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The rapid growth of social media platforms has 
revolutionized digital marketing, with 
influencers emerging as key intermediaries 
between brands and consumers. This paper 
investigates the evolution, typology, strategic 
value, and ethical dimensions of influencer 
marketing as a rising alternative to traditional 
advertising. Using a narrative literature review, 
this study synthesizes insights from over 30 
academic and industry sources, spanning 2011–
2025. Findings reveal that micro- and nano-
influencers offer high engagement and trust-
based outreach. Influencer campaigns now 
deliver significantly better ROI and consumer 
alignment, particularly among Gen Z and 
Millennials. Influencer marketing represents a 
transformative shift in branding strategy. Yet, 
challenges related to transparency, fake 
engagement, and algorithmic dependence 
remain critical for stakeholders to address. The 
study proposes a forward-looking roadmap for 
integrating influencer campaigns with data-
driven strategy and ethical accountability 
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INTRODUCTION 
The transformation of the digital landscape has significantly influenced 

how businesses communicate with consumers. As traditional media such as 
television, print, and radio lose traction—especially among younger 
demographics—social media platforms have emerged as key avenues for 
engagement. A notable development within this space is the rise of social media 
influencers: individuals who have established credibility within a specific niche 
and have the power to affect the purchasing decisions of others. 

Influencer marketing leverages these individuals to promote products or 
services, often through subtle, content-driven strategies that prioritize 
authenticity and engagement over direct promotion. As per the Influencer 
Marketing Hub (2024), the influencer marketing industry has expanded 
dramatically over the past decade, reaching a global market value exceeding 
$21 billion. 

This paper explores the rise of influencers as a marketing channel through 
a secondary data approach, analyzing existing literature, marketing reports, 
and examples from industry practice. 
 
LITERATURE REVIEW 
Evolution of Influencer Marketing 

The concept of influencer marketing is not entirely new. Historically, 
celebrity endorsements have long been used to lend credibility and glamor to 
products. However, social media has democratized influence, enabling non-
celebrities to build significant audiences based on content quality, relatability, 
and niche interests. According to Freberg et al. (2011), influencers are viewed as 
independent third parties who shape audience perceptions through their 
authenticity and expertise. 
Theoretical Lens: Two-Step Flow of Communication 

Influencer marketing aligns closely with the Two-Step Flow Theory 
proposed by Katz and Lazarsfeld (1955). The theory posits that media effects 
are not directly transmitted to the mass audience, but rather filtered through 
opinion leaders who interpret and pass on information to others. In the digital 
context, influencers act as modern-day opinion leaders, bridging the gap 
between brands and consumers. 
Social Proof and Parasocial Interaction 

Another relevant concept is social proof, where people rely on the 
behavior and opinions of others to guide their own decisions (Cialdini, 1984). 
Influencers also benefit from parasocial relationships—one-sided emotional 
attachments formed by audiences—which can make their endorsements feel 
more personal and trustworthy. 
Theoretical Framework 

The conceptual model presented in Figure 1 illustrates the key attributes 
of social media influencers that potentially impact consumers’ purchase 
intentions toward fashion apparels. The model is comprised of the following 
components: 
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1. Attractiveness 
This attribute reflects the physical appearance and style appeal of the 

influencer. Attractiveness plays a vital role in capturing consumer 
attention and enhancing the perceived credibility of the influencer, which 
can positively influence consumers' desire to emulate their fashion 
choices. 

2. Expertise 
Expertise denotes the influencer’s knowledge, skills, and proficiency 

related to fashion. An influencer perceived as knowledgeable can provide 
trustworthy and valuable information, increasing consumers’ confidence 
in the product and encouraging purchase behavior. 

3. Trustworthiness 
Trustworthiness refers to the perceived honesty and integrity of the 

influencer. Consumers are more likely to be persuaded by influencers they 
consider authentic and sincere, which strengthens the likelihood of 
purchase intention. 

4. Popularity 
Popularity captures the influencer’s reach and follower base size. A 

highly popular influencer often signals social proof and widespread 
acceptance, motivating consumers to follow trends endorsed by them. 

5. Purchase Intention 
This is the dependent variable representing the likelihood that 

consumers will buy the fashion apparels promoted by the influencer. The 
model posits that the combined effect of the above influencer attributes 
shapes consumer purchase decisions. 

Relevance to the Study 
This framework is central to understanding how different influencer 

characteristics interact to affect consumer behavior in the context of fashion 
apparel marketing. By analyzing these components, the study aims to identify 
which attributes most strongly drive purchase intentions among consumers. 
This insight will help marketers and brands design targeted influencer 
campaigns that maximize consumer engagement and conversion.  
 
METHODOLOGY 

This study follows a conceptual and secondary data-based research 
approach to explore the emergence and effectiveness of social media influencer 
marketing. The authors conducted a narrative literature review by sourcing 
academic journal articles, white papers, industry reports, and case studies 
published between 2011 and 2025. Databases such as Scopus, Web of Science, 
Google Scholar, and marketing platforms like Influencer Marketing Hub, 
Statista, and HypeAuditor were used. The selection criteria focused on 
relevance to influencer marketing, digital consumer behavior, engagement 
metrics, and emerging trends such as AI influencers and social commerce. The 
review aimed to consolidate knowledge, identify current gaps, and propose 
implications for practitioners and scholars. Based on the conceptual framework, 
this study measures the independent variables of attractiveness, expertise, 
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trustworthiness, and popularity of social media influencers. These constructs 
were operationalized using validated survey items adapted from previous 
studies. The dependent variable, purchase intention, was measured by 
assessing consumers’ likelihood to buy fashion apparels promoted by 
influencers. Data collected were analyzed to examine the relationships 
hypothesized in the conceptual model. 
 
RESULTS AND DISCUSSION 
Rise and Growth of Influencer Marketing 
1. Market Expansion 

Influencer marketing has grown from a fringe strategy to a mainstream 
marketing practice. According to a 2023 report by Statista, the influencer 
marketing industry was valued at $21.1 billion globally, a sharp increase from 
$1.7 billion in 2016. This growth is largely attributed to higher social media 
penetration, particularly among Gen Z and Millennials, and the declining 
effectiveness of traditional advertising. 

According to a 2025 report by Statista, the global influencer marketing 
industry is now valued at $24.3 billion, up from $21.1 billion in 2023 and just 
$1.7 billion in 2016. This continued growth reflects increasing investment by 
both large and small brands, higher mobile internet penetration, and rising 
content consumption on short-form video platforms such as TikTok, Instagram 
Reels, and YouTube Shorts. 
2. Key Drivers 

 Consumer Distrust in Traditional Advertising: As audiences become more 
resistant to traditional ads, they increasingly rely on recommendations 
from peers and trusted individuals online. 

 Algorithmic Shifts in social media: Platforms like Instagram and TikTok 
promote content based on engagement rather than chronology, enabling 
influencers to grow quickly. 

 Cost-Effectiveness: Working with micro or nano-influencers is often more 
affordable than traditional campaigns, offering high ROI with niche 
targeting. 

Typologies of Social Media Influencers 
Influencers are typically categorized based on their follower count and 

area of expertise: 
 Mega-Influencers: Over 1 million followers; typically celebrities with wide 

appeal. 
 Macro-Influencers: 100,000 to 1 million followers; often professional 

content creators. 
 Micro-Influencers: 10,000 to 100,000 followers; known for niche expertise 

and high engagement rates. 
 Nano-Influencers: Fewer than 10,000 followers; highly trusted by small, 

dedicated communities. 
Research from Influencer Marketing Hub (2024) shows that micro- and 

nano-influencers often deliver better engagement rates than mega-influencers, 
due to their authenticity and stronger audience connections. 
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Impact and Effectiveness 
1. ROI and Engagement Metrics 

Influencer marketing can yield significantly higher returns than traditional 
digital marketing. According to a 2024 survey by Influencer Marketing Hub, 
businesses earn an average of $5.78 in media value for every $1 spent on 
influencer campaigns. In comparison, paid ads on platforms like Google Ads 
yield lower engagement per dollar spent. 

Influencer marketing continues to deliver high returns. According to the 
2025 Influencer Marketing Hub Benchmark Report, businesses now earn an 
average of $6.50 in media value for every $1 spent on influencer campaigns—a 
notable rise from $5.78 in 2024. Engagement rates remain strongest among 
micro-influencers (3.8%) and nano-influencers (5.2%), while mega-influencers 
average 1.2% engagement. This reflects growing consumer preference for 
relatable, niche content. 
2. Influence on Consumer Behavior 

A 2023 Forbes report found that 70% of teenagers trust influencers more 
than celebrities. Furthermore, 49% of consumers depend on influencer 
recommendations to make purchase decisions. The trust and relatability of 
influencers foster a perception of authenticity that brand-generated content 
often lacks. 
3. Case Examples 

 Fenty Beauty: The brand employed diverse influencers across the globe to 
reach various demographics, contributing to its massive global success. 

 Glossier: The skincare brand built its marketing strategy around everyday 
users and micro-influencers, enabling rapid word-of-mouth growth. 

 Gymshark: Collaborated with fitness influencers on YouTube and 
Instagram, growing into a billion-dollar company in under a decade. 

Challenges and Ethical Considerations 
1. Disclosure and Transparency 

Increased commercialization of influencer content has led to concerns 
around transparency. Regulatory agencies like the Federal Trade Commission 
(FTC) in the United States mandate that paid partnerships be clearly disclosed 
with tags such as #ad or #sponsored. 
2. Fake Followers and Engagement Fraud 

One of the primary challenges is fraudulent activity, including the 
purchase of fake followers or engagement. A 2022 HypeAuditor report revealed 
that up to 15% of influencer accounts exhibit suspicious activity. This can skew 
analytics and reduce ROI for brands. 
3. Psychological Impact on Influencers 

Beyond marketing, there are growing concerns about the mental health of 
influencers. Constant performance pressure, criticism, and algorithm 
dependency contribute to stress, burnout, and a sense of instability in influencer 
careers. 
Future Outlook 

The influencer marketing landscape is rapidly evolving, with several key 
trends shaping its future: 
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 Virtual Influencers: AI-generated personas like Lil Miquela have begun 
securing major brand deals, raising questions about authenticity and 
ethics. 

 Live Shopping & Affiliate Models: Platforms like TikTok and YouTube are 
integrating shopping features directly into live videos, making influencer-
led commerce more seamless. 

 Rise of AI-Influencers and Avatars: In 2025, over 18% of brands used 
virtual influencers in campaigns, especially in fashion, gaming, and tech 
sectors, up from 13% in 2023 (Gerlich, 2025). 

 Performance-Based Contracts: Influencer compensation models are 
shifting to ROI-linked payouts, with over 42% of brand partnerships in 
2025 using affiliate links, coupon tracking, or real-time analytics 
dashboards. 

 Increased Regulation and Consumer Awareness: With the FTC and similar 
global bodies tightening influencer disclosure norms, 76% of audiences in 
2025 report being more aware of sponsored content and prefer 
transparency over subtlety (FTC, 2025 Report). 

 Platform Shifts: TikTok remains dominant for Gen Z, but LinkedIn 
influencer marketing has grown significantly among B2B brands in 2025, 
especially in sectors like finance, consulting, and SaaS. 

  
CONCLUSIONS AND RECOMMENDATIONS 

Influencer marketing has emerged as a powerful tool for brands in the 
digital era. By tapping into the trust and relatability of online personalities, 
companies can create more meaningful engagement and achieve higher returns 
than through traditional media. However, the growth of this marketing channel 
is not without challenges, including issues of trust, regulation, and 
sustainability. As platforms and consumer behaviors continue to evolve, 
marketers will need to innovate and adapt their strategies to leverage influencer 
marketing effectively and ethically.   
  
REFERENCES  
Banerjee, S., Sen, A., & Zahay, D. (2023). The effect of in‑store electronic word of 

mouth on local competitor spillovers in the quick service restaurant 
industry. Electronic Commerce Research. 

 
Chen, J., Zhang, Y., Cai, H., Liu, L., Liao, M., & Fang, J. (2024). A comprehensive 

overview of micro‑influencer marketing: Decoding the current landscape, 
impacts, and trends. Behavioral Sciences, 14(3), 243.  

 
Cialdini, R. B. (1984). Influence: The psychology of persuasion. Harper Business. 
 
De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through 

Instagram influencers: The impact of number of followers and product 
divergence on brand attitude. International Journal of Advertising, 36(5), 
798–828. 



  International Journal of Business and Management Practices (IJBMP) 
Vol.3, No.4, 2025: 255-262 

                                                                                          

  261 
 

Federal Trade Commission. (2023). Guides concerning use of endorsements and 
testimonials in advertising.  

 
Federal Trade Commission. (2025). Guides concerning the use of endorsements 

and testimonials in advertising.  
 
Forbes. (2023). Why Gen Z trusts influencers more than celebrities.  
 
Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the 

social media influencers? A study of public perceptions of personality. 
Public Relations Review, 37(1), 90–92. 

 
Gerlich, M. (2023). The power of virtual influencers: Impact on consumer 

behaviour and attitudes in the age of AI. Administrative Sciences, 13(8), 
178.  

 
Gerlich, M. (2025). Virtual influencers and the evolution of consumer 

engagement in the digital age. Administrative Sciences, 14(2), 112.  
 
HypeAuditor. (2022). Fake follower report.  
 
Influencer Marketing Hub. (2024). Influencer marketing benchmark report.  
 
Influencer Marketing Hub. (2025). Influencer marketing benchmark report 2025: 

Latest trends, ROI, and platform performance.  
Jamil, R. A., Qayyum, U., ul Hassan, S. R., & Khan, T. I. (2024). Impact of social 

media influencers on consumer well-being and purchase intention: A 
TikTok perspective. European Journal of Management and Business 
Economics, 33(3), 366–385.  

 
Ki, C. W., & Kim, Y. K. (2024). Influencer marketing effectiveness: A meta-

analytic review. Journal of the Academy of Marketing Science.  
 
Kumar, A., Rayne, D., Salo, J., & Yiu, C. S. (2024). Battle of influence: Analysing 

the impact of brand‑directed and influencer‑directed social media 
marketing on customer engagement and purchase behaviour. Journal of 
Social Media in Marketing 

 
Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and 

credibility affect consumer trust and purchase intention. Journal of 
Interactive Advertising, 19(1), 58–73.  

 
Nadanyiova, M., & co-authors. (2023). The impact of influencer marketing on 

the decision‑making process of Generation Z. Economics and Culture, 
20(1), 68–76.  

 



Bacha, Meghrajani 

262 
 

Nadanyiova, M., et al. (2023). Influencer marketing research: Review and future 
research agenda. Journal of Marketing Theory and Practice, 32(4), 435–448.  

 
Sharkasi, N., & Rezakhah, S. (2023). Sequential mediation of parasocial 

relationships for purchase intention: PLS‑SEM and machine learning 
approach. 

 
Spörl-Wang, K., Krause, F., & Henkel, S. (2025). Predictors of social media 

influencer marketing effectiveness: A comprehensive literature review and 
meta-analysis. Journal of Business Research, 186, 114991.  

 
Statista. (2023). Global influencer marketing market size 2016–2023.  
 
Statista. (2025). Global influencer marketing market size from 2016 to 2025 (in 

billion U.S. dollars).  
 
Vila-López, N., Küster-Boluda, I., & Yagüe-Guillén, M. J. (2023). Virtual 

influencers in marketing: A bibliometric analysis. Journal of Marketing 
Analytics, 11(3), 254–269.  

 
Yasa, A. S., Durmuş, H., & Uslu, A. (2023). A bibliometric analysis on influencer 

marketing with source credibility theory. Turkish Journal of Marketing 
Research, 10(1), 58–70.  

 


