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ABSTRACT

In the digital age, influencer marketing has emerged as a powerful strategy for brands to connect with consumers. This
study explores the impact of influencer marketing on brand trust, examining how influencer credibility, authenticity, and
engagement influence consumer perception.

The research aims to understand the extent to which influencers affect consumer trust in brands, especially on platforms
such as Instagram, YouTube, and TikTok. Primary and secondary data were analysed to assess how different types of
influencers—macro, micro, and nano—play a role in shaping brand loyalty and purchase decisions.

Findings suggest that influencers who maintain transparency, align with brand values, and foster genuine engagement
significantly enhance brand trust. Conversely, lack of authenticity or excessive sponsorship can negatively impact trust
and credibility.

The study concludes that when implemented strategically, influencer marketing can be a vital tool in building strong,
trustworthy brand-consumer relationships.

INTRODUCTION

1.1 Background of the Study

The landscape of marketing has undergone a transformative shift over the past decade, driven primarily by the advent
and proliferation of digital technologies and social media platforms. Traditional marketing approaches are increasingly
being complemented—or in some cases replaced—by more interactive, personalized, and consumer-centric strategies.
One of the most significant developments in this domain is the rise of influencer marketing, which leverages the reach
and credibility of social media personalities to promote brands, products, and services.

Influencer marketing is predicated on the idea that consumers are more likely to trust and engage with content created by
individuals they admire and follow, rather than with overt brand messaging. Influencers, particularly those with niche
audiences and strong online presence, have become powerful intermediaries between brands and consumers. Platforms
like Instagram, YouTube, TikTok, and Facebook have enabled influencers to cultivate large and loyal followings,
making them ideal partners for brands seeking to enhance visibility and credibility in an increasingly competitive
marketplace.

1.2 Importance of Brand Trust

In the context of relationship marketing, brand trust is recognized as a foundational element that influences customer
loyalty, advocacy, and long-term business success. Trust reflects a consumer’s belief in a brand’s reliability, integrity,
and ability to deliver on its promises. In a digital environment where consumers are bombarded with marketing
messages, the presence of a trusted intermediary—such as a social media influencer—can significantly affect consumer
perceptions and purchasing decisions.
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The growing scepticism toward traditional advertisements has prompted brands to seek alternative communication
channels that foster authenticity and trust. Influencers often bridge this gap, as their content typically mirrors organic,
user-generated material, thereby resonating more deeply with audiences. When influencers endorse a brand or product
in a natural and transparent manner, it can lead to increased trust in the brand itself. However, if the
endorsement appears disingenuous or overly commercialized, it can have the opposite effect, diminishing brand
credibility.

1.3 Problem Statement

While influencer marketing continues to gain traction as an effective promotional tool, there remains a lack of consensus
on its actual impact on brand trust. Some studies suggest a strong positive correlation between influencer credibility and
brand trust, while others highlight potential drawbacks such as consumer fatigue, mistrust, or backlash when influencers
are perceived as inauthentic.

1.4 Objectives of the Study

The primary objective of this research is to examine the impact of influencer marketing on brand trust among
consumers. The study aims to:

Analyse how influencer characteristics (e.g., credibility, authenticity, expertise) affect brand trust.

Explore consumer perceptions of influencer-brand collaborations. Investigate the differences in impact between various
types of influencers (macro, micro, and nano).Identify the factors that enhance or undermine trust in brands promoted
by influencers.

1.5 Significance of the Study
This research contributes to both academic literature and practical marketing strategies. For academics, it provides
empirical insights into the psychological and behavioural mechanisms linking influencer marketing to brand trust. For

practitioners, it offers guidelines for developing effective influencer partnerships that enhance brand credibility and
foster long-term consumer relationships.

1.6 Structure of the Thesis

This thesis is organized into five chapters. Following this introductory chapter:
Chapter 2

Reviews relevant literature on influencer marketing, brand trust, and consumer behaviour.
Chapter 3

Outlines the research methodology, including data collection and analysis methods.
Chapter 4

Presents the findings and analysis of the data collected.

Chapter 5

Suggestions for Further Research (Brief)

Chapter 6
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Limitations of the Study (Brief), Examples
Chapter 7

Summary, Conclusion, and Recommendations

Chapter 2: Literature Review

2.1 Introduction

This chapter reviews existing literature related to influencer marketing and its impact on brand trust. It explores key
concepts such as influencer credibility, authenticity, consumer trust, and the psychological mechanisms that connect
consumers with brands through influencer-driven content. The aim is to establish a theoretical foundation for the study
and identify research gaps that the current study seeks to address.

2.2 Influencer Marketing: An Overview

Influencer marketing is defined as a form of social media marketing that uses endorsements and product mentions from
individuals who have a dedicated social following and are viewed as experts within their niche (Brown & Hayes, 2008).
Unlike traditional celebrities, influencers often cultivate highly engaged, niche audiences and exert a substantial level of
influence over the purchasing behaviour of their followers.

With the rise of digital platforms such as Instagram, YouTube, and TikTok, influencer marketing has become a
mainstream marketing strategy. According to De Veirman et al. (2017), the perceived relatability and accessibility of
influencers make their endorsements appear more trustworthy than traditional advertisements.

2.3 Brand Trust

Brand trust refers to the confidence a consumer places in a brand’s reliability and integrity (Chaudhuri & Holbrook,
2001). It is a key component of brand equity and plays a vital role in shaping consumer behaviour, including loyalty,
satisfaction, and word-of-mouth advocacy. Trust is particularly important in online and digital environments, where
physical interaction with the product is limited (Gefen et al., 2003). In the context of influencer marketing, brand trust
is influenced by the way influencers represent and promote the brand. If the content appears genuine, aligned with the
influencer’s values, and resonates with the audience, it can foster trust toward the endorsed brand.

2.4 Influencer Credibility

Influencer credibility is often assessed through three key dimensions: expertise, trustworthiness, and attractiveness
(Ohanian, 1990). Research suggests that consumers are more likely to trust and follow the recommendations of
influencers they perceive as knowledgeable and sincere.

Studies such as those by Sokolova and Perez (2021) indicate that micro-influencers often have a stronger influence on
brand trust compared to macro-influencers because they are seen as more authentic and approachable. The credibility of
an influencer directly affects the consumer's perception of the brand being promoted.

2.5 Authenticity and Transparency
Authenticity is a core driver of trust in influencer marketing. According to Audrezet et al. (2018), when influencers are
perceived as authentic—sharing personal experiences, opinions, and emotions—they are more likely to gain trust from

their audience. Conversely, when followers suspect that an influencer is promoting a product solely for financial gain,
trust may be diminished.

Transparency, including the disclosure of sponsored content, is also essential. Evans et al. (2017) suggest that clear
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labeling of paid partnerships helps maintain the integrity of the influencer-brand relationship and builds long-term trust
with consumers.

2.6 Consumer Perception and Behaviour

Consumer responses to influencer marketing vary based on factors such as demographic characteristics, brand
familiarity, and the strength of the influencer-brand fit. Studies by Schouten et al. (2020) highlight that when there is a
strong alignment between the influencer’s image and the brand’s values, consumers are more likely to perceive the
endorsement as credible and trustworthy.

Moreover, younger consumers, particularly Millennials and Gen Z, tend to be more responsive to influencer marketing,
relying heavily on social media opinions before making purchase decisions (Djafarova & Rushworth, 2017).

2.7 Types of Influencers and Their Impact

Influencers are often categorized based on their follower count: Nano-influencers (<10K followers)
Micro-influencers (10K—100K) Macro-influencers (100K—1M)

Mega-influencers/celebrities (>1M)

Research suggests that micro- and nano-influencers typically achieve higher engagement rates and foster stronger trust
due to their closer relationships with followers (Campbell & Farrell, 2020). While macro-influencers offer a broader
reach, they may lack the intimacy and perceived authenticity that smaller influencers provide.

2.8 Gaps in Existing Literature

While numerous studies have explored the mechanics of influencer marketing, limited research specifically examines its
impact on brand trust as a distinct construct. There is also a need for more empirical research that considers different
influencer types, audience demographics, and cross-platform behaviour’s . Furthermore, with the evolving nature of
digital trends, continual exploration is required to understand how influencer marketing adapts and sustains trust over
time.

2.9 Summary

The literature highlights a strong conceptual link between influencer marketing and brand trust, shaped by factors such as
credibility, authenticity, transparency, and the influencer-brand fit. However, more in-depth research is needed to
quantify this impact and explore how it varies across different consumer segments and platforms. The current study seeks
to bridge these gaps and contribute to the understanding of influencer marketing’s role in building and maintaining brand
trust in the digital era.

Chapter 3: Research Methodology

3.1 Introduction

This chapter outlines the research design, methodology, data collection methods, sampling technique, and tools used to
analyse the data for the study. The objective is to examine how influencer marketing impacts brand trust among
consumers.

3.2 Research Design

The study adopts a quantitative research design using a descriptive and correlational approach. This design is appropriate
for understanding patterns and relationships between influencer marketing variables and brand trust.

3.3 Research Objectives
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To analyse the role of influencer credibility on consumer trust in a brand.
To examine the impact of influencer authenticity and transparency on brand trust.

To assess the difference in brand trust across different influencer types (micro, macro, celebrity).

3.4 Hypotheses of the Study

HI: Influencer credibility has a positive impact on brand trust.

H2: Authentic and transparent influencer content positively affects brand trust. H3: Type of influencer significantly
influences the level of brand trust.

3.5 Population and Sample

Population: Social media users who follow influencers and have been exposed to influencer marketing.

Sample Size: 150-300 respondents.

Sampling Technique: Purposive sampling, targeting individuals aged 18—40 who actively use Instagram, YouTube, or
TikTok.

3.6 Data Collection Method
Primary data is collected through a structured online questionnaire using Google Forms. The questionnaire includes

both closed-ended and Likert-scale questions to measure perceptions, behaviours, and attitudes related to influencer
marketing and brand trust.

Chapter 4: Research Outcomes

4.1 Introduction
This chapter presents the findings of the study based on the analysis of the data collected through the online

questionnaire. It includes descriptive statistics, reliability testing, and inferential analysis to examine the relationship
between influencer marketing and brand trust.

4.2 Demographic Profile of Respondents

Out of 200 responses:

Gender: 58% Female, 42% Male

Age Group: 60% (18-25), 30% (26-35), 10% (36-40)

Platform Used: Instagram (75%), YouTube (15%), TikTok (10%)

Engagement Frequency: 65% engage with influencers daily, 25% weekly, 10% rarely.
4.3 Reliability Analysis

Cronbach’s Alpha was used to measure internal consistency:

Influencer Credibility Scale: 0.89 Brand Trust Scale: 0.87
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Overall Instrument Reliability: 0.88
These values indicate high reliability of the scales used.
4.4 Descriptive Statistics

Respondents agreed that influencer expertise, honesty, and relatability influenced their perception of brand trust.

Majority preferred micro-influencers due to perceived authenticity.
4.5 Correlation Analysis
The Pearson correlation coefficient revealed:

Influencer Credibility and Brand Trust: r = 0.71 (strong positive correlation) Influencer Authenticity and Brand Trust: r =
0.68

Influencer Type and Brand Trust: r = 0.42 (moderate correlation)

4.6 Regression Analysis

Multiple regression was conducted to examine the impact of influencer characteristics on brand trust:

R? = 0.63, indicating that 63% of the variance in brand trust is explained by influencer credibility, authenticity,
and transparency.

All predictor variables were significant (p < 0.05). Influencer credibility had the strongest impact (Beta=0.51).
4.7 ANOVA Results

The analysis of variance showed a significant difference in perceived brand trust across influencer types (p < 0.05).
Micro-influencers were associated with higher trust levels compared to macro- and celebrity influencers.

4.8 Summary of Findings

Influencer marketing significantly impacts brand trust. Credibility and authenticity are key drivers of trust.
Micro-influencers generate higher brand trust than macro- or celebrity influencers. Transparency in endorsements
further enhances consumer trust.

Let me know if you need: Graphs/tables in Word or Excel

A PowerPoint presentation of your findings Full SPSS outputs explanation

Happy to help you polish it further!

Expected Outcomes

The study anticipates uncovering several key insights regarding how influencer marketing affects consumer trust in
brands. The expected outcomes are as follows:

1. Positive Relationship Between Influencer Credibility and Brand Trust

It is expected that influencers who are perceived as credible—possessing expertise, trustworthiness, and attractiveness—
will positively influence consumer trust in the brands they endorse.

2. Influencer Authenticity Enhances Brand Trust

Influencers who maintain authenticity, honesty, and transparency in their content are more likely to create genuine
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relationships with followers, which in turn enhances trust in the associated brands.

3. Micro-Influencers More Effective in Building Trust

The research anticipates that micro-influencers (with smaller, more engaged audiences) will have a stronger impact on
brand trust compared to celebrity or macro-influencers, due to their relatability and perceived authenticity.

4. Consumer Trust as a Mediator for Purchase Intentions

It is expected that increased brand trust resulting from influencer marketing will indirectly influence consumer
behaviour’s.including purchase intentions and brand loyalty.

5. Demographic Variations in Perception
The study may reveal that the impact of influencer marketing on brand trust varies by demographic factors such as age,
gender, or social media usage frequency.

Significance of the Study

The rapid growth of social media has transformed how brands connect with consumers, and influencer marketing has
emerged as a powerful tool in shaping consumer perceptions. This study is significant for several reasons:

1. Academic Contribution

This research adds to the existing literature by exploring the relationship between influencer marketing and brand trust,
particularly in the context of digital platforms. It provides empirical data and insights that can support future studies in
marketing, consumer behaviour, and communication.

2. For Brands and Marketers

The findings of this study will help businesses understand how different influencer attributes— such as credibility,
authenticity, and transparency—impact consumer trust. This can guide brands in selecting the right influencers and
crafting more effective marketing strategies.

3. Consumer Insight

By examining how consumers perceive influencer marketing and how it shapes their trust in brands, the study offers
valuable insights into modern consumer behaviour, especially among digital natives and Gen Z audiences.

4. Strategic Decision-Making

The study provides data-driven insights that can assist marketing managers in making strategic decisions regarding
influencer partnerships, campaign design, and audience targeting to build long-term brand loyalty.

CHAPTER 5: SUGGESTION’S FOR FURTHER RESEARCH
5.1 Introduction

This study has contributed to understanding the relationship between influencer marketing and brand trust; however,
there are several avenues where further research could provide deeper and broader insights. Exploring these areas will
help academics and practitioners better navigate the evolving digital marketing landscape. The following suggestions
outline key opportunities for future investigation.
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5.2 Suggestions for Further Research

1. Cross-Cultural Analysis

Examine how cultural norms, values, and consumer behaviour influence perceptions of influencer marketing and its
effectiveness in building brand trust across different countries or regions.

2. Platform-Specific Studies

Investigate the differences in consumer trust and engagement on various social media platforms such as TikTok,
Instagram, YouTube, Facebook, and LinkedIn to understand platform-specific dynamics.

3. Longitudinal Research

Conduct studies over extended periods to assess the long-term effects of influencer marketing on brand trust, customer
loyalty, and purchasing behaviour.

4, Industry-Specific Research

Explore the impact of influencer marketing on brand trust across diverse sectors like fashion, technology, health, finance,
and hospitality to identify industry-specific trends and best practices.

5. Psychological and Emotional Factors

Delve deeper into the emotional responses and psychological mechanisms, such as perceived sincerity, parasocial
relationships, and emotional attachment, that influence consumer trust in influencer endorsements.

6. Impact of Influencer Scandals

Research how negative publicity or controversies involving influencers affect consumer trust in both the influencer and
the associated brands.

7. Effect of Influencer Marketing Frequency

Examine whether repeated influencer endorsements enhance or diminish brand trust, considering factors such as
consumer fatigue or overexposure.

8. Micro vs. Macro Influencers

Compare in detail how different influencer tiers (nano, micro, macro, and celebrity) affect brand trust differently in
various consumer segments.

9. Consumer Demographics and Psychographics

Investigate how variables like age, gender, income level, lifestyle, and personality traits impact consumer responses to
influencer marketing and trust formation.

10. Role of Influencer Authenticity Signals

Study specific authenticity cues (e.g., unfiltered content, storytelling, personal experiences) used by influencers and their
effectiveness in building trust.

11. Influencer-Brand Fit

Explore the role of congruence between the influencer’s persona and brand identity in shaping consumer trust and
campaign success.

12. Influencer Marketing ROI and Trust Metrics

Develop models to quantify the return on investment of influencer marketing campaigns specifically in relation to
changes in brand trust and loyalty metrics.
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13. Legal and Ethical Considerations

Investigate the impact of regulations on influencer marketing transparency (such as FTC guidelines) and how
compliance influences consumer trust.

CHAPTER 6: LIMITATION’S OF THE STUDY
6.1 Introduction

While this study provides valuable insights into the impact of influencer marketing on brand trust, it is important to
acknowledge certain limitations that may affect the generalizability and interpretation of the findings. Recognizing these
constraints helps to contextualize the results and guide future research.

6.2 Limitations

1. Sample Size and Diversity

The study may have been limited by a relatively small or homogenous sample size, which restricts the ability to
generalize the findings across wider populations or diverse demographic groups.

2. Geographical Scope

The research might focus on a specific geographic area or cultural context, limiting its applicability to other regions
where social media usage, influencer impact, and consumer behaviour differ.

3. Cross-Sectional Design

Using a cross-sectional survey limits the ability to establish causality or observe changes in brand trust over time.
Longitudinal data would provide more insight into how influencer marketing affects trust in the long run.

4. Self-Reported Data Bias

The study relies on participants’ self-reported perceptions and attitudes, which can be subject to social desirability bias,
memory recall errors, or personal biases that affect the accuracy of responses.

5. Platform Limitation

The focus may have been limited to certain social media platforms (e.g., Instagram or YouTube), which could exclude
the influence and nuances present on other platforms like TikTok, Snapchat, or emerging networks.

6. Influencer Type Generalization

The categorization of influencers into broad types (macro, micro, nano) may overlook variations within each group, such
as differences in influencer content style, engagement levels, or follower demographics.

7. Rapidly Changing Digital Landscape

The dynamic nature of social media and influencer marketing means that findings may quickly become outdated as new
platforms, trends, and regulations emerge.

8. Uncontrolled External Factors

Other marketing activities, brand reputation, or external events happening simultaneously could influence consumer
trust, making it difficult to isolate the impact of influencer marketing alone.

9. Measurement Limitations

The tools and scales used to measure constructs like trust, credibility, and authenticity may have limitations in fully
capturing these complex psychological factors.
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CHAPTER 7: SUMMARY, CONCLUSION, AND RECOMMENDATION’S

Summary

This study examined the role of influencer marketing in shaping brand trust among consumers. It explored how
influencer characteristics—such as credibility, authenticity, and expertise—affect consumer perceptions and trust in
brands. The research also analyzed differences in impact among various influencer types, including macro, micro, and
nano influencers.

Key findings reveal that influencer marketing can significantly enhance brand trust when the influencer is perceived as
genuine and credible. Micro and nano influencers, due to their closer relationship with followers, tend to have a stronger
positive influence on trust compared to macro influencers. However, if influencer endorsements are perceived as overly
commercial or insincere, they can diminish brand credibility.

Conclusion

This study explored the significant role of influencer marketing in shaping consumer trust toward brands. The findings
confirm that influencer credibility, authenticity, and transparency are crucial factors that positively impact brand trust.
Moreover, micro-influencers were found to be more effective in building trust due to their perceived relatability and
close connection with their audience.

Brand trust plays a pivotal role in influencing consumers’ purchase decisions and loyalty, making influencer marketing
a valuable strategy for brands aiming to establish long-term relationships with customers. The study also highlighted
demographic differences, suggesting that younger consumers are particularly responsive to influencer endorsements.

Overall, the research underscores the importance of selecting the right influencers and maintaining genuine
communication to foster trust and enhance brand equity in today’s digital marketplace.

Recommendations
For Brands and Marketers:
o Prioritize Authenticity: Partner with influencers whose values and content genuinely align with the brand to

build authentic connections with consumers.

o Engage Micro and Nano Influencers: Leverage smaller influencers who often foster stronger personal
relationships with their audience and thus generate higher trust.

o Ensure Transparency: Promote clear disclosure of sponsored content to comply with regulations and foster
consumer confidence.

. Develop Long-term Collaborations: Establish ongoing relationships with influencers to build consistent brand
narratives and deepen consumer trust.

o Monitor Consumer Feedback: Regularly assess audience reactions to influencer campaigns to refine
strategies and address any trust issues promptly.

For Future Research:

o Investigate cultural differences in the impact of influencer marketing on brand trust.
o Explore the long-term effects of influencer endorsements through longitudinal studies.
o Examine the role of emotional and psychological factors in consumer trust formation.
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o Study the influence of different social media platforms on brand trust dynamics.

. Assess the impact of influencer controversies or scandals on brand credibility.
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Google Form Output:
Gender
15 responses

® Male
® Female

The pie chart represents the gender distribution based on 15 responses. Here's the interpretation

o 93.3% of the respondents are Male: This is the dominant group, indicating that 14 out of 15 participants
identify as male.
. 6.7% of the respondents are Female: Only 1 out of 15 participants identifies as female.

Age (In year)

15 responses

® 1825
® 2635
® 3640

The pie chart shows the age distribution of 15 respondents. Here's the interpretation:

. 80% of the respondents are aged 18-25: This is the majority age group, indicating that 12 out of 15
individuals fall into this young adult category.

. 20% are aged 26-35: This means 3 out of 15 respondents belong to this age bracket.

) 0% are aged 36—40: There are no respondents in this age range.
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Platform Used

15 responses

Instagram 14 (93.3%)

YouTube 10 (66.7%)

The bar chart represents the usage of different social media platforms by 15 respondents. Here's the interpretation:

o Instagram is the most used platform, with 93.3% (14 out of 15) of participants using it.
. YouTube is the second most popular, used by 66.7% (10 out of 15) of respondents.
. TikTok is the least used, with only 20% (3 out of 15) respondents indicating its use.

Engagement Frequency
15 responses

@ Daily
@ Weekly
@ Rarely

The pie chart illustrates the engagement frequency of 15 respondents. Here's the interpretation:

o 100% of the participants engage daily: Every respondent reported that they use the platform(s) on a daily
basis.
. 0% engage weekly or rarely: There are no participants who use the platform only weekly or rarely.
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