International Journal of Scientific Research and Engineering Development-— Volume 9 Issue 5, Sep-Oct 2026
Available at www.ijsred.com

IMPACT OF INFLUENCER MARKETING ON PURCHASE
DECISIONS OF CONSUMERS

An Empirical Study (FY 2020-21 to FY 2024-25 with Projections to FY 2026-27)

Submitted by: Research Guide:
Nikhilesh Band (ERP ID: WMBF25088) Prof. Nitin Ganorkar
MBA Department Assistant Professor, Dept. of Business Administration

Wainganga College of Engineering and Management Wainganga College of Engineering and Management,
Dongargaon, Nagpur, Maharashtra, India Nagpur
Email: nitinganorkar@gmail.com

ABSTRACT

Social media driven commercial ecosystems have radically transformed modern retail by shifting traditional promotional
strategies toward peer-led digital endorsement. This research paper evaluates the empirical impact of influencer marketing
on consumer purchase decisions and brand conversion efficiency. Analyzing longitudinal sector-wide data from leading
consumer goods and e-commerce platforms across FY 2020-21 to FY 2024-25, along with predictive projections through

FY 2026-27, this study tracks key performance metrics including Influencer Engagement Trust Score (IETS), Social
Commerce Conversion Rate (SCCR), and Direct Purchase Intent Rate (DPIR). Empirical evaluation indicates that firms
expanding authentic influencer partnerships experienced a proportional surge in direct purchase conversion from 28.4% to
58.6%. Pearson correlation analysis confirms a highly significant positive association(r = 0.971 for Influencer Trust Score

vs. Conversion Rate; r = 0.954 for Trust Score vs. Direct Purchase Intent), establishing that perceived authenticity directly
drives consumer decision-making and operational yield.

Keywords: Influencer Marketing, Consumer Purchase Decision, Social Commerce, Trust Index, Conversion Rate, Brand
Loyalty, Consumer Behaviour.

1. INTRODUCTION

The paradigm of digital consumer engagement has transitioned from passive advertisement absorption to active
social interaction. Influencer marketing—defined as the strategic leverage of content creators with dedicated online
followings—has emerged as a foundational driver of contemporary brand building. By blending organic content
creation with subtle product placement, influencers serve as trusted opinion leaders whose recommendations carry
distinct socio-psychological weight among target consumer demographics.

Unlike traditional celebrity endorsements, modern micro and macro-influencers foster bidirectional engagement,
establishing high levels of perceived relational authenticity and social accessibility. As social media platforms
integrate seamless in-app shopping capabilities, the friction between initial product exposure and final checkout has
declined drastically. Consequently, understanding the quantifiable mechanisms through which influencer credibility
impacts consumer decision-making pathways is vital for modern strategic brand deployment.

2. CONCEPTUAL FRAMEWORK

The influence of creator endorsement on consumer choice operates through the Source Credibility Model
(attributing trust to expertise and trustworthiness) and Social Proof Theory. Consumers seek peer validation to
reduce risk perception during online evaluation, transforming creator recommendation into a psychological catalyst

for purchase execution.
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3. STATEMENT OF THE PROBLEM & RESEARCH OBIECTIVES

Despite substantial corporate capital reallocation toward influencer collaborations, organizations frequently struggle
to quantify the direct impact of content creator endorsements on ultimate transaction execution. Misalignment
between creator demographics and target audiences, coupled with rising consumer skepticism toward sponsored
disclosures, presents a major strategic challenge. This study investigates the longitudinal evolution of influencer
marketing efficacy from FY 2020-21 to FY 2024-25 and projects its trajectory through FY 2026-27, measuring
whether enhancements in influencer credibility correlate directly with heightened purchase intent and conversion
rates.

3.1 Primary Research Objectives

® To evaluate the growth trends of Influencer Engagement Trust Scores (IETS) across retail consumer segments.

® To compute and analyze key conversion metrics, including Social Commerce Conversion Rate (SCCR) and Direct
Purchase Intent Rate (DPIR).
To examine the empirical correlation between influencer trust indices and final consumer purchase decisions.

To propose actionable managerial guidelines for optimizing return on investment in creator marketing.

3.2 Hypotheses for Exploratory Testing

Hgq: There is no significant linear association between Influencer Engagement Trust Score (IETS) and Social Commerce
Conversion Rate (SCCR).

Hjyq: There is a significant linear association between Influencer Engagement Trust Score (IETS) and Social Commerce
Conversion Rate (SCCR).

Hy,: There is no significant linear association between Influencer Engagement Trust Score (IETS) and Direct Purchase
Intent Rate (DPIR).

H1,: There is a significant linear association between Influencer Engagement Trust Score (IETS) and Direct Purchase
Intent Rate (DPIR).

4. REVIEW OF LITERATURE

Sharma and Kapoor (2022)investigated consumer trust dynamics in social media commerce across tier-1 and
tier-2 Indian metropolitan centers. Their empirical findings demonstrated that micro-influencers (10,000 to 100,000
followers) generate up to 60% higher engagement performance per interaction than mega-celebrities, primarily due
to higher niche topical expertise and relatable lifestyle positioning.

Mehta, Joshi, and Verma (2023)evaluated impulse purchase triggers within digital retail applications. Their
structural equation modeling revealed that real-time video demonstrations by trusted creators significantly reduce
cognitive hesitation, thereby lowering shopping cart abandonment rates during high-involvement retail events.

Deshmukh and Kulkarni (2024)xamined the attribution mechanisms of digital marketing spend across fast-
moving consumer goods (FMCG). Their financial study showed that campaigns integrating authenticated creator

reviews achieved a 35% higher return on ad spend (ROAS) compared to unassisted display banner placements.

5. RESEARCH METHODOLOGY

This empirical study adopts a quantitative longitudinal design. Sector-wide aggregated panel data from 120
leading digital-first consumer platforms were collected across five fiscal years (FY 2020-21 to FY 2024-25), with
algorithmic linear projections formulated for FY 2025-26 and FY 2026-27. Statistical tools include Pearson
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6. DATA ANALYSIS & EMPIRICAL METRICS

Table 1 summarizes the 5-year empirical trends alongside 2-year forward projections for core metrics evaluated
across digital retail sectors.

Influencer Trust Score Social Conversion Rate Purchase Intent Rate  Avg. Order Value

Fiscal Year
(%) (%) (%) ®)
FY 2020-21 42.0% 2.10% 28.4% 1,250
FY 2021-22 51.5% 2.85% 34.2% 1,480
FY 2022-23 64.0% 3.60% 42.8% 1,820
FY 2023-24 76.5% 4.45% 51.0% 2,150
FY 2024-25 85.0% 5.30% 58.6% 2,540
FY 2025-26
90.5% 5.95% 64.2% 2,850
(P)
FY 2026-27
) 94.0% 6.40% 68.5% 3,100

1002 Influencer Trust Score == Purchase Intent Rate
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Figure 1: Influencer Trust Score (%) vs Direct Purchase Intent Rate (FY21-FY25)

7. STATISTICAL CORRELATION ANALYSIS

Pearson correlation coefficients () were calculated over the 5-year empirical dataset (n = 5) to test the exploratory

hypotheses.
Variable Relationship Pearson Corr. (r) t-Statistic p-Value Null Hypothesis Decision (a = 0.05)
Trust Score vs. Conversion Rate 0.971 7.025 <0.01 Reject Hy¢ (Significant)
Trust Score vs. Purchase Intent 0.954 5.512 0.012 Reject Hp, (Significant)
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8. EMPIRICAL FINDINGS & STRATEGIC INTERPRETATION

1. Direct Conversion Scaling Empirical data confirm that as brand-creator collaboration transparency elevated
the Influencer Trust Score from 42.0% to 85.0%, the Social Commerce Conversion Rate increased by 152% (2.10%
to 5.30%). Authenticity in creator endorsements directly diminishes buyer hesitation.

2. Intent & Value Multiplier: Direct purchase intent rose in parallel from 28.4% to 58.6% (r = 0.954).
Furthermore, the Average Order Value (AOV) more than doubled over five years ( 1,250 to %2,540), demonstrating
that creator recommendations effectively cross-sell premium consumer items.

9. RECOMMENDATIONS FOR STRATEGIC MANAGEMENT

® Prioritize Long-Term Creator AlliancesReplace transaction-based, single-post sponsorships with multi-month

ambassador programs to foster genuine creator-brand alignment.
Diversify across Micro & Nano NetworksReallocate marketing budgets toward highly engaged micro-influencers
who yield higher niche credibility at a lower customer acquisition cost (CAC).

Implement Transparent DisclosuresAdhere strictly to commercial sponsorship guidelines to uphold consumer trust
while maintaining ethical advertising standards.

10. LIMITATIONS & SCOPE FOR FUTURE RESEARCH

This study relies on aggregated industry metrics, which may obscure nuances across distinct product categories
(e.g., fashion vs. consumer electronics). Future studies should employ panel regression models across specific
demographic cohorts and evaluate regional language creator dynamics over a broader longitudinal timeframe.

11. CONCLUSION

This paper establishes that influencer marketing significantly impacts consumer purchase decisions within modern
retail environments. The strong, statistically significant correlations (r = 0.971 and r = 0.954) demonstrate that
perceived creator credibility directly accelerates conversion rates and elevates purchase intent. Strategic brand
growth relies on nurturing authentic creator partnerships and aligning product messaging with consumer value
expectations.
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