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Abstract 

 

Electronic commerce (E-commerce) has revolutionized shopping strategies all over the world. 

The online market and industry have a lot of scope for growth where businesses and enterprises are 

well developed. Social Media has turned from our regular photo and thought dumping platform to a 

marketing space mainly led by influencers. Influencers, the ones who influence, hold a firm grasp on 

people all over social media through their content, views, thoughts, and uniqueness that they have to 

offer. These influencers are known to impact people, especially the younger generations. The 

research aims to understand the impact of influencer marketing on the buying behavior of 

consumers to meet their expectations towards the demographic factors of education, income, and 

occupation that have an impact on the considered determinants of perception. The findings of this 

study would contribute to a better understanding of influencer marketing with respect to different 

customer segments in India and would help them understand their differential needs. 

Keywords: Influencer Marketing; Millennials; Online Purchase Intentions, Buying Behaviour, Social  

Media Influencers, Word of Mouth Marketing.  

INTRODUCTION:  

In today’s world, online 

shopping has been made possible by the 

presence of the internet. Logistics is one 

of the sources e-retailers are turning to 

in order to extend personalized service, 

offering flexible order fulfillment and a 

variety of product delivery options. 

Online shopping has become a popular 

way for consumers to shop.  

A good marketing or advertising 

consultant can knock on the 

organization’s front door, but what 

happens next is critical to the success of 

the business. The geographical 

boundaries have been obliterated, as 

buyers on one continent can easily 

contact, interact with, and buy products 

from sellers on another continent.  

In the era of Technology, the 

internet has become a necessity in many 

of the routine activities such as paying 

bills online, buying tickets for travel or 

entertainment, browsing for information 

for study purposes, purchasing, viewing, 

and sharing messages through the 

popular mobile application WhatsApp, 

and many others. Marketing and other 

service issues are disregarded in the 

attempt to make the organization part of 

the "NEW’’ economy.  

As the pandemic hit the world like a 

wrecking ball, a lot of people took to 

social media to express themselves 

through various content on Facebook, 

Instagram, TikTok, YouTube, and more. 

As they gained traction and popularity 

among users, who now flock to the 

online spaces even more than usual, they 

also gained valuable brand 

collaborations that have now turned into 

a whole marketing prospect in the 
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marketing industry. More and more 

companies, irrespective of their size, 

have dropped all their other marketing 

plans to invest in Influencer marketing, 

which as of today is an industry worth 

billions of dollars.  

LITERATURE REVIEW:  

As people started realizing the importance of 

Influencers and their ability to impact consumer 

perspectives and buying behavior, Several studies 

were focused on understanding influencer 

marketing. (Odell 2015), (Cooley and Parks-Yancy 

2019), (Lou and Yuan 2019), and (Fromm 2018) 

made groundbreaking attempts to comprehend 

the impact of influencer marketing on different 

aspects of consumer behavior (Lim et al. 2017), 

(Godey et al. 2016), and (Lou and Yuan 2019). In 

their respective papers, they have made an 

important contribution when it comes to solving 

the dilemma regarding selecting from among the 

subject matter specialist influencers' verses an 

attractive celebrity influencer (Hill 2018; Wolfson 

2017). From an academic viewpoint, few studies 

have made crucial additions to the literature 

(Schouten, Janssen, and Verspaget 2019) and 

attempted to compare the efficiency of the two 

endorses.  

Subsequently, there have been several papers 

published on how to select the right influencer 

(Breves, Priska & Liebers, Nicole & Abt, Marina & 

Kunze, Annika, 2019), exploring the importance 

and dynamics of the right influencer and brand fit 

(Schouten et al., 2019), and (De Veirman, 

Cauberghe, and Hudders, 2017) examined the 

effectiveness of influencer marketing by focusing 

on the role of source credibility, para-social 

interaction, and congruity (Booth, N., and Matic, J. 

A. A., 2011) in their paper titled "Mapping and 

leveraging influencers in social media to shape 

corporate brand perceptions" made an important 

contributiono  the impact of influencers in 

shaping corporate brand perception. As Influencer 

marketing evolved over time, there were several 

papers published on the new development in 

influencer marketing (Nolan, H. 2018). The paper 

titled "Brands Are Creating Virtual Influencers, 

Which Could Make the Kardashians a thing of the 

Past" is a very unique contribution that threw 

some light on the possible digitalization of 

influencers in the future. (Zdenka KDEKOV-Mária 

HOLIENINOV 2018) and (Rahmah, Sarah, & Ren, 

Dan. 2019) in their respective papers focus on 

investigating the appeal of influencers among 

specific groups (Millennials, Gen X, etc.) and the 

differential impact of influencer marketing on 

their buying behavior. This particular study is 

very essential in today's time, as marketers need 

to cater to the different needs of different 

segments. However, there is limited study done on 

this topic, especially in developing nations such as 

India, where we see a greater divide between 

generations.  

SCOPE OF THE STUDY:  

Electronic commerce is more than just 

buying and selling products online. It also includes 

the entire online process of developing, 

marketing, selling, delivering, servicing, and 

paying for products and services. This study 

comprises in-depth coverage of influential 

retailers. A little bit of E- commerce is also 

covered. Popular micro-influencers, like those 

found on Instagram and Snapchat, are known for 

their strong engagement rates among niche 

audiences, and a loyal following can be even more 

powerful on TikTok when influencers tap into 

their following and weave branded messaging into 

trending topics and challenges.  

STATEMENT OF THE PROBLEM:  

The e-commerce industry is highly 

fragmented with respect to varied product lines. 

There are lots of differences in strategy 

formulation between online shopping and 

traditional shopping. Today, there are rapid and 

fast developments in the information technology 

industry, and competition increases day by day 

due to the increased attention of consumers 

towards online shopping. The best retailer is 

based on their experience on the web. The impact 

will also be felt by the influencer marketing 
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agencies since TikTok has, over time, forged very 

strong partnerships with the marketing agencies 

that enabled brands across the country to put the 

pedal to the metal with TikTok influencer 

campaigns. TikTok’s emergence was leading to a 

shift where brands were moving out of mega-

influencers in the YouTube and Instagram space 

to micro-influencers on TikTok across chartered 

and uncharted territories.  

OBJECTIVE OF THE STUDY:  

 

• To analyse the present trends of 

Influence marketing in India.  

• To find the perceptions of social 

shopping meet the expectations.  

• To make out the length of supply chain.  

• To describe the conceptual framework 

of Influence marketing in India.  

RESEARCH METHODOLOGY:  

 

Research methodology is the main 

foundation for a research project. Here, the 

sample size taken for the study is 135 respondents 

from the customer. Both primary and secondary 

data are used in this research. Various tools are 

used in this research, such as the chi-square test 

and percentage tools. Based on the research 

objectives, the study consists of two main parts: 

one part focuses on the expectations and 

perceptions of influencer shoppers, and the other 

involves studying the effect of demographic 

factors on their perceptions of influencer buying 

behaviour.  

Hypothesis of the study  

 There is no significant relationship 

between age and purpose of using 

influence marketing.  

 There is no significant relationship 

between age and satisfied by the 

influencer mode of purchasing.  

 There is no significant relationship 

between age and things like to buy in 

online.  

 There is no significant relationship 

between occupation and future of 

influencer marketing in India  

LIMITATION OF THE STUDY:  

• Primary and secondary sources of 

information have been used in the study, 

and efforts have been made to be realistic, 

but the same cannot be claimed to be 

ideal or perfect.  

• An effort was made to explain the 

questionnaire, but there is a possibility 

that the respondents may not have 

interpreted it correctly.  

• The sample size is restricted to 135  

 

ANALYSIS AND INTERPRETATION:  

 

TABLE 1: Table showing the demographic profile of the respondents  

 

DEMOGRAPHIC 

VARIABLES  

SUB  

CATEGORIZATION  

NO.OF  

RESPONDENTS  

PERCENTAGE  

Age  18 years  11  8%  

 18-25 years  115  85%  

 26-35 years  9  7%  

Occupation  Private employee  26  19%  

 Government employee  13  10%  

 Self employee  29  21%  
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 Students  67  50%  

Monthly income  Below 10000  64  47%  

 10000-20000  45  33%  

 Above 30000  26  20%  

Marital status  Married  18  13%  

 Unmarried  117  87%  

Source: primary data (survey data) 

 INTERPRETATION:  

It is evident from the above table 

No.1 that out of 135 respondents. The 

above table shows that 8% of the 

Respondents age is 18 years.85% of the 

respondents age is 18-25, 7%of the 

respondents age is 26-30. Thus, the 

majority of the respondents age is 18-

25.  

The above table shows that 19% of the 

Respondents occupation is private 

employee,  

10% of the respondent’s occupation is 

government employee.21% of the 

Respondents occupation is self-

employee and 50% of the Respondents 

occupation is students. Thus, the 

majority of the Respondents 

occupation is students.  

The above table shows that 47% 

of the Respondents income is below 

10000, 33% of the Respondents income 

is Rs.10000-20000, 20% of the 

Respondents income is above 

30000.Thus the majority of the 

Respondents income is below 10000. 

The above table shows that 13% of the 

Respondents marital status is married, 

87% of the Respondents marital status 

is unmarried. Thus, the majority of the 

Respondents marital status is 

unmarried.  

 

TABLE SHOWING SOCIO-ECONOMIC FACTORS  

TABLE 2: For what purpose do you make use of Influence marketing  

 

OPTION  NO .OF.RESPONDENTS  PERCENTAGE (%)  

For personal use  48  36%  

For business use  29  22%  

For both personal and business Use  44  32%  

None of these  14  10%  

TOTAL  135  100%  

Source: primary data  

 

INTERPRETATION:  

The above table shows that 

36% of the Respondents are personal 

use, 22% of the respondents are for 

business use, 32% of the respondents 

for both personal and business use and 

10% of the respondents are none of 

these. Thus, the majority of the 

respondents make use of influence 

marketing for their personal usage 

only.   
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TABLE 3: For how many years you are availing Influencer marketing  

 

YEARS  NO.OF.RESPONDENTS  PERCENTAGE (%)  

0-2  64  47%  

2-4  48  36%  

4-6  19  14%  

Above 6  4  3%  

TOTAL  135  100%  

Source: primary data  

 

INTERPRETATION:  

The above table shows that 47% of the 

respondents said that 0-2 years they are  

availing Influencer marketing, 36% of the 

respondents said that 2-4 years they are availing 

Influencer marketing, 14% of the respondents 

said that 4-6 years they are availing Influencer 

marketing, 3% of the respondents said that above 

6 years they are availing Influencer marketing. 

Thus, the majority of respondents said that 0-2 

years availing Influencer marketing.  

TABLE 4: How you came to know about our Influence marketing  

 

ABOUT WEBSITE  NO.OF.RESPONDENTS  PERCENTAGE (%)  

Television  17  13%  

News paper  14  11%  

Social media  71  52%  

Recommendation from a Friend  26  19%  

Others  7  5%  

TOTAL  135  100%  

Source: primary data  

 

INTERPRETATION:  

The above table shows that 

13% of the respondents said that 

Television, 11% of the respondents 

said that newspaper, 52% of the 

respondents said that social media, 

19% of the respondents said that 

recommendation from a friend, 5% of 

the respondents said that others. Thus, 

the majority of the respondents said 

that through the social media only they 

came to  know about influencer 

marketing. 

 

TABLE 5: How satisfied are you with the quality of products  

 

SATISFACTION LEVEL  NO.OF.RESPONDENTS  PERCENTAGE (%)  

Highly satisfied  29  21%  

Satisfied  79  59%  

Highly dissatisfied  16  12%  

Dissatisfied  11  8%  

TOTAL  135  100%  

Source: primary data  
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INTERPRETATION:  

The above table shows that 21% of the 

recommendation said that highly  

satisfied, 59% of the respondents said that 

satisfied, 12% of the respondents said that 

highly dissatisfied, 8% of the respondents said 

that dissatisfied towards the satisfaction level in 

quality of product. Thus the majority of the 

respondents said that satisfied in product.  

CHI SQUARE TEST  

TABLE SHOWING THE COMPARISION BETWEEN AGE AND PURPOSE OF USING INFLUENCE 

MARKETING  

 

 Value  Df   Asymp.sig.(2-sided)  

Pearson chi-square  240.265a  24  .000  

Likelihood ratio  43.669   24  .008  

N of valid cases  136     

a. 30 cells (85.7%) have expected 

count less than 5. The minimum 

expected count is  

.01.  

b. Table value at 5%: 37.7  

 

 

 

 

INTERPRETATION:  

From the above table it is discovered that level of 

significance of chosen  

variables are greater than chi – square 

value, chosen variables, age and purpose 

of using influence marketing are not 

significant and they do not have any 

relationship between each other, thus, 

null hypothesis is accepted here.  

TABLE SHOWING THE COMPARISION BETWEEN AGE AND SATISFIED BY THE INFLUENCER 

MODE OF PURCHASING  

 

 Value  Df   Asymp.sig.(2-sided)  

Pearson chi-square  

Likelihood ratio  

N of valid cases  

203.277a27.863 

136  

 12  

12  

.000  

.006  

a. 16 cells (80.0%) have expected count less than 5. The minimum expected count is  

.01.  

b. Table value at 5%: 21.0  

 

INTEPRETATION:  

From the table it is discovered that level of 

significance of chosen variables are  

greater than the chi – square value, 

chosen variables, age and satisfied by 

the influencer mode of purchasing are 

not significant and they do not have any 

relationship between each other, thus, 

null hypothesis is accepted here.  
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TABLE SHOWING THE COMPARISION BETWEEN AGE AND THINGS LIKE TO BUY IN ONLINE 

 

 Value  df   Asymp.sig(2-sided)  

Pearson chi-square  

Likelihood ratio  

N of valid cases  

260.934a 

72.759 

136  

 104  

104  

.000  

.991  

a. 129 cells (95.6%) have expected count less than 5. The minimum expected count is  

.01.  

b. Table value at 5%:128.8  

 

INTERPRETATION:  

From the above table it is 

discovered that level of significance 

of chosen variables  

are greater than the chi – square value, 

chosen variables, age and things like to 

buy in online are not significant and 

they do not have any relationship 

between each other, thus, null 

hypothesis is accepted here.  

 

TABLE SHOWING COMPARISION BETWEEN OCCUPATION AND FUTURE OF INFLUENCER 

MARKETING IN INDIA  

 

 Value  df   Asymp.sig.(2-sided)  

Pearson chi-square  210.139a  20  .000  

Likelihood ratio  34.149   20  .025  

N of valid cases  136     

a. 25 cells (83.3%) have expected count less than 5. The minimum expected count is  

.01.  

b. Table value at 5%: 31.4  

 

INTERPRETATION:  

From the above table it is discovered that level of 

significant of chosen variables  

are greater than the chi – square value, chosen 

variables, occupation and future of influencer 

marketing in India are not significant and they do 

not have any relationship between each other, 

thus, null hypothesis is accepted here.  

FINDING:  

Consumers agree that influencer marketing is 

more effective and impactful than traditional 

marketing. Especially citing the pandemic as a 

booster for this form of marketing. These users 

believe that influencers become "friends" with 

their followers by posting titbits of their daily 

lives and effortlessly incorporating 

advertisements, making them seem more 

convincing.  

Some other users mention that influencer 

marketing is more effective than traditional 

marketing because people are more likely to 

engage with products if they're coming from 

someone they've chosen to connect with whose 

values and judgments match their own. It is also a 

highly relatable source for them as compared to 

traditional marketing forms. Mainly because 
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consumers tend to follow influencers similar to 

their taste and body shape, getting a better idea 

of what may suit their lifestyle more, which 

traditional marketing eliminates.  

There were also users who considered both 

marketing forms to be equally effective, as they 

both target and impact different people 

differently. Both have the same end goal but work 

differently, and while influencer marketing is 

effective for the young generation, traditional 

marketing is still much needed for the older ones, 

where it is still quite effective. And a few 

consumers simply refuse to believe that 

influencer marketing is more impactful than 

traditional marketing. They refer to influencer 

marketing as a temporary form of marketing that 

gained traction during the pandemic and will die 

down as the pandemic dies down. It is effective 

for a limited number of people but still poses 

gaps that are filled by traditional marketing 

strategies.  

SUGGESTIONS:  

Consumers also feel it is more impactful because 

it reaches a large audience, builds relations 

between fans, influencers, and brands, and feels 

more personal and specifically catered to than 

traditional forms. Moreover, it is deemed a 

turning marketing tactic for businesses as well, 

bringing in more success than traditional forms 

do. Some users held a middle-ground view about 

this, where they believe that target audience, 

product, brand, influencer, and their content are 

variables that determine influencer marketing’s 

success, which can at times be less effective than 

traditional techniques and sometimes more 

effective. Its effectiveness depends on the 

situation, and as a marketing technique working 

only on social media, it is limited but impactful in 

its own ways.  

Some users partially agree, as they have seen 

both successes and losses for small businesses. In  

their opinion, small businesses that could afford 

an influencer gained this traction, while 

businesses without a big influencer budget were 

left out. It benefited some but overshadowed 

others. Either way, for users, influencer 

marketing did produce some productive results 

at times; hence, they partially credit it for helping 

some small businesses make it through the 

pandemic. A good number denied that influencer 

marketing helped small businesses during the 

pandemic, as none of the influencers they came 

across vouched for smaller brands. In fact, they 

believe that influencer marketing only benefits 

big companies that can afford it, whereas smaller 

ones find it harder to get an influencer to market 

them.  

CONCLUSION:  

A lot of consumers who are social media users 

agree to being exposed to influencer marketing 

content every day and hence being an indirect 

target of various advertisements all over social 

media. A lot of them have at some point checked 

out the brands and products mentioned in these 

influencer advertisements, which have either 

resulted in a purchase or a thought for a purchase 

in the future.  

 Internet trends have shown that during the 

pandemic, a lot of creators rose to garner fame, 

became influencers, and then further became 

influencers who promoted brands. It became the 

new trend on social media, and it has benefited 

plenty of companies that needed a way to 

continue business during a rather dull period. 

Most consumers agree that while they see 

influencer marketing content through influencers 

they follow, they also come across it from 

influencers they don’t follow. Which still has an 

impact on their purchase decision as they check 

the brand or product out. This proves that even 

indirect influencer marketing has made 

consumers aware of brands and products, made 

them contemplate a purchase, or resulted in a 

real purchase.  
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