-sample t-test showed a mean response of 3.48768 on a 5-point scale, indicating a
moderate to high level of influence.

The result was statistically significant (t = 46.496, p < .05), confirming that influencer
partnerships are a notable factor in shaping brand loyalty among the respondents.

Influencer Endorsement's Impact on Brand Perception:

Influencer endorsements are perceived to have a strong positive impact on respondents'
perception of a brand.

The mean response for the impact of influencer endorsements on brand perception was 4.20690
on a 5-point scale, suggesting a high level of influence.

The statistical significance of the result (t = 48.915, p < .05) indicates a consistent and significant
perceived impact of influencer endorsements on brand perception.

General Usage of Social Media Platforms:

Instagram: A majority of respondents use Instagram for 30 minutes to 2 hours (38.4%) and 2 to
4 hours daily (39.9%).

YouTube: Most respondents use YouTube for 30 minutes to 2 hours (35.5%) and 2 to 4 hours
daily (37.9%).
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Twitter: The platform has a relatively low engagement, with 69.5% of respondents using it for
less than 30 minutes daily.

Facebook: Nearly half (49.3%) of the respondents use Facebook for 30 minutes to 2 hours daily.

LinkedlIn: A significant portion (84.2%) of respondents use LinkedIn for less than 30 minutes
daily, indicating lower engagement.

Snapchat: A majority (65.0%) use Snapchat for less than 30 minutes daily, with 35.0% using it
for 30 minutes to 2 hours daily.

Demographic Breakdown:

Age: The largest age group was 25-34 years (56.7%), followed by 35-44 years (15.8%).

Gender: A majority of respondents were male (64.0%).

Occupation: Most respondents were students (64.5%), with a smaller proportion being employed
full-time (28.1%).

The findings indicate that influencer marketing, particularly through ongoing partnerships and
endorsements, plays a significant role in shaping both brand loyalty and perception among
consumers. The data also reveal varying levels of engagement across different social media
platforms, with Instagram and YouTube being the most commonly used. Additionally, the
demographic information provides insight into the characteristics of the survey respondents,
highlighting a predominance of young adults, particularly males and students. These insights are
valuable for tailoring marketing strategies to effectively reach and influence target audiences.

CONCLUSION AND RECOMMENDATIONS:

The study demonstrates that influencer marketing significantly influences both brand loyalty and
brand perception among consumers. Influencers, particularly through ongoing partnerships and
endorsements, play a critical role in shaping consumer attitudes and behaviors toward brands.
The data shows that consumers tend to have a moderate to high level of loyalty to brands
endorsed by influencers, and such endorsements positively impact their perception of the brand.
Furthermore, social media platforms like Instagram and YouTube are highly utilized, indicating
their importance as channels for influencer marketing.

Recommendations

Based on the findings, the following recommendations are proposed:

Leverage Influencer Partnerships:

Brands should continue or initiate partnerships with influencers, as these collaborations
significantly enhance brand loyalty and perception. Focus on long-term partnerships rather than
one-off promotions to build a consistent and trustworthy brand image.

2. Targeted Marketing Strategies:

Utilize platforms like Instagram and YouTube more aggressively for influencer marketing
campaigns, as these are the most engaging platforms among the target audience. Tailor content to
suit the platform's audience and content style.

Engage Younger Audiences:

Given that a significant portion of the respondents are young adults, brands should tailor their
influencer marketing strategies to appeal to this demographic. This could include using

1180



European Economic Letters
ISSN 2323-5233

Vol 15, Issue 1 (2025)
http://eelet.org.uk

influencers who resonate with younger audiences and creating content that aligns with their
interests and lifestyle.

Diversify Influencer Types:

Consider using a mix of mega, macro, micro, and nano influencers to reach a broader
audience. While mega and macro influencers provide a wide reach, micro and nano influencers
often have higher engagement rates and a more authentic connection with their followers.
Measure and Optimize Campaigns:

Continuously monitor the effectiveness of influencer campaigns through metrics like
engagement rates, conversions, and brand sentiment. Use this data to refine strategies and select
influencers who align best with the brand's image and objectives.

Focus on Authenticity and Transparency:

Encourage influencers to be authentic and transparent in their endorsements, as authenticity
plays a crucial role in consumer trust. Avoid overly scripted content and allow influencers
creative freedom to convey their genuine experiences with the brand.

Respond to Consumer Feedback:

Monitor consumer feedback and sentiment on social media to address any concerns or
negative experiences promptly. Engaging with consumers and showing responsiveness can
enhance brand loyalty and perception.

By implementing these recommendations, brands can effectively leverage influencer marketing
to enhance brand awareness, perception, and loyalty, thereby achieving their marketing
objectives and fostering a stronger connection with their target audience.

LIMITATIONS OF THE STUDY AND SCOPE FOR FUTURE RESEARCH:

Sample Size and Generalizability:

The study's sample size was limited to 203 respondents, which may not be fully representative of
the broader population. The findings may not be generalizable to all demographic groups or
geographical regions, as the sample may not capture the diversity of potential consumer
behaviors and attitudes.

Self-Reported Data:

The data collected relied on self-reported responses, which can be subject to biases such as social
desirability bias, recall bias, or respondents' interpretation of questions. This can affect the
accuracy and reliability of the findings.

. Limited Scope of Influencer Categories:

The study did not differentiate between types of influencers (e.g., mega, macro, micro, nano) in
terms of their impact, nor did it explore the specific industries or product categories that may
benefit differently from influencer marketing.

Geographic Focus:

The study focused on a specific city or region, which may not reflect the behavior of consumers
in different cultural, economic, or social contexts. The geographic limitation could affect the
applicability of the results to other areas.

Cross-Sectional Design:
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The study was cross-sectional, capturing data at a single point in time. This limits the ability to
observe changes in consumer behavior or attitudes over time, which could be influenced by
evolving market trends, social media platforms, or influencer strategies.

Scope for Future Research

Longitudinal Studies:

Future research could employ a longitudinal design to track changes in consumer perceptions and
behaviors over time. This would provide insights into the long-term effects of influencer
marketing on brand loyalty and perception.

Comparative Studies Across Regions:

Conducting comparative studies across different geographic regions or countries would help
understand cultural differences in the impact of influencer marketing. This could reveal region-
specific strategies for effective influencer campaigns.

Diverse Influencer Categories:

Future studies could explore the impact of different types of influencers (mega, macro, micro,
nano) and their relative effectiveness across various product categories. This would help brands
tailor their influencer selection based on specific marketing goals.

Consumer Engagement and Interaction:

Further research could delve into how different forms of consumer engagement (likes, comments,
shares, etc.) with influencer content affect brand outcomes. This could help in understanding the
role of active versus passive engagement in building brand loyalty.

Impact of Influencer Authenticity and Transparency:

Investigating how the perceived authenticity and transparency of influencers affect consumer
trust and brand perception could provide deeper insights into the mechanisms behind successful
influencer marketing.

Effect of Negative Influencer Experiences:

Examining the impact of negative experiences with products recommended by influencers on
brand loyalty and perception could provide valuable information on managing potential
downsides of influencer partnerships.

Demographic and Psychographic Factors:

Future research could incorporate a more detailed analysis of demographic and psychographic
factors to understand how different consumer segments respond to influencer marketing. This
would enable more targeted and personalized marketing strategies.
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