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Abstract:
As brand marketers, Social Media Influencers (SMI) and other influencers have taken prominence over marketers and have arguably become their greatest competitors. Influencer and their platforms have drastically impacted the buying behavior of consumers, especially of the younger generations. This paper focuses on the recent developments regarding influencer impact on consumer behavior through the lens of celebrity branding. Influencer branding integrates various forms of social and narrative techniques in advertising to construct compelling stories around their products, capturing the audience's sensory experiences and encouraging them to buy the product. Relatively high social media influencer (IGT in our case) engagement ratios on Markomi's social media platforms have increased purchasing behavior of younger audiences. However, being authentic while nurturing brand image proves to be a continuous challenge. This paper especially notes gaps in existing literature regarding influencer branding cycles in a longitudinal setting, as well as the cross-disciplinary approaches involving marketing, sociology and politics. Research conclusively shows that most audio-visually exposed people in Gen Z and millennials are purchase-prone based on IG testimonies. For followers of IGT, YouTube and TikTok act as the most relevant trigger switches. Therefore, marketers need to have holistic strategies in place to endorse the supposed genuine personas of influencers without compromising on genuine trust. Additionally, self-imposed ethical norms need to be relied upon to render future value to the study.
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1. Introduction:
The rapid growth of social media has revolutionised the field of marketing, transforming how companies interact with their target market and communicate their brand messages (Singha, S. 2024). Social media influencers are a major driver in today's digital era, shaping people's perceptions, influencing buying decisions, and building brand loyalty (Xixiang, S.et al., 2024). These individuals, normally viewed as trusted persons with credibility earned over time and authentic engagement, have built huge followings on social media websites, utilizing their influence to support products, services, and ideas to their followers (Dumitrica, D.et al., 2021).
The growth in social media influencers is associated with an increase in distrust in conventional advertising, since consumers more and more seek authentic and engaging content that is relatable and correlated with values and interests (Namkoisse, E.et al., 2023).  Influencer, with their own unique voice, perspective, and area of expertise, have successfully adopted this sentiment, providing a more personal and interactive marketing strategy that directly addresses their audience (Ishonova, S. et al.,2018) Through working with influencer, businesses can connect with their large and loyal base, establishing a more personal and genuine relationship with their target market (Bochenek, L. M. 2019).
The influence of social media influencers on consumer behavior is multifaceted and widespread (Lahuerta-Otero, E. et al., 2025). They can shape opinions, influence purchasing decisions, and build brand loyalty, often serving as a trusted source of information, entertainment, and inspiration for their audience (Ghaffar, A. et al., 2024). In addition, influencers can provide valuable insights into consumer likes, behaviors, and trends, enabling businesses to refine their marketing strategies and fine-tune their products or services (Lim, A. F.et al., 2023).
Over the last few years, influencer marketing has become a crucial part of many companies' marketing strategies (Yuan, S. et al., 2019). With companies allocating significant amounts of resources to work with influencers who can help them reach their target audience and achieve their marketing objectives (Fiorella, S.et al., 2013). However, despite the growing importance of influencer marketing, there is still a need for a deeper understanding of its impact on customer behavior and the factors that drive its effectiveness (Thrassou, A. et al., 2021).
This study aims to bridge the available knowledge gap through an examination of how social media influencers influence customer buying decisions (Amirah, N. A. et al.,2023), the factors that increase their persuasiveness, and the impacts on businesses planning to use influencer marketing as a tool to reach their intended consumers (Palmatier, R. W.et al.,2022).Through increased understanding of influencer marketing functioning and its role in shaping consumers' behavior (Kadezabek, D. et al., 2019). Firms can develop more effective marketing strategies, establish stronger connections with target audiences, and eventually realize business growth and success (Stewart, D. W. et al., 2006).                                    
2. Review of Literature:
Social media influencer (SMIs) has a profound impact on consumer attitudes and purchasing decisions in the digital marketing environment (Chan, F. 2022). Research focuses on various factors through which influencers influence consumers, with a focus on credibility, authenticity, interaction, and electronic word of mouth (e-WOM) (Alguezaui, S. et al.,2023).
2. 1. Influencer Credibility and Authenticity:
One of the dominant themes across most studies is the role played by the credibility and authenticity of an influencer in building consumer trust and impacting buying behavior (Yuan, S.et al., 2019). Consumers tend to trust influencers who appear authentic and well-versed regarding the products they endorse, which influences their purchasing decisions in a positive way (Dias, C.et al., 2020). The perceived genuineness of an influencer significantly impacts consumer perception, tending to increase purchase likelihood. Authenticity builds a sense of community and trust, with followers being receptive to influencer recommendations (Kim, H. Y. et al., 2021).
2.2. Electronic Word of Mouth (e-WOM):
E-WOM is a significant tool by which influencers influence consumer behavior (Sicilia, M. et al., 2014). The reviews and endorsements made by influencers act as trusted sources of information, often being more persuasive than traditional advertising (Verspaget, M.et al., 2021). The beauty vloggers' e-WOM had a great influence on the purchasing habits of viewers by altering the way they view cosmetic products (Dermawan, A. et al., 2020). This is in line with research that shows social media commerce thrives on peer-like recommendations, with influencers acting as key opinion leaders (Ramos, F. L. et al., 2018).
2.3. Platform and Demographic Influence:
Instagram and TikTok are among the top platforms where influencer marketing effectively impacts consumer buying behavior, especially among young generations like Gen Z and Millennials (Shukla, A. et al.,2023). Empirical evidence also suggests that Instagram users are more likely to buy in reaction to products endorsed by influencers compared to other social media (Hudders, L.et al., 2017). Additionally, followers who align with the values and lifestyle of an influencer also copy their buying behavior, a problem that can be explained under social default theory and choice imitation (Kim, Y. K.et al., 2022).
2.4. Brand Awareness and Engagement:
Although celebrity endorsements tend to boost brand awareness, social media influencers (SMI) are most suited to encourage product engagement and brand loyalty in specific groups (Zaelani, A. B. et al.,2024). Influencers can make engaging content that resonates with specific groups, making consumers more active and determined to purchase (КОНОПЛЯННИКОВА, М. 2024). Return on investment using influencer marketing has been reported to be greater than that of conventional digital marketing, a testament to its effectiveness (Hoy, M. G. et al., 2019).
2.5. Ethical Concerns and Transparency:
Though influencer marketing could be beneficial, existing research worries about ethics and transparency (Nelson, M. R. et al., 2019). Sponsorship non-disclosure can lead to consumer mistrust and decrease endorsement believability (Wang M. et al., 2019). Upholding clear disclosure and ethical communication is pivotal in sustaining influencer believability and enhancing long-term consumer participation (Sankala, S. 2024).
2.6. Theoretical Foundations:
The literature utilizes models such as the Information Adoption Model and the Consumer Inspiration Model to explain the impact of influencer content on purchasing behavior (Belgiawan, P. F. et al., 2022). The models put forward those influencer personality and content characteristics aid in mediating consumer loyalty and imitative choice behavior, conditioned by gender, income, and education (Najar, S. A. et al., 2018). This comprehensive review sets up that social media influencers play a pivotal role in influencing consumers' purchasing behavior through dimensions such as credibility, authenticity, and engagement, which in turn are mediated by trust and electronic word-of-mouth (e-WOM) (Purwanto, E. et al., 2024). It also sets up the need to conduct further research on ethical transparency and differential effects of different influencer types and their platforms (Ekdale, B.et al., 2020).
3. Research methodology:
The research will depend on available information from secondary sources like academic journals, market research studies, and industry reports to examine the role of social media influencers on customer buying behaviour.	
4. Research Gap and Objectives:
4.1. Research Gap:
While the direct impact of social media influencers on consumption decisions is widely researched, few studies exist that investigate the long-term impact of influencer marketing and how various influencer types (e.g., micro-influencer vs. macro-influencer) affect this.
Furthermore, there should be a more in-depth look at the ethical aspects and consumer sentiment regarding undeclared sponsorships.
4.2. Objectives:
· To ascertain the impact of social media influencers on customers' buying decisions.
· To identify the most significant variables that affect the relationship between consumer behavior and influencer marketing.
· To determine the areas of vulnerability and propose directions for further research into the morality of influencer marketing and its long-term impacts on consumers.	
5. Theoretical Background:
The growing influence of social media influencers (SMIs) has changed the landscape of today’s consumer decision-making process, requiring a thorough theoretical basis to understand how influencers operate to shape decisions for consumers (Xixiang, S., et al., 2024). What was once the case in traditional marketing contexts, several known theories in fields like marketing, communication, and consumer behavior can help inform us about this situation (Mihart, C. 2012).
5.1. Social Influence Theory:
Social Influence Theory assumes that individuals' attitudes, intentions, and behaviors are influenced by the attitudes or behavior of others whom they recognize as credible, or wish to be like (McKimmie, B. M.et al., 2009). Social media influencers function as referent figures in that their perceived expertise, aspirational or engaging lifestyle, and perceived authenticity create normative and informational influence (Bishop, S. et al., 2021). Followers depend on influencers to help reduce uncertainty experienced in decision-making, especially when it comes to purchasing products in a digital environment, as evaluating products can be difficult (Au‐Yong‐Oliveira, M. et al., 2025).
5.2. Source Credibility Theory: 
Source Credibility Theory posits that the persuasiveness of a message depends on how competent (“expertness”), trustworthy (“trustworthiness”), and attractive (“attractiveness”) the source appears to be (Kalbfleisch, P. J. 2003). Influencers can cue high levels of credibility when they consistently appear knowledgeable in their specific domain, engaging with followers transparently, and portraying relatable personalities (Zahid, A. L. et al., 2018). High levels of credibility can lead consumers to accept the message and later have positive attitudes toward the products recommended, ultimately aiding in product choice behavior (Buckley, R. et al., 2013).  
5.3. Parasocial Interaction Theory:
According to Parasocial Interaction Theory, viewers develop one-sided, emotional relationships with media figures, which appear even stronger on social media platforms, thanks to continuous, personalized, and interactive content (Labrecque, L. I. 2014). Influencers heighten perceived intimacy, which facilitates sense-making with the influencer, helping followers view the recommendations as more real, authentic, and persuasive when making decisions related to consumption (Singhavara, M. et al., 2025).
5.4. Social Learning Theory: 
Social Learning Theory suggests that we learn behaviors by imitating others. For example, influencers act as role models for their followers, who are likely to pick up behavioral scripts around consumption decisions based on what and who they observe (Chwialkowska, A. 2019). Observational learning is stronger when individuals observe influencers who display product use on contextual and visual platforms (i.e., Instagram, YouTube, TikTok) rather than text-based platforms (Paraiso, E. C. et al., 2024). 
5.5. Theory of Planned Behavior (TPB):
The Theory of Planned Behavior (TPB) focuses on how individuals' perceptions of their attitudes, the prevailing norms from their communities, as well as their perceived ability to control their actions, drive their intentions to act (Ajzen, I. 2020).  Influencers form and shape our attitudes through persuasive content; they reinforce subjective norms by showcasing other members of our communities complying with the practice, and they also influence our ability to engage in that behavior by providing examples, reviews, and supporters. These variables have a joint impact on our intentions to purchase (Thrassou, A. et al., 2021).
5.6. Uses and Gratifications Theory:
Uses and Gratifications Theory highlights that an audience interacts with media to satisfy personal needs, like either the need for information, the need for entertainment, and social identity (Park, S. B. et al., 2012, March). Followers often seek influencers to learn about products, to appeal to the influencer's lifestyle, and, ultimately, for social proof (Zahid, A. L. et al., 2018). As an influencer meets their audience’s gratifications, they acquire the knowledge and practice of symbolic power to influence their preferences and influence their decisions (Xixiang, S. et al., 2024).  
5.7. Consumer Culture Theory (CCT):
From a cultural perspective, influencers are an example of tastemakers, curating meanings, values, and identities associated with brands (Kozinets, R. V. 2020). Consumer Culture Theory cautions that consumer decisions for purchases can be motivated by function, but can also be deeply embedded in symbolic consumption (Elliott, R. 1999). Influencers, in effect, help create symbolic narratives, thus changing the relationship between consumers, their products and the world in which they highlight and draw attention to these products (Kong, Q. et al., 2021)
6. Results and Discussion:
Research persistently indicates that social media influencers (SMI) have a significant influence on consumer buying behavior (Lim, W. M.et al., 2024). Research indicates that credibility, authenticity, and influencer involvement are significant factors that establish consumer trust and influencer-endorsed product buying intention (Verspaget, M. et al., 2021). For instance, research shows that consumers are more likely to consider influencer endorsements as authentic and credible than regular advertisements, which increases their purchasing intention (Al-Shehri, M. 2021).
Besides, the impact of influencer marketing varies across social media platforms and demographic groups (Zakarya Saeed, A. et al., 2024). Platforms such as Instagram and TikTok are characterized by their strong influence on the younger generations, specifically Millennials and Gen Z, who are more likely to use influencer-created content to experience and confirm products (Seo, Y.et al., 2021). Studies further suggest that micro-influencers with smaller but more engaged audiences can, in certain instances, have more engagement and buying intent than macro-influencers by leveraging the authenticity they are perceived to have (Qaiser, T. et al., 2023).
However, the study also points out challenges, for instance, the likelihood of loss of trust if an influencer fails to clearly label sponsored collaborations (Barnes, L. et al., 2021). Ethical concerns and consumer mistrust of influencer marketing practices remain actual challenges for marketers to deal with (Jaju, A.S. et al., 2021). Overall, the study implies that even though influencer marketing is an effective tool for influencing consumer behavior, its impact is largely dependent on the perceived authenticity of the influencer, the relevance of their content to the audience, and sponsorship disclosure (Laaksonen, S. M.et al., 2021).
7. Conclusion and Implications:
7.1. Conclusion:
A social media influencer has a powerful role in shaping consumer buying decisions by building credibility, trust, and authentic interaction. Successful brands that can partner with influencers can enhance their relationship with consumers and drive sales. However, there is a requirement to maintain transparency and ethical practices to build consumer trust and make influencer marketing sustainable.
7.2. Implications:
· Marketers should concentrate on working with real and reliable influencers.
· To keep customers' trust, sponsored partnerships must be disclosed clearly.
8. Future Direction of Research:
Future research should:
• Analyze the long-term impact of influencer marketing on consumers' behavior and brand loyalty.
• Explain the different effects of influencer types (e.g., nano, micro, and macro).
• Explore consumers' attitudes towards transparency and ethics in influencer marketing.
• Evaluate the changing role of new platforms and content types in the effectiveness of influencer marketing.
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