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Abstract 

Influencer marketing has increased in popularity in recent years to reach target audiences and influence consumer 

behaviour. This study intends to investigate how influencer marketing affects consumer behaviour, particularly 

emphasizing how well it works to raise brand awareness, enhance brand perception, and boost sales. The paper will 

utilize a mixed-methods approach and data examination methodologies to provide a detailed grasp of the subject. The 

world of social media has changed from one where we post pictures and unrelated ideas to one that is now mainly used 

for advertising and controlled by celebrities. Influential individuals, or people who can influence, have a powerful pull 

on users on social platforms via their content, thoughts, and distinctive experiences. These influencers are known to 

impact individuals, particularly younger ones. 

They can be categorized as a fresh outlook to marketing that goes ahead of traditional techniques and beyond simply 

promoting products, including developing a sense of identity and forging sturdy relationships between celebrities, 

viewers, and products. The number of stars and companies utilizing influencer promotion increases along with the 

number of people using social media. The influencers are experts at producing compelling marketing material that is an 

ongoing expenditure for any business, large or small, and the audience is limitless. 

This essay aims to shed light on the latest Influencer promotion passion on social media throughout the pandemic and 

how it exaggerated businesses' and viewers' buying routines. To discover the consequences of influencer marketing on 

consumers' buying performance and choices, a survey with a sample of 220 customers was carried out and utilized to 

gather the information for this research. 
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1. Introduction 

Influencer marketing entails pooling resources with a populace with a sizable following on social media platforms to 

endorse a company or product to its audience. Due to the increased usage of social media and the significance of online 

evaluations and recommendations in customer decision-making, this tactic has gained popularity. To better understand 

how influencer marketing affects customer behaviour, this investigation will examine how well it works to raise 

awareness of brands, enhance brand perception, and boost sales (Sugihartati & Susilo, 2019; Maulana & Susandy, 2019; 

Putra & Darma, 2021). 

Influencer advertising is promoting products on social media channels utilizing recognized influencers. Because people 

of all ages so widely use social media, notably the young populace, most of these consumers became influencers thanks 

primarily to their posts and what they publish. Influential individuals are those you connect with online who propose 

things and offerings to you via carefully selected stuff, as numerous social media members have remarked. Bloggers 

also work in the daily life, cookery, style, and prettiness parts and disciplines. They create content in their fields of 

strength and gain recognition swiftly, earning the promoter designation. To become an influence, one must become a 

reliable foundation for their followers and an outspoken figure with a sizable following of people who share those 

views. This is an essential inducement for businesses to work with influencers to promote online. They try to connect 

with a celebrity's nucleus viewers through the influencer. With the help of some skillfully designed marketing materials, 

they try to raise brand exposure and encourage sales (Alghamdi & Bogari, 2020; Ghozali, 2016; Susilo et al., 2019). 

Numerous persons turned to the internet as the deadly disease devastated the world like a ball of destruction to articulate 

themselves through varied content on social media platforms. They attracted lucrative partnerships between brands that 

have since flooded the internet spaces even over average. Increasing numbers of businesses, regardless of dimension, 

have yet to follow all other advertising policies to spend on influencer advertising. 

Influencers were skillfully alienated into positions and regions of attention, also connected with the present extension of 

influencer advertising. It is currently simpler for companies in a given theme to attach with celebrities who write about 

that similar niche. Consequently, it is easier for businesses to 

1. Work together intimately with specialists in their meadow who can create content and marketing materials utilizing 

their field expertise and 

2. Arrive at the influencers' interested viewers. 
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Suppose a beauty influencer recommends a beauty company. In that case, it will reach a more significant portion of the 

beauty brand's target market because the influencer is well-known for producing content relevant to beauty, and the 

majority of their followers are either beauty enthusiasts or individuals who work in the field. 

This was a look from the company's perspective, but from the consumer's perspective, as they interact more with an 

influencer they like and consume their content, they grow more trustful of them. As a result, if they see the influencer 

endorsing a particular beauty brand, they will believe their judgment and all the good things they have to say about the 

brand and eventually start using the product themselves. 

This study will examine how influencer marketing affects customers' purchasing decisions and any significant effects it 

may have had on consumers during the pandemic and social media. 

 

2. Review of Literature 

The literature review will examine the present research on influencer advertising and its effects on consumer behaviour. 

The examination will examine their success in marketing companies and goods. The assessment will also examine how 

well influencer marketing works to raise brand recognition, enhance brand perception, and boost sales (Michelle& 

Susilo, 2021; Miyatake, 2016; Erlangga, 2021; Muhammad & Hartono, 2021). 

Influence marketing, or influence advertising, creates and disseminates advertising communications through opinion 

managers and other influential persons rather than the brand. More than utilizing word of mouth to motivate someone to 

purchase the product, they manipulate by example (Arora et al.,2021; Bansal et al., 2022; Bhalla & Bansal, 2014). 

In influencer marketing, both conventional and contemporary marketing strategies are combined. It incorporates the 

notion of celeb support into a current satisfied-driven marketing strategy. The primary distinction in influencer 

advertising is that companies and influencers work together to produce the campaign's results. 

A product works with a social media influencer to endorse one of its products through influencer promotion. Few 

partnerships between brands and influencers in influencer promotion are less material than that; they aspire to increase 

brand recognition. 

This research study provides a detailed discussion of influencer promotion's latest increase on different social media 

channels as the epidemic-hit world moves online. Additionally, it will discover how influencer promotion has helped 

brands and companies attain absolute productivity and a rise in revenue and consciousness (Gaidhani et al., 2019; Singh 

et al., 2020; Akbar et al., 2021; Ali et al., 2021). 

Influencers are efficient for marketing brands and goods due to several variables. One is their capacity to provide 

exciting and genuine material that connects with their audience. 

Influencers can also connect with specific demographics, which can be challenging to reach through conventional 

advertising strategies. The literature analysis also emphasizes the importance of picking the ideal influencer for a brand. 

When choosing an influencer for a campaign, factors like the influencer's market demographics, engagement rate, and 

content relevancy should be considered. 

 

3. Purpose of the Study 

1. To comprehend how customer trust in influencers affects their propensity to buy clothing from a brand influencers 

have recommended. 

2. Determining an influencer's social appeal has a positive, considerable influence on the decision to buy clothes. 

3. To examine the referenced influencers' direct or indirect effects on customer purchasing decisions. 

 

Hypothesis Formulation 

The following claims are put to the test objectively. 

H1: The 'Sex' and influence trust' in buying clothing on social media are significantly correlated. 

H2: 'Age' and 'social attractiveness' by influencers in buying decisions' are significantly correlated. 

H3: Consumers' 'purchasing behaviour' and influencers' social references have a substantial relationship. 

 

4. Result Analysis Methods 

The investigation was carried out empirically because of the absence of a problem but the possibility for significant 

imminent into a specific situation. The article seeks to increase scholars' understanding of the problem rather than to 

provide indisputable proof. The primary objective is to acquire knowledge and insight for subsequent research. 

 

Collection of Data and Sampling 

Two hundred fourteen persons from a wide range of demographics who frequently use social media and are followers of 

at least a single influencer are included in the sample. 'Cluster sampling' is the sampling technique used in this instance. 

Those who follow social media influencers were given access to the data gathered through Google Forms. The research 

was descriptive, and the data presented here is the primary data. 

 

Equipment for Analysis 

The one-way ANOVA analysis and the chi-square test, two basic statistical methods, are employed. These were 

completed with the use of programs like SPSS. 
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5. Data Analysis and Key Results 

H0: 'Gender' and influencer trust in purchasing clothes on social media have no meaningful association. 

H1: The 'Gender' and influencer trust' in purchasing clothes on social media are significantly correlated. 

The study's prime declaration is that "Sex" and "Influencer Trust" variables like the "Comment Section," "Previous 

Experience," "Friends' Referral," "Consistent Engagement and "Demo" are significantly correlated. Data from a sample 

of customers who follow influencers on social media and buy clothes brands was gathered to test this theory. One-way 

ANOVA was used to analyze the data that had been collected. 

 

 Some of 

Squares 

 

df 

Mean 

Square 

 

F 

 

Sig. 

I saw the "remarks 

section" previous to making 

Between 

Clusters 

7.344 1 7.767 8.434 .004 

the buy choice. Within Clusters 182.345 212 .545   

 Sum 178.338 213    

I believe in the influencer since 

I have "previously bought" 

apparel brands from the same 

influencer. 

Between Clusters 

Within Clusters 

 

 

Sum 

9.464 

245.451 

 

254.915 

1 

212 

 

213 

9.545 

1.545 

8.545 .004 

I have faith in the brand since 

my "friends referred to" it on 

social media. 

Between 

Groups 

 

Within Clusters 

 

Total 

32.383 

 

178.929 

 

211.312 

1 

 

212 

 

213 

20.828 

 

.3732 

 

27.897 .000 

I believe in the influencer 

since they are "constantly 

connected" with the 

spectators. 

Between 

Cluster Within 

Clusters 

 

Sum 

2.363 

267.065 

 

269.428 

 

1 

212 

 

213 

2.4343 

 

 

1.676 

1.434 .154 

I trusted the brand Between 

because influencer Cluster 

5.787 1 4.676 3.678 .057 

demo it on social media Within Cluster 245.898 212 1.378   

Post. Sum 251.685 213    

 

'Gender' and 'Influencer trust' are compared in the experiment using the analysis of variance (ANOVA). Specify a P 

value of 0.05 because the significance level for variables like the Comments section, prior experience, and friend 

recommendation is below the P-value of 0.05. As a result, the other theory was accepted, and the null hypothesis was 

dismissed. We assume that the Comments section, prior experience, and recommendations from friends will all be 

significantly correlated with gender. Constant involvement and demo are variables that are less than 0.05. It shows no 

relationship between sex and consistently elevated attention and contribution rates. 

H0: The influence of 'age' and 'social desirability' on purchasing decisions is not significantly correlated. 

H1: 'Age' and 'social attractiveness' by influencers in buying decisions are significantly correlated. 

The present research intends to examine the correlation between age and social magnetism factors, such as the number 

of followers, viral shares, star personalities, current trends, and influencers' consistent performance, in the background 

of online apparel brand buying decisions. According to the paper's hypothesis, there is a substantial correlation between 

social attractiveness by influencers and age in 4 factors relating to decisions about which apparel brands to buy on social 

media. The consumer's age is crucial when buying garments through influencer marketing. A model of the populace 

between 18 and 35 who frequently utilize social media platforms and pursue a minimum of one influencer is used. Chi-

square analysis is utilized to contrast observed and predicted values. Let us say the P value is 0.05. 

 

Chi-Square Test 

 Value Deg of free Asymp. Sig. (2-sided) 

Pearson Chi-Square 5.560a 7 .743 

Ratio 6.568 7 .543 

Linear-by-Linear Association 1.489 1 .243 

Cases 214   

 

a. Seven (46.7%) cells have expected numbers that are fewer than five. The expected number must be at least 17. 
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The table indicates that the chi-square has importance at the 5% level. The Pearson Chi-square value, which is 0.05, is 

higher than the P value. There is no correlation between age and having a more significant number of followers who 

make purchases; hence, the null hypothesis is supported, and the other theory is rejected. 

 

6. Results and Recommendations Findings 

According to the study, gender significantly influences how much customers believe influencer marketing, particularly 

in the Comments section, past experiences, and recommendations from friends. Additionally, it demonstrates that social 

attractiveness, such as viral spread, star character, and current patterns by influencers in buying decisions, are 

significantly influenced by age. When making garment purchases on social media, younger customers are more likely to 

be swayed by social attractiveness. Finally, it demonstrates how social references akin to Influencer collaboration, social 

media, and quizzes significantly impact customers' purchasing decisions. 

 

7. Conclusion 

This study explicitly examined how influencer marketing affects consumer behaviour by examining purchases made on 

social media for clothes. When the research hypotheses were tested, the results revealed a significant relationship 

between sex and celebrity faith when making a social media purchase of clothing, the era and social magnetism of an 

influencer when making a buying choice, and consumer purchasing behaviour and social reference by the influencer. 

The study found that when consumers shop for clothing on social media, their gender significantly impacts how they 

perceive influencer marketing and how much they trust influencers. The study also shows that influencers' level of 

social attractiveness, which influences customers' purchasing decisions, is significantly influenced by age. Customer 

behaviour dramatically impacts how well influencer marketing works, and influencers' social standing is a significant 

element for consumers (Putra et al., 2017). 

Overall, the study's conclusions provided insight into the role of social media influencer marketing in the apparel 

industry and the factors influencing consumer behaviour. Marketers and businesses attempting to leverage influencer 

marketing for social media apparel sales should take note of these findings. 
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