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Abstract 

In this study, the study team employed a quantitative study that involved surveying 150 social 

media users of Gen Y and Gen Z using a structured questionnaire. The authenticity of influencers 

significantly influences the consumer trust and purchase tendency as the study employed 

descriptive statistics, analysis of variance, and visual interpretations performed in R. Based on 

findings that matter most, attributes that shape the perception of others on authenticity are 

permission to share what one has learned, sincerity on the failures, and interaction with the 

followers. Clear disclosure of product reviews, in particular, the sponsorship, was also 

demonstrated to hold critical importance in cultivating confidence. ANOVA did not show any 

significant differences in the perceived authenticity among the platforms, but the platform 

preferences showed that Instagram and YouTube were most preferred. Marketers can be heartened 

by the useful implications of the study: as authenticity-based techniques make influencing more 

credible, they can help generate consumer trust and increase the likelihood of a purchase.  
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Chapter 1: Introduction 

1.1 Introduction 

The significant shift in how companies engage with their customers coincides with the adoption 

of social media due to unlimited access to the internet. One of the most recent emerging techniques 

in this line is influencer marketing, which consists of having people and celebrities who enjoy 

massive popularity advertising products and services. Unlike traditional celebrity endorsements, 

influencers usually have an established audience because they relate and interact with them in a 

friendly and attractive manner (Abreu, 2019). Due to marketing’s changing focus on customer 

involvement, marketers tend to analyze the scope of influencers’ authority and the sociological and 

psychological factors that impact consumers. The influencer marketing approach changes the most 

about the trust placed in the selected influencer.  

Consumers tend to prefer authentic experiences over scripted advertisements, and they have much 

more developed senses about honesty and genuineness of influencer content. The seeming 

sincerity, trustworthiness, and approachability of influences, however, are increasingly important 

in shaping public opinion as audiences become more reserved toward blatant ads. In addition, 

building customers' trust is critical in implementing effective marketing tactics. Audience trust, or 

the lack thereof, largely determines the influencers' reliability as social media sources of 

information (Bruns, 2018). This trust then influences a consumer’s decision to endorse a product 

as a buyer, therefore, relying on the influencer’s counsel. Regardless, there are always concerns 

regarding the fluency of the marketing narratives through influencers as authenticity is understood 

and interpreted in multiple ways on different platforms.  

Attributes such sponsorship disclosure, content creation style, and policies of the platforms 

themselves form authenticity and shape audience reception. Deep engagement with influencers to 

drive conversions is the marketers’ goals, but these marketers need to understand how these 

influencers’ relationships with their audience evolve over time due to trust engagement and social 

media logic on trust definition (Saima and Khan, 2020). This work focuses these gaps by 

examining how the perceived authenticity of an influencer determines consumer trust and 

decision-making regarding social media marketing purchases. 
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1.2 Background 

The rise of social media platforms has given birth to influence marketing as a powerful component 

of digital advertising. Reviews, lifestyle vlogs, and even endorsements done by Instagram, 

YouTube, and TikTok influences highly affect the purchasing decisions of consumers. This form 

of advertising has been particularly popular among youth, as they tend to respond better to real 

people rather than faceless advertisements. Alongside the effectiveness of this marketing tactic, 

the need for authenticity has risen (Weismueller et al., 2020). An individual’s trust, perception, and 

endorsement of someone as genuine, open, and kind motivates more people to follow them. Strong 

parasocial relationships, which enable fans to feel a personal bond to a public figure, rely primarily 

on trust and authenticity with influencers.  

Due to the critical change in the customers’ interaction with brands, these intimate connections 

often culminate in brand loyalty along with an increased purchase intent. However, the distinction 

between genuine content and paid posts is increasingly becoming less distinct. Quite the opposite 

happens when influencers enter sponsorship deals as their reputation suffers (Kim and Song, 

2020). Consumers today are more likely to follow those influencers who are authentic, whether 

through public declarations, candid reviews, or living up to their beliefs. An absence of authenticity 

leads to skepticism, trust erosion, residual cynicism, and even reverse marketing. What is 

considered authentic also differs due to the standards and expectations put forth by different 

platforms. Instagram, for instance, prioritizes aesthetic appeal, while YouTube is more conducive 

to longer, more detailed videos that can foster deeper connections (Chetioui et al., 2020). Trust and 

authenticity might be weakened by these differences between platforms. Legal marketers strive to 

optimize strategies in the fast-evolving online landscape. They should understand these factors and 

the role that authenticity plays in consumer trust and purchasing behavior. 

1.3 Research Aim and Objectives 

1.3.1 Aim  

This study aims to examine the influence of perceived authenticity on consumer trust and purchase 

intentions within the context of social media marketing. 
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1.3.2 Objectives  

• To explore the key characteristics that contribute to the perception of influencer 

authenticity on social media. 

• To investigate how perceived authenticity affects consumer trust in influencer-endorsed 

content. 

• To analyze the impact of consumer trust on purchase intentions in social media marketing. 

• To assess how authenticity perceptions vary across social media platforms such as 

Instagram, YouTube, and TikTok. 

• To evaluate the role of transparency measures, such as sponsorship disclosures and content 

style, in shaping consumer trust and engagement. 

1.4 Research Questions 

• How does influencer authenticity influence customers' beliefs and purchase intention in 

social media marketing? 

• What characteristics contribute to an influencer being observed as authentic? 

• How does observed authenticity vary across different social media platforms? 

• What role does transparency, like sponsorship disclosure and production, play in building 

consumer trust? 

1.5 Research Significance  

The marketing landscape has changed completely with the growing reliance on social media for 

consumer interaction and brand promotion. Influencer marketing, the use of internet celebrities to 

advertise a product, brand, or service, is especially prominent. However, as customers become 

more aware of paid advertisements, the need for authentic and genuine influencer content has 

skyrocketed (Santiago et al., 2020). This research explores an emerging and relevant issue: the 

relationship of perceived authenticity with tea and their trust in influencers and their 

recommendations. This research builds on our understanding of consumer behavior in the digital 

world as it examines the relationship between genuine influencers with brand trust and purchase 

intention. The results can be applied by marketers, businesses, and social media strategists to 

enhance the effectiveness of their influencer marketing campaigns. Businesses gain useful insights 

into what attributes contribute to an influencer’s perceived authenticity so they can select the right 
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brand ambassadors and create truthful marketing strategies that resonate with consumers. This 

study addresses a gap in literature by evaluating the impact of measures such as sponsorship 

disclosure and the perceived authenticity of social media influences on different platforms. This 

may help to inform ethically responsible marketing strategies. The findings can inform researchers 

studying digital consumer behavior, social media advertising, and trust in advertising. The 

understanding gained from this study could assist companies in bolstering the ROI from their 

influencer partnerships by shifting the approach from transactional promotions to cultivating 

relationships. 

1.6 Research Rationale  

The use of advertising through influencers on platforms such as Instagram, YouTube, and TikTok 

has transformed traditional advertising strategies due to the emphasis placed on personal touches 

and user-generated content. Concerns are growing about the validity and trustworthiness of 

influencer content, especially in cases where advertising has not been disclosed, but the 

advertising’s popularity ensures content circulation. Consumers nowadays are cautious and 

question whether influence endorsements are truthful. As a result, trust is the most important 

attribute when social media marketing campaigns are evaluated for effectiveness. The trust that 

customers have in businesses is the primary motivating factor for this research (Kolarova, 2018). 

Even though many companies invest heavily in influencer marketing, not all of them understand 

what drives consumers to engage with a brand. For instance, cross-platform and cross-influencer 

studies seem to indicate that an influencer’s perceived authenticity does not directly correlate with 

subsequent purchasing decisions. Understanding the influence of transparency on consumer trust 

is becoming increasingly important because of the rise of legal frameworks regarding sponsorship 

disclosure and ethical advertising. Marketers need to pay attention to whether content format 

affects customer perceptions and whether transparency boosts or undermines authenticity. For both 

academic and practical purposes, this research is vital. This study fills an identified gap in literature 

by providing a thorough examination of influencer authenticity and its behavioral impact. At the 

same time, it equips marketers and brands with the knowledge needed to design more authentic 

influence campaigns that enhance engagement and drive sales. 
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1.7 Problem Statement 

As digital marketing evolves, influencer marketing is becoming a powerful approach for brands to 

reach and interact with customers. However, with the rise of the commercialization of influencer 

content, concerns about the authenticity of these endorsements have surfaced. Acceptance of 

money for endorsements creates a presumption of a lack of authenticity and honesty among 

influencers. With increased skepticism, consumers may lose trust in brands, which is detrimental 

before a purchase decision. While influencer marketing is popular at the moment, how different 

social media platforms impact consumer trust and perceptions of authenticity relative to 

purchasing behavior remain understudied. Moreover, how production elements, sponsorship 

attribution, and content creation techniques shape consumer perceptions is equally unexplored. 

Without this, brands risk ineffective spending on influencer marketing campaigns that do not drive 

consumer action. Therefore, understanding the impact of social media marketing on consumer trust 

informs the need to examine the rationale behind purchasing decisions regarding influencer 

content. 
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Chapter 2: Literature Review 

2.1 Introduction  

Nowadays, brands have more chances to interact with customers more engagingly because social 

media has made the marketing environment different. Innovations, one of which is influencer 

marketing, depend on trusted figures on social media to guide what people believe and consider. 

The basis for this research is the credibility of influencers, customer trust, and wishing to purchase 

and this chapter reviews what has been written on each topic. First, this study reviews how 

influencer marketing and social media marketing have grown over the years. Then, chapter 2 

examines authenticity by paying attention to what makes influencers believable to those who 

follow them. It also looks into how people’s trust in something authentic shapes their buying habits. 

The Literature Review explains how openness is important and how each platform’s characteristics 

influence these trends. To help guide future investigations, the review highlights the theory behind 

the field and what is currently known. 

2.2 Evolution of Social Media Marketing 

Sharma and Verma, (2018), stated that web-based “social media” means sites that help people 

communicate back and forth in real time. Among the things considered under this category are 

blogs, message boards, social bookmarking, wikis, sharing content, and social networking sites 

(SNS). India’s marketing sector is feeling the effects of more social media influence. Promoting 

the move from simply being aware to actively promoting a cause, is helping marketers modify 

their priorities. Today, because of the rise of the Internet and social media, production is more 

focused on what the customer needs. Whereas, Candace Deans, and Miller Tretola, (2018), focused 

on the five-year study on the organizational impact of social media within Fortune 100 companies 

during 2011-2016, examining the following three areas: social media utilization within various 

industries and their corresponding business models, the shifting functions and dynamics of the 

CIO and CMO, and social media's influence on business strategy, governance frameworks, and 

social responsibility. The data reveal that the CMO has increasingly assumed the IT responsibilities 

within Marketing. CMO-CIO relationships are becoming more collaborative and strategic. 

Sharma and Verma, (2018), focused on a large amount of academic work on consumer involvement 

on social media, yet some key problems related to this phenomenon are still not understood and 

the published literature is not unified. From the viewpoint of communication, the study discusses 



18 
 

the evolution of social media research and aims to pick out key themes. It’s important to organize 

the current literature in a way that shows gaps and directs future research. For this study, the authors 

look at social media using communication theory and also review the existing literature on 

marketing communications. It is important to study the role of social media further in interactions 

between consumers and brands, given the results revealed in our analysis and assigned themes. 

Whereas, Candace Deans, and Miller Tretola, (2018), also states executive and corporate 

governance role changes due to social media integration. Addressing the gap in organizational 

information systems and marketing, this research explores the organizational impacts of social 

media and informs future studies on the topic. 

As social media is being used in almost every part of daily living, researchers have not yet studied 

its effects on people’s decision-making. Grover et al., (2022), intends to explore the effects social 

media has on individuals at the workplace, in commerce, and across the whole community. In the 

initial screening, 132 papers were picked. All findings have been explained using theoretical, 

contextual, characteristic, and methodological perspectives. The way social media affects 

individuals is described in this article. The paper ends by pointing out where future studies should 

focus (Grover et al., 2022). By offering an overview of scholarship, this review enhances our 

knowledge in computer-mediated communications. 

Challenges faced in digital marketing, primarily about mobile and social media, have revealed 

important considerations that should be reconsidered. Since companies must usually adapt to 

digital marketing, the authors have designed a new approach to help them make better use of its 

perks and avoid its risks (Basimakopoulou et al., 2022). Organizations have a good basis to 

succeed in a rapidly changing and tough market. With the right organizational and management 

tools, technology supports the correct use of processes that include exchanging resources and 

processing useful data. It seems likely that virtual and augmented reality will become the main 

focus of marketing over time (Basimakopoulou et al., 2022). Their approach to reviewing this 

literature proceeds in five discrete steps, relying on articles from 2020 and onward that appear in 

reputable academic sources. 

2.3 Rise of Influencer Marketing and Its Role in Consumer Behavior 

Compared to earlier years, a current trend in marketing is to use people with influence to support 

word-of-mouth promotions. Companies now notice social media users' impact on their customers’ 
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buying decisions. Chopra et al., (2021), focused on customer attitudes toward influencers and the 

sense of having control contributed positively to consumer behavior and resulted in increased 

domain knowledge, while peers didn’t seem to influence the same way. Behavior improved when 

people felt that actions mattered, were inspired, and trusted experts, but not when they were fearful. 

It was the number of product influencers that matched the preferences of consumers in each 

product area that mattered most (Chopra et al., 2021). Consumers can be influenced in four ways 

by posts from influencers: they may like a brand more, understand information about it, pick it 

when looking for products, and simply become more aware of it.  

In recent years, there has been a big growth in social networks and their users which now makes 

noise a challenging topic for marketers. The rise in online user noise means that sponsored social 

media ads don’t work as well as they did before. For this reason, usage of ad-blocking software 

has grown each year, rising by 30% among over 600 million social media users (Vidani and Das, 

2021). At the same time, marketers are looking for new ways to advertise and find more successful 

methods. That’s why marketers are working to discover the best ways to motivate customers and 

turn them into buyers. If anyone wants to eliminate social media clutter, invest in using product 

placement, native ads, content marketing, and influencers. An influencer is used by a business to 

promote its services to its followers on social media. Using live streaming helps businesses succeed 

and attract people on social media (Vidani and Das, 2021). The research looks at the development 

of influencer marketing from the traditional kind or the earliest forms of online word-of-mouth 

found in the literature. 

Scholars and business leaders are interested in the role that social media influencers now play in 

advertising. In this study, careful research was done using bibliometric content analysis to explore 

how consumer behavior, influencers, and social media relate to each other (Kanaveedu and 

Kalapurackal, 2024). This study explains the background and ongoing shifts in this innovative 

phenomenon. The report emphasized that in societal influencer marketing, the main topics 

investigated are parasocial interaction, sponsorship, genuine communication, audience 

engagement, and influence. This overview helps marketing scholars, professionals, and social 

media influencers to spot major developments and important features in social media influencer 

marketing (Kanaveedu and Kalapurackal, 2024). Due to this more studies and marketing strategies 

are likely to use social media influencers moving forward. 
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Influencers act as sources of information and innovation for their audience. Congruence, cognitive 

dissonance, and balance theories are used in this article to illustrate how influencer marketing can 

benefit from some new types of persuasive communication (Belanche et al., 2021). To understand 

consumer behavior after receiving fashion influencer product recommendations on Instagram, this 

study examines the relationship between the influencer, follower, and sponsored brand of any 

influencer marketing campaign. Part of the analysis includes 372 followers of a fashion influencer. 

If there is a solid match between what influencers push and what consumers choose, the study 

finds that a similar level of product-influencer congruence leads to a stronger match between the 

influencer and what products the consumers choose (Belanche et al., 2021). A good attitude from 

consumers toward a product allows influencer marketing initiatives to succeed by making them 

want to purchase and promote the product. 

2.4 Conceptualizing Influencer Authenticity 

For social media influencers (SMIs) to be taken seriously by brands, the public needs to see them 

as authentic. Despite how significant it is, there is currently no method for measuring people’s 

belief in the authenticity of social media influencers (PASMIs). There is no way for practitioners 

to measure the public’s trust in influencers until the partnership is put in place (Lee and Eastin, 

2021). As a result, this study designs and examines a PASMI scale to guide customers and analyzes 

how these core dimensions relate to important factors affecting consumer behavior. Based on the 

results, perceived SMI authenticity relies on four dimensions: sincerity, genuine recommendations, 

visibility, competence, and distinctiveness. The five elements discussed in this model shape each 

of these consumer ideas in their way (Lee and Eastin, 2021). Looking into perceived SMI 

authenticity and developing and testing a scale for it helps advance research on authenticity and 

marketers and SMIs have to face certain consequences. 

Li and Peng, (2021), examined if the positive characteristics of influencers encourage people to 

possess good feelings towards the brand (satisfaction with its image and high trust in its 

advertising) which leads to them becoming interested in buying the product. Having influencers 

with many ideas, knowledge, and similar audiences is connected to two mindsets customers adopt. 

Image satisfaction improves only when a site is attractive and trust in advertising increases only 

with interactive features. The study also showed that how connected consumers are to their brand 

affects the relationship between their attitudes and their intentions to buy. The authors built a full 
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theoretical framework for the entire process of influence marketing by using the communication 

matrix. The framework separates two kinds of consumer attitudes and looks at the connection 

customers have with their brand. 

A good way to increase an SMI’s follower base is to get more followers talking positively about 

the influencer. Having authenticity (i.e., being original, natural, and continuous) and credibility 

(being attractive and trustworthy, as well as knowing) make a difference in followers, according 

to research. Even so, it is not fully clear what is behind the connections between these features 

(Wang and Weng, 2024). Building on the theory of social exchange, the researchers put together a 

model to explore how followers perceive the authenticity of a brand based on the credibility of its 

SMI. Additionally, the authors looked at how followers' views on the credibility of the organization 

affect their PWOM activities. The results suggested that perceived credibility is affected in 

different ways by the authenticity subdimensions of SMI. If someone follows a SMI for some time, 

they trust them to deliver useful and timely information (Wang and Weng, 2024). It has been found 

that followers think an SMI is attractive and trustworthy if it expresses genuineness, though the 

effect on their ratings is small. Also, people see that a SMI’s attractiveness benefits from creativity, 

but feels less true because of creativity. Also, followers’ assessments of an SMI’s beauty, 

trustworthiness, and knowledge lead to positive conduct in PWOM. 

2.5 Influence of Authenticity on Consumer Trust 

Influencers today have a huge impact on people’s thoughts about businesses and what they decide 

to buy online. The article looks at the relationship between influencer reliability and how much 

consumers are involved to help one judge if this method of brand promotion will stand the test of 

time. By focusing on openness, trustworthiness, and relatedness, the article studies the concept of 

authenticity in influencer marketing through a careful review of earlier studies and actual 

investigations (Jha et al., 2025). The study looks at how being genuine influences people’s views 

on influencers and the items they advertise. The abstract further examines how genuine consumers 

think brand experiences influence their likes, comments, shares, and intentions to make a purchase. 

This study wants to investigate why influencer authenticity helps with engagement and forms 

meaningful relationships between brands and their customers. If a business or marketer wants to 

use influencers’ help ethically and with good results, it can earn useful knowledge from the 

outcomes (Jha et al., 2025). As a result, people gain a better knowledge of relationships between 
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influencers, companies, and consumers online. Effective marketing today relies greatly on social 

media influencers building company strategies and changing how customers act. 

Since followers trust social media influencers, marketers often benefit from their support. With 

social exchange theory’s focus on reciprocity, the study tested if the source features of an influencer 

(i.e., their knowledge, realness, looks, and similarity to the followers) can help develop trust 

between them and their followers (Kim and Kim, 2021). Moreover, the authors assessed whether, 

because of how much followers believe in the influencer, their loyalty grows and such trust ends 

up improving marketing results in terms of their attitude to the product and their intention to make 

a purchase. Overall, the results found that loyalty and marketing were affected by trust which was 

itself affected by authenticity, homophily, and knowledge. The authors found no link between 

someone’s looks and how much their partners trusted them in relationships (Kim and Kim, 2021). 

The authors discovered that relationship strength played a moderating role in the links between 

authenticity and trust and between trust and loyalty. Results from the study highlight how 

influencers influence their followers and affect how influencer marketing is used. 

This research looks at the way Nigerian social media influencers shape Nigerian women’s opinions 

and choices about cosmetics. Since there is a major shift happening in brand management and 

marketing in today’s business environment, the theme was selected. A brand’s description and 

information on social media platforms play an important role in helping consumers buy its 

products visibly and confidently (Jide, 2022). Businesses of every size and from every part of the 

world are now eagerly using social media influencers to advertise. Not much is known about how 

African consumers see the reliability and truth of cosmetic products sold online as a result of social 

media influencers' efforts. Using both quantitative methods and an exploratory design, the study 

surveyed 300 Nigerian women who buy cosmetics, gathered through a purposive sample that 

covered the most used social media sites. The findings demonstrated that brands of cosmetic 

products promoted by influencers connected with their authenticity, trustworthiness, and 

attractiveness, and regression and correlation also found significant relations (Jide, 2022). So, 

Nigeria is still in a good position to build up its social media influencer marketing strategies. 

Marketers are turning to social media influencers more than ever, hoping they will help endorse 

what they offer. The following impact of influential people in marketing can make companies pay 

them to raise awareness about their products. Many buyers are now aware of how this works. This 
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study defines what authenticity means for an influencer by explaining its characteristics, 

boundaries, and ways it impacts the choices people make when buying items related to brands 

(Zniva et al., 2023). The authors prove through experimentation and data from 163 participants 

that influencers’ originality and consistency help increase their authenticity. Additionally, it is clear 

from our research that influencer authenticity strongly impacts what people decide to buy and this 

effect is moderated by the attitude and authenticity of the brand, to some degree (Zniva et al., 

2023). 

2.6 Consumer Trust and Its Effect on Purchase Intentions 

People and shops are using live streaming now more than ever to connect with consumers and sell 

their goods to explore how various parts of live streaming impact consumers’ trust, desire to watch, 

and likelihood of purchasing fashion apparel, this paper proposes a methodology to study these 

relationships. The study examined 20 aspects of live streaming, consisting of product, seller, and 

other related characteristics, guided by existing research and 476 Thai customers from different 

backgrounds took part in the survey (Chandrruangphen et al., 2022). Study findings indicate that 

product quality and the way prices are displayed have a strong effect on trust and buying behavior 

and only slightly influence how a business’s image or successful Facebook account has that impact. 

When sellers let people know ahead of time when they’ll be broadcasting, it leads to more viewers. 

It is expected that believing in the seller increases confidence in the goods. The research shows 

that key live-streaming features help sellers inspire greater confidence in consumers, encouraging 

them to watch and buy (Chandrruangphen et al., 2022). Implications for management and future 

studies on fashion apparel product live-streaming commerce are reviewed in the study’s 

conclusion. 

Web 2.0 has helped turn online shopping into a very popular part of social gathering and trust from 

consumers is vital when it comes to them deciding whether to purchase social commerce (SC). 

The main aim of this study is to establish evidence that consumers trust in companies leads to more 

buying on these platforms only when customers feel connected through digital sociability (Wang 

et al., 2022). 20 effect sizes were found from 19 studies examining how trust might affect the 

customer's buying behavior. The study reveals that greater levels of trust improve a person’s chance 

of buying. When the authors look at moderation analysis, it is clear that customers find confidence 

in sellers to be especially important among trust objects. Online community members may decide 
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to purchase due to the trust they have in their peers (Wang et al., 2022). For various types of 

websites, trust affects consumers’ decision to make a purchase. 

Customers recognize and appreciate LS e-commerce because a live stream is included in the easy, 

digital shopping experience. Low repeat purchase rates and similar messages in marketing content 

continue to trouble LS e-commerce. Learning how to sustain consumers’ ongoing readiness to 

purchase is a key concern for researchers (Wu and Huang, 2023). The stimulus-–organism–

response (SOR) model is applied here to develop a mediated model of consumers' decision to 

purchase products from LS e-commerce platforms. Consumers’ value of the media is measured by 

utilitarian, hedonic, and social aspects, and trust in both the streamer and the product is used as a 

mediator to examine how perceived value influences consumers’ intention to continue purchasing 

(Wu and Huang, 2023). The results indicate that a high perceived utilitarian value, hedonic value, 

and social value lead consumers to trust the streamer, product, and streamer more; and trust is a 

partial mediator of this relationship. 

The public has become doubtful about volunteering their data during online shopping, based on 

recent problems with the e-retailer. While prior research has established that COO helps build trust, 

this needs to be investigated by experiments designed for online shopping (Bhattacharya et al., 

2023). This research, therefore, examines how the position of chief operating officer in an online 

retailer can build or reduce customer trust, privacy, and buying habits. The findings from this study 

help confirm a conceptual model developed to assess how COO influences consumers’ sense of 

privacy, trust, and likelihood to buy. The research showed that Consumer-Oriented Optimization 

impacts privacy, trust, and a person’s desire to purchase (Bhattacharya et al., 2023). The study also 

found that how internet businesses handle privacy increases customer trust. Trust plays a role in 

how buying intention is linked with other important factors. 

2.7 The Role of Sponsorship Disclosure and Transparency in Influencer Marketing 

The reason for the focusing in influencer marketing is due to consumers shifting media habits and 

growing skeptical of traditional advertising. Though government bodies mandate marketers and 

influencers to announce advertising in their posts, there are no universal provisions. There is also 

a lack of research regarding the effects of self-disclosure versus platform-initiated disclosure, 

pertinent self-marketer traits, and the role of key influencers on marketing disclosures. Karagür et 

al., (2022), focused on the marketing study of influencer marketing disclosures is coupled with 
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three experimental studies and concludes that advertising disclosure acts as a two-way sword. 

Using platform-initiated sponsored content tools to disclose agreements harms consumers’ 

perception of advertisements the most, along with influencer trust and subsequent engagement. 

Type of disclosure affects the influencer's perceived characteristics as well including number of 

followers and branded items endorsed. Using influencer self-disclosure advertising improves 

customers’ trust and engagement with the influencer which further increases with the openness of 

the posts. Brand strategists and policymakers, alongside influencers have been provided new 

resources through this research. 

In the recent years, influencer marketing on social media has escalated quickly and remains one of 

the primary means of advertisement for brands. Cao and Belo, (2023), stated that social media 

influencers combine paid and unpaid advertisements within their content, which regulators and 

consumer advocacy groups believe poses the risk of blurring the understanding for consumers. 

Thus, most regulations require that sponsors’ intent be sufficiently flag indicators that help tell and 

advertisers concealed or hidden step somehow more conspicuously than quietly. There is limited 

field evidence on the effects of explicit sponsorship disclosures. By analyzing a rich dataset of 

Facebook and Instagram posts, the authors evaluate how openly disclosing sponsorship impacts 

audience engagement on the influencers posts. The analysis indicates that explicit sponsorship 

disclaimers increase audiences’ critical perception of advertising and their trust in brand 

communications, thereby turning attention toward sponsored advertisements increases favorability 

toward social media advertisements (Cao and Belo, 2023). To better understand the mechanisms 

underpinning our findings, we conduct two online experiments. The results prove difficult but 

extremely important for marketers using influencer marketing, influencers, social media platforms, 

and regulators. 

Steils et al., (2022), is of the view that companies collaborate with social media influencers for 

marketing purposes. For macro-influencers, authenticity and engagement are harder to maintain 

than for micro-influencers. Given the new rules that govern these partnerships, this research seeks 

to explore how sponsorship disclosure impacts perceptions of credibility and involvement within 

large communities. Supported by actual data, Study 1 by the authors demonstrates that community 

size has an inverted U-shaped effect on engagement, with the emphasized impact that transparency 

messages moderate this effect. The second study uses an authentic micro-macro community size 
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estimation experiment with a total of 1,004 participants and highlights the moderation of 

authenticity. Engagement will increase when a macro-influencer shares a disclosure statement 

instead of the message being posted by the platform or no message at all. 

2.8 Platform-Specific Differences in Influencer Impact on Consumer Trust and Purchase 

Intention  

Quek, (2024), explores the relationship between college students’ trust in advertisers and their 

purchasing behavior. Even with rapid evolution of marketing strategies in the digital world, brands 

still aim to target consumers through social media. This study analyzes the marketing gaps between 

consumers’ trust in social media advertisements and their buying behavior. A quantitative approach 

was used and data was collected from 53 participants who filled out the survey via Google Forms. 

The results suggest that some types of content, especially in the fashion and lifestyle domains, tend 

to drive higher engagement which, in turn, increases the likelihood of purchasing intent. 

Trustworthiness of social media advertisement is mostly influenced by reviews, comparison 

shopping, and feedback from fellow consumers. Marketers can devise an effective social media 

strategy by considering content specific to the platform used and how location affects consumer 

behavior. Furthermore, they argue that the creation and maintenance of audience trust is ensured 

by acting transparently, ethically, and localizing marketing communications. 

Masood and Sultana, (2024), looks into the impact of brand trust and consumers’ purchase 

intentions on renowned Facebook influencers with emotionally attached audiences to the products 

they promote. The selling gap most famously acknowledged in relation to Facebook is that 

consumers do not autonomously trust brands when purchasing. It is therefore crucial to use brand 

trust in advocacy marketing. Trusting belief shows that without foundational trust in the brand, 

purchase intent will not be triggered by so-called informative endorsements. Engaging emotional 

connections on the other hand with branded Facebook Live streams has been shown to ward off 

disbelief. Marketers who wish to leverage Facebook Live to promote their brands are advised to 

partner with emotionally connected category influencers. These are influencers who, within the 

confines of trust, have developed an emotional connection with their fans.  

Apasrawirote and Yawised, (2022), relied on primary data to analyze customer behavioral 

intentions to purchase via live-streaming services. Customer perception, marketing mix and four 

other factors as content marketing and influencer were analyzed concerning consumer behavior 
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and perceived value and attitude. Concurrently, path analysis involving perceived value and 

attitude showed an association with behavioral intentions culminating in online purchase intention. 

The proposed hypothetical model incorporated critical variables from digital marketing 

frameworks in three clusters, with the Theory of Planned Behavior (TPB) as the primary theory 

guiding the framework. The structural model underwent evaluation using a cross-sectional 

approach. A convenience sample of 198 participants who took part in livestreaming online 

shopping were administered questionnaires and subsequently analyzed with PLS and regression 

analysis. The authors found that customer perception and marketing mix greatly enhanced 

perceived value. Improved consumer perceptions were also attained through content and 

influencer marketing. 

Verma, (2023), starts with the impact of social media and influencer marketing on advertising, 

marketing and strategies. It highlights the shift within the advertisement domain, where people 

used to be targeted via traditional advertisements to compelled through suggestions, endorsement, 

and referrals by relevant and trusted figures. This presents marketers with new possibilities to 

promote their products via influencers. Subsequently, the study addresses the implications of the 

analytical findings for marketers, brands, and even regulators. It underscores the lack of neglect, 

absence of forthrightness, and care for the responsibility of influencers in marketing campaigns to 

enhance brand image and improve consumer behavior towards the brand. The study describes, 

explain, solve, and refine the problem by proposing guided systematic techniques to marketers 

while informing the public concerning nuances of influencer marketing. The study offers insights 

into influencers, social media, and customer actions which sophisticated the techniques of digital 

marketing. 

Nayak and Megha, (2024), focuses at the complete architecture surrounding the influencer market 

and also focuses on consumer engagement with influencers and purchasing behavior through 

literature, market data, and academic research. The secondary research draws from analysis of 

scholarly articles, industry publications, and relevant marketing, psychology, and sociology 

journals. Trustworthiness, relatability, and knowledge ascribed to an influencer shape customer 

perceptions and decisions. Besides these, the research analyzes social media platforms, their 

content types, and influencer marketing ethics. The data portray trends and patterns regarding 

consumer behavior within the influencer market, revealing the needs and demands of consumers. 
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This research integrates best available evidence to provide an up-to-date understanding of the 

consumer decision making process and showcase the opportunities and challenges that marketers 

face in the evolving digital landscape. This secondary analysis compiles and structures information 

from various publications to assist educators, marketers, and business practitioners in 

understanding consumer decision-making in influencer marketing. 

2.9 Summary  

Author(s) Year Study Focus / Title Key Findings Limitations / 

Gaps 

Identified 

Lee and Eastin 2021 Perceived 

Authenticity of 

Social Media 

Influencers 

(PASMIs) 

Developed 

PASMI scale 

including 

sincerity, 

visibility, 

competence, and 

distinctiveness. 

Key to 

understanding 

influencer 

effectiveness. 

No standardized 

metric existed 

prior to this. 

Further 

validation 

across various 

platforms 

needed. 

Li and Peng 2021 Influencer 

Characteristics and 

Brand Satisfaction 

Positive 

influencer traits 

enhance brand 

image and 

advertising trust. 

Impact 

dependent on 

site 

attractiveness 

Limited to 

digital 

platforms; 

generalizability 

to offline 

behavior is 

unverified. 
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and 

interactivity. 

Wang and Weng 2024 Credibility and 

Authenticity in 

Influencer 

Marketing 

Credibility 

shaped by 

authenticity 

subdimensions. 

Creativity both 

enhances and 

limits perception 

of genuineness. 

Small impact on 

rating; causality 

not firmly 

established. 

Jha et al. 2025 Authenticity's Role 

in Engagement and 

Consumer Trust 

Authenticity 

drives 

engagement, 

likes, and 

purchase intent. 

Trust central to 

forming 

consumer-

influencer 

relationships. 

Causal 

pathways 

between trust 

and consumer 

action not 

deeply 

explored. 

Kim and Kim 2021 Influencer Source 

Attributes and 

Consumer Loyalty 

Homophily and 

knowledge 

strengthen trust. 

Relationship 

strength 

moderates 

authenticity-

trust links. 

Physical 

attractiveness 

showed no trust 

link; limited to 

follower-

perceived 

attributes. 

Jide 2022 Nigerian Women’s 

Views on 

Authenticity, 

trustworthiness, 

and 

Focus limited to 

cosmetics; may 
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Influencers and 

Cosmetics 

attractiveness of 

influencers 

impact 

consumer 

decision-

making. 

not generalize 

across sectors. 

Zniva et al. 2023 Experimental Study 

on Influencer 

Authenticity 

Originality and 

consistency 

boost 

authenticity. 

Influencer 

authenticity 

affects purchase 

decisions. 

Moderating role 

of brand 

authenticity 

needs further 

empirical 

examination. 

Chandrruangphen 

et al. 

2022 Live Streaming and 

Trust in Fashion 

Ecommerce 

Product quality 

and pricing 

transparency 

impact trust. 

Broadcasting 

announcements 

boost 

engagement. 

Focuses only on 

Thai fashion 

consumers; 

cross-regional 

validation 

required. 

Wang et al. 2022 Trust in Social 

Commerce Purchase 

Intentions 

Higher trust 

leads to 

increased 

purchase 

likelihood. Trust 

in sellers crucial. 

Context-

dependent 

results; trust 

factors may 

vary by 

platform. 

Wu and Huang 2023 SOR Model in 

Livestream 

Commerce 

Utilitarian, 

hedonic, and 

social value 

Partial 

mediation 

suggests other 
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enhance trust 

and purchase 

intent. 

factors 

influencing 

purchase 

decision. 

Bhattacharya et al. 2023 COO's Role in 

Privacy and Trust 

COO affects 

privacy 

perception and 

trust. Trust 

influences 

purchase 

intention. 

Experimental 

validation in 

real-time 

scenarios 

needed. 

Karagür et al. 2022 Influencer 

Marketing 

Disclosure Effects 

Platform-

initiated 

disclosure harms 

perception; self-

disclosure 

enhances 

engagement and 

trust. 

Focus on 

perception; 

long-term brand 

impact not 

tested. 

Cao and Belo 2023 Sponsorship 

Disclosure on 

Facebook/Instagram 

Explicit 

disclosures 

increase trust 

and 

engagement, 

despite initial 

skepticism. 

Relies on post-

analysis; lacks 

deeper 

psychological 

evaluation. 

Steils et al. 2022 Macro vs Micro-

Influencer 

Transparency 

Transparency 

boosts 

engagement 

more for macro-

influencers. 

Sample bias 

possible due to 

experimental 

setup. 
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Disclosure type 

affects 

credibility. 

Quek 2024 Platform-Specific 

Trust and Buying 

Behavior 

Fashion/lifestyle 

content drives 

higher 

engagement and 

purchase. 

Reviews and 

feedback 

enhance trust. 

Small sample 

size limits 

generalizability. 

Masood and 

Sultana 

2024 Brand Trust and 

Facebook Live 

Influencers 

Emotionally 

connected 

influencers 

foster trust and 

boost purchase 

intent. 

Only considers 

Facebook Live; 

ignores cross-

platform 

behaviors. 

Apasrawirote and 

Yawised 

2022 Live Streaming and 

Influencer Role in 

Purchase 

Perceived value, 

influencer trust 

affect purchase 

behavior via 

planned 

behavior theory. 

Limited to 

livestream 

context; broader 

ecommerce 

applicability 

uncertain. 

Verma 2023 Shift in Advertising 

and Influencer 

Ethics 

Influencers help 

solve 

advertising 

distrust. Ethical 

transparency 

recommended. 

Conceptual; 

lacks primary 

data or 

modeling. 

Nayak and Megha 2024 Influencer 

Engagement and 

Trustworthiness, 

relatability, and 

Heavily 

literature-
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Consumer Decision 

Making 

platform content 

influence 

consumer 

perception. 

based; 

empirical 

validation 

needed. 

2.10 Literature Gap  

Various researches have been done around social media influencer (SMI) marketing, there are still 

several gaps in understanding the impact on customer trust and their buy intentions. Measuring 

authenticity of an influencer is done differently across platforms and demographics without a 

unified, tested approach. Although a core set of dimensions includes trust and sincerity, 

competency is also part of the framework, making comparison and generalization cumulative 

comparisons muddled. Another major gap is the lack of research studying consumer behavior over 

extensive periods of time. Focusing on short-term metrics such as likes, shares, and interaction 

with the content leads to superficial conclusions about purchase intention. Consequences of 

influencer authenticity on brand loyalty, consumer retention, and post-purchase behavior are 

virtually absent from literature. Without prolonged studies, the reliance of influencer marketing on 

consumer engagement and trust over time becomes heavily scrutinized. 

The level of disclosure and sponsorship openness significantly impact customer trust, but only a 

few studies explore the impact of self-disclosed vs platform-mandated disclosure on consumer 

perception across different platforms. The gaps in absence of the rest of the literature also includes 

the relationship between platform specific characteristics and influencer reputation. This interplay 

of disciplines remains unexplained as few scholars approach the study of consumer cognitive 

response to influencer content from a psychological and behavioral perspective. The bulk of the 

work is descriptive or empirical, focusing on the roles of influencer attributes without adequately 

explaining the decision-making process. The body of work examining a region in the context of 

influencer marketing is limited. Most are from the Western or Asian context, with little 

understanding of the African and Middle Eastern emerging digital markets where cultural values 

and digital literacy may strongly influence the perceived authenticity and trustworthiness of an 

influencer. 
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Chapter 3: Research Methodology 

3.1 Introduction  

This chapter explains the research method used to analyze how the authenticity of influencers 

affects consumer trust and purchase intent. The research question is answered using a quantitative 

approach of study by using only quantifiable data obtained through structured questionnaires. This 

technique was adapted to ensure the achievement of objectivity, statistical accuracy, and 

generalizability of gathered data to the entire population of interest. 

To conduct a quantitative design, an online survey was done on 150 individuals, who were mostly 

members of Generation Y and Generation Z. The member of such demographics constitutes the 

majority of social media users and are therefore the primary focus of influencer marketing 

campaigns. Some of the demographic variables, which were sampled to ensure variety, were age, 

gender, platform, and time spent on the platform with respect to social media. Through this 

sampling technique, this study managed to capture a variety of views and at the same time remain 

representative of our preferred target audience. 

Other than five demographic questions related to the age, gender, the platform used, duration of 

use, and following an influencer, the survey consisted of fifteen questions using Likert scale items 

that were to be used in the assessment of the opinions on influencer authenticity, trust, 

transparency, and intent to purchase. Due to this arrangement, it allowed this to collect consistent, 

quantitative data that was good for stats. 

The analysis was conducted in the R programming language, and descriptive statistics, analysis of 

variance (ANOVA), and visualization were used to identify any interest or trend. By making 

effortful and replicable methodological choices, the influence that associating authenticity with 

the influencer has on customer behavior can be determined with trust. To establish a good 

foundation on the understanding of methodology and its relationship to study objectives, this 

chapter outlines the research framework, sampling plan, methods of gathering information, 

analysis apparatus, ethical considerations, and study constraints. 

3.2 Research Onion  

Research Onion is a systematic structure that researchers can refer to develop a proper research 

method, and was developed by Saunders. It consists of six interconnected levels that help to select 
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the most appropriate method of research and design systematically (Melnikovas, 2018). In most 

cases, the beliefs held by the researcher about the nature of knowledge are positivism, 

interpretivism, or pragmatism, and the nature of knowledge is defined by the philosophy of 

research at the top. The next layer concerns research methods, and amongst them are the inductive 

and deductive reasoning (Iovino and Tsitsianis, 2020). Quantitative, qualitative, or mixed methods 

are then taken into account. The next are the research methods, the research methods may be a 

survey, a case study, or experimental. Finally, the data collection and analysis procedures ensue. 

One can conduct a study rationally and consistently by paying attention to each layer of the onion 

and basing judgments on valid information that can demonstrate his or her intentions (Sinha et al., 

2018). 

3.3 Research Philosophy  

This paper concludes the difference of real-life influencers in trust and intention to purchase by 

using the positivist research philosophy. The fact that the study relied on structured questionnaires 

to gather and generate quantifiable data is appropriate in positivism, which places a lot of 

significance on objective, convincing facts that are measurable as a result of empirical facts, 

therefore rendering it a perfect framework. In this school of thought, the researcher can evade the 

issue of prejudice by concentrating on the empirical data as well as statistical examination when 

writing on social issues. Positivism allows examining the connections between conceptions 

through a rigorous and methodical approach focusing on the measurable attributes such as trust, 

buying intentions, and authenticity (Simpson, 2018). The analysis described in this study will 

apply the statistical analysis options of R programming to the primary data collected from 

respondents and ensure the reliability of the results and the validity of the explanation of the results. 

The concerns of generalizability and replicability in the positivism of the study of customer 

behavior and marketing analytics are valuable over and above the subjective interpretation in 

interpretivism. The study is to contribute to the body of knowledge in academic categories of how 

authenticity influences the making of the decisions of consumers and provide pragmatic values of 

the social media marketing world through this lens.  

3.4 Research Approach  

This research conducts a deductive research approach to examine the established hypotheses and 

ideas concerning the level of credibility and customer confidence, and intent to purchase regarding 
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the influencers. Through the enhancement of the pre-existing theoretical positions, a deductive 

approach can assess the concepts through a first-hand experience of the surrounding world (Hayes 

and Heit, 2018). To document these estimations, this research study employed structured 

questionnaires in collecting quantitative data. 

The deductive method is used to keep study objectives and statistical analysis tests in line, 

providing a rational flow of information between theory and data analysis. The approach ensures 

that the findings can be reproduced and the scientific standards are met since it employs data 

analysis tools, such as R programming, that enable precise hypothesis testing. 

Dwelling on the facts that can be quantified and having objective conclusions, this strategy 

eliminates any exploratory or interpretative tactics. The research of marketing and consumer 

behavior is highly advised to employ this approach because one is capable of analyzing and testing 

ideas and hypotheses about relationships between variables, like authenticity and buy intention, 

with the help of numerical data and statistical inference.  

3.5 Research Strategy  

The proposed study is based on the quantitative research method with descriptive design to study 

how authentic influencers affect consumer trust and the likelihood of purchase. The primary 

purpose of descriptive research is to identify and quantify correlations between variables in a given 

population. The reason behind such a choice is that they constitute the majority of readers of 

influencer-based marketing, which is why members of Generations Y and Z who use social media 

were studied in this research. 

A systematic questionnaire was used to collect all the information on authenticity, trust, 

transparency, and desire to purchase. Using this procedure, we could capture numeric data in a 

structured manner, and this is ideal when it comes to statistical analysis using R. To prevent 

applying an exploratory or qualitative approach, the descriptive strategy was used in terms of 

which the modern trends and patterns usage could be described most unambiguously and 

objectively. This technique is of much value in research in consumer behavior and social media 

marketing settings, and it places emphasis on systematic data collection and statistical 

interpretation.  
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3.6 Data Collection and Analysis 

To identify the impact of real influencers on the confidence and purchase intention of consumers, 

the present study applies the method of quantitative data collection and analysis. Primary data was 

collected by sending out an online survey to 150 respondents of the Generation Z and Y cohorts 

who consume a significant amount of video-sharing platforms such as YouTube, Instagram, and 

TikTok. The survey contained 15 Likert-scale questions in addition to the demographic questions 

that captured the age, the platform usage, and the time spent on social media, all of which captured 

key characteristics that were important, including the influencer's authenticity, consumer trust, 

transparency, and their buying intentions. 

With the R programming language, we performed descriptive statistics to describe the answers of 

the participants and inferential tests, such as ANOVA, to identify correlations between the 

demographics and the feelings of the individuals about whether a brand was trustworthy or real. 

Visualizations were used to give results. It was also scientific, repeatable, and it aligned with the 

objectives of the study, hence it delivered data-driven findings on the effect of influencer 

authenticity on buyer patrons. 

3.7 Ethical Consideration 

To achieve the ethical integrity of the study, one should maintain a high level of responsible and 

courteous behavior throughout the research. Informed consent will be done in detail to explain the 

purpose, voluntary status, use of data, and ability to withdraw at any time to participants collecting 

data in the quantitative survey. All information will be treated as anonymous and confidential, and 

no such information about any particular individual will be gathered. The wise selection of the 

Institutional Review Board (IRB) will not commence its data collection process until it obtains an 

ethical go signal. To ensure the survey is not only linguistically and culturally sensitive, we are 

going to administer it to the mixed group of participants to ensure it is comprehensible and 

appropriate. Indeed, care needs to be taken to reference and quote the literature used in the 

qualitative component to ensure the preservation of academic rigor as well as to ensure the original, 

participating authors are credited. The study shall guarantee a secure manner in handling and 

storing all data, whether primary or secondary. The study aspires to be truthful in reporting the 

results, taking the research ethics to the greatest heights. 
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3.8 Limitations  

This study has some limitations, but this study aimed to contribute to the detailed analysis of 

influencer authenticity and its impact on trust and intent to purchase. There is one possible 

disadvantage in researching with self-reports of a survey: the possibility of social desirability. This 

is whereby the respondents might provide answers that they believe will gain more acceptance 

compared to the truth. Second, the number of 100 participants is enough to conduct an exploratory 

analysis, but might not give us any definite conclusions concerning the population, just because it 

is too small. The third caveat is that the study does not directly consider the platform-specific 

behavior and how it contributes toward a user's sense, and how it results in user-perceived that, 

although the study focuses on platform-specific environments such as TikTok, Instagram, and 

YouTube, it does not focus on platform behavior. Moreover, those topical and vertical aspects of 

contextual knowledge may be limited when qualitative information regarding literature is included 

rather than the interviews. Lastly, statistical results, when coupled with the qualitative and 

quantitative data, are hard to interpret, especially when one is attempting to correlate the theoretical 

understanding with the latter. The limitations can be mitigated by practices in research ethics and 

planning. 

3.9 Summary  

To establish the impact of authentic influencers on the trust of consumers and purchase intention, 

this chapter describes the methodology that was adopted. Qualitative review of the literature 

provided theoretical backgrounds, whereas the deductive approach guided a quantitative study of 

one hundred members of Generations Y and Z. The data will be analyzed with the R software 

program, and a stratified sampling method was used to ensure it was diverse in terms of 

demographics. The study adhered to the ethical standards by making sure of informed consent, 

privacy, and proper usage of citations, as well as anonymity. The chosen research methodology 

ensures that the results of the research, however, limited with certain constraints such as bias in 

self-reporting and integration challenges, have a solid foundation for providing substantial and 

applied research outcomes. 

Table 1: Mapping: Questionnaire Items to Research Questions 

Survey Question Mapped to RQ Comment 



39 
 

I believe the influencers I 

follow present their real 

personality online. 

RQ1, RQ2 Measures perceived authenticity. 

I feel more connected to 

influencers who seem authentic. 
RQ1 

Captures emotional connection due to 

authenticity → impacts beliefs. 

An influencer’s honesty in their 

content increases my trust in 

them. 

RQ1, RQ4 
Reflects role of honesty in building 

trust. 

Influencers who share personal 

experiences appear more 

authentic to me. 

RQ2 
Directly addresses a characteristic of 

authenticity. 

I trust influencers more when 

they disclose sponsorships or 

paid promotions. 

RQ4 Measures transparency’s role in trust. 

Consistency in an influencer’s 

content helps me view them as 

authentic. 

RQ2 
Important trait of perceived 

authenticity. 

The platform (Instagram, 

TikTok, YouTube) affects how 

I perceive an influencer’s 

authenticity. 

RQ3 
Directly maps to platform-based 

authenticity differences. 

I find influencers on YouTube 

more authentic than those on 

TikTok or Instagram. 

RQ3 
Platform comparison—directly 

supports RQ3. 

I consider an influencer 

authentic if they admit mistakes 

or flaws. 

RQ2 
Reflects honesty and vulnerability as 

traits of authenticity. 

I usually trust influencers who 

interact with their followers. 
RQ2, RQ4 

Measures interaction as a 

trust/authenticity factor. 
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I am more likely to buy a 

product recommended by an 

authentic influencer. 

RQ1 
Directly reflects how authenticity 

affects purchase intention. 

I have purchased a product after 

seeing a trusted influencer 

recommend it. 

RQ1 
Measures real-life outcome of trust + 

authenticity. 

Influencers who produce less-

polished (more natural) content 

appear more genuine. 

RQ2, RQ4 
Tests production style as a perceived 

trait of authenticity. 

I prefer influencers who are 

transparent about the brands 

they work with. 

RQ4 
Measures the role of sponsorship 

transparency. 

I trust product reviews more 

when they appear honest and 

unfiltered. 

RQ4 
Trust-building via perceived honesty 

in content. 
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Chapter 4: Data Analysis and Findings 

4.1 Introduction  

The chapter reports on the results of the key data analysis of a guided survey that examined the 

impacts of the authenticity of social media influencers on trust and purchase intentions of 

consumers. This paper has been carried out by a quantitative method of research, and the sample 

covered the reactions of the people who use social media platforms such as YouTube, Instagram, 

and TikTok frequently. This chapter aims to realize and interpret the statistical findings of the study 

to provide answers to the research questions. Induction and descriptive statistics were applied to 

the analysis of the data, which was analyzed by the R program. Such variables as perceived 

authenticity of the concept, trust, and willingness to buy can be studied with the help of inferential 

tests such as t-tests and correlation analyses, whereas descriptive analysis can shed some light 

regarding general tendencies and patterns in the responses of participants. The results are tabulated 

and plotted in graphs, and thereafter the results are discussed in the context of the aims of the study. 

4.2 Descriptive Statistics  

 

Figure 1: Descriptive Statistics for Demographics 
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The descriptive statistics of the dataset provide a lot of information related to the demographics 

and online behaviors of the 150 respondents. The demographic segment breaks down the 

population, stating that the youth are the most active in the use of social media outlets, with a ratio 

of 63.33 to 28.67 of male and female, respectively, indicating that at least one-third of social media 

is used by the female population. The highest sector is the age group of 18 to 24 years old, which 

accounts the 34 percent of the total. The platforms which were most widely used and, in particular, 

by young users, were YouTube (31.33%) and Instagram (38%). Given the question of how much 

time they spend on social media in a day, 42 percent reported spending three to four hours on social 

media, 32 percent reported one to two hours, which indicates moderate or high involvement of 

people. Overall, the statistics suggest that Instagram and YouTube are the most popular among the 

boys of 18-24 years and invest a significant number of hours per day actively engaging in social 

media. 

 

Figure 2: Descriptive Statistics of Likert Data 
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Likert-scale descriptive statistics contain the information on how participants felt about influencers 

and the impact they had on their purchase decisions. Most of the mean values demonstrate an 

overall good agreement with the claims, as they are both between 3.80 and 4.00. Transparency is 

one of the most significant trust variables, and it is not a coincidence that the factor with the highest 

average (4.11) is the following: "I am more inclined to support the influencers who are open about 

the brands they cooperate with." Similarly, findings also indicate the high scores of confidence 

towards the honesty, authenticity, and value of the information in influencers' posts (means around 

3.9 to 4.0). When values of negative skewness are present, then there is a slight left skew of the 

distribution of answers (more people agree than disagree). Similar responses in different people 

are reflected by small standard deviation values, which vary between approximately 1.1 and 1.3. 

On the whole, the findings of this paper indicate that customers value such influencer 

characteristics as honesty, relatability, and transparency a lot because they influence consumer 

confidence and the readiness to purchase items significantly. These findings show the importance 

of incorporating genuine influencer marketing strategies to generate more customer touch and 

trust. 

4.3 ANOVA  

 

Figure 3: ANOVA 

To determine whether gender plays a large role in the present statement, ANOVA analysis was 

conducted to determine the degree or extent of the statement, which was, “I trust influencers more 

when they disclose sponsorships or paid promotions”. The findings represented a p-value of 0.106 

with an F-value of 2.072. The result is not significant as the p-value is greater than the value of the 

level of significance (0.05). It implies that the number of observations is not sufficient to make any 

conclusive statements concerning the question of whether the trust levels differ significantly 

between sexes or not. Consequently, it appears that gender does not have an effect on the disclosure 

of the sponsorship or sponsored marketing by the influencers. 
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4.4 Visualization  

 

Figure 4: Perception of Influencers Presenting Their Real Personality Online 

The image depicts the idea that individuals believe that followers in the media express their real 

sides. In a questionnaire of 150 respondents, the percentage of people who perceive influencers to 

be real was 26.7 with an agreement (the result corresponding to a score of 4), and 27.3 with a 

strong agreement (the result corresponding to a score of 5). Meanwhile, 46 percent were skeptical, 

14 percent were vehemently opposed, while 16 percent were ambivalent. It leans slightly on the 

agreement, through which a significant degree of trust in the authenticity of influencers can be 

reasoned. It has been revealed that a considerable number of followers can determine when 

influencers are true or genuine, but a high number of them are not yet convinced, or at least 

skeptical. It reveals how tricky it becomes to look authentic on social media. 
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Figure 5: Connection to Influencers Based on Perceived Authenticity 

This chart shows the effect of authenticity on the emotional attachment of the supporters towards 

the influencers. Most of the participants have a positive affiliation with the real influencers, with 

4 on the partial agreement rate and 5 on the strong agreement rate. Overall, 66 percent of the 

individuals say they are very connected. Disagreement was extremely low, with the lowest rating 

of cumulative 11.3 percent (ratings 1 and 2). A neutrality was present in 22.7% also. The results 

help to sustain the idea that authenticity significantly enhances the degree of connection and trust 

between the followers and influencers. This observation supports the notion that an actual 

relationship between an influencer and their followers has created more comfort and consequently 

increased the likelihood of buying a product. 
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Figure 6: Perception of Authenticity in Influencers Who Share Personal Experiences 

Most of the participants find the influencers who share their personal lives to be more authentic, 

as shown by the chart. 65.3 percent of the respondents of the survey concurred with the statement, 

as 29.3 percent were strongly in agreement, and the remaining 36 percent were in agreement. 

Practically no opposition was reported, 4 percent strongly rejecting, and only 12 percent rejecting, 

and only a percentage of 18.7 percent disagreed. These findings reveal the significance of 

accessible, practical media in influencer marketing in such a way as to demonstrate that the sharing 

and plotting of personal activities are among the largest indications of perceived naturalness. This 

lends credence to the theory that the credibility of an influencer can be reinforced by being frank 

about his or her feelings and experiences. 
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Figure 7: Trust in Influencers Who Disclose Sponsorships or Paid Promotions 

Based on the information, a large group of people believes that influencer marketing ought to be 

transparent. 70% of the survey respondents responded in agreement or strongly in agreement that 

when influencers are transparent when it comes to understanding their influence on other 

sponsored promotions and advertisements, this aspect makes them more reliable. Only a very small 

proportion of them expressed their dissatisfaction; 7.3 percent were very disagreeing, 8 percent 

were simply disagreeing. This shows that the followers are concerned about truthfulness in 

advertisements contents, which are the much-needed criteria in building confidence among 

consumers. The statistics show that the propensity of the audience to consider or even use the ideas 

of influencers can be beneficially influenced through clear communication, which improves trust. 
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Figure 8: Consistency in an Influencer’s Content Enhances Perception of Authenticity 

Consistency of the content in perceived influencers is what has led to the authenticity of the same, 

a shown by the study. Cohesive content across all the profiles of an influencer raises the possibility 

that their followers would consider that they are authentic (33.3 percent strongly agreed, and 73.3 

percent agreed). There was little resistance towards such a notion, as only 10 percent of the 

respondents disagreed or strongly disagreed. This agreement shows that once an influencer is 

consistent in what he/she post and is reliable as well, this leads to trust and authenticity by their 

audience. This implies that the influencers who desire to develop high-quality and long-lasting 

connections with their audiences should be consistent. 



49 
 

 

Figure 9: Influencer Platform Impacts Perceived Authenticity 

In accordance with the figures, the perception of the authenticity of influencers very much depends 

upon the platform. About 69.4 percent of survey respondents said they either agreed or strongly 

agreed that Instagram, TikTok, and YouTube social media platforms influence their perception of 

authenticity. Only a small percentage of the respondents (16%) disagreed, noting that most 

consumers believe that the level of standards, forms of content, and manner in which the audience 

interacts with the influencer on individual platforms enhances the image of authenticity on 

influencers. Consequently, marketers and influencers must consider the dynamics of a platform, in 

case they are interested in building credibility and trust among their followers. 
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Figure 10: YouTube Influencers Are Perceived as More Authentic 

According to this graph, most individuals believe that YouTubers are more authentic than TikTok 

or Instagram stars. Approximately 66.7 percent of people rated the point of the Likert scale with 

the response indicating it was either agreed or strongly agreed. Only 17.3 percent (with 1 or 2) 

opposed, and 16 percent did not bother. Unlike TikTok and Instagram, where we have edited and 

short-format information, the long-format videos and in-depth stories available on YouTube might 

create an illusion of authenticity. Based on this, the marketers can prioritize YouTube partnerships 

when it comes to performing trust and authenticity-oriented projects. 

 

Figure 11: Authenticity Through Admitting Mistakes or Flaws 
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Most of the respondents (71.3%) are of the opinion that influencers are perceived to be more 

authentic when they acknowledge when they go wrong, which is substantiated by the graph, which 

indicates that most people connect vulnerability to authenticity. The agnostic percentage was only 

13.5, and 13.5 has been assigned grade 2 or worse. As per this trend, individuals prefer that those 

they follow actually open themselves to them by being vulnerable to them so that they can look 

more authentic and human. Becoming vulnerable, telling the truth, being open to making mistakes, 

and sharing can be a powerful strategy for companies and artists who wish to build trust and attract 

more responses in social media marketing by being authentic. 

 

Figure 12: Trust in Influencers Based on Interaction with Followers 

More than 70 percent of responders stated that they prefer 4 or 5, which is a direct indicator of a 

similar opinion, namely, that this interaction does build the feeling of trustworthiness. 12 percent 

were agnostic and 16 percent were in disagreement (grade 1 or 2). These findings indicate the 

significance of contact in influencer marketing and its influence on the perception of 

trustworthiness. Naturally, influencers should talk with his or her followers and participate in a 

two-way dialogue. By having influencers communicate with their audience regularly, marketers 

can increase their brand image, community development, and consumer belief and, ultimately, 

purchase intent. 
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Figure 13: Purchase Likelihood Based on Influencer Authenticity 

The graph demonstrates a strong relationship between perceived authenticity and the intentions to 

make a purchase. Items recommended by true influencers will possibly make their way to the 

shelves of 66.7 percent of the respondents (4 and 5 scale). The ambivalent percentage was just 

16% and the strongly disagree percentage was 15.4% (scale of 1 or 2). Consumers are also more 

likely to trust and act on the words of influencers whom they regard as genuine, and this is an 

indication that authenticity directly influences consumer behavior. Partnership with true, friendly, 

and transparent people-influencers can significantly amplify the conversion rates and the 

popularity of the product among the companies. Thus, genuineness is an all-important element of 

influencer marketing. 
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Figure 14: Consumer Purchases Influenced by Trusted Influencer Recommendations 

It is also clear in the graphic that 71.3 percent of people (with 4 and 5 scores) had purchased 

something because the person they trusted told them to do it. This serves to underline the extent to 

which trusted individuals can influence consumer behavior. Although naturally 13 percent were 

ambivalent, there were only 15,3 very negative (1 or 2). The findings indicate that strong beliefs 

about influencers are significant in influencing actual purchases rather than buy intentions. The 

statistics indicate that brands are supposed to collaborate with influencers who have already built 

trust with the users. Taking advantage of this trust, it is possible to create marketing campaigns to 

have measurable commercial success. 
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Figure 15: Perception of Authenticity in Less-Polished (Natural) Influencer Content 

It is plain in the graph that 69.4 percent (respondents of the survey and whose scores were either 

4 or 5) believe that the less edited the materials that are posted by the influencers, the more 

authentic people will perceive them. On the one hand, 15.3 percent were agnostic, and on the other, 

15.3 percent disagreed (1 or 2). It would seem individuals have no concern over perfection when 

it comes to authenticity, and in the sense of unrehearsed, uncensored content, audiences view such 

a form of content as a portrayal of sincerity and relatability. This fact substantiates the trend of the 

increased popularity of more ordinary, behind-the-scenes content by influencers and advertisers, 

which is less likely to be perceived as promotional, and, thus, less likely to resonate with viewers 

on a deeper, emotional level, and less likely to lead to the feeling of trust. It is not always true that 

perceived trustworthiness requires a high quality of manufacturing. 
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Figure 16: Preference for Influencer Transparency About Brand Collaborations 

Most of them (72 percent) prefer influencers involving their relationships with brands depicted by 

the chart (4 and 5 scores). The level of disagreement was very low (12 percent or scoring 1 and 2), 

implying that disclosure was not very unpopular. This level of vested interest brings to the fore the 

increasing importance of ethical influencer marketing, wherein stating the facts of 

collaboration/sponsorships creates trust and credibility. Behaving openly and honestly can be 

considered an essential component of genuineness instead of a bad attribute. Disclosure policies 

are of importance to influencers and companies to achieve long-term influence and the success of 

businesses. They can, for instance, apply hashtags such as #ad or #sponsored in order to make sure 

the audience remains loyal and interested. 
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Figure 17: Trust in Honest and Unfiltered Product Reviews 

A product with a review that appears innocent and unbiased has a higher chance of being 

considered by 69.4 percent (scores 4 and 5) of respondents, as depicted in the chart. 14 percent 

disagreed (1 and 2 scores); hence, genuineness has a significant contribution to the perceptions 

that individuals have concerning the reliability of reviews. This study focuses on the fact that 

people prefer honest and open communication to over-scripted and over-polished evaluations. 

Producers and manipulators of content stand a better chance to prove reliable and win and retain 

the confidence of the followers when they provide transparent opinionated assessments, 

exhausting all sides of the issue. Such brands, that are ready to build their reputation gradually, can 

encourage such honest depictions instead of a highly regulated advertising message. 
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Figure 18: Age Group Distribution of Respondents 

The pie chart of the age of the participants reveals that the greatest number of respondents fall 

between the age category of 18-24 years and constitute a total of 33.3 percent, as shown in the 

figure. The next, most similar age groups are 25-30 years at 25.3 percent and 31-35 years at 23.3 

percent. What it means is that the sample is strongly biased toward young populations, with over 

80 percent of respondents being in the 36 age group. Almost nobody is older than 40, and only 

17.3% are within the 36-40 age bracket. These data demonstrate that younger generations (who 

have been raised with internet connections) have more influence and more on the perception of 

influencers as credible and authentic than older generations. 

 

Figure 19: Gender 
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The pie chart above is a breakdown of the 150 individuals who completed the survey, in terms of 

gender. The largest participant group was men, who comprised 62 percent of the entire sample. 

Some of the respondents (30% of them) represented a smaller percentage (the remaining 8%) who 

either picked Other or Prefer not to say. Participants tend to be female only in numbers, implying 

that largely the respondent pool is male. The sample is not very diverse, as has been evident with 

the few individuals who were non-disclosers or belonged to other gender identities. This 

distribution should be considered when examining the conclusions of the study since it could 

influence the overall applicability of the results to a study of a wider scope. 

 

Figure 20: Primary Social Media Platform Used 

In the pie chart above, the percentages of preferred social network sites among 150 respondents 

have been indicated. The rate of interaction with visual content was very high; therefore, this is 

why Instagram is now the most popular platform, and 36.7 percent of all users use it. Facebook 

has an active user outreach of 14.7 percent and encompasses 14.7 percent of the market share, 

though 8.7 percent of users opt to use TikTok and Other websites. Resting on such distribution, the 

targets of influencer marketing campaigns must be to cover the maximum audience on YouTube 

and Instagram. Perhaps, the reason for the decline in TikTok preference is because to demographic 

or geographical factors. It is possible to collaborate with influencers on Instagram or YouTube, 

which are among the most popular sites among users, in case the brands need additional exposure 

and credibility. 
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Figure 21: Daily Time Spent on Social Media 

The statistics indicate that 42 percent of the population spends three to four hours on social media, 

and 32 percent spend one to two hours on social media. Whereas 10.7 percent transcend the 4 

hours, 15.3 percent do not spend more than an hour. The importance of the content strategy and 

influencer campaign on social media can be revealed in the rising amount of time spent on it daily. 

Many internet users spend over two hours daily on the internet, and it is therefore an opportunity 

that a business should take, since it can interact with potential customers regularly. The 

effectiveness of marketing could be maximized when it is coordinated with the times of the highest 

use of the promoted resource and the habit of involving the audience regularly. 

 

Figure 22: Number of Influencers Followed on Social Media 
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As observed in the chart, most of the respondents follow many types of influencers: 33.3% are 11-

20, and 30.7 are 1-10. Over 60 percent of the sample is interacting with the social media influencers 

in one way or another. The effect and reach of digital personalities in the day-to-day online 

communication of consumers is also high, with 18 per cent of consumers following between 21 

and 30 influencers and 14 per cent following over 30. Of all the influencers, the percentage of 

those with zero followers is only 3.3%. These facts prove that influencer marketing is significant 

since most users often encounter the information promoted by influencers that can impact their 

thoughts and decisions to purchase. 

4.5 Findings  

RQ1: How does influencer authenticity influence customers' beliefs and purchase intention 

in social media marketing? 

Following the findings, the influence of the credibility of the influencer on the beliefs and 

consumer intentions to purchase is significant. The positive correlation was also reflected by the 

high scores with which statements such as I trust influencers more when they reveal 

sponsorships/paid promotions (Mean = 3.85) and I am more inclined to purchase a product that 

my authentic influencer recommends (Mean = 3.89) received. Influencers were also rated highly 

by people for being consistent when it comes to their job and presenting themselves as they are. 

In its turn, that fact confirms that if audiences regard such recommendations of influencers as 

authentic, they are more willing to trust such suggestions and to act according to them, making a 

purchase, thus increasing the credibility of the marketing message and chances of making a 

purchase. Credibility is, therefore, the driving factor in using social media marketing in building 

trust and encouraging consumers to buy. 

RQ2: What characteristics contribute to an influencer being observed as authentic? 

There are a few features that are at work on perceived genuineness, according to the study. 

Respondents agreed that sharing personal experiences (Mean = 3.98), admitting mistakes (Mean 

= 4.06), and interacting with followers (Mean = 3.86) enhance perceived authenticity. The key 

among these factors was transparency in brand partnership and honesty in content. The average 

scores of the statements about content consistency and true personality were good, which means 

that customers prefer influencers who may be perceived as real and likable. The second fact is that 
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individuals trust and respect the influencers who do not act continuously. These aspects are 

synergized to enable an influencer to build a better relationship with the consumer by producing a 

truer picture. 

RQ3: How does observed authenticity vary across different social media platforms? 

According to the survey, three platforms on which influencers are viewed as the most genuine ones 

were YouTube (31.3%), Instagram (38%), and TikTok (8.6%), respectively. This indicates that the 

perceived authenticity of longer-form video with more personal creator-fan interactions offered by 

YouTube could be better than any short-form content on other platforms, such as TikTok. Most of 

the respondents had a perception that the use of sites such as YouTube promotes open, honest, and 

detailed discussions. A relatively similar attitude towards authenticity is proposed by the fact that 

ANOVA analysis of the platform type variable failed to find a significant difference in authenticity 

perception across platforms (p > 0.05). Nonetheless, preferences show more considerable trust 

rates on particular sites. 

RQ4: What role does transparency, like sponsorship disclosure and production, play in 

building consumer trust? 

Most of the interviewees (Mean = 3.85) share the same opinion that influencers always receive 

higher confidence when they explicitly state that their content is sponsored and when what they 

are sharing looks authentic and less edited. When other players are frank about their weaknesses 

or post something from behind the scenes, they become more believable and trustworthy when 

addressing their products. As per the findings, influencers become more trustworthy and 

approachable when they do transparent operations, e.g., being open about brand collaborations and 

able to express their true thoughts. Influencer-brand partnerships will be conducted with the 

emphasis on transparency, thus establishing trustworthiness with customers in the long-term 

perspective, and also considering ethical values in social media marketing. 
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Chapter 5: Conclusion and Recommendations 

5.1 Conclusion  

This study explored “The Impact of Influencer Authenticity on Consumer Trust and Purchase 

Intentions in Social Media Marketing” with the primary aim of understanding how authenticity, 

transparency, and platform-specific perceptions influence consumer behavior. A standardized 

questionnaire was filled out by 150 individuals, and the analysis was quantitatively assessed by 

means of descriptive statistics, analysis of variance, and the visual analysis of charts. These 

outcomes demonstrate the significance of authenticity to social media marketing by providing 

some insight into the impact of influencers on the trust and likelihood to purchase among 

consumers. The first meaningful result indicated a high relationship between the authenticity of 

influencers and customer attitude and purchasing intentions. The level of agreement is high across 

the questions in the Likert scale when respondents expressed more trust in influencers who 

presented the same and authentic personality. Over two-thirds of people indicated that they would 

purchase something in the event of an actual influencer recommending the same. The results depict 

that the reputation of an influencer is also increased when he/she is authentic, and their ability to 

influence consumers' decisions is enhanced. This is consistent with other works that indicate 

genuineness makes an influencer relate to the audience and consequently enhances trust that 

culminates in sales. 

The next vital finding is that it is some characteristics that make an influencer feel authentic. The 

characteristics, such as being open and honest with one's struggles, communicating with followers, 

and sharing personal stories, had an average rating of 4.0 or more out of five by the respondents. 

Rather than giving too much of a commercialized impression, these qualities make them more 

authentic through influencers. More so, followers believe more in influencers who provide 

genuine, un-edited content as opposed to highly edited copies of their videos. It makes sense that 

audiences prefer the sounds of real-life kind people over expressionless cold salespeople, making 

the idea about relatability being the key factor in establishing trustful relationships significant. The 

study also examined the perceptions of authenticity at different platforms. From the point of view 

of the descriptive data, the visual and participatory nature of two of the most popular channels, 

YouTube (31.3%) and Instagram (38%), perhaps, led them to appear the most genuine. Compared 

with the short-form content on TikTok, the long-form video available on YouTube encouraged the 
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respondents to be more open and connected. The ANOVA results were significant in that no 

statistically significant differences in the perception of authenticity on platforms were observed (p 

> 0.05), even though the differences in preference existed. This implies that genuine edge is held 

with strong prestige by all social media platforms. Not only does such a finding prove the necessity 

of authentic, platform-specific strategies; it also shows how such amounted to a failure of specific 

strategies to consider the platform in their judgement. 

Transparency is also another major element in creating trust between influencers and their 

followers. Respondents, on average, rated the statement regarding the support of believing the 

influencers that disclose sponsorship relationships, with 3.85, showing a significant degree of 

disclosure standards. The same applies to participants: they prefer the actual, authentic assessment 

of the products to written recommendations. This further proves the opinion that transparency and 

the willingness to cooperate with companies and get paid to do marketing actually increase 

credibility. Honesty preconditions a sustainable trust and continuous effect, and statistics prove 

that readers appreciate a straightforward and decent marketing strategy. The demographic analysis 

was also used to contextualize these findings. The majority of the answers were given by people 

in the 18-24 and 25-30 age groups, who are the most active users of social media. They frequently 

relied on Instagram and YouTube, and most of them indicated that they had between eleven and 

twenty influencers. Massive consumption of content by influencers and its effect on buying 

behavior is echoed by very increased numbers of social media usage daily, with 42% of people 

having 3-4 hours online. The results of the analysis of the variance also indicated that gender did 

not affect the trust assessment of the people, which proves the point that people, regardless of their 

background, like honesty. 

The findings indicate that the authenticity of influencers is an important element of persuading 

consumers of their trust and purchase intentions, and not a very nice-to-have. Some of the steps 

that increase authenticity are honesty, relatability, and continuous involvement, and when they are 

transparent, additional trust is added. Genuineness is vital in any social media environment despite 

the fact that slightly diverse platform preferences exist. The most effective influencer marketing 

methods are likely to be significant content, responsible disclosure, and bilateral interaction with 

followers. Finally, the research points to the need for influential people and businesses to prioritize 

social media marketing approaches, which are based on authenticity. The data show that consumers 
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are more focused on the authenticity and express their gratitude with trust and their buying. 

Marketers need to note that and make sure that their advertisements focus more on being honest 

storytelling, genuine relationships, and being able to make their advertisements to have truthful 

promotions to fulfill the expectations of the audience. This would enable the companies to build 

trust in the minds of consumers and nurture loyalty. Ultimately, authenticity serves as a bridge 

between the influencers and their followers, making online communication a real trust and a 

measurable enthusiasm to purchase. Due to this fact, the authenticity becomes even more 

significant in the influence marketing campaigns of today's digital world. 

5.2 Recommendations  

The results of this work offer several recommendations on how marketers, influencers, and 

companies could make more use of authenticity to market themselves on social media. 

The influencers should prioritize authenticity and relatability. This can be done through their open 

and honest communication with their audience, by sharing personal experiences, and the 

willingness to say that they are wrong. Due to this aspect, their job can connect more and have a 

stronger appeal to the audience. Keep away tricky expressions and polished up stuff, and run with 

honest, natural conversation, which will enhance credibility and trust. 

Second, the strategy of influencer marketing must be based on transparency. More trust and loyalty 

are given to honesty, and therefore, viewers like to know when someone is paid to talk about a 

product or collaborate with a company; the viewers want to know that. The companies are obliged 

to encourage truthful product reviews and include both positive and negative comments, and 

ensure that the influencers adhere to the disclosure policy. 

As a third suggestion, it is advisable to use platform-specific techniques. The brands need to target 

younger, more technologically savvy markets on Instagram and YouTube because the latter is the 

most appreciable source of authentic content. Take advantage of the long-form content on YouTube 

to tell stories more thoroughly, and use the visual quality of Instagram to generate more interaction 

through posts. 

Finally, to avoid relying on single marketing deals, it is important that marketers focus on forming 

partnerships with influencers who are authentic. Influencers have an opportunity to grow and 

develop long-term partnerships in the content in which they can introduce items organically, 
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further building trust between the content creator and the audience, and fitting it appropriately into 

their brand. 

When the following recommendations are followed, businesses and influencers can capitalize on 

being truthful and transparent, which will enhance the level of trust, credibility, and chances that 

consumers will purchase products and services in overly saturated online marketplaces. 
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Chapter 6: Future Work 

As a way of enhancing the generalizability of the study, in future research, a larger and diverse 

sample should be employed that spans across ages, geographic location, and culture. Despite the 

fact that this study mainly focused on members of Generation Y and Gen Z, it would also have 

been useful to take into account older age groups of people to get a clearer picture of how various 

age groups of people view the legitimacy of influencers. Further research can be facilitated by the 

combination of quantitative surveys with qualitative interviews or focus groups to better 

comprehend consumer motives and emotional reactions to authenticity associated with 

influencers. This approach of mixed methods would help to present a more thorough picture. 

Longitudinal studies with long-term outcomes are needed to learn more about the long-term 

aspects of being influenced by consistent exposure to influencers in terms of trust and purchase 

intent. Future research issues could involve differences between micro- and famous influencers 

and how they perceive authenticity on the platforms affected by the entry of new platforms such 

as TikTok. The experimental designs could be used to test the causal effect of authenticity signals 

on customer trust and behavior, with particular attention to the disclosure styles and information 

structure. 
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Appendix  

Consent Form  

Study Title: 

The Impact of Influencer Authenticity on Consumer Trust and Purchase Intentions in Social Media 

Marketing 

Researcher: 

Yaramala Gopal Reddy 

MSCIB, School of Business 

National College of Ireland 

Supervisor: 

Lynda McElherron 

Business Department, National College of Ireland. 

Purpose of the Study: 

You are invited to participate in a research study that explores how influencer authenticity impacts 

consumer trust and purchase intentions in social media marketing. Your participation will help in 

understanding consumer perceptions of influencers and provide valuable insights for this study. 

Participation Details: 

• Your participation involves completing a short survey that will take approximately 10–15 

minutes. 

• Participation is voluntary, and you may withdraw at any time without providing a reason. 

• No identifiable personal information will be collected. 

Confidentiality: 

All responses will remain anonymous and will be used solely for academic purposes. Data will be 

stored securely and handled in accordance with ethical research guidelines. 

Consent Statement: 



72 
 

By signing this form, you acknowledge that: 

✓ ☐ You have read and understood the information provided. 

✓ ☐ You voluntarily agree to participate in this study. 

✓ ☐ You understand that your data will be anonymized and used only for academic research. 

 

Researcher’s Signature: ___Gopal reddy yaramala_______________________ 
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Questionnaires  

Survey Questionnaire 

Join us for a research project that will look into how the authenticity of social media influencers 

affects how much people trust them and how likely they are to buy something.  This project is 

being done to get a master's degree in marketing. The goal of this study is to find out how customers 

see influencers and how these impressions affect their decisions to buy. Some things that make 

people think this way are openness, the style of the content, and how the influencer acts.  If you 

respond, we can improve our influencer marketing and learn more about how people act online. 

You don't have to take part, and we will keep your identity a secret.  It should take you about five 

to seven minutes to finish the survey.  Thank you for taking the time to talk and give your opinion. 

Section 1: Research Questions 

Please rate the following statements based on your opinion. 

Scale: 

1= Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree 

 

I believe the influencers I follow present their real personality online. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I feel more connected to influencers who seem authentic. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 
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An influencer’s honesty in their content increases my trust in them. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

Influencers who share personal experiences appear more authentic to me. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I trust influencers more when they disclose sponsorships or paid promotions. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

Consistency in an influencer’s content helps me view them as authentic. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

The platform (Instagram, TikTok, YouTube) affects how I perceive an influencer’s 

authenticity. 

• Strongly Disagree  
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• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I find influencers on YouTube more authentic than those on TikTok or Instagram. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I consider an influencer authentic if they admit mistakes or flaws. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I usually trust influencers who interact with their followers. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I am more likely to buy a product recommended by an authentic influencer. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 
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• Strongly Agree 

I have purchased a product after seeing a trusted influencer recommend it. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

Influencers who produce less-polished (more natural) content appear more genuine. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I prefer influencers who are transparent about the brands they work with. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

I trust product reviews more when they appear honest and unfiltered. 

• Strongly Disagree  

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

Section 2: Demographic Information 
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1. Age Group: 

• 18–24 years 

• 25–30 years 

• 31–35 years 

• 36–40 years 

• Above 40 years 

2. Gender: 

• Male 

• Female 

• Other 

• Prefer not to say 

3. Primary Social Media Platform Used: 

• TikTok 

• Instagram 

• YouTube 

• Facebook 

• Other 

4. Daily Time Spent on Social Media: 

• Less than 1 hour 

• 1–2 hours 

• 3–4 hours 

• More than 4 hours 

5. Approximately how many influencers do you follow on social media? 

• 0 

• 1–10 

• 11–20 

• 21–30 



78 
 

• More than 30 


