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ABSTRACT

Influencer Marketing is considered more effective compared to other Digital Marketing
techniques or other traditional Marketing. It helps in building customer trust and directly or
indirectly influences their buying behaviour. Most of the other online channels like Emails,
SMS, Video ads suffer from problem of intrusiveness but influencer marketing is less
intrusive and more engaging than other channels. Influencer Marketing is considered today as
an extension of word-of-mouth campaigns. Influencer marketing is particularly beneficial for
small companies looking for a low-cost effective advertisement. The current study is an
attempt to throw some light on various aspects of influencer marketing and how influencer
marketing can be used by marketers in a beneficial way to achieve their goals. The paper will
help marketers to identify the right type of influencers for them who can offer customized
content in the form of post, videos or stories and bring in the required engagement for brands
and products.

KEYWORDS-Influencer, Influencer Marketing, Digital Marketing, Social Media Marketing,
Balance theory.

INTRODUCTION

An influencer is anyone who has the power to affect purchase decisions of others because of

their authority, knowledge, position, or relationship (Bladow & Laura, 2018). An influencer
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can be a working woman posting a video about how she is working and sipping her favourite
coffee at Starbucks and earning through those videos or it can be a famous actor posting a
famous brands new clothing line. According to Veirman, Cauberghe and Hudders (2017)
“Influencer marketing consists of identifying and targeting influential users and stimulating
them to endorse a brand or specific products through their social media activities. After
identifying the right kind of influencers for the company, the company may develop their
right marketing campaigns and how influencers can be a part of them. Conick (2018) says
that influencer Marketing is all about engaging with customers in honest and authentic ways
so that trust is developed among potential customers. According to Michael (2018) “The best
marketers always know that it’s the connection with the customers that is the most important
in the digital space and that is what going to help them in the long run”. The main target of
the companies today is to connect with people in such a way that the customers develop
brand loyalty for the company and their product. Today customers are different from what

they used to be; the new generation is flooded with information.

With the advent of social media, people are keen to show their daily lives and interest. There
is no more hiding for the new generation. These people when create quality content on
different platforms like Facebook, Instagram, you tube slowly start influencing others and in
the longer run, if they continue to deliver quality content, they attract many people in the
form of followers and hence they become influencers. These influencers can be in any filed.
They can be Fashion influencers, they can be fitness influencers etc. In order to find the
influencer that best suits to a product, a marketer needs to keep in mind that they find an
influencer who is very passionate about his work. Michael (2018) adds that “natural fit” is the
most important part of an influencer campaign. One of the main challenges of influencer

marketing is finding the right influencers.

LITERATURE REVIEW

The term influencers have been recently used because of the popularity and high usage of
social platforms. Today Influencer posts are likely to get more attention than advertisements
from brands (Pereira, salgueiro & Mateus 2014) Influencer contents are more relatable than
traditional advertisements particularly contents posted by nano & micro influencers as what
they post is more real and candid (Kowalczyk & pounder 2016). According to a Benchmark
Report (2022) More than 75% of brand marketers intend to dedicate a budget to influencer
marketing in 2022.Their study also revealed that Instagram was the most popular platform
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and was used by nearly 80% of the brands that wish engage in influencer marketing for
reaching target customers.

The most popular social media channel for influencers to upload brand-related posts is
Instagram (Lee & Kim, 2020). Lee and Kim (2020) state that more research needs to be done
due to an increase of influencer marketing on Instagram, to understand the effect of
influencer credibility combined with brand credibility can have on consumers’ perception
toward the influencer promotional post. The authors examined the effects of disclosure types,
if the influencer credibility were high or low, brand credibility high or low and what effect it

would have on influencers promotional posts (Lee & Kim, 2020).

Lee and Kim (2020) in their research also emphasized on the fact that more study needs to be
done in the area of Influencer marketing on Instagram as amongst all the social media
platforms, Instagram is the one where influencers post a lot of brand related content. A lot of
brand promotion and brand awareness happens on Instagram. In their study they examined
the credibility of influences being high or low, credibility of brands being high or low and

their combined effect on an influencers post.

Most of the people who have Instagram accounts follow celebrities and celebrities always
tops the list of most followed accounts on Instagram. Although Influencer marketing through
Instagram is very popular amongst small and big brands but very limited research has been
done in this area to measure its effectiveness and to understand how much the medium is able

to persuade customer to try new products (Pittman & Reich, 2016).

Van Dijck (2009) state that it should not be presumed that all the people who are online are
active participants and all of them will engage with the content created online through posts
or videos. As per the report by Guardian (2006) in an online group of 100 people only one
online user will create content,10 online users will engage with the content and rest 89 will be
the silent viewers. So, it cannot be generalised that all the people who are online are fully

active and will fully engage with the content.

OBJECTIVES OF THE STUDY
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1.To study the various types of influencers and how they can be beneficial for different

companies

2.To study the various challenges associated with influencer Marketing
RESEARCH METHODOLOGY

The present study is based on secondary data. The data is obtained through books, magazines
and reputed journals in the field of Marketing. The information has also been obtained
through articles on influencer marketing through different websites.

TYPES OF INFLUENCERS

Influencer marketing is one of the best forms of digital marketing that really helps companies
to reach out a larger target audience. With millennials using social networking sites
throughout their day, it is even easier for companies to target them through various platforms.
The kind of influencers companies wish to choose totally depends on their needs. Influencers
can be broadly classified into two types-

1.INFLUENCERS BY FOLLOWER COUNT

Nano influencers (1K-10K followers)

These types of influencers are best for mid-size companies with limited marketing budget.
They are cost effective but can help to create brand awareness or for creating awareness
regarding ongoing promotions. Nano influencers are a good option if a company wants to

launch or a new product or service.

Micro influencers (10K-100K followers)
Micro influencers are more specialized in their field as compared to Nano influencers. Their
content has more quality and is more relatable with a larger audience because of which the

chances of prospective customer being converted is higher in case of Micro Influencers.

Macro influencers (100K—-1M followers)

The credibility of Macro influencers is relatively high as compared to Nano influencers or
Micro influencers. Their engagement rate is quite high. People engage with their posts
through their likes and comments. They are considered a very good option for generating
awareness about a brand. As they have a large follower base, they reach a larger target
audience and helps in uplifting reputation of a brand.
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Mega or celebrity influencers (1M+ followers)

They are the most sought-after influencers on social media. They are mostly used by big
companies with large marketing budget. Their follower base is highest amongst all the
influencers and they pitch different types of products and brands. They appeal a large

audience and can help in increasing sales of a product.

2.INFLUENCERS BASED ON CONTENT OR NICHE-

These are the influencers who provide specialised content to their audience. They provide
specialised content in different fields like food, entertainment, travel, beauty, health &
fitness, lifestyle etc. The advantage of associating with niche influencers is that the audience
feels more connected with the message they want to give. For example, a Nutritionist
working in the field of healthcare and wellness for many years when recommends a
supplement, people are more likely to buy the supplement as compared to influencer who is
not working in this field. Travel bloggers are considered trustworthy when they recommend

you a place to visit or a hotel to stay.

CONGRUENCE BETWEEN INFLUENCERS, PRODUCT & CONSUMERS

Belanche et al 2019 in their study emphasized on the importance of congruency between
consumers, influencers and product. The general meaning of congruence is compatibility or
harmony. In psychology when a person’s ideal self and actual self are consistent with each
other a state of congruence exists. In consumer behaviour self-congruence is the state in
which an individual’s ideal image or actual self-image gets aligned with the brand image of
the endorser (Aaker 1999). As per the study companies should find influencers who are
congruent with companies’ product. In such scenarios followers will perceive the association
as natural rather than forced one. This kind of influencer marketing campaigns are considered

credible and helps in building positive image for the company.

State of self-congruence influences individuals’ self-concept. Consumers usually try to raise
their self-esteem by associating themselves with specific brands or products. Self-congruency
with an endorser can happen when consumer feels connection with the endorser in values or
cultural images (Lee & Kim 2005). Therefore, a customer establishes a positive connection
with an influencer whom they feel represent their ideal self (Boerman 2020).
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Balance theory (Heider 1946) predicts that psychological balance in people occurs with
cognitive consistency. It is the congruency between the self and the other person because of
which the stimulus given by one person is accepted by another. This helps in maintaining the
equilibrium or the balance. In Influencer Marketing too when the consumer feels a
congruence between the influencer and the stimulus provided by him in the form of product,
it is very likely that the consumer may accept the stimulus by the influencer. (Basil & Herr
2016). The theory is not only relevant in the field of psychology for understanding
relationships between people but it is also significant in the field of Marketing wherein
Marketers have to always choose an external entity for promoting their products. A high
congruence between the Influencer and the product leads to positive evaluation of the
product(Breves et al 2019).Balance theory(Heider 1946) is very beneficial for understanding
the psychology of the consumers and how they evaluate or reciprocate to a promotional
message or a commercial information from social media(Van Dam & Van Reijmerdal
2019).1t is the congruency between the Influencers and the consumers and congruency
between the consumers and the product that leads to Intention to purchase or even intention
to recommend the product to others(Belanche, casalo, Flavian & Ibanez-sanchez 2021).

Another theory that stresses on the importance of congruence is the cognitive dissonance
theory (Festinger 1957) which postulates that if people develop inconsistent cognitions, they
experience mental discomfort. This mental discomfort may create pressure to overcome the
situation. In long term consumers attitude, beliefs and behaviour requires coherence
(Festinger 1957).

QUALITIES OF INFLUENCERS

1.CREDIBILITY is the most important pillar of influencer Marketing. An influencer can only
influence a customer to purchase a product only when he or she is trusted .Before choosing
any influencers it is very important for marketers to see if they are a trusted name in their
field .1t is also important for the companies to decide whether the influencers they choose will
be paid for the promotion of their product or whether the influencers will be compensated in
the form of products or gifts .It is also important for the influencers to disclose if it’s a paid

partnership which most of the reliable influencers today do.

2.AUTHENTICITY-It is very important for influencers to provide authentic information to its
audience. A good influencer always does his research before promoting an idea and always

provide true and correct information to its audience
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3.POPULARITY-Only a popular influencer will have a large number of fan base and large
number of followers. Whosoever the influencer is, he or she should be popular amongst
people. Popularity does not mean that they are celebrity, they may be common people but
because they produce content that is so relevant that the audience feels connected with them
and follow them on a regular basis. Influencers are people who have large number of
followers who embody some expertise in a particular field or have some social appeal. People
usually follow people whom they feel display similar interests as theirs (Djafarova &
Reshworth 2017)

INFLUENCER MARKETING PLATFORMS

INFLUENCER MARKETING THROUGH INSTAGRAM- Today most of the brands continue
to look for new advertising techniques rather than following the old ones, they have increased
their efforts to endorse their products through influencers and reach a wider audience
(Veirman et al., 2017). Instagram is an influential social media platform that allows people to
share pictures, content in the form of writing, videos and short stories. It consists of several
interesting features (Casalo, Flavian, & Ibanez-Sanchez 2017). Instagram is one of the most
downloaded apps amongst all the other social media apps (Statistica 2019).Today anyone
who is interested in social media, is on Instagram. The main benefit of using Instagram is
because of its high engagement rate (Hsu & Lin 2020). Today’s generation is obsessed with
social media and so the Opportunity for growth not only lies for companies but, also for small
retailers who want to promote their business online. Many brands have their accounts on
Instagram and they work relentlessly to increase their reach by increasing their visibility in
the digital space. It is imperative for the influencers to connect with their audience in such a
way that the consumer feels that his personality matches with the influencer or his way of

thinking matches with the influencer.

INFLUENCER MARKETING THROUGH YOU-TUBE- YouTube was started in 2005, and
since then it is a popular social media platform. About 100 million videos stream every day
on You tube. People from different walks of life share their videos on You tube. They can be
teachers, students, journalists, actors, food bloggers, travellers, health influencers and many
more. On You tube people upload videos on the basis of their areas of interest and is
available for everyone who is interested in watching it. To maintain the privacy of a person
uploading a video, You tube provides the feature of disabling comments. YouTubers on
YouTube are the best example of influencer marketing as they highly influence people

through their videos. Their extent of influences depends on their way of presentation, their
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knowledge, their content quality and how well they are able to connect with their audience.
For some people they are so influential that they are seen as role models. You tubers can

easily influence the buying decisions of their followers.

INFLUENCER MARKETING THROUGH BLOGS-A blog is a regularly updated website or
web page, usually run by an individual or small group. A blog is mostly written in
conversational style or an informal way. It basically consists of texts, images or videos. Blogs
can play a vital role in promoting the products and services of a company and also lowers the
marketing budget. Blogs can create an impact on consumers mind only when they are very
well written, have necessary images to support the text, contains detailed videos on the given
area and has links that takes one to associated webpages to know more about other things or

to buy the product.

THE THREE R OF INFLUENCER MARKETING - REACH,
RELEVANCE AND RESONANCE

The average number of followers that an influencer has, is his average audience size also his
range to influence a specific number of people. Influencers can reach people through various
channels like Instagram, Facebook, Blogs, You tube etc (Sudha & Sheena 2017). Every
influencer can influence its audience by generating quality content images, writeups and
videos which is relevant to the audience reading or watching it. Relevance of an influencer
totally depends on how well they cater to the needs of its audience following it. The impact
an influencer makes on its audience is determined by their engagement rate. Higher
engagement rate depicts that a larger number of people engage with the influencer in the form
of likes and comments. It is also very important for the influencer to create connect that
resonates with its audience. The audience feel a personal connection and trust the influencer

to give their honest and genuine opinion (Sudha & Sheena 2017).

CHALLENGES WITH INFLUENCER MARKETING

1. INFLUENCER FRAUD-AS per the survey conducted by Mediakix, in the year 2019, 50%
of marketers mentioned fake followers as their main problem. Influencer fraud is a fraud that

relates to fake followers as it is very difficult to distinguish between real or fake followers in
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a digital platform. With the rise in social media and influencers, there is a race among
influencers to increase their visibility and to increase their fan base by each passing day. Fake
followers are used to boost the size of an influencer audience and give an impression that
they are liked by many people. There are also communities in Instagram who follow similar
type of account in order to receive a follow back. It helps in promoting one’s own account
and others account at the same time.so the number of followers may appear high but because

they did not grow organically, it is not going to serve the purpose.

2. MEASURING ROI -As per Mediakix, measuring ROI is the biggest challenge that a
marketer has to face when they associate with influencers for product promotion. Most of the
other digital channels like display advertisements or search engines can still be evaluated
through the number of clicks that’s happens on a particular advertisement but it is very
difficult to measure ROI in influencer marketing.

3.PROBLEMS WITH ORGANISING CAMPAIGNS-It is very difficult to find the right type
of influencers that comes under budget and also who can promote the brands and products in
the best possible way. As influencers come from every walk of life, sometimes
communicating with them can be an issue. It’s important to know here that they are not
professionals but they are popular so working with them sometimes can be a tedious job.
There are many time-consuming and manual processes involved in setting up an influencer

marketing campaign, managing contracts and handling payments.
CONCLUSION

Influencer marketing may seem to be a new field in marketing, but it is word-of mouth
marketing by people who have many followers and admirers in the digital space. Influencer
Marketing is more impactful than traditional marketing as the influencers communicates in
such a way that is informal and unstructured whereas in traditional marketing, when the
brands communicate, they communicate in a more formal way. That is the beauty of
influencer marketing that it gives a personal touch to the promotions. The way the influencers
promote a product is almost like giving advice to their near and dear ones. It’s the freedom to
speak whatever they wish to speak, the freedom to present the product in the manner they
want to, makes the influencer marketing so different and so impactful. The influencer
marketing industry is not very much different from any other emerging industry, the

successful marketers will be the ones that spot the opportunities and capitalize on them.
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