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Abstract:  

The rapid growth of Social Media has completely changed the ways organisation interact with 

customers and promote their goods and services. Influencer Marketing which is one of the emerging digital 

marketing strategies that has gained a lot of attention as a strategy that allows brands to communicate with 

their target audiences through individuals who have a strong social media presence and influence over 

their followers. Despite the fact that Influence Marketing has roots in conventional celebrity endorsement 

and word-of-mouth communication, the growth of platforms like YouTube, Instagram, and other social 

networking sites has significantly altered the nature, scope and strategic application of influencer based 

communication. This paper reviews the existing literature on the evolution of social media influencers and 

its strategic role in modern marketing. The review examines the developments of influencer marketing, the 

concept and traits of social media influencers, various influencer categories, consumer attitudes and 

behaviour and the strategic application of influencer marketing. The study also examines the evolving 

relationship between brand, influencers and consumers and identifies significant advancements in 

influencer marketing research. The study shows that social media influencers have progressively changed 

from being individual content creator to becoming important strategic communication partners for brands. 

Their efficacy is impacted not only by the number of their audience but also by factors such as authenticity, 

credibility, content quality, relevance and the relationship they have established with followers. The study 

concludes by highlighting gaps in the existing literature and suggesting directions for future research in the 

rapidly evolving field of influencer marketing. 
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Introduction: 

Marketing has undergone tremendous 

transformation from a traditional activity that was 

mostly concerned with producing, advertising, 

and selling goods and services to a more 

comprehensive process that is focused on 

understanding consumers, creating value, 

building relationships, and engaging with the 

customers. The advancement of digital 

technologies has also changed the marketing 

environment and how business communicate with 

their customers. The development of mobile 

technologies, internet, and social networking sites 

has provides businesses with new ways to create, 

communicate and deliver value. 

Influencer marketing has emerged as one 

of the important developments within this 

changing digital environment. The basic idea of 

influencer marketing is not completely new 

despite the fact that it is linked to social media. 

Consumer attitudes, behaviour and purchasing 

decisions have long been influenced by 

celebrities, influential people, and opinion 

leaders. What has changed is the extent, 

accessibility, and type of impact created by digital 

platforms. Without depending solely on 

traditional media, social media allows individuals 

DOI - 10.5281/zenodo.23602125

http://www.ijaar.co.in/


IJAAR    Vol. 7 No. 48   ISSN – 2347-7075 
 

 

272 

to build their own audiences, develop specialised 

areas of expertise and interact directly with 

followers.  

Social media influencers are those who 

have a large number of following and the 

potential to affect the attitudes, perceptions or 

behaviours of their viewers through their content. 

Knowledge, expertise, credibility, relatability, 

charisma, attractiveness, or the bond they form 

with followers can all contribute to their 

influence. Unlike traditional advertising, where 

the organization generally controls the 

communication directly, influencer marketing 

places an individual communicator between the 

brand and the customer. This results in more 

personal form of marketing communication where 

brand massages, product recommendation and 

information are integrated into the influencer’s 

content. Due to the increasing popularity of 

influencer marketing, influencer are no longer 

used only to promote products and services but 

brand increasingly collaborate with them to 

achieve multiple marketing objectives, such as 

communicating brand values, creating brand 

awareness, generating engagement,  developing 

content, influencing purchase decisions, and 

encouraging electronic word-of-mouth. 

The scope of influencer marketing has 

increased due to the development of many 

influencer categories. On the basis of their 

follower base and nature of influence, researcher 

have classified them into celebrity, nano, micro, 

macro, and mega influencers. Due to this 

development, influencer selection became an 

important strategic decision for brands. At the 

same time, rising commercialisation of influencer 

marketing has raises concern about sponsorship 

disclosure and transparency. 

This paper reviews the existing literature 

relating to the evolution of influencer marketing, 

their strategic application, types of influencers 

and sponsorship disclosure. This paper also 

identify significant research gap and areas that 

needs more scholarly focus. 

 

 

 

Review of Literature: 

(Woods et al., 2016) discover how influencer 

marketing was becoming an important part of 

social media advertising. The study found that 

influencer can help brand reach and engage 

consumers in a more natural and relatable ways.it 

also highlight the importance of choosing right 

influencer, authenticity, trust, and disclosing 

sponsored content. 

(Vod et al., 2019) identifies that influencer 

marketing has become an effective tool for brands 

to connect with consumers and build reputation. 

Influencers can make brand massages feel more 

personal and trustworthy, helping business reach 

new audiences and influence purchase decisions. 

It highlights the role of influencer in creating 

engagement and spreading word of mouth. The 

study also pinpoint the importance of choosing 

suitable influencers and maintaining genuine 

relationships with their followers. 

(Levin, 2020) explains how influencer marketing 

has developed from traditional word-of-mouth 

and celebrity influence into an important digital 

advertising strategy. The study highlights that 

influence is not simply about having a large 

number of followers. Instead, influence depends 

on factors like relationship with audience, 

expertise, credibility, and audience reach.   

(Yesiloglu, 2020) this chapter explains the 

evolution and growth of influencer marketing. 

Influencer become important to brand because 

their recommendation can act as electronic word-

of-mouth and influence consumers’ attitude and 

purchase decision. The study also highlights the 

importance of authenticity, engagement, 

expertise, and informative or entertaining content, 

while noting concerns about transparency and 

disclosure of sponsored content. 

(Vidani & Das, 2021) traces the evolution of 

word-of-mouth (WOM) to electronic word-of-

mouth (eWOM) and social media influencer 

marketing, highlighting how ad-blocker usage 

and social media noise have pushed marketers 

toward consumer-oriented strategies. 

Categorizing influencers into mega-, macro-, and 

micro-tiers based on reach, expertise, and 

engagement, the authors demonstrate that micro- 
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and macro-influencers often drive higher 

engagement and conversions due to perceived 

authenticity. 

(Łaszkiewicz, 2022) emphasised that influencer 

marketing has become a vital tool for brands, but 

its effectiveness is affected by social media 

algorithms. This study recommends that brand 

should look at the reach, authenticity, 

engagement, brand fit, and ability to maintain 

content visibility when selecting influencers. 

(Nadanyiova & Sujanska, 2023) explores how 

influencer marketing impacts the purchasing 

decisions of Generation Z. Influencer marketing 

heavily shapes Gen Z's purchasing habits in 

Slovakia, with over 72% following creators and 

48% making purchases based on their 

recommendations—primarily on Instagram 

through short-form videos, stories, and authentic 

product reviews. To succeed, brands should 

prioritize long-term partnerships with trustworthy, 

everyday creators over one-off celebrity ads, as 

Gen Z values genuine authenticity over high 

follower counts. 

(Harambašić & Škare, 2024) explores how 

influencer marketing has changed from simple 

promotional strategy into a major global strategy, 

while highlighting that scholarly research on the 

subject remains fragmented and incomplete. 

Through a thorough literature analysis, the 

authors outline seven main research gaps that 

scholar and marketers need to explore. 

(Garg & Bakshi, 2024) examines how beauty 

vloggers influence consumer purchasing 

decisions in India. Rather than looking at 

influencer traits in isolation, the study combines 

two major frameworks—Source Credibility 

Theory (trustworthiness, expertise, and 

attractiveness) and Parasocial Interaction Theory 

(the pseudo-friendship followers feel with content 

creators) — to see how they work together to 

drive sales through trust. 

(Latifah et al., 2025) explores the growth of 

influencer marketing from conventional 

advertising to collaborations with influencers who 

connect with audiences. The article also 

highlights the key techniques utilized by brands to 

improve the effectiveness of influencer marketing 

campaigns, including selecting right influencers, 

developing engaging and relevant content, and 

applying data analytics to assess campaign 

performance. 

(Joshi et al., 2025) examine the foundations, 

trends, and future directions of social media 

influencer marketing. The paper highlights 

critical gaps, urging future scholars to utilize 

multi-theory approaches, explore non-economic 

outcomes like sustainability, and investigate 

emerging platforms and immersive technologies. 

(Migkos et al., 2025) examines how influencer 

marketing on social media influences consumer 

behaviour, product sales, and online shopping 

choices. Using an empirical study, the paper 

explores what make digital marketing effective 

and why consumer choose to buy or avoid 

products endorsed by influencers 

(Sarkis et al., 2026) examines the role of social 

media influencers in establishing credibility 

between brands and their customers. It tests a 

model that when followers interact and engage 

with an influencer’s content, that consumer 

engagement act as mediating bridge that converts 

the qualities of influencer into brand trust. 

 

Objectives: 

1. To study the evolution and development of 

influencer marketing. 

2. To study the concept of influencer 

marketing. 

3. To review existing research on consumer 

behaviour and perception. 

4. To examine the strategic role of social 

media influencers. 

5. To examine the role of transparency and 

sponsorship disclosure. 

6. To identify the research gaps and suggest 

future research direction. 

 

Research Methodology: 

This study follows a literature review 

approach. This is conceptual in nature and 

depends on secondary sources. Relevant 

academic literature on social media influencers, 

influencer marketing, brand communication, 

consumer attitude, influencer strategies and 



IJAAR    Vol. 7 No. 48   ISSN – 2347-7075 
 

 

274 

sponsorship disclosure is reviewed and 

summarised. 

 

Discussion: 

1. Evolution of Influencer Marketing: the 

origins of influencer marketing are largely an 

adaptive response to advertising restrictions and 

the shifting media habits of consumers. Although 

influencer marketing is commonly associated 

with social media, the practice of using influential 

individuals to promote products and influence 

consumers existed long before the emergence of 

digital platforms. Traditional celebrity 

endorsements and opinion leaders provided an 

early foundation for the development of modern 

influencer marketing. The emergence of social 

media marked an important turning point in the 

evolution of influencer marketing. Platforms such 

as Facebook, Instagram and YouTube provided 

individuals with opportunities to develop personal 

brands and build communities around particular 

interests. In the early growth phase of visual 

platforms like Instagram, brand were not allowed 

to advertise directly on the platforms, forcing 

marketers to partner with popular users to 

integrate branded content into user feeds. This 

marked a shift from traditional celebrity 

endorsements to electronic word-of-mouth 

(eWOM). Over time, media display mechanisms 

shifted from simple chronological feeds to 

complex algorithmic ranking systems. As 

platform algorithms cut down organic brand 

reach, content creators actively adapted their 

practices, playing what scholars refer to as a 

“visibility game” to sustain audience reach and 

engagement. Thus, influencer marketing moved 

from an informal way of promoting products to a 

structured multi-billion dollar global industry 

supported by specialised influencer agencies and 

allocated media budgets. Overall, the rise of 

influencer marketing reflects the changing nature 

of communication between brands and 

consumers. 

2. Concept of Influencer Marketing: Influencer 

marketing has emerged as an important form of 

digital marketing with the rapid growth of social 

media platforms. The concept has developed from 

traditional celebrity endorsements and opinion 

leadership into a more interactive form of 

marketing in which individuals communicate 

directly with their followers through social media. 

An influencer is generally an individual who 

possesses the ability to affect the attitudes, 

opinions or purchasing decisions of others 

because of their knowledge, expertise, authority, 

personality or relationship with their audience. 

Their influence is therefore not based only on the 

number of followers they have, but also on the 

relationship and credibility they develop with 

their audience. Influencer marketing is a 

marketing strategy that is aimed at specific 

influential people who already have an audience 

reach and social authority, rather than directly 

targeting large consumer segments. It functions as 

a modern form of digital product placement and 

relationship building, bridging corporate brand 

messaging with authentic conversational 

dialogue. Unlike conventional advertising, where 

consumers receive a message directly from a 

brand, influencer marketing allows the message to 

be communicated through an individual whom 

followers may already know, follow and trust. 

Influencers become independent creative entities 

and micro-media channels, rather than pure ad 

space. They employ basic social persuasion 

principles like social proof, authority, liking and 

reciprocation to influence audience perceptions 

and motivate consumer behaviour. Influencer 

marketing now includes different categories of 

influencers, including celebrity, mega, macro, 

micro and nano influencers, which are primarily 

differentiated by their audience size and nature of 

influence. Thus, influencer marketing can be 

understood as a strategic form of digital 

marketing in which brands use the reach, 

credibility, content-creation ability and 

relationships of social media influencers to 

communicate with target consumers and achieve 

marketing objectives. 

3. Consumer Behaviour and Perception: 

Consumer responsiveness to influencer marketing 

is strongly driven by trustworthiness, perceived 

authenticity, and parasocial interaction. As 

compared to traditional brand advertisements, 
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which are being increasingly blocked by ad-

blockers and “banner blindness,” influencer 

content is easily integrated into the daily social 

feeds of consumers. Followers often form one-

sided parasocial relations to influencers, 

identifying with them as relatable “people from 

the neighbourhood” or as credible sources in their 

peer group. Studies show that consumers trust 

influencer recommendations almost as much as 

recommendations from friends and family, with a 

large percentage of consumers going straight to 

online shopping after watching creators 

demonstrated products. High levels of trust 

remain even with commercial disclosures (such as 

#ad or #sponsored) if the product usage feels 

genuine and fits into the creator’s authentic 

lifestyle. 

4. Strategic role of social media influencer: 

social media influencers play multiple role within 

campaign strategies 

Content Creators and Editors: Influencers 

make, change and adjust content that fits well 

with particular groups of people. 

Brand Ambassadors and Mediators: Creators 

serve as people who're easy to relate to. They 

make brands feel more real. They help bring 

companies and the people who see the brand. 

They close the gap, between companies and the 

people who use their products or services. 

Amplification and Distribution Nodes: When 

influencers create a lot of interest and share 

content through their networks they start a chain 

of word-of-mouth spreading. This helps brands 

reach people than they could through normal 

ways. 

Algorithmic Navigator: People who are popular 

online like Influencers always try things with the 

website and the way they make videos. They do 

this to deal with how algorithms choose what to 

show and to make sure their messages get seen. 

Algorithmic Navigators are like filters that decide 

what people see online. Influencers want to be 

good, at navigating these Algorithm so they can 

reach people. 

 

 

 

Research Gap Future Research Direction:  

There are still some gaps remains in the 

research of influencer marketing even though we 

have a lot more research about it over 

time. Current research mostly looks at advertising 

centres like New York City. It also focuses on 

companies that have a lot of money for ads. This 

means smaller companies and other parts of the 

world do not get attention. Small-, to-medium 

enterprises and international markets are not well 

shown in the studies. Much of the literature 

focuses primarily on brand or agency viewpoints, 

highlighting a need for empirical inquiry directly 

from the perspectives of influencers and 

specialized talent management agencies. The 

degree to which evolving algorithmic restrictions 

and content-moderation practices (such as 

"shadow banning") affect long-term brand equity, 

creator negotiation dynamics, and consumer 

perception requires further investigation. While 

short-term engagement and direct purchases are 

well-known future research needs to look into 

how influencer partnerships with brands affect the 

reputation of a brand and the long-term value of 

customers. More studies are needed to understand 

the lasting effects of working with influencers on 

how people see a brand and the value of 

customers over time. 

 

Conclusion: 

Influencer marketing has developed from 

traditional celebrity endorsement and word-of-

mouth communication into an important part of 

modern digital marketing. The growth of social 

media platforms have made it easy for ordinary 

people to build their groups make their own 

content and interact to the people who follow 

them. Influencers are really important now. 

Influencers are not just people who make content 

anymore. They are also people who help brands 

communicate with people. Influencer marketing 

and influencers are really grow now. The review 

tells us that the success of influencer marketing is 

not about how many people follow an influencer. 

Factors like authenticity, credibility, expertise, 

content quality, relevance and the relationship 

between influencers and their followers matter a 
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lot when it comes to changing what people think 

and what they buy. Influencer marketing is also 

good for brands because influencers can do things 

for them. 

• They can make content for brands. 

• They can help brands communicates to 

people. 

• They can get people excited about brands. 

• They can tell people about brands on the 

internet. 

• They can even help brands reach specific 

consumer groups.  

At the same time, the increasing 

commercialisation of influencer marketing has 

created challenges related to transparency, 

sponsorship disclosure, changing social media 

algorithms and maintaining audience trust. 

Therefore, brands need to select influencers 

carefully and develop genuine and relevant 

partnerships rather than focusing only on follower 

numbers or short-term promotional results. 

Overall influencer marketing has grown beyond a 

way to promote products, it's now an important 

part of how brands and customers connect. 

Current studies still have many gaps, especially 

when it comes to small businesses, different 

geographical markets, what influencers think, and 

how long-term influencer deals affect a brands 

reputation and the value for customers. Future 

research should therefore examine these areas 

through more empirical and long-term studies. 
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