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Abstract:  Social media influencers have emerged as key players in shaping consumer behavior in today’s 

digital age. This research paper investigates how influencer marketing impacts consumer buying habits, 

particularly focusing on individuals aged 18–50. Using a primary survey of 100 respondents via online 

questionnaires, the study explores how trust, content quality, platform preference, and posting frequency 

influence customer decisions. 

Findings show that 70% of consumers have made purchases based on influencer recommendations, with 

50% of those purchases being unplanned. Respondents also expressed that trust in influencers often 

surpasses traditional advertising, especially among younger demographics. The study emphasizes the power 

of authenticity, engagement, and platform-specific content, offering practical insights for brands to 

effectively leverage influencer marketing. 

 

Index Terms - Social Media, Influencer Marketing, Consumer Behaviours, Instagram, Trust, 

Content engagement. 

 

1.INTRODUCTION 

Social media has drastically altered the way businesses interact with consumers. Platforms such as 

Instagram, YouTube, and Facebook are now central to many marketing strategies. Within this digital 

ecosystem, social media influencers (SMIs) have gained substantial traction due to their ability to connect 

with followers through relatable and engaging content. 

Unlike traditional celebrities, influencers are perceived as more accessible and trustworthy, which makes 

their endorsements more effective. Their power lies not in stardom but in authenticity, which helps shape 

consumer choices more personally. This paper explores how these influencers affect consumer behavior and 

how brands can leverage this relationship for commercial success. 

The growing preference for influencer recommendations over traditional advertisements reflects a 

significant shift in consumer trust. Influencers serve as digital opinion leaders, capable of guiding 

purchasing decisions, introducing new products, and creating demand in a way traditional media cannot. 

This study investigates the mechanics behind this influence and its tangible outcomes on consumer behavior. 

 

2.STATEMENT OF PROBLEM  

Despite the growing dominance of social media and the increasing effectiveness of influencer marketing, 

there remains a lack of clarity regarding the true impact influencers have on consumer purchasing 

behavior—particularly in diverse and evolving markets like India. Consumers are exposed to countless 

influencer endorsements daily, yet not all engagements result in purchases. Furthermore, trust and 

authenticity have become central issues as influencer culture grows, with consumers becoming more 

selective and skeptical. 
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Many brands invest heavily in influencer collaborations without fully understanding what drives consumer 

trust, what types of content are most persuasive, or which platforms are most effective. Moreover, while 

younger consumers seem more responsive to influencers, the exact behavioral patterns, such as the tendency 

for impulse buying or preferences for video content, are not always well-documented. 

Thus, the central problem this study addresses is: “To what extent do social media influencers impact 

consumer buying habits, and which factors—such as trust, content quality, and platform usage—

contribute most significantly to their influence?” 
This research aims to fill this gap by systematically analyzing how social media influencers affect consumer 

decision-making, identifying the primary drivers of trust and engagement, and offering data-driven insights 

for marketers and brands. 

 

3.       LITERATURE REVIEW 

3.1 Previous Studies 

 According to Freberg et al. (2011), influencers are individuals who have built credibility in a specific industry 

and have access to a large audience. Their influence over purchasing decisions stems from perceived 

expertise and reliability. In the era of social media, these digital personalities often hold more sway than 

traditional advertising channels. 

 Keller (2021) emphasized that consumer behavior has evolved due to the interactive nature of social media. 

Influencer marketing capitalizes on this interaction, relying heavily on the trust built between influencers and 

their audiences. Influencers who post regularly and engage with their followers are seen as more authentic 

and are more likely to impact purchasing decisions. 

 Influencer Marketing Hub’s 2023 report found that over 61% of consumers trust influencer opinions more 

than those found in brand advertisements. Furthermore, visual platforms such as Instagram and YouTube 

significantly increase engagement due to their immersive nature. Videos, tutorials, product reviews, and 

“unboxing” content have particularly high conversion rates. 

 This study aims to contribute to this body of literature by focusing on Indian semi-urban and urban 

demographics aged 18–50 and evaluating their responses to influencer marketing strategies. 

 

4.RESEARCH METHODOLOGY 

 

4.1     Objectives 

 To assess the influence of social media influencers on consumer buying behavior. 

 

 To understand how trust, content quality, and posting frequency affect purchasing decisions. 

 

 To identify which social media platforms and content formats are most impactful. 

 

 To analyze demographic patterns in consumer responses to influencers.  

 

4.2 Research Design  

 

This study adopts a descriptive research design, using a structured questionnaire to collect both qualitative 

and quantitative data. The questions were designed to understand user engagement, trust factors, platform 

preferences, and the frequency of purchases influenced by social media. 

 

4.3  Sample and Sampling Method  

 

The research sampled 100 respondents from varied demographic backgrounds, aged 18 to 50. A random 

sampling technique was used to ensure representation across gender, location, and occupation. Data was 

collected via social media platforms and email over one month. 
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4.4 Data Collection Tools  

 Online structured questionnaire with multiple-choice and Linear scale items 

 

 Open-ended questions for qualitative insight 

 

 Distributed through Google Forms and direct messages  

 

4.5 Scope of Study  

The study covers: 

 Platforms: Instagram, YouTube, Facebook 

 Product categories: Fashion, Beauty, Technology, Fitness, Food, and Home Decor 

 Geographic diversity: Respondents from urban, suburban, and semi-urban India 

 

5.DATA ANALYSIS AND INTERPRETATION 

 

        5.1 Demographics of Respondents 

 Age Distribution: 83.1% of respondents were aged 18-24, indicating high adoption among young users. 

 
 Occupation: 64.6% were students, followed by 27% employed individuals and 8.4% others
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 Gender: The gender distribution was nearly equal, with 60% female and 40% male respondents. 

 
 

5.2 Social Media Consumption & Influencer Engagement 

 

 19.2% of respondents follow influencers for Food and Travel while 16.9% followed for Entertainment.  

 
 41.5% of respondents Rarely buy products recommended by social media influencers while 11.5% buy 

Frequently 
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 56.2% of respondents are motivated to buy products recommended by influencers because of their Product 

Reviews  


30% of respondents are most influenced to purchase Fashion and Apparel while 20% were influenced to 

purchase Electronics 

 
5.3 Trust and Perception 

 

 54.6% of respondents regretted a purchase influenced by a social media recommendation 
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 26.9% of respondents trusted social media influencer’s while 40% were in Delima 

 
 

 56.2% of respondents thought a Consistent and Honest Reviews make an influencer trustworthy  

 
 

 24.6% of respondents believe influencer are biased in their recommendations  
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5.4 Influencer Influence vs Other Sources 

 33.8% of respondents believed influencer reviews are less important compared to other sources (Friends and 

Family) 

 
 60.8% of respondents think social media influencers will continue to influence consumer buying habits in 

the future

 
 22.3% of respondents follow social media influencers daily while 9.2% never follow  

 
 56.2% of respondent bought something because influencer recommended it 
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5.5 Platform Preference  

 

 53.1% of respondent buying decision is influences by Instagram 

 
 53.1% of respondents trust influencer promotion more than traditional ads 

 
  

http://www.ijcrt.org/


www.ijcrt.org                                                           © 2025 IJCRT | Volume 13, Issue 5 May 2025 | ISSN: 2320-2882 

IJCRT25A5551 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org n474 
 

 32.3% of respondent believe discount codes from influencers doesn’t influence their purchase   

 
 

6.CONCLUSION 
 

This study confirms that social media influencers are critical in shaping today’s consumer buying habits. 

Their power lies in their ability to build trust and deliver content that feels personal and authentic. As a 

result, consumers—particularly those in the 18–30 age group—are increasingly relying on influencers for 

product recommendations, reviews, and even spontaneous purchases. 

The findings suggest that influencer marketing is not just a passing trend but a robust channel for consumer 

engagement. Businesses that recognize and invest in influencer partnerships stand to gain significantly in 

terms of reach and conversion. Authenticity, relevance, and consistency remain the pillars of successful 

influencer campaigns. 

For marketers, the message is clear: to succeed in the digital age, one must go beyond traditional methods 

and meet consumers where they are—online, on social platforms, listening to voices they trust. 

 

7.REFERENCES 

 Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the social media influencers? 

 

 Influencer Marketing Hub. (2023). State of Influencer Marketing Report. 

 

 Keller, E. (2021). The New Rules of Marketing & PR. 

 

 Tap Influence & Nielsen. (2016). ROI of Influencer Marketing. 

 

 Social Media Today. (2022). Trust in Digital Influencers. 

 

 

 

http://www.ijcrt.org/

