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ABSTRACT
This study explores the impact of social media influencers on consumer behavior inside the
context of digital technology. Through a scientific literature evaluation method, this research
investigates different factors that influence influencers have an effect on, including credibility,
type of content, social media platform, and level of engagement. The research findings
underscore the significance of a deep understanding of the role of influencers in shaping
consumer behavior and offer valuable insights for brands and companies in designing powerful
advertising strategies.
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ABSTRAK
Penelitian ini mengeksplorasi dampak influencer media sosial pada perilaku konsumen dalam
konteks era digital. Melalui pendekatan systematic literature review, penelitian ini menyelidiki
berbagai faktor yang memengaruhi pengaruh influencer, termasuk kredibilitas, jenis konten,
platform media sosial, dan tingkat keterlibatan. Temuan penelitian ini menggarisbawahi
pentingnya pemahaman yang mendalam tentang peran influencer dalam membentuk perilaku
konsumen dan menawarkan wawasan berharga bagi merek dan perusahaan dalam merancang
strategi pemasaran yang efektif.
Kata Kunci: Influencer Media Sosial, Perilaku Konsumen, Strategi Pemasaran, Era Digital

Introduction
In the digital era that continues to broaden rapidly, the role of social media in shaping

consumer behavior is increasingly more important. One aspect that has obtained incredible
interest is the impact of social media influencers on consumer behavior. The effect of social
media influencers on customer behavior is a subject of growing interest. Several researchers
have documented the effect of social media influencers on client behavior. For example, take a
look at the impact of social media influencers on generation Z online consumer behavior,
where influencers have a sizable impact on online buying habits, specifically on platforms like
Douyin (Liu,2023). Some other systematic literature overview documented the developments
in research on the impact of social media influencers on patron behavior, addressing the
characteristics of the influencer, their relationship with customer conduct, the effects of
influencer advertising, and the elements that weaken the effectiveness of the influencer
(Kwiatek,2021). Moreover, have a look at the effect of the credibility of influencers' suggestions
on social media on customer behavior, finding that influencers can form attitudes, opinions,
and actions of purchasers and impact their very last buy selections (Moreno,2022). Those
studies highlight the giant impact of social media influencers on customer behavior, specifically
most of the more youthful generation.
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Social media influencers have a significant effect on consumer behavior. Studies have
shown that influencers can shape attitudes, evaluations, and buy decisions of customers,
mainly on online platforms. They do this through developing parasocial relationships,
influencing customer attitudes about brands, and strengthening their shopping selections. The
credibility of influencers' recommendations impacts the cost of their content and suggestions
within the on-line environment, ultimately impacting consumer behavior. especially, social
media influencers have been discovered to have a massive impact on the online purchasing
habits of generation Z, especially on structures like Douyin. The trustworthiness, know-how,
and beauty of the influencer were proven to have a high-quality impact on purchasers'
attitudes toward classified ads and buy intentions (Ata,2022). overall, social media influencers
play a substantial function in shaping consumer behavior, mainly many of the more youthful
era. The most common varieties of social media influencers are micro and macro influencers.
Micro influencers have a smaller but more niche and engaged audience, at the same time as
macro influencers have a larger following. Each kind of influencer is employed through
companies to promote their brands to their followers and influence client attitudes about
brands and buying decisions. These influencers are regularly furnished with content through
businesses to carry to purchasers, and their credibility, knowledge, and attractiveness can
significantly affect the price in their recommendations and content in the on-line surroundings
(Ashraf,2023).

Working with social media influencers can offer numerous blessings for manufacturers.
Influencers can help grow brand consciousness, attain new audiences, and improve brand
credibility. They can also help manufacturers create attractive content and promote products
or services to their fans, which could lead to multiplied income and sales. Social media
influencers can also help brands construct relationships with their target audience and create
an extra personal connection with consumers. Moreover, influencers can offer treasured
comments to brands about their services or products, which could help enhance the general
customer enjoyment. Overall, operating with social media influencers may be a powerful
marketing strategy for manufacturers seeking to increase their online presence and reach a
much broader audience (Varghese,2021).

Social media influencers are individuals who've a enormous presence and strong
influence on social media platforms including Instagram, YouTube, TikTok and different
structures. They regularly have massive followings and build credibility and are considered
among their followers in a selected area of interest, along with fashion, beauty, travel, or
meals. Social media influencers have the capability to steer the evaluations, possibilities and
conduct in their followers through the content they proportion, consisting of posts, movies and
product critiques. They regularly paint closely with brands to sell products or services, which
could have a full-size effect on emblem consciousness, brand notion and client buying decisions
(Pop,2022).

Consumer behavior refers to the moves, attitudes, and choices made by way of people
in the procedure of purchasing and using services or products. consumer behavior is
encouraged by various factors, consisting of private factors (which include person desires,
alternatives, and values), social elements (consisting of the effect of own family, pals, and
society), as well as situational factors (including shopping conditions and former experiences)
(Bognar, 2019). Consumer behavior is also stimulated by using outside elements, together with
marketing, income promotions, and have an impact on different people, together with social
media influencers. For this reason, knowledge of how social media influencers affect client
behavior is an essential research area in information market dynamics and powerful advertising
techniques in the trendy digital era (Lim, 2017).

The use of social media influencer services involves numerous events who have an
interest in utilising the impact and reach of influencers to acquire their advertising desires.
First, manufacturers and companies regularly use the services of influencers to increase brand
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cognizance, increase their customer base, or increase income of their products. They look for
influencers who suit their brand and work collectively on advertising and marketing campaigns
designed to seize the eye in their goal market. Moreover, startups and small groups which have
limited advertising budgets additionally depend upon social media influencers to grow their
visibility in the aggressive marketplace. They hope to collaborate with influencers to assist
introduce their products or services to a wider target audience. Advertising and advertising and
marketing companies additionally play an important position as intermediaries between
brands and influencers, supporting brands to discover the proper influencers, plan powerful
marketing campaign strategies and manage collaboration between both events. Moreover,
individuals or celebrities with a strong online presence also can use the offerings of influencers
to sell their non-public manufacturers or collaborate with brands to supply sponsored content.
Finally, non-income agencies also can make use of the services of influencers to raise
awareness about their campaigns, enhance price range, or spread certain messages to a much
wider target market. Consequently, the use of social media influencer services includes
numerous parties with specific interests, however all purpose to achieve their advertising
dreams through the influence of influencers (Khan, 2021) (Młodkowska, 2019) (Chan, 2022).

Some examples of successful influencer marketing campaigns: (1) Daniel Wellington
and Influencer Marketing, Daniel Wellington, a watch company, successfully utilized influencer
marketing to promote its products. The brand collaborated with various influencers who
created content featuring the watches, leading to a significant increase in brand awareness and
sales. The success of this campaign was attributed to the authentic and visually appealing
content created by the influencers, which resonated with their followers. (2) H&M and
Coachella Influencer Campaign, H&M, a global fashion brand, launched a successful influencer
marketing campaign during the Coachella music festival. The brand partnered with well-known
influencers to create content showcasing H&M's festival fashion line. This campaign resulted in
a high level of engagement and increased brand visibility, as the influencers' content reached a
wide audience of festival-goers and fashion enthusiasts. (3) Adidas and Micro-Influencers,
Adidas, a leading sportswear brand, effectively leveraged micro-influencers to promote its
products. By collaborating with influencers who had a smaller but highly engaged audience,
Adidas was able to reach niche consumer segments and drive authentic conversations about its
brand and products. This approach led to increased brand credibility and a boost in product
sales among the targeted consumer groups. These examples demonstrate that successful
influencer marketing campaigns are often characterized by authentic and visually appealing
content, strategic partnerships with influencers who have a strong connection with their
followers, and the ability to reach specific consumer segments effectively (Liu,2023).

Some common mistakes brands make when working with social media influencers: (1)
Lack of Authenticity, Brands may make the mistake of creating content for influencers that does
not align with the influencer's usual style or content, leading to inauthentic promotions that
are not well-received by the influencer's audience. (2) Ignoring Micro-Influencers, Focusing
only on macro influencers and overlooking micro-influencers with smaller but highly engaged
audiences can be a mistake. Micro-influencers often have a more targeted and loyal following,
which can lead to higher engagement and conversion rates. (3) Overlooking Credibility, Brands
may fail to thoroughly assess the credibility of influencers, including their expertise,
trustworthiness, and attractiveness. This can lead to ineffective partnerships and a lack of
impact on consumer behavior. (4) Lack of Control Over Messaging, While it's important for
brands to provide content to influencers, they should also allow for some creative freedom.
Overly controlling the messaging can lead to inauthentic or forced promotions that may not
resonate with the influencer's audience. By avoiding these common mistakes and fostering
genuine, well-aligned partnerships with influencers, brands can maximize the impact of their
influencer marketing campaigns (Kwiatek,2021) (Liu,2023) (Ata,2022).
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This studies objectives to analyze the effect of the impact of social media influencers
on consumer behavior. The technique used in this study is a scientific literature overview. The
importance of these studies lies in the increasing position of social media influencers in
shaping consumer possibilities and shopping choices. This phenomenon emerged in
conjunction with the fast growth in the use of social media and the recognition of influencers
on numerous systems including Instagram, YouTube and TikTok. Influencers no longer have an
effect on consumer alternatives for brands and products, but also impact client attitudes and
behavior as a whole (Černikovaitė, 2019). However, although tons of research has been
performed in this topic, there may nonetheless be a need for a scientific evaluation that mixes
findings from a couple of studies to offer an extra comprehensive know-how of the impact of
social media influencers on consumer behavior.

The research hole that emerges is the lack of in-depth knowledge of the mechanisms
of ways social media influencers have an impact on client conduct in various contexts, as well
as the dearth of a comprehensive evaluation of the effect on social media influencers from
diverse structures and industries on consumer behavior. Consequently, this research will fill this
gap by way of carrying out a scientific literature assessment covering numerous elements of
the influence of social media influencers on consumer behavior.

Research Methods
The research method used in this study is a systematic literature review, a systematic

approach to collecting, evaluating, and synthesizing findings from various studies relevant to
the research topic. The first step we took was to identify keywords that were relevant to the
topic, such as "social media influencers", "consumer behavior", and "impact". Next, we
conducted a search on several leading academic databases, including Scopus, ScienceDirect,
IEEE Xplore, Google Scholar, Web of Science, using predefined keywords. After that, we filtered
the articles found to ensure their relevance to the research topic. Articles that do not meet the
author's inclusion criteria, such as articles that are not directly related to the influence of social
media influencers on consumer behavior, are then eliminated by the author. Then, the authors
conducted an in-depth analysis of relevant articles to identify key findings and emerging
patterns. These findings are then synthesized to construct a more comprehensive
understanding of the impact of social media influencers on consumer behavior. By using this
method, the authors were able to ensure that the research was based on strong and relevant
evidence from a variety of sources, thereby allowing us to make a meaningful contribution to
the understanding of this phenomenon.

Results and Discussion
1. Credibility of Influencers

An influencer's credibility is a key detail that affects how much impact they have on
consumer behavior. This credibility refers to the extent of trust and respect that fans provide to
an influencer. elements that have an effect on an influencer's credibility include honesty,
know-how in a specific area of interest, relevant enjoyment, and integrity in conveying statistics
or recommending products. For instance, influencers who consistently provide sincere and
transparent critiques, and have in-depth understanding of the products or offerings they
propose, tend to be considered more credible by means of their fans (Mittal, 2023).

The hypothesis put forward is that influencers who have high credibility will have a
greater influence on consumer behavior. This stems from the belief that followers will be more
likely to trust and accept recommendations or views from influencers who are considered
credible. When an influencer reviews or recommends a product or service, their followers are
more likely to perceive the information as valuable and trustworthy, thereby influencing their
purchasing decisions.
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Thus, the higher the influencer's credibility, the greater their influence on consumer
behavior. This effect can be reflected in increased brand awareness, increased consumer trust
in the brand or product, and increased likelihood of conversion to purchase. Therefore, it is
important for brands or companies to choose to work with influencers who have good
credibility to achieve more effective results in their marketing campaigns (Antunes, 2022).
Hypothesis: Influencers who have high credibility tend to have a greater influence on
consumer behavior. The higher the influencer's credibility, the greater their influence on
consumer behavior.

2. Types of Content Shared
Social media influencers use numerous styles of content to engage with their fans,

which includes posts, movies, product reviews, and other content. This shared content material
is the principal manner for influencers to influence purchase behavior. Real, applicable and
tasty content has extra potential to seize fans' attention and affect consumer behavior. true
content refers to content that feels natural and private, reflecting the influencer's specific
personality and values. applicable content refers to content material that suits the pastimes,
wishes, and desires of the influencer's goal marketplace. In the meantime, exciting content is
content that may hold followers involved, entertained, or stimulated (Govindan, 2021).

The hypothesis put forward is that authentic, relevant and engaging content has a
greater impact on consumer behavior. This is based on the assumption that content that has
these characteristics is better able to attract attention and create an emotional connection
with followers, thereby influencing their attitudes and purchasing decisions (Nafees, 2020).

The more quality and interesting the content an influencer shares, the greater its
influence on consumer behavior. Content that is able to trigger positive reactions, empathy, or
identification from followers will be more successful in influencing their perception of the
brand or product recommended by the influencer. Therefore, in designing marketing
campaigns with influencers, it is important for brands or companies to ensure that the content
shared has these characteristics in order to achieve optimal results (Zak, 2020).
Hypothesis: Authentic, relevant, and engaging content has a greater impact on consumer
behavior. The more quality and interesting the content an influencer shares, the greater its
influence on consumer behavior.

3. Platform Media Sosial:
Each social media platform has specific traits and an exceptional target market, which

impacts how users interact with content and influencers. For instance, Instagram is referred to
as a more visible platform, with a heavy cognizance on snap shots and videos, while Twitter
focuses more on brief texts and phrase-primarily based interactions. Moreover, structures like
YouTube offer wider areas for longer video content, while TikTok is known for brief and creative
content (Gupta,2020).

The hypothesis put forward is that certain social media platforms may have a greater
impact depending on the target market and context. This is based on the understanding that
each platform has different user demographics and unique engagement styles, which can
influence how effective influencers are in reaching their audiences. For example, if a brand's
target market is primarily active on a visual platform like Instagram, working with an influencer
who is popular on that platform will likely be more successful in reaching and influencing that
audience (Kurdi,2022).

The use of appropriate social media platforms can magnify the influence of influencers
on consumer behavior. By choosing the platform that best suits the target market and
campaign objectives, brands or companies can increase the chances of success and impact
from working with influencers. Therefore, a smart marketing strategy must consider the
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characteristics and tendencies of using social media platforms to maximize results from
partnerships with influencers (Jashari, 2017).
Hypothesis: Certain social media platforms may have a greater impact depending on the
target market and context. The use of appropriate social media platforms can magnify the
influence of influencers on consumer behavior.

4. Engagement and Interaction
The extent of engagement and interaction among an influencer and their followers

plays a critical position in determining how effective an influencer is in influencing consumer
behavior. Engagement refers back to the sports finished by means of followers in response to
content shared by way of an influencer, inclusive of liking, commenting, or sharing that content
material. interaction, alternatively, consists of more energetic responses from influencers
toward fans, which include responding to remarks or beginning to communicate with followers
(Huynh,2020).

The hypothesis put forward is that the level of engagement and interaction between
influencers and their followers can influence their influence on consumer behavior. The higher
the level of engagement and interaction, the greater the influence the influencer has on
consumer behavior. This is based on the understanding that more active interaction between
influencers and their followers creates a stronger and more personal connection between the
two. Followers who feel recognized and involved in the community built by the influencer are
more likely to accept and respond well to recommendations or content shared by the
influencer (Nascimento, 2019).

For that reason, influencers who're capable of creating an interactive environment and
interacting with their fans have extra potential to persuade consumer behavior. They are able
to leverage those interactions to reinforce relationships with followers and extend their impact
in influencing their fans' alternatives, attitudes, and shopping decisions. Consequently, it is
essential for influencers to prioritize interaction and engagement with their followers as a part
of their strategy in building a sturdy effect on inside their communities (Kavaliauskienė,2020)
(Chopra,2021).
Hypothesis: The level of engagement and interaction between influencers and their followers
can influence their influence on consumer behavior. The higher the level of engagement and
interaction, the greater the influence the influencer has on consumer behavior.

Research Framework

Figure 1. Research Framework
Hypothesis:

1. Credibility of Influencers has an influence on Consumer Behavior.
2. Content Type has an influence on Consumer Behavior.
3. Social Media Platform has an influence on Consumer Behavior.
4. Engagement and Interaction has an influence on Consumer Behavior.
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Conclusion
This research highlights the importance of the influence of social media influencers on

consumer behavior in the context of the ever-evolving digital era. It was found that influencers
have a significant role in shaping consumer preferences, attitudes and purchasing decisions.
Various factors such as an influencer's credibility, type of content shared, type of social media
platform, and level of engagement can influence an influencer's impact on consumer behavior.
Therefore, a deep understanding of the mechanisms and factors that influence influencer
influence is important for brands and companies in designing effective marketing strategies in
today's digital era.
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