e

‘j‘IJSREl:{‘

hema 7 International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 10 Issue: 05 | May - 2026 SJIF Rating: 8.659 ISSN: 2582-3930

A Study on Role of Influencer Marketing in Shaping Gen Z Purchase
Decision

Anshita Sharma
Student, MBA, Tecnia Institute of Advanced Studies, Delhi Enrollment No: 00121303925

ABSTRACT

Influencer marketing has emerged as one of the most effective digital marketing strategies in the modern business
environment. With the rapid growth of social media platforms such as Instagram, YouTube, TikTok, and
Snapchat, brands are increasingly collaborating with influencers to promote products and services among
younger audiences. Generation Z consumers, born between 1997 and 2012, are highly active on digital platforms
and rely heavily on online recommendations, reviews, and influencer-generated content while making purchasing
decisions.

This research paper examines the role of influencer marketing in shaping the purchase decisions of Generation Z
consumers. The study aims to analyze the relationship between influencers and consumer buying behaviour,
identify factors influencing consumer trust, evaluate the effectiveness of different social media platforms, and
understand the impact of influencer marketing on brand awareness and customer engagement.

The research uses both primary and secondary sources of data. Primary data has been collected through
questionnaires and online surveys conducted among 100 Gen Z respondents. Secondary data has been collected
from journals, articles, research papers, company reports, and digital marketing websites. The study follows a
descriptive research design using convenience sampling techniques.

The findings reveal that influencer marketing significantly impacts Gen Z purchasing behaviour. Consumers are
strongly influenced by influencer recommendations, product reviews, tutorials, lifestyle content, and brand
collaborations. The research also indicates that authenticity, relatability, transparency, and content quality are the
most important factors influencing consumer trust in influencers. Furthermore, Instagram has emerged as the
most influential platform for product discovery and purchasing decisions among Gen Z consumers.

The study concludes that influencer marketing has become an essential tool for businesses to connect with
younger consumers in the digital era. However, the effectiveness of influencer campaigns depends on
maintaining authenticity, ethical promotions, and meaningful audience engagement.

INTRODUCTION
Introduction to Influencer Marketing

Marketing strategies have evolved significantly due to technological advancements and the rise of social media.
Traditional forms of advertising such as television commercials, newspaper advertisements, radio promotions,
and billboards are gradually losing effectiveness among younger audiences. Consumers today spend more time
on digital platforms where they consume content created by influencers, vloggers, bloggers, and content creators.

Influencer marketing is a form of digital marketing in which brands collaborate with social media influencers to
promote products and services. Influencers are individuals who possess the ability to affect the purchasing
behaviour of consumers because of their credibility, popularity, expertise, and relationship with followers.
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Unlike traditional celebrities, influencers maintain direct interaction with audiences through comments, live
sessions, stories, and personal content. This creates stronger emotional connections and trust among followers.

Influencer marketing can include:

. Sponsored posts

. Product reviews

. Unboxing videos

. Tutorials

. Affiliate marketing

. Brand collaborations

. Giveaways and contests

. Lifestyle integration content

Generation Z and Social Media Usage

Generation Z refers to individuals born between 1997 and 2012. This generation has grown up with smartphones,
internet access, and social media platforms, making them highly digitally connected consumers.

Gen Z consumers:

. Spend several hours daily on social media

. Prefer visual and interactive content

. Trust peer recommendations more than advertisements
. Seek authenticity and transparency

. Follow trends created by influencers

. Frequently discover products online

Social media platforms such as Instagram, TikTok, and YouTube play an important role in influencing Gen Z
lifestyles, fashion choices, food preferences, and purchasing decisions.

IMPORTANCE OF THE STUDY

The study is important because influencer marketing has become a major promotional strategy for businesses
targeting younger consumers. Companies invest large amounts in influencer campaigns to increase:

o Brand awareness

. Customer engagement
. Product visibility

o Consumer trust

. Sales performance

Understanding how influencer marketing affects Gen Z purchase decisions helps businesses create more effective
digital marketing strategies.

NEED FOR THE STUDY

The increasing popularity of influencer marketing has created a need to understand:
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. Why Gen Z trusts influencers
. Which platforms influence buying decisions the most
. What type of influencer content is most effective
. How influencer marketing differs from traditional advertising
. What factors lead to successful influencer campaigns

The study also helps marketers understand consumer psychology in the digital era.

OBJECTIVES OF THE STUDY

Primary Objectives

To study the concept and growth of influencer marketing.

To examine the impact of influencer marketing on Gen Z purchasing behaviour.
To identify the factors affecting consumer trust in influencers.

To analyze the role of social media platforms in shaping purchase decisions.

A o

To understand how influencer marketing improves brand awareness and engagement.

Secondary Objectives

1. To identify the most influential social media platform among Gen Z consumers.
2. To examine the effectiveness of influencer-generated content.

3. To study consumer attitudes towards sponsored promotions.

4, To identify the advantages and limitations of influencer marketing.
RESEARCH QUESTIONS

1. Does influencer marketing influence Gen Z purchase decisions?

2. Which type of influencers are most trusted by Gen Z consumers?

3. Which social media platform most strongly affects consumer buying behaviour?
4, What factors increase trust in influencer promotions?

5. How does influencer marketing affect brand awareness?

6. Is influencer marketing more effective than traditional advertising?

SCOPE OF THE STUDY

The present study focuses on understanding the impact of influencer marketing on Generation Z consumers who
actively engage with social media platforms. Generation Z, being highly connected to digital media, is strongly
influenced by online content creators, social media influencers, and digital personalities while making
purchasing decisions. The study mainly examines how influencer marketing affects consumer attitudes,
preferences, and buying behaviour in the digital marketplace.

The research specifically analyzes the influence of social media influencers on various aspects of consumer
behaviour, including:

. Product preferences
. Brand perception
. Consumer trust
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. Purchase intention
. Buying behaviour

The study also explores how influencer-generated content such as product reviews, tutorials, sponsored posts,
reels, short videos, and lifestyle content affects the decision-making process of Gen Z consumers.

Platforms Covered

The research is limited to major social media platforms that are widely used by Generation Z consumers and are
highly popular for influencer marketing activities:

o Instagram
. YouTube
. TikTok

. Snapchat

These platforms are selected because they play a significant role in digital advertising, influencer collaborations,
and product promotions.

Industries Covered

The study mainly focuses on industries where influencer marketing is most commonly used and highly effective
among Gen Z consumers, including:

. Fashion industry

. Beauty and skincare industry
. Food and beverage industry

. Technology industry

. Fitness and wellness industry
. Lifestyle products industry

The research aims to understand how influencer marketing strategies differ across these industries and how they
influence consumer engagement and purchasing behaviour.

Geographical Scope

The study is conducted among Gen Z consumers who actively use social media platforms and follow influencers
online. The research primarily focuses on urban and digitally active consumers who frequently interact with
influencer-generated content.

Time Scope

The study focuses on the current digital marketing environment where influencer marketing has become one of
the fastest-growing promotional strategies used by businesses to target younger audiences.

Limitations of the Study
Although the study provides valuable insights, it is limited by:

. A sample size of 100 respondents
. Use of convenience sampling method
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. Dependence on self-reported survey responses
. Focus only on selected social media platforms and industries

Despite these limitations, the study provides a clear understanding of the growing importance of influencer
marketing in shaping Gen Z purchase decisions.

. Fashion

. Beauty

. Food and beverages
. Technology

. Fitness

. Lifestyle products

RESEARCH METHODOLOGY
Research Design

The study follows a descriptive research design because it aims to describe the impact of influencer marketing on
Gen Z consumers.

Sources of Data Primary Data
Primary data was collected using:

. Online questionnaires
. Google Forms surveys
. Consumer feedback forms

Secondary Data

Secondary data was collected from:

. Research journals

. Marketing articles

. Digital marketing reports
. Websites

. Company case studies

. Published research papers

Sampling Method

The study uses Convenience Sampling because respondents were selected based on accessibility and availability.
Sample Size

The sample size of the study consists of 100 respondents belonging to Generation Z age groups.

Data Collection Tools

The questionnaire included questions related to:
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. Social media usage
. Favourite influencers
. Product purchasing behaviour
. Trust in influencer recommendations
. Preferred content types

LITERATURE REVIEW

Several studies indicate that influencer marketing has transformed the digital advertising industry by creating
stronger consumer-brand relationships.

According to previous research:

. Consumers trust influencers more than celebrities because influencers appear more relatable.
. Micro-influencers often generate higher engagement rates compared to mega influencers.

. Visual content and storytelling significantly increase purchase intention.

. Gen Z consumers rely heavily on online reviews before purchasing products.

Researchers have also found that influencer credibility and audience interaction are important determinants of
campaign success.

TYPES OF INFLUENCERS

Type Followers Characteristics

Nano Influencers  1K—-10K High engagement, personal connection
Micro Influencers 10K—100K Trusted and relatable
Macro Influencers 100K—1M  Larger audience reach

Mega Influencers 1M+ Celebrity-level popularity

FACTORS INFLUENCING GEN Z PURCHASE DECISIONS
Influencer Credibility

Consumers trust influencers who:

. Share honest opinions

. Provide accurate information

. Have expertise in a niche

. Maintain transparency in promotions
Content Quality

Creative content such as:

o Reels
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. Tutorials
. Product demonstrations
o Short videos
. Lifestyle posts

increases audience engagement and product interest.
Relatability

Gen Z consumers prefer influencers who:

. Share similar lifestyles
. Discuss real-life experiences
. Interact personally with followers

Social Media Engagement

Likes, comments, shares, and interactions improve:

. Brand visibility
. Audience trust
. Consumer relationships

Product Reviews

Detailed product reviews strongly influence:

. Consumer opinions
. Brand perception
. Purchase intention

GRAPH 1: MOST INFLUENTIAL SOCIAL MEDIA PLATFORMS

Instagram I, 2%
YouTube I, 257

TikTok I, (57
Snapchat I
Interpretation

The graph shows that Instagram is the most influential platform for Gen Z consumers because of features such as
reels, stories, influencer collaborations, and shopping integration.
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GRAPH 2: FACTORS AFFECTING CONSUMER TRUST

Authenticity I 50 Relatable
Content _ 25% Product Reviews
I, 27

Engagement Level _ 15%

Celebrity Status | B2

Interpretation

Authenticity and relatability are the most important factors influencing consumer trust.

GRAPH 3: PRODUCTS MOST INFLUENCED BY INFLUENCER MARKETING

Fashion I, 357

Beauty
Food
Fitness

Technology

Interpretation

Fashion and beauty products are the most heavily influenced by influencer promotions among Gen Z consumers.

IMPACT OF INFLUENCER MARKETING ON BUSINESSES

Influencer marketing provides several benefits to businesses:

Increased Brand Awareness

Influencers help brands reach large audiences quickly through social media exposure.

Improved Customer Engagement

Interactive content increases:

. Likes

) Shares

. Comments

. User participation

Higher Sales Performance

Influencer recommendations encourage consumers to purchase products.
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Better Audience Targeting
Brands can target specific consumer groups through niche influencers.
Stronger Customer Relationships

Authentic influencer collaborations improve customer trust and loyalty.

ADVANTAGES OF INFLUENCER MARKETING

Cost-effective marketing strategy
Wider audience reach

Better audience targeting

Higher engagement levels

Improved brand visibility

Increased purchase intention

Faster communication with consumers
Greater social media presence

e A A o o

Enhanced customer trust
CHALLENGES OF INFLUENCER MARKETING

Fake followers and fake engagement
Lack of authenticity in sponsored posts
Risk of negative publicity

Difficulty measuring ROI

High competition among influencers
Rapidly changing digital trends

N AsE DD -

Overpromotion causing audience distrust

FINDINGS OF THE STUDY

The study reveals the following findings:

. Gen Z consumers are highly influenced by influencer recommendations.

. Instagram is the most influential platform for product discovery.

. Consumers prefer authentic influencers over celebrities.

. Fashion and beauty products receive the highest engagement through influencer promotions.

. Product reviews and tutorials strongly affect purchase decisions.

. Micro-influencers generate stronger consumer trust because of higher relatability.

. Influencer marketing is more effective than traditional advertisements for younger consumers.

© 2026, IJSREM | https://ijsrem.com | Page 9



https://ijsrem.com/

{.‘t-, ‘33‘
¢ TISREM 3

s seurna International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 10 Issue: 05 | May - 2026 SJIF Rating: 8.659 ISSN: 2582-3930
CONCLUSION

Influencer marketing has become one of the most powerful digital marketing strategies for businesses targeting
Generation Z consumers. Social media influencers strongly affect consumer opinions, preferences, and
purchasing behaviour through relatable and engaging content.

The research concludes that Gen Z consumers trust influencer recommendations because influencers appear more
authentic and interactive than traditional advertisements. Social media platforms have become important spaces
for product discovery, brand awareness, and customer engagement.

The study further highlights that authenticity, transparency, and audience engagement are the key factors
responsible for successful influencer marketing campaigns. Businesses that collaborate with genuine and
relatable influencers are more likely to build stronger customer relationships and achieve better marketing

performance.

SUGGESTIONS

1. Brands should collaborate with authentic influencers.

2. Businesses should focus on transparent and honest promotions.

3. Companies should use analytics tools to measure campaign effectiveness.
4, Influencers should avoid misleading advertisements.

5. Businesses should invest more in short-form video marketing.

6. Long-term influencer partnerships should be encouraged.

7. Companies should prioritize audience engagement over follower count.
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