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Social media Influencers on Customer Engagement and Brand Perception
Introduction
Technology has opened up new ways for people and companies to communicate, making it easier for businesses to connect with their customers. In the past, companies used celebrities like athletes or movie stars to promote their products and improve their brand image. However, with the rise of social media, consumers also started using these platforms for more interactive and engaging marketing experiences. Social media platforms not only serve as places to communicate, but they also help companies increase the visibility of their brands. 
With the growth of digital technology, a new type of marketing emerged—social media influencers. These individuals have the power to influence people’s opinions or behaviours on social media. They are able to promote products or services in a way that feels personal and trustworthy to their audience. 
In the current day and age as word of mouth, criticism and endorsements spread in social media like wildfire, the role of influencers has become exceedingly important. They are the new brand advocates as well as niche promoters. 
Influencers act as bridges between consumers and brands. When a brand aligns with an influencer, the influencers not only bring their audience but also their audiences' network. Influencers generate awareness, drive traffic, increase conversions, increase social media exposure and increase ROI
Solis (2016) explains that the rise of social media influencers is not just a trend, but also a psychological shift. People tend to follow the actions of influencers because they believe they make the right choices for a situation or product. Influencers are seen as credible sources because they have a loyal following of people who trust their opinions. They use platforms like Facebook, Twitter, and Instagram to interact with their followers and promote brands. Through these interactions, influencers can help build trust for a brand, leading to increased traffic to the company's website and improved brand perception.
According to a report by Gallagher (2018), brand engagement through social media influencers increased from 81% in 2017 to 90% in 2018. Companies are also spending more on influencer marketing, with the amount expected to grow at a rate of 38% per year, reaching over USD 7.5 billion by 2022. This shows how important and effective social media influencers have become in shaping brand image and driving customer engagement.




The role of social media influencers
1. Promoting Products or Services
Influencers partner with brands to promote their products or services to their followers. This could include sharing reviews, using the product in daily life, or simply recommending it. By doing so, they help brands reach a large audience.
These promotions can be through sponsored posts, product reviews, or giveaways. The goal is to raise awareness about the brand and encourage followers to buy or engage with it.
2. Creating Content
Influencers are content creators. They produce photos, videos, blogs, or stories that entertain, educate, or inform their audience. For example, a beauty influencer might create makeup tutorials, while a fitness influencer might share workout routines.
The content is designed to resonate with their audience and often aligns with their personal brand and interests, making it more relatable and engaging.
3. Building Trust and Authenticity
One of the most important roles of an influencer is to build trust with their followers. Influencers are seen as more "real" or "genuine" than traditional advertisements because they share personal experiences with products or services.
Influencers often focus on promoting brands they genuinely like and believe in, which makes their recommendations feel more authentic. This trust is key because when followers trust an influencer, they are more likely to act on their suggestions, such as making a purchase.

4. Connecting with Their Audience
Influencers engage directly with their followers by responding to comments, answering questions, and having conversations. This builds a sense of community, where followers feel they are part of the influencer's life.
By connecting with their audience, influencers make their followers feel seen and heard. This interaction strengthens the relationship between the influencer and their followers.
5. Shaping Trends and Cultural Movements
Influencers have the power to shape trends. When an influencer promotes a certain style, product, or behaviour, their followers may adopt it. For example, when an influencer shares a new fashion item, their followers might start wearing it as well.
Influencers are often at the forefront of cultural or social trends. They can start viral challenges, spread awareness about causes, or even introduce new ways of doing things, which influences how their audience behaves.

6. Increasing Brand Awareness
When influencers share or endorse a brand, they help that brand get noticed by more people. Since influencers often have a large following, their endorsement can bring a brand to the attention of potential customers who might not have heard about it otherwise.
This increased visibility can lead to more followers, website visits, or even sales for the brand.
7. Providing Social ProofSocial proof is when people believe something is valuable or trustworthy because others, especially people they trust, endorse it. Influencers act as social proof when they show that they use a product and enjoy it.
Their followers are likely to believe that if the influencer uses and loves the product, it must be good. This encourages followers to try it out for themselves.
8. Educating and Inspiring Followers
Many influencers educate their followers on various topics, like beauty tips, health advice, tech gadgets, or even lifestyle improvements. They help their audience learn new things and make better choices.
Influencers also inspire their followers by sharing their personal stories, achievements, or challenges. This motivates followers to improve their own lives or try something new, whether it’s a fitness routine or a new fashion style.
9. Driving Sales and Conversions
Influencers help brands increase their sales by encouraging followers to make a purchase. 

The Rise of Influence - Navigating Customer Engagement and Brand Perception in the Age of Social Media
The digital landscape has undergone a seismic shift in recent decades, transforming the way individuals connect, consume information, and make purchasing decisions. At the heart of this transformation lies the burgeoning phenomenon of social media, evolving from a platform for personal interaction to a powerful marketing and communication channel. Within this ecosystem, a new breed of opinion leaders has emerged: social media influencers. These individuals, with their dedicated and often niche online audiences, have carved out significant influence over their followers' attitudes, behaviours, and perceptions, impacting both customer engagement and brand perception in profound ways.

History: The concept of influence in marketing is not entirely novel. Historically, brands have leveraged celebrity endorsements and expert opinions to reach their target audiences. However, the rise of social media platforms like Facebook (founded in 2004), YouTube (2005), Instagram (2010), Tikor (2016), and others marked a pivotal change. These platforms democratized content creation and dissemination, allowing everyday individuals to build substantial followings based on their personality, expertise, or shared interests. Early adopters, often bloggers and YouTubers, began to organically collaborate with brands, showcasing products and services to their engaged communities. This nascent form of influencer marketing was often informal and relationship-driven. As social media matured, influencer marketing evolved into a more structured and professional industry, with dedicated agencies, analytics tools, and sophisticated campaign strategies emerging.

Current Landscape: Today, social media influencers are a ubiquitous presence across various platforms and industries, ranging from fashion and beauty to technology, travel, and finance. They create diverse content formats, including photos, videos, stories, live streams, and blog posts, often fostering a sense of authenticity and personal connection with their followers. This intimate relationship allows influencers to sway opinions and drive engagement in ways that traditional advertising often struggles to achieve. Brands are increasingly allocating significant portions of their marketing budgets to influencer collaborations, recognizing their potential to reach specific demographics, build brand awareness, generate leads, and ultimately drive sales. The current landscape is characterized by increasing professionalization, data-driven campaign measurement, and a growing focus on authenticity and transparency due to rising consumer scepticism. 
Future Trajectory: The impact of social media influencers is poised to continue its upward trajectory, albeit with further evolution. Several key trends are likely to shape the future:

Increased Focus on Authenticity and Trust: Consumers are becoming more discerning and are increasingly valuing genuine and transparent endorsements. Influencers who prioritize trust and build authentic relationships with their audience will likely hold greater sway.

Technological Advancements: Augmented reality (AR), virtual reality (VR), and the met averse are expected to create new avenues for influencer marketing, offering immersive and interactive brand experiences.

Personalization and Data-Driven Strategies: Advancements in data analytics and AI will enable more personalized and targeted influencer campaigns, optimizing reach and impact.

Regulation and Standardization: As the industry matures, there is likely to be increased regulatory scrutiny regarding disclosure, advertising standards, and ethical practices.

Integration with Other Marketing Channels: Influencer marketing will become even more integrated with broader marketing strategies, working in synergy with traditional advertising, content marketing, and public relations.

The Rise of the Creator Economy: Platforms will likely further empower creators, providing more tools for monetization and direct engagement with their audience, blurring the lines between influencers and entrepreneurs
[image: Types of social media influencers]

Case Study:
The Impact of Social Media Influencers on Customer Engagement

Background
Social media influencers have transformed how brands interact with customers, enhancing engagement through authentic and relatable content. This case study examines how a fitness brand used influencer marketing to boost customer engagement and build an active online community.

Company Profile: Fit Life
Fit Life is a health and fitness brand that sells workout supplements, activewear, and fitness programs. The brand struggled with low customer engagement on social media despite having high-quality products
Objective
Fit Life aimed to:
1. Increase social media engagement (likes, comments, shares).
2. Build an interactive fitness community.
3. Convert engagement into long-term customer relationships.

Strategy
Fit Life collaborated with 20 fitness influencers across Instagram, TikTok, and YouTube, targeting different audience segments.
Tactics Used:
Workout Challenges: Influencers launched a “30-Day FitLife Challenge,” encouraging followers to share their progress using #FitLifeChallenge.
User-Generated Content (UGC): Customers were encouraged to post workout videos, tagging the brand for a chance to be featured.
Live Q&A and Workouts: Influencers hosted live workout sessions and fitness Q&As to engage audiences in real-time.
Giveaways & Polls: Followers participated in fitness-related polls and giveaways, increasing interaction.
Results
Key Findings
1. Higher Engagement & Community Growth – The campaign fostered a strong fitness community, increasing interactions.
2. Authenticity Boosted Customer Trust – Influencers’ genuine content improved customer-brand relationships.
3. User-Generated Content Strengthened Brand Presence – Customers actively participated, creating free brand promotion.
4. Sales Increased Due to Engagement-Driven Conversions – The more customers engaged, the more likely they were to purchase.
Conclusion
This case study proves that influencer marketing can significantly enhance customer engagement by fostering interactive communities and encouraging user participation. FitLife successfully used influencers to create an engaged audience, leading to increased sales and long-term brand loyalty.

Case Study: The Impact of Social Media Influencers on Brand Perception
BackgroundSocial media influencers play a crucial role in shaping how consumers perceive brands. This case study explores how a luxury watch brand leveraged influencer marketing to reposition itself as a modern, aspirational brand among younger audiences.

Company Profile: TimeX WatchesTimeX Watches is a premium watch brand known for its craftsmanship and heritage. However, it struggled with an outdated brand perception, being viewed as a brand for older consumers rather than a trendy, aspirational choice for younger buyers.
Objective
TimeX aimed to:
1. Modernize its brand image to attract younger customers.
2. Associate the brand with luxury, style, and exclusivity.
3. Increase social media visibility and positive brand sentiment.
Strategy
TimeX partnered with 15 lifestyles, fashion, and travel influencers across Instagram, TikTok, and YouTube to showcase the watches in a more contemporary, aspirational light.
Tactics Used:
Luxury Lifestyle Content: Influencers posted high-quality images and videos wearing Timex watches at exclusive events, vacations, and stylish settings.
Storytelling Through Personal Branding: Influencers shared personal stories about time, success, and milestones while wearing the watches.
Unboxing & Review Videos: Detailed content showcased the premium craftsmanship and features of Timex watches.
Exclusive Limited Edition Collaborations: Influencers helped design and promote limited-edition watch models.
Results
Key Findings
1. Brand Perception Shifted to a Modern Luxury Image – Younger consumers started associating Timex with exclusivity and aspirational lifestyles.
2. Influencer Storytelling Created Emotional Connections – Personal narratives helped make the brand more relatable and desirable.
3. Increased Social Proof & Trust – Seeing trusted influencers wearing Timex watches improved consumer confidence.
4. Higher Engagement Led to Better Brand Awareness – The campaign significantly increased conversations and interactions around the brand.
Conclusion
This case study demonstrates that influencer marketing can effectively reshape brand perception. By partnering with influencers who aligned with its new image, Timex successfully transitioned from an outdated perception to a modern, aspirational luxury brand.




Literature Review
Booth and Matich (2011)[footnoteRef:1], the emerging new influencer community is wielding significant power over the perceptions of brands and companies, largely driven by the rapid expansion of social media channels through which influencers communicate. The “nobodies” of the past are now the new “somebodies” demanding the attention of communication professionals who seek continuous engagement with targeted consumers throughout the various channels of the social web. [1:  Booth, N., & Matic, J. A. (2011). Mapping and leveraging influencers in social media to shape corporate brand perceptions. Corporate Communications: An International Journal, 16(3), 184-191.] 

The study aimed to identify and understand these new influencers, enabling communication professionals to develop effective outreach strategies. By integrating influencer index data into a holistic social media strategy, businesses can optimize brand equity and shape corporate brand perceptions.
Nurhandayani, A., Syarief, R., & Najib, M. (2019)[footnoteRef:2], recent years was a magnificent evolution of the digital world Some phenomenon comes from social media which drive the new ways of communication between a companies with their consumers. Often, they (companies) hired an influencer on social media to advertise their product. This study was designed to analyse the impact of social media influencer and brand image on consumer’s purchase intentions.  The result of this study hammering the current believes that it is true the  social influencer has a significant impact on building the brand images, and it has positive correlation. But based on the study, using social media influencers to influence consumer’s purchase intention was not giving a significant impact. It will help the brand to build a perceived image on consumer’s minds then the brand image was driving their consideration to purchase. [2:  Nurhandayani, A., Syarief, R., & Najib, M. (2019). The impact of social media influencer and brand images to purchase intention. Jurnal Aplikasi Manajemen, 17(4), 650-661.] 

Saima, & Khan, M. A. (2020)[footnoteRef:3], this research examines the impact of social media influencers on customer engagement and brand perception, focusing on the role of influencer credibility. It finds that qualities like trustworthiness, content quality, and entertainment value are crucial in building an influencer’s credibility. When influencers are seen as trustworthy and provide engaging content, they better connect with their followers, leading to increased engagement and higher purchase intentions. The study also shows that influencer credibility not only directly affects consumer purchasing decisions but also indirectly influences them.  [3:  Saima, & Khan, M. A. (2020). Effect of Social Media Influencer Marketing on Consumers’ Purchase Intention and the Mediating Role of Credibility. Journal of Promotion Management, 27(4), 503–523.] 

Zak, S., & Hasprova, M. (2020)[footnoteRef:4], this study focuses on the role of influencers as opinion leaders in social media marketing and how they influence consumer purchasing decisions. It highlights that influencers, with their skills, knowledge, and personalities, have the power to shape consumer attitudes and trends. The research shows that influencer marketing is particularly effective for promoting certain products, such as clothes, shoes, cosmetics, and services. However, for other products like food, jewelry, and electronics, consumers rely more on other factors when making purchasing decisions. The study emphasizes that while influencer marketing has a significant impact, its effectiveness can vary depending on the product category. This provides valuable insights for businesses looking to leverage influencers for marketing strategies by focusing on products that benefit the most from influencer promotions. [4:  Zak, S., & Hasprova, M. (2020). The role of influencers in the consumer decision-making process. In SHS web of conferences (Vol. 74, p. 03014). EDP Sciences] 

Alexander P Schouten, Loes Janssen, Maegan Verspaget, 2021[footnoteRef:5], the research on influencer versus celebrity endorsements highlights the growing influence of social media influencers in advertising. Studies by Gräve and Bartsch  and Schouten et al.  reveal that consumers tend to identify more with influencers than celebrities, feeling a greater sense of similarity and trust, which enhances the effectiveness of influencer endorsements. Influencers are seen as more relatable and credible, which increases consumer engagement and purchase intentions. However, for an endorsement to be more effective, it needs to align with the product and evoke feelings of similarity and aspiration. While celebrity endorsements may still be effective in certain contexts, particularly in more intrusive advertising formats, influencer endorsements are generally more powerful in subtle, integrated social media campaigns. These findings suggest that marketers should focus on the authenticity and relatability of influencers to improve brand perceptions and consumer behavior. [5:  Alexander P Schouten, Loes Janssen, Maegan Verspaget, Leveraged marketing communications, 208-231, 2021] 

Delbaere, M., Michael, B., & Phillips, B. J. (2021)[footnoteRef:6], Social Media Influencers (SMIs) are micro‐celebrities with large followings on social media platforms who engage consumers and hold the potential to promote customer‐brand relationships across different product categories. SMIs have an existing relationship of trust with consumers, and consumers seek out the content created by SMIs for valuable information and advice. This study explores the process of brand engagement between consumers and brands in the digital content marketing environment. This study is among the first to provide empirical evidence that SMIs do act as a route to brand engagement through the three dimensions of cognitive processing, affection and activation. [6:  Delbaere, M., Michael, B., & Phillips, B. J. (2021). Social media influencers: A route to brand engagement for their followers. Psychology & Marketing, 38(1), 101-112.
] 

Zaharani, G. F. R., Kusumawati, N., & Aprilianty, F. (2021), [footnoteRef:7]due to the growth of the food industry in SME business, SME business owners often face several issues, and one of them how to maximize SMEs’ marketing strategy at a low cost. This research analyzes how credibility perceived by micro-influencer impacts a person's purchase intention and how they perceive brands in the food industry.   With the data collected, this study can be claimed to be valuable in presenting solid evidence that Instagram  micro-influencer improved brand image and purchase intention in local culinary products. Therefore, micro-influencer deserves to be considered by SMEs as one of the digital marketing tactics to boost their brand image and purchase intention. [7:  Zaharani, G. F. R., Kusumawati, N., & Aprilianty, F. (2021). The Impact of Micro-Influencer on Brand Image and Purchase Intention on Local Culinary Products in Instagram. In Proceedings of International Conference on Management in Emerging Markets (ICMEM) SBM ITB (Vol. 3).] 

Pop, R. A., Săplăcan, Z., Dabija, D. C., & Alt, M. A. (2022)[footnoteRef:8], this study demonstrates that social media influencers (SMIs) play a significant role in influencing consumer behavior in the travel industry. Trust in SMIs is crucial for building lasting relationships between brands and consumers. The study shows that consumer trust in SMIs positively impacts every stage of the travel decision-making process, including desire, information search, evaluating alternatives, purchase decisions, satisfaction, and experience sharing. Trust in SMIs also has a spillover effect, influencing each phase of the journey and encouraging continued engagement. The findings suggest that tourism marketers should focus on building trust with SMIs to stimulate consumer interest and assist them throughout their travel decision-making journey. [8:  Pop, R. A., Săplăcan, Z., Dabija, D. C., & Alt, M. A. (2022). The impact of social media influencers on travel decisions: The role of trust in consumer decision journey. Current issues in Tourism, 25(5), 823-843.] 

Nkegbe, F. ., & Abor, Y. . (2023)[footnoteRef:9], his study explores the growing role of social media in helping businesses connect with customers and boost brand loyalty. It shows that when companies actively engage with customers on social media platforms like Facebook, Instagram, and Twitter, they build stronger relationships that lead to more customer participation and loyalty. The study also highlights how social media platforms are useful for product development, as businesses can track customer feedback, understand public sentiment, and gather ideas for new products. Additionally, the research looks at how companies can make [9:  Nkegbe, F. ., & Abor, Y. . (2023). The Role of Social Media in Enhancing Customer Engagement and Brand Loyalty. Journal of Policy Options, 6(3), 26-34
] 

money through different strategies on social media, such as sponsorships, advertisements, and working with influencers. Mrisha, S. H., & Xixiang, S. (2024)[footnoteRef:10], this study highlights the importance of understanding how social media influencers (SMIs) use strategy, content, and credibility to influence consumer decisions. The research shows that these three elements are interconnected, meaning that even small changes in an influencer's approach, like the type of content they share or how credible they seem, can significantly impact how consumers make decisions. By analyzing existing research, the study provides a deeper understanding of how SMI marketing works and how businesses can better use influencers to shape consumer choices. This helps businesses navigate the complex world of influencer marketing more effectively. [10: 
] 


Anca, A., Alviansyah, A., & Sabrin, A. (2025) [footnoteRef:11]investigated the impact of influencer marketing on consumer involvement and brand visibility. Through a literature analysis, they explored platform-specific tactics, consumer trust, and influencer partnerships. The study found that effective influencer marketing increases brand resonance, loyalty, and engagement. However, challenges such as measuring ROI, transparency, and fake followers need to be addressed. The study provides insights for marketers to optimize influencer marketing strategies and drive brand expansion [11: 
] 


Objectives of the Research
1. To analyze the impact of social media influencers on customer engagement – Understanding how influencers affect likes, shares, comments, and interactions with branded content.
2. To examine the role of influencers in shaping brand perception – Investigating how influencer partnerships impact consumer trust, brand credibility, and overall reputation.
3. To identify the key factors that contribute to influencer effectiveness – Exploring influencer attributes such as authenticity, expertise, and audience alignment in driving engagement.
4. To assess consumer purchasing behavior influenced by social media influencers – Studying how endorsements and recommendations from influencers affect buying decisions.

Limitations of the Research
1. Limited generalizability – Findings may vary across industries, platforms, and demographic groups, making it difficult to apply universally.
2. Subjectivity in measuring brand perception – Brand perception is influenced by various factors beyond influencers, making it hard to isolate their exact impact.
3. Influencer credibility and authenticity challenges – The study may struggle to account for fake engagement, paid promotions, or deceptive marketing tactics.
4. Rapidly changing social media trends – The evolving nature of social media platforms and influencer strategies may make findings outdated quickly.
5. Data collection constraints – Access to detailed influencer marketing metrics may be restricted by privacy concerns and platform limitations.




Research Methodology

1. Research Design
Type of Study: This study follows a descriptive research design to explore the impact of social media influencers on consumer engagement and brand perception. It is a quantitative study aimed at capturing the relationship between influencer engagement and consumer behaviour.
Approach: The research uses a cross-sectional approach, as data was collected at a single point in time, reflecting current consumer behaviour toward influencer marketing.

2. Data Collection Method
Questionnaire Design: The data was collected through a structured questionnaire with predefined questions, which were divided into six sections:
Section 1: Demographic Information (gender, age, education level)
Section 2: Social Media Usage (frequency of use, primary platforms)
Section 3: Engagement with Influencers (types of interactions, preferred influencer categories)
Section 4: Influencer Impact on Brand Engagement (trust, interaction with brands, likelihood of purchasing)
Section 5: Purchase Behaviour and Brand Loyalty (purchase behaviour, continued loyalty after endorsement ends)
Section 6: Influence on Brand Recommendations (factors influencing purchase decisions, willingness to recommend brands)
The questions were designed using a Likert scale, multiple-choice, and yes/no options. This allowed the respondents to express their views on a range of topics, including how often they interact with influencers and how influencer endorsements affect their brand perceptions and buying behaviour.

3. Sampling
Target Population: The sample was taken from individuals who follow or engage with social media influencers on various platforms such as Instagram, YouTube, and Facebook. This was aimed at understanding the behaviour of consumers who actively engage with influencer-promoted content.
Sampling Technique: The study utilized non-probability sampling, specifically convenience sampling. Respondents were recruited through social media platforms and online networks where influencers are active Sample Size: A total of 200 responses were initially collected.  after filtering out incomplete responses and those from participants who indicated they do not use social media, 188 valid responses were retained for analysis.
4. Data Cleaning and Preparation
Data Cleaning: After data collection, the responses were reviewed for completeness and consistency. A total of 12 responses were removed due to incomplete or invalid answers, particularly from participants who indicated that they do not use social media, as they were irrelevant to the research focus.
Coding: All responses were coded to convert them into numerical values for easy analysis. For example, responses from Likert scale questions were assigned numerical values ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).

5. Data Analysis
Descriptive Analysis: The first step in analysing the data was to conduct a descriptive statistical analysis to summarize the responses. This included calculating:
Frequencies and percentages for categorical variables (e.g., gender, social media platform used, types of influencers followed).
Measures of central tendency (mean, median) for ordinal variables (e.g., trust in influencers, purchase likelihood).
Regression Analysis: To examine the relationships between variables, particularly the impact of influencer engagement on consumer behaviour and brand perception, regression analysis will be conducted. Specifically, multiple regression will be used to test how various independent variables (such as age, gender, occupation) predict dependent variables like consumer engagement and purchase behaviour.

6. Ethical Considerations
Informed Consent: Respondents were informed about the purpose of the study and provided their consent before participating. The survey included a brief statement explaining the voluntary nature of participation and how their data would be used.
Confidentiality: All responses were kept anonymous, and no personal identifiable information was collected. The data was stored securely and used solely for research purposes.
7. Limitations of the Study
Sample Bias: Since the sample was collected through convenience sampling, it may not fully represent the entire population of social media users, particularly those who do not engage with influencers. This may limit the generalizability of the findings.

8. Timeline of Data Collection
Survey Distribution: The questionnaire was distributed starting on 17th March 2025 and closed on 27th March 2025, giving a 10-day window for responses.
Data Cleaning and Analysis: After the data collection period, data cleaning was completed by 29th March 2025, followed by statistical analysis to draw conclusions.
Conclusion
This methodology outlines a structured approach to examining the impact of social media influencers on consumer engagement and brand perception. The combination of descriptive analysis and regression will allow us to identify key patterns and relationships within the collected data. Through the ethical collection, cleaning, and analysis of the survey responses. 

[bookmark: _GoBack]Data Analysis
Data analysis help to Provide context and interpret the meaning of our findings. Explain why the results are important and what they suggest about the effectiveness of our study. Connect our findings to relevant marketing theories or best practices.
Descriptive Analysis
The first step in analyzing the data was to conduct a descriptive statistical analysis to summarize the responses. This included calculating:
Frequencies and percentages for categorical variables (e.g., gender, social media platform used, types of influencers followed).
Measures of central tendency (mean, median) for ordinal variables (e.g., trust in influencers, purchase likelihood).

1 .What is your Gender?
	
	What is your Gender?

	Mode
	0

	Kurtosis
	-2.016

	Skewness
	0.07553



Interpretation:

· The dataset has more females than males (mode = 0).
· The data is evenly distributed between each gender (Kurtosis = -2.016) .
· The distribution is approximately symmetrical, indicating that the number of females and males are similar.
· The distribution has a slight skew towards males but the amount is very little


2. What is your age group?

	What is your age group?

	Mode
	1

	Kurtosis
	-1.07291

	Skewness
	0.354586




Interpretation:

· The 18-24 age group is the most prevalent within the dataset (mode = 1).
· The data is relatively spread across the various age groups, indicating that although the 18-24 group is the largest, there's a reasonable distribution beyond that (Kurtosis =
-1.07291).
· The distribution is slightly skewed toward younger respondents, meaning there are younger individuals in the dataset (Skewness = 0.354586).

3. What is your occupation?

	What is your occupation?

	Mode
	1

	Kurtosis
	-1.16062

	Skewness
	0.199063



Interpretation:

· Working professionals are the most prevalent in the dataset (mode = 1).
· The data is relatively spread across the various occupations, indicating that although working professionals is the largest, there's a reasonable distribution beyond that (Kurtosis = -1.16062).
· The distribution is slightly skewed towards business owner and freelancer, meaning there are more of these segments, although it is very small (Skewness = 0.199063
22

4. Which social media platform do you primarily follow influencers on?
Social Media Platforms Usage
6%
24%
41%
29%
Instagram	Facebook	YouTube	Twitter

	Platforms
	Frequency
	Percentage

	Instagram
	148
	41.456583

	Facebook
	102
	28.571429

	YouTube
	84
	23.529412

	Twitter
	23
	6.442577



Interpretation

· Instagram is the most frequently used platform in the dataset, with 41.46% of respondents using it.
· Facebook is the second most used platform, with 28.57% .
· YouTube is a smaller, but still reasonably popular platform, with 23.53%.
· Twitter usage is the least common among the platforms listed, with 6.44%.
5 How much time do you use social media?
	social media usage
	Frequency
	Percentage

	Less than one hour
	18
	9.6256684

	One or two hours
	74
	39.572193

	Two or three hours
	60
	32.085561

	More than 3 hours
	35
	18.716578

	Sum
	187
	100
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Interpretation:

· The most common amount of time spent on social media is "One or two hours" per day, reported by nearly 40% of respondents.
· The second most frequent category is "Two or three hours" (about 32%).
· Combined, a large majority (over 71%) of respondents use social media between one and three hours daily.
· Usage below one hour (around 10%) and above three common.
6 . Do you follow any social media influencers who promote products or brands?
	Do you follow any social media influencers who promote products or brands?

	Mode
	0

	Kurtosis
	-2.0122

	Skewness
	0.09715



Interpretation

The most common response is “yes”, people do follow social media influencers who promote products. However, the distribution is nearly symmetrical, indicating a substantial number of people also answered “No”. There isn't an overwhelming concentration on either answer; the respondents are relatively split between following and not following such influencers, although "Yes" is slightly more frequent
7. What type of influencers do you engage with the most?

	What type of influencers do you engage with the most?
	Frequency
	Percentage

	Fashion & Beauty
	83
	32.936508

	Tech & Gadgets
	29
	11.507937

	Fitness & Health
	52
	20.634921

	Food & Travel
	88
	34.920635

	Sum
	252
	100
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What type of influencers do you engage with the most?


Interpretation
This data reveals a strong preference for Food & Travel (34.92%) and Fashion & Beauty (32.94%) influencers, indicating that aspirational lifestyle and relatable content are key engagement drivers for this audience. While Fitness & Health influencers attract a notable segment (20.63%), engagement with Tech & Gadget influencers is relatively low (11.51%).
8 .When an influencer promotes a product, are you more likely to interact with the brand in any way?
	When an influencer promotes a product, are you more likely to interact with the brand in any way?

	Median
	1

	Mode
	0

	Kurtosis
	-1.5915

	Skewness
	0.30872





Interpretation

Influencer promotions commonly lead to interaction, with visiting the brand's website being the most frequent outcome. A significant portion (at least half) think about buying the product or visit the website. While direct interaction like website visits or purchase consideration is common, there's also a spread of responses including those who don't interact or might only consider following on social media.

9. Which factor influences your decision the most when buying from an influencer’s recommendation?

	Factor Influence the most

	Median
	2

	Mode
	3

	Kurtosis
	-1.4767413

	Skewness
	-0.1
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Interpretation
While product quality is the single most common factor cited as the primary influence, trust in the influencer is also centrally important (being the median). The
responses are quite varied across all factors, indicating that different aspects—from discounts to trust to product quality—hold significant weight for different individuals when considering a purchase based on influencer promotion. No single factor overwhelmingly dominates
for all respondents.




10. Do social media influencers make you more interested in finding new brands or products

	Influencers make you more interested in finding new brands or products?

	Median
	3

	Mode
	3

	Kurtosis
	-1.0403

	Skewness
	-0.343



Interpretation:

· Median = 3 ("Quite a bit"): The middle response, when ordered, indicates that influencers make people "Quite a bit" more interested. Half the respondents feel this much interest or more, and half feel this much or less.
· Mode = 3 ("Quite a bit"): The most frequent single answer was also "Quite a bit". This suggests it's a very common level of agreement.
· Skewness = -0.343: The slight negative skew indicates that while "Quite a bit" is the central and most common response, there is a slightly larger tail towards the lower end (Neutral, A little, Not at all) than towards the "A lot" end.


Kurtosis = -1.0403: The negative kurtosis (platykurtic) suggests the responses are relatively spread out across the categories rather than sharply peaked at the mode.

11. How often do you make a purchase after seeing an influencer promote a product on social media?
	How often do you make a purchase after seeing an influencer promote a product

	Median
	2

	Mode
	2

	Kurtosis
	-0.4543

	Skewness
	0.08757



Interpretation:
· Median = 2 ("Sometimes"): The middle response indicates that half the respondents make a purchase "Sometimes" or more often after seeing an influencer promotion, and half make a purchase "Sometimes" or less often.
· Mode = 2 ("Sometimes"): The most frequent single answer was also "Sometimes". This is the most common frequency reported.
· Skewness = 0.08757: This value is very close to zero, indicating an almost symmetrical distribution.
· Kurtosis = -0.4543: The negative kurtosis (platykurtic) suggests the responses are somewhat spread out across the frequency categories.
Pivot tables and visualization
1. Which Factor influences your decision the most when buying from an influencer’s recommendation compare with different age group
	Factor influences your decision the most when buying from an influencer’s
Recommendation?
	

factors
	
	
	
	

	
Age
	Brand
reputation
	Discount
codes/offers
	Product
quality
	Trust in the
influencer
	Grand
Total

	below 18
	5
	9
	11
	7
	32

	18-24
	17
	14
	16
	17
	64

	25-34
	8
	2
	17
	5
	32

	35-44
	3
	10
	10
	8
	31

	45+
	4
	13
	5
	6
	28

	Grand Total
	37
	48
	59
	43
	187




Interpretation
The primary factor influencing purchase decisions after an influencer recommendation varies significantly with age. While product quality is important overall (especially for the 25-34 group), younger adults (18-24) also place high importance on trust and brand reputation, whereas older consumers (particularly 45+) are more swayed by discounts and offers

2. Do social media influencers make you more interested in finding new brands or products compare with gender
	social media influencers make you more interested in finding new brands or products?
	Gender
	
	

	Point Of view
	Female
	Male
	Grand Total

	A little
	18
	19
	37

	A lot
	18
	22
	40

	Neutral
	16
	16
	32

	Not at all
	9
	10
	19

	Quite a bit
	36
	23
	59

	Grand Total
	97
	90
	187



social media influencers make you more interested in finding new brands or products?
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Interpretation:

· Overall: The most common response for both genders combined is that influencers make them "Quite a bit" more interested in finding new brands/products (59 respondents), followed by "A lot" (40 respondents).
· Gender Differences:
· Females: Are significantly more likely to respond "Quite a bit" (36 females vs. 23 males).
· Males: Are slightly more likely to respond "A lot" (22 males vs. 18 females).
· Responses for "A little," "Neutral," and "Not at all" are very similar between genders.
3. Are you more likely to buy a product if it is endorsed by an influencer, you follow compare with gender

	likely to buy a product if it is
endorsed by an influencer you follow?
	
point of view
	
	
	
	
	

	Gender
	Always
	Never
	Often
	Rarely
	Sometimes
	Grand Total

	Female
	7
	10
	11
	26
	43
	97

	Male
	6
	13
	11
	16
	44
	90

	Grand Total
	13
	23
	22
	42
	87
	187
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Interpretation:
· Overall: The most common purchase frequency after seeing an influencer promotion for both genders is "Sometimes" (43 females, 44 males).
· Gender Differences:
· The biggest difference is in the "Rarely" category, where significantly more females (26) report this frequency compared to males (16). "Rarely" is the second most common response for females.
· Males report "Never" buying slightly more often than females (13 males vs. 10 females).
· Responses for "Often" and "Always" are very similar between genders and represent less frequent behaviours overall.
4 .When an influencer promotes a product, are you more likely to interact with the brand in any way compare with age

	Age - interaction
	Point Of View
	
	
	
	

	
Age
	I might follow the brand on social
media
	No, I don’t interact with the brand
	Yes, I think about buying the product
	Yes I visit the
website
	
Grand Total

	below 18
	6
	1
	6
	19
	32

	18-24
	22
	9
	7
	26
	64

	25-34
	9
	6
	8
	9
	32

	35-44
	7
	4
	6
	14
	31

	45+
	9
	4
	5
	10
	28

	Grand Total
	53
	24
	32
	78
	187
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Interpretation:

· Overall: The most frequent interaction reported across all age groups after seeing an influencer promotion is "Yes, I think about buying the product" (Total inferred = 78 respondents), followed by "I might follow the brand" (Total 53). Not interacting (Total 24) is the least common response.
· Age Differences:
· "Think about buying" is the most common response within every single age group.
· 18-24 year olds show a particularly high tendency to "Might follow the brand" (22 respondents) compared to other groups, alongside thinking about buying (26 respondents). This age group has the highest level of reported interaction overall.
· "Yes, I visit the website" shows less variation across age groups compared to other interactions.
· "No, I don't interact" is consistently low across all age group

5.On a scale of 1 to 5, how much do influencers impact your perception of a brand? By How much time do you use social media.
	Sum of on a scale of 1 to 5, how much do influencers impact your perception of a brand?
	On a scale of 1 to 5, how much do influencers impact
your perception of a brand?
	
	
	
	

	How much time do you use social media?
	very low
	low
	moderate
	high
	very high

	Less than one hour
	8
	2
	18
	12
	

	One or two hours
	10
	20
	96
	56
	40

	Two or three hours
	3
	18
	78
	56
	40

	More than 3 hours
	6
	12
	33
	24
	30





Interpretation:

The data suggests that for this group of respondents, social media influencers are generally seen as having a meaningful (moderate to very high) effect on shaping brand perceptions, and this perceived effect tends to increase with the amount of time spent on social media platforms
6. What is your occupation? By Average monthly spending

	
What is your occupation?
	Average monthly spending
	
	
	

	occupation
	Less than ₹3,700
	₹3,700 - ₹7,400
	₹7,400 - ₹14,800
	Grand
Total

	Business owner
	23
	10
	13
	46

	Freelancer
	17
	7
	10
	34

	Student
	25
	22
	1
	48

	Working professional
	32
	23
	4
	59

	Grand Total
	97
	62
	28
	187



[image: ]

Interpretation:
This survey sample of 190 individuals (Business owners, Freelancers, Students, Working professionals) generally reports low average monthly spending, with over half earning less than ₹3700
Inferential statistics – Regression Analysis
To examine the relationships between variables, particularly the impact of influencer engagement on consumer behaviour and brand perception, regression analysis will be conducted. Specifically, multiple regression will be used to test how various independent variables (such as age, gender, occupation) predict dependent variables like consumer engagement and purchase behaviour.
1 What is your Age group with on a scale of 1 to 5, how much do influencers impact your perception of a brand

	Regression Statistics at 95%

	perception
	Coefficients
	P-value

	moderate
	-0.4825641
	0.109702

	very low
	-0.49145299
	0.176816

	low
	0.567367415
	0.042284

	high
	-0.75571726
	0.0263.

	very high
	-0.63286713
	0.099415



Interpretation:
"As age increases, perception decreases, ranging from very low to very high perception." "There is a negative correlation between age and perception, with perception decreasing as age increases."
2. What is your occupation with How often do you use social media?
	Regression Statistics at 95%

	Usage time
	Coefficients
	P-value

	Less than one hour
	0.267587114
	0.307216

	One or two hours
	0.105105105
	0.702.

	Two or three hours
	0.272222222
	0.333423

	More than 3 hours
	0.603174603
	0.047968


Interpretation:
"The primary finding suggests that daily social media usage exceeding 3 hours 
is significantly associated with the outcome, whereas usage below this threshold
 does not show a significant relationship (p < 0.05)."
3. What is your age group with When an influencer promotes a product, are you more likely to interact with the brand in any way.
	Regression Statistics at 95%

	interaction
	Coefficients
	P-value

	Yes, I visit the website
	0.426282051
	0.170022

	Yes, I think about buying the product
	0.135416667
	0.705657

	No, I don’t interact with the brand
	0.299335378
	0.302333

	I might follow the brand on social media
	0.068994649
	0.749036



Interpretation:
Based on the provided regression output, none of the listed interaction types show
a statistically significant relationship (at the 95% confidence level / p < 0.05) with
 Independent variable used in this model

4. What is your age group? With Which factor influences your decision the most when buying from an influencer’s recommendation?

	Regression Statistics at 95%

	Factor
	Coefficients
	P-value

	Discount codes/offers
	0.515765766
	0.0760143

	Brand reputation
	-0.265765766
	0.2752913

	Trust in the influencer
	-0.04748062
	0.8371419

	Product quality
	0.127347687
	0.6463249



Interpretation:
· None of the listed factors shows a statistically significant although 'Discount codes/offers' has the lowest p-value (0.076)
· the largest positive coefficient (0.516), it falls short of the conventional 0.05 significance threshold. 
· While some might consider this result 'marginally significant' or 'trending towards significance,' 
· it is not statistically significant under the strict p < 0.05 criterion.

5 .What is your age group? With Do social media influencers make you more interested in finding new brands or products?

	Regression Statistics at 95%

	Point of view
	Coefficients
	P-value

	Not at all
	-0.103618421
	0.786471

	a little
	-0.453547297
	0.155967

	neutral
	0.453024194
	0.07797

	quite a bit
	-0.348252119
	0.094682

	a lot
	-0.38125
	0.224439


Interpretation:
The test reveals no statistically significant relationship between the different levels of interest
 (ranging from "not at all" to the highest level)."

Q:6 What is your gender? with How often do you make a purchase after seeing an influencer promote a product on social media?

	Regression Statistics at 95%

	Point of view
	Coefficients
	P-value

	Never
	-0.108695652
	0.480148

	Rarely
	-0.189340813
	0.172617

	sometimes
	-0.114578005
	0.333253

	Often
	0.145281018
	0.193562

	Always
	0.145281018
	0.193562


Q:7 What is your occupation? With What is your average monthly spending on products promoted by influencers?

	Regression Statistics at 95%

	Average monthly spending
	Coefficients
	P-value

	less than 3700
	0.297638843
	0.067901

	3700-7400
	-0.479741935
	0.003153

	7400-14800
	0.929020665
	1.11E-05



Q:8 Age with Which social media platform do you primarily follow influencers on?
	Regression Statistics at 95%

	Platforms
	Coefficients
	P-value

	Instagram
	-0.847358493
	0.00031

	Facebook
	0.110441992
	0.598049

	Twitter
	0.268106782
	0.355574

	YouTube
	-0.199952531
	0.34469


Interpretation:
There is a significant age-related effect on primary Instagram usage, with younger individuals being more likely to use the platform

Q:9 Gender with What type of influencers do you engage with the most?
	Regression Statistics at 95%

	Type of influencers you engage
	Coefficients
	P-value

	Fashion & Beauty
	-0.302602752
	1.78E-05

	Tech & Gadgets
	0.218946124
	0.001939

	Fitness & Health
	0.096858824
	0.16219

	Food & Travel
	-0.030967025
	0.65683


Interpretation:
Gender has a significant influence on primary influencer engagement, with Fashion & Beauty influencers being more closely associated with females and Tech & Gadgets influencers being more closely associated with males."


Conclusion:



In conclusion, our research highlights the varying impact of social media influencers on brand perception and customer engagement across different age groups. The findings reveal that youth are significantly influenced by influencer marketing, with their brand perceptions and purchasing decisions strongly shaped by the authenticity and relatability of influencer content. This age group is highly engaged with influencers, making influencer-driven campaigns an effective tool for businesses aiming to connect with younger audiences.

In contrast, while older individuals are still impacted by social media influencers, their engagement is influenced by additional factors such as discounts, special offers, and product quality. These consumers tend to prioritize value and practical considerations over the emotional connection that younger audiences may experience with influencers. As a result, businesses should tailor their marketing strategies to address the distinct needs and preferences of each demographic

Our research underscores the importance of segmenting marketing efforts based on age-related differences, ensuring that influencer marketing is leveraged effectively for younger consumers, while more traditional marketing elements like promotions and product quality are emphasized for older demographics. This approach will enable brands to optimize engagement and enhance customer loyalty across all age groups
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