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Abstract 

The emergence of influencer marketing, a tactical strategy that uses content creators' perceived relatability, reach, and 

authenticity to influence customer behaviour, lies at the heart of this change. The objectives of the study include examine 

the effectiveness of influencer marketing in shaping purchase decision, investigate the psychological factors that lead 

consumers to adopt the lifestyle and consumption habits of influencers and analyze the level of consumer awareness 

regarding the commercial nature of influencer marketing. The study includes a sample of 100 respondents representing 

social media users who follow influencers and are potential consumers in Thiruvananthapuram district. Because of high 

perceived relatability and authenticity, creators are far more persuasive than traditional advertisements, according to the 

majority of respondents. Because social proof reduces the perceived risk of trying something new, this trust directly 

translates into sales. Customers' adoption of influencer lifestyles has been found to be significantly correlated with 

psychological factors like FOMO, lifestyle comparison, social belonging, and personal connection. The strongest 

psychological motivator was found to be FOMO, which created a sense of urgency and prompted quick purchases. In terms 

of consumer awareness, a sizable portion of respondents still think influencers conceal paid promotions, despite the fact 

that the vast majority of respondents are aware of the commercial agreements behind influencer content. 
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1. INTRODUCTION 

Social media platforms have developed from simple means of communication into powerful engines of international trade in 

today's digital environment. The emergence of influencer marketing, a tactical strategy that uses content creators' perceived 

relatability, reach, and authenticity to influence customer behaviour, lies at the heart of this change. Influencer marketing uses 

pre-existing social connections to combine personal storytelling with product endorsement, in contrast to traditional advertising, 

which depends on direct promotional messaging from firms. Understanding the mechanisms of influencer influence has become 

crucial for marketers, psychologists, and policy makers alike as consumers increasingly rely on social media platforms for 

product discovery, entertainment, and lifestyle inspiration. 

This study examines the complex relationship between customer response and influencer marketing from three main angles. It 

first looks at how influencer content directly influences decisions to buy and conversions. Second, it explores the underlying 

psychological factors that encourage people to emulate the lifestyle and consumption patterns of influencers.  Lastly, it assesses 

consumer knowledge of the commercial character of these online endorsements and looks at whether viewers are able to discern 

between paid brand partnerships and genuine personal recommendations. When combined, these factors offer a comprehensive 

understanding of how social media influencers shape contemporary consumer culture. 

2. STATEMENT OF THE PROBLEM 

Even though influencer marketing has become a multibillion-dollar industry, there are still a lot of unanswered questions about 

how persuasive it is and what psychological weaknesses it exploits. In order to attain a desired status, identity, or sense of 

belonging, modern consumers are frequently subtly compelled to imitate the idealized lifestyles that influencers promote. It is 

challenging to distinguish between constructive inspiration and deceptive persuasion, nevertheless, because the exact 

psychological processes that span the gap between passive material consumption and active lifestyle copying are still poorly 

known. 

Furthermore, as the boundaries between organic content and sponsored endorsements become increasingly blurred, consumer 

discernment is put to the test. Many consumers, especially younger demographics, either fail to recognize or consistently ignore 

the commercial motivations behind influencer recommendations, despite regulatory guidelines requiring clear disclosures. This 

http://www.ijama.in/


International Journal of Advanced Multidisciplinary Application | IJAMA 

                                                                                                    Volume 3 Issue 11 Nov 2026 

                                                                                                           ISSN No: 3048-9350 

 

www.ijama.in                                                                                                                                           Page | 123  

 

 
 

lack of awareness creates an informational asymmetry, making consumers susceptible to uncritical purchasing decisions and 

complicating the true measurement of brand marketing effectiveness. As a result, a thorough investigation is required to 

determine how effectively influencer strategies drive actual purchasing behavior, uncover the psychological drivers of 

consumer emulation, and assess public awareness of the commercial reality of digital endorsements. 

3. OBJECTIVES OF THE STUDY 

● Examine the effectiveness of influencer marketing in shaping purchase decision.  

● Investigate the psychological factors that lead consumers to adopt the lifestyle and consumption habits of influencers. 

● Analyze the level of consumer awareness regarding the commercial nature of influencer marketing. 

4. HYPOTHESIS OF THE STUDY 

● There is no significant relationship between psychological factors and consumers’ adoption of influencer lifestyles. 

5. REVIEW OF LITERATURE 

Singh & Banerjee (2023) investigated the psychological processes that lead young Indian consumers to emulate the lifestyles 

and consumption patterns of influencers. The authors discovered that the desire for social acceptance and parasocial 

interaction—a perceived one-sided friendship—are the main causes of social proof. Strong pseudo-friendships dramatically 

lower perceived psychological risk, according to the research, which encourages consumers to copy the daily routines and 

esthetic preferences of influencers. Mahajan & Garg (2026) measured source credibility, trustworthiness, content authenticity, 

and product congruence in an empirical survey of 412 Indian social media users to determine what makes influencer 

endorsements persuasive. The findings demonstrated that the two best indicators of favorable purchase decisions are perceived 

content authenticity and perceived expertise. It was determined that relatable and transparent product experiences are far more 

important than scripted endorsements because high follower counts alone were unable to drive conversions. The impact of 

sponsorship on consumer awareness in India was assessed by Jhawar et al. (2023). The study found a glaring knowledge gap: 

although explicit visual cues assisted consumers in identifying paid intent, many younger people were still unable to identify 

embedded brand placements and subtle affiliate links. Customers' immediate purchasing impulse decreases when they are 

aware of commercial intent, but their long-term confidence in the influencer's honesty rises. In Tier-1 and Tier-2 Indian cities, 

Mishra & Das (2024) investigated consumer exposure to deceptive endorsements, unsubstantiated financial or health claims, 

and omitted disclosures. The authors drew attention to serious regulatory gaps, pointing out that disregard for Advertising 

Standards Council of India guidelines undermines consumer confidence and exposes consumers to deceptive business practices. 

6. RESEARCH METHODOLOGY 

The present study is descriptive and analytical in nature. The study focuses on understanding the effectiveness of influencer 

marketing in shaping consumer purchase decisions. The study includes a sample of 100 respondents representing social media 

users who follow influencers and are potential consumers in Thiruvananthapuram district. Convenience sampling is used in 

this study for the selection of respondents. Primary data is collected using a structured questionnaire. Chi square test is used 

for the analysis of data. 

7. ANALYSIS AND INTERPRETATION 

7.1 Effectiveness of influencer marketing in shaping purchase decisions 

The effectiveness of influencer marketing in shaping consumer purchase decisions can be measured through various parameters 

including trust, purchase likelihood, product understanding, brand perception, actual purchase behavior, and disclosure 

preferences.The following table shows the respondents' level of agreement with various statements related to the effectiveness 

of influencer marketing 

Table 1: Effectiveness of influencer marketing in shaping purchase decisions 
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Effectiveness of influencer marketing Strongly 

Agree 

Agree Neutral Disagree Strongly 

Disagree 

I trust influencer recommendations more than 

traditional ads 

19 47 21 7 6 

Influencers provide honest and unbiased 

reviews 

17 48 18 8 9 

I am more likely to purchase if recommended 

by an influencer I follow  

12 49 26 6 7 

Influencers help me understand product 

features better 

21 52 18 2 7 

Brands collaborating with influencers seem 

more modern and reliable 

17 44 23 8 8 

I have purchased a product in last 6 months 

due to influencer recommendation 

18 47 20 3 12 

Clear disclosure (#ad) makes me trust the 

content more 

22 38 22 11 7 

Source: Primary data 

Because thorough demonstrations allow customers to see features in action, influencers greatly increase product understanding. 

Because of their high perceived relatability and authenticity, creators are far more persuasive than traditional advertisements, 

according to the majority of respondents. Because social proof reduces the perceived risk of trying something new, this trust 

directly translates into sales. 

Authenticity continues to be crucial to this effect: when influencers share personal experiences in their reviews, audiences 

perceive them as truthful, and transparent sponsorship disclosures strengthen rather than undermine credibility. Working with 

creators also modernizes a brand's image and shows customers that a business is up to date. Influencer recommendations are 

firmly rejected by a very small minority in favor of traditional advertising. 

7.2 Feelings and perceptions toward social media influencers 

Consumers develop various emotional and psychological connections with influencers, including personal connection, lifestyle 

comparison, sense of belonging, aspirational beliefs, relatability, FOMO, and trust in authentic content. These feelings 

significantly shape their purchase decisions. The following table shows the respondents' level of agreement with statements 

about their feelings and perceptions toward social media influencers. 

Table 2: Feelings and perceptions toward social media influencers 
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Consumers perception Strongly 

Agree 

Agree Neutral Disagree Strongly 

Disagree 

I feel a personal connection with 

influencers I follow 

26 28 29 10 7 

I often compare my  

current lifestyle with influ encers' portrayed 

lifestyle  

17 43 22 9 9 

Following an influencer makes me feel I 

belong to a social group 

13 43 30 8 6 

Adopting influencer habits will help me 

achieve similar success/happiness 

15 44 20 14 7 

Influencers' daily routines are more 

relatable than celebrity lives 

18 43 24 9 6 

I feel FOMO when an influencer uses a new 

product I don't own  

21 39 20 12 8 

I trust an influencer's advice because they 

share behind-the-scenes content 

18 39 27 10 6 

Source: Primary data 

By sharing everyday activities and unscripted content, influencers create a strong sense of relatability that makes them feel far 

more approachable than traditional celebrities. Because followers frequently compare their own status to carefully manicured 

lifestyles, are afraid of missing out on new trends, and develop habits in an attempt to emulate that success, this close 

relationship has a potent aspirational effect. 

Deep psychological ties serve as the foundation for this influence. Long-term credibility is developed by sharing genuine 

moments and behind-the-scenes struggles, which over time enables followers to form deep, one-sided emotional connections. 

Additionally, only a small percentage of people reject the benefits of following creators, which foster a shared space for like-

minded audiences and a broader sense of community and social belonging. 

The following hypothesis is tested 

There is no significant relationship between psychological factors (such as FOMO, social belonging, and personal connection) 

and consumers’ adoption of influencer lifestyles. 

Table 3: Hypothesis test result 
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Psychological Factor χ² Value Df p-value Cramer's V Result (α = 

0.05) 

I feel a personal connection with 

influencers I follow 

31.674 16 0.011 0.281 Significant 

I often compare my current lifestyle 

with influencers' portrayed lifestyle 

28.154 16 0.030 0.265 Significant 

Following an influencer makes me 

feel I belong to a social group 

35.921 16 0.003 0.300 Significant 

I feel FOMO when an influencer uses 

a new product I don't own  

42.381 16 0.000 0.325 Significant 

Influencers' daily routines are more 

relatable than celebrity lives 

24.831 16 0.073 0.249 Not 

Significant 

I trust an influencer's advice because 

they share behind-the-scenes content 

26.410 16 0.049 0.257 Significant 

Source:Computed data 

A chi-square test of independence was conducted to examine the relationship between psychological factors and consumers' 

adoption of influencer lifestyles. The results revealed a statistically significant relationship (p < 0.05) for five psychological 

factors: personal connection (χ² = 31.674, p = 0.011), lifestyle comparison (χ² = 28.154, p = 0.030), social belonging (χ² = 

35.921, p = 0.003), FOMO (χ² = 42.381, p = 0.000), and trust in authentic content (χ² = 26.410, p = 0.049). The strongest 

association was found for FOMO (Cramer's V = 0.325). No significant relationship was found for relatability (χ² = 24.831, p = 

0.073). Therefore, the null hypothesis (H₀) is rejected and the alternative hypothesis (H₁) is accepted. 

7.3 Consumer awareness regarding the commercial nature of influencer marketing. 

Consumers' awareness and perceptions of commercial arrangements, including commissions, disclosure checking, legal 

requirements, and hidden paid promotions, affect how they interpret influencer content. The following table shows the 

respondents' level of agreement with statements regarding commercial aspects behind every promotion. 

Table 4:  Consumer awareness regarding the commercial nature of influencer marketing 

Consumer Awareness Strongly 

Agree 

Agree Neutral Disagree Strongly 

Disagree 

I am aware that influencers receive 

commissions or free products 

26 50 14 6 4 

I always check for tags like #ad or 

#sponsored before believing a 

recommendation 

26 43 21 4 6 

I believe most influencers are legally 

required to disclose financial 

relationships 

20 50 22 4 4 

I feel that influencers often hide the fact 

that they are being paid 

22 48 22 2 6 

Source: Primary data 
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Customers are highly aware of influencer marketing strategies and are generally aware that creators are compensated with 

commissions or free merchandise in exchange for their reviews. Because they are generally aware that financial disclosures are 

mandated by law, audiences actively assess the credibility of content by looking for disclosure tags to distinguish between 

sincere opinions and sponsored promotions. 

But there is still a persistent lack of trust. Required disclosures alone cannot totally allay concerns about transparency, as many 

consumers continue to believe that influencers regularly conceal paid arrangements. In general, people are still skeptical of 

commercial motivations, and very few people think there are no laws governing disclosure. 

8. CONCLUSION 

In the digital age, influencer marketing has become a potent and unique tactic that has completely changed how customers find, 

assess, and buy goods. Because of high perceived relatability and authenticity, creators are far more persuasive than traditional 

advertisements, according to the majority of respondents. Because social proof reduces the perceived risk of trying something 

new, this trust directly translates into sales. Customers' adoption of influencer lifestyles has been found to be significantly 

correlated with psychological factors like FOMO, lifestyle comparison, social belonging, and personal connection. The 

strongest psychological motivator was found to be FOMO, which created a sense of urgency and prompted quick purchases. 

In terms of consumer awareness, a sizable portion of respondents still think influencers conceal paid promotions, despite the 

fact that the vast majority of respondents are aware of the commercial agreements behind influencer content. The industry 

needs to close the ongoing trust gap that this paradox exposes 
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