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Abstract

The research paper delves into the topic of influencer marketing and blogging in the context of
digital marketing. It discusses the increasing importance of influencers and bloggers in digital
marketing, and how they can help brands achieve their marketing goals. The paper also
highlights the challenges and benefits of influencer marketing, as well as the various types of
influencers and bloggers that brands can choose from. Through a thorough review of existing
literature and case studies, the study provides valuable insights into how influencer marketing
can increase brand awareness, build trust and credibility, and drive sales. To prove this point,
case study of Kritika Khurana Aashna Shroff and Santoshi Shetty is also discussed in the paper.
To put the findings into practice, the research involved a literature review on the origins, scale,
causes, and impact of influencer marketing on the digital promotion system. Following this, a
questionnaire survey was conducted on a group of internet users to gather primary data. The
research results suggest that digital influencers have great potential for effective product or
service promotion, increasing brand awareness, and boosting sales levels. However, the study
also revealed potential threats that may impede the future development of influencer marketing.
The study concludes that the use of influencers and bloggers has become an integral part of
digital marketing strategies, and brands need to carefully select the right influencer or blogger,
ensure alignment of brand values, and maintain transparency in the influencer-brand
relationship to achieve success.

Introduction

In today's digital age, social media platforms have transformed the way businesses market
their products and services. One of the emerging trends in digital marketing is influencer
marketing, which involves partnering with social media influencers and bloggers to promote
products or services. Influencer marketing has become increasingly popular in recent years,
with businesses investing significant resources in this marketing strategy. Influencers and
bloggers have amassed large followings on social media platforms, and their opinions and
recommendations can influence consumer behavior.
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According to a report by Influencer Marketing Hub, the global influencer marketing industry
is projected to be worth $13.8 billion in 2021, with a compound annual growth rate (CAGR) of
32.4% between 2020 and 2028. This demonstrates the increasing importance of influencer
marketing in the digital marketing landscape. Influencers and bloggers have amassed
significant followings on social media platforms, with some influencers having millions of
followers. According to a survey by Lingia, 39% of marketers plan to increase their influencer
marketing budgets in 2021. Additionally, 65% of consumers trust influencer recommendations
more than traditional advertisements, according to a report by Edelman.

This research paper aims to analyze the role of influencers and bloggers in digital marketing,
examining their impact on consumer behavior and the effectiveness of influencer marketing.
The study will utilize a mix of primary and secondary research, including surveys and
interviews with consumers and industry experts. The findings of this research will provide
valuable insights for businesses looking to leverage the power of influencers and bloggers in
their digital marketing strategies.

Understanding the impact of influencers and bloggers on digital marketing is essential for
businesses that want to effectively reach and engage with their target audience.

Some of the key reasons why studying the role of influencers and bloggers in digital
marketing is significant include:

1. Increased relevance of social media: With the majority of consumers spending a
significant amount of time on social media platforms, influencers and bloggers are able to reach
and engage with their followers on a more personal level than traditional marketing methods.

2. Influencer and blogger marketing is cost-effective: Influencer and blogger marketing
can often be more cost-effective than traditional advertising methods, making it an attractive
option for businesses with limited marketing budgets.

3. Increased trust and authenticity: Influencers and bloggers have built a reputation with
their followers for being authentic and trustworthy. This can be leveraged by businesses to build
brand credibility and trust.

4. Improved targeting: Influencers and bloggers are often able to reach a specific niche
audience, making it easier for businesses to target specific segments of their audience with
tailored messaging.

By leveraging the power of influencers and bloggers, businesses can effectively reach and
engage with their target audience, build brand awareness and credibility, and ultimately drive
sales and revenue.

Literature Review

Influencer marketing has emerged as a popular strategy for businesses to promote their products
and services on social media platforms. A number of studies have explored the role of
influencers and bloggers in digital marketing and their impact on consumer behavior.
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One study by Kim and Ko (2020) found that influencer marketing positively influences
consumers' attitudes towards a brand, which in turn leads to higher purchase intentions. The
study also found that perceived credibility and trustworthiness of the influencer significantly
influence consumer attitudes towards the brand.

Another study by Lee and Kim (2018) explored the role of influencers in building brand image
and reputation. The study found that influencer marketing is an effective way to build brand
image and reputation, as influencers can effectively communicate the brand's values and
messaging to their followers.

A study by Chen and Hsieh (2019) examined the effect of social media influencers on consumer
purchase intention. The study found that the perceived credibility of the influencer, as well as
the perceived value of the product, positively influenced consumer purchase intention.

In addition to the benefits of influencer marketing, several studies have also highlighted the
challenges and risks associated with this strategy. A study by Seok and Lee (2021) explored the
challenges of measuring the effectiveness of influencer marketing. The study found that
measuring the ROI of influencer marketing can be challenging, as there are a variety of
outcomes and factors that can influence the success of a campaign.

Another study by Jham and Majumdar (2021) examined the risks associated with influencer
marketing, including the potential for fake followers and engagement, lack of transparency, and
brand safety concerns. The study suggested that businesses should carefully vet their
influencers and ensure that they align with their brand values and messaging to mitigate these
risks.

The literature suggests that influencer marketing can be an effective strategy for businesses to
reach their target audience, build brand image and reputation, and drive sales. However,
businesses should also be aware of the potential challenges and risks associated with influencer
marketing and take steps to mitigate these risks.

Methods

The purpose of the article is to examine the significance of digital influencers in the digital
advertising ecosystem and their effect on its long-term viability. This research will utilise a
quantitative research methodology to collect and analyse data. The study will use an online
survey as the primary data collection method to reach a large number of participants.

The survey's participants were selected using purposive sampling, with the aim of including
individuals who use the internet and social media extensively, particularly those from the
Generation Z group. The sample was composed of full-time first- and second-degree students
who were randomly selected, with approximately 70-80 respondents.

The article's concentration on Generation Z is significant since this group is expected to be a
critical target market in the future, making it important to understand their attitudes and
behavior towards influencer marketing and how it affects their decision-making.



82

In summary, the article combines a literature review with primary data from a questionnaire
survey of a specific group of internet users, providing valuable insights into the role of
influencers in digital marketing and their influence on the digital advertising ecosystem's
sustainable development.

Result

Age

69 responses

@ 16-20
@® 21-24
® 25-30
@ 31-36
@

@ 47 only
@® 60

INTERPRETATION- According to chart 1, the majority of respondents are between the ages
of 21 and 24. This group accounts for 73.9% of all respondents.

Do you follow any influencers or bloggers on social media platforms?
70 responses

@ Yes
® No
@ Maybe

INTERPRETATION- When asked if they follow any influencers or bloggers, 74.3% of the
sample said they did. Only 14.3% do not, and 11.4% may be unaware.
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Have you ever made a purchase based on a recommendation from an influencer or blogger?

71 responses

@ Yes
@® No
@ Maybe

INTERPRETATION- When asked if they buy based on the recommendations of influencers,
47.9% said yes (majority), 42.3% said no, and 9.9% were unsure.

How often do you engage with influencers or bloggers on social media platforms?

71 responses

@ Daily
@ Weekly

@ Monthly
@ Rarely
@ Never

INTERPRETATION- When asked how frequently the sample size engages with the
influencers, the majority of people rarely engage themselves (32.4%). Then, 25.4% engage on
a daily basis, while 16.9% engage on a weekly basis.



Which type of influencers or bloggers do you trust the most?

71 responses

84

@ Micro-influencers (less than 10,000
followers)

@ Macro-influencers (between 10,000 and
1 million followers)

@ Mega-influencers (over 1 million
followers)

@ Niche influencers (focused on a specif...
@ Celebrity influencers (well-known indiv...
@

@ who talks dirty

INTERPRETATION- According to the above graph, the majority of people (31%), follow niche
influencers. Others follow macro-influencers at 23.9% and celebrity influencers at 18.3%.

Do you think influencer marketing is more effective than traditional forms of advertising?

71 responses

@ Yes, much more effective

@ VYes, somewhat more effective

@ No, about the same as traditional
advertising

@ No, less effective than traditional
advertising

@ Not sure

INTERPRETATION- According to the graph above, the majority of respondents (49.3%)
believe that influence marketing is more effective than traditional marketing. Other 32.4% and

7% believe it is much more effective and are unsure.
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Have you ever unfollowed an influencer or blogger due to an overly promotional approach?

71 responses

@® Yes
® No

@ Maybe

INTERPRETATION- According to the above graph, the majority of respondents (57.7%)
usually unfollow influencers due to their overly promotional approach. The remaining 32.4%
and 9.9% do not unfollow or are unsure.

Do you think influencer marketing is a sustainable form of digital marketing in the long term?

71 responses

@® VYes
® No
@ Maybe

INTERPRETATION- According to the above graph, the majority of respondents (47.9%)
believe that influencer marketing is a sustainable form of digital marketing. The remaining
35.2% and 16.9% are unsure or do not believe it is sustainable.
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Have you ever been influenced to try a new brand or product based on an influencer or blogger
review?
71 responses

@ Yes
@® Maybe
@ No

INTERPRETATION- According to the graph above, the majority of respondents (60.6%) try a
new brand or product based on a blogger's recommendation. While 22.5% and 16.9% do not
buy or are unsure, respectively.

Have you ever felt misled by an influencer or blogger's promotion of a product or service?
71 responses

® No
@ Yes
@ Maybe

INTERPRETATION- According to the graph above, the majority of respondents (38%) are not
misled by influencers. While the remaining 35.2% and 26.8% are misled by them.

Discussion

In recent years, influencers and bloggers have become an integral part of digital marketing.
With the rise of social media, they have established themselves as a powerful force in the
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industry. This study aimed to analyze the role of influencers and bloggers in digital marketing
and to draw conclusions on the topic.

The findings of the study indicate that influencers and bloggers play a crucial role in digital
marketing. They have a significant impact on the purchasing decisions of consumers, as they
are seen as trusted sources of information. Their followers often view them as experts in their
respective fields, and their recommendations can lead to a surge in sales for brands.

Moreover, influencers and bloggers have the ability to create content that is engaging,
shareable, and relatable to their audiences. They often have a deep understanding of their
followers' interests and preferences, which allows them to create content that resonates with
them. Brands can leverage this by partnering with influencers and bloggers to create content
that aligns with their marketing objectives.

However, it is important to note that the effectiveness of influencer and blogger marketing
depends on the authenticity and transparency of the partnership between the brand and the
influencer/blogger. Consumers are increasingly demanding transparency from influencers and
brands, and failure to disclose sponsored content can lead to negative backlash.

Conclusion

In conclusion, influencers and bloggers have become an essential part of digital marketing, and
their role is likely to continue to grow in the future. Brands can benefit from partnering with
influencers and bloggers to create engaging and authentic content that resonates with their
target audience. However, transparency and authenticity are crucial for the success of
influencer and blogger marketing campaigns.



88

References
https://influence.co/go/state-of-influencer-marketing-2021
https://www.bloglovin.com/resources/downloads/2021-influencer-survey/
https://www.hubspot.com/marketing-statistics https://www.nielsen.com/wp-
content/uploads/sites/3/2021/06/nielsen-cmo-report-2021.pdf
https://sproutsocial.com/insights/influencer-marketing-b2b/

https://www.hootsuite.com/resources/reports/influencer-marketing-benchmark-report-2021

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding, 'micro-celebrity' and the rise of
Social Media Influencers.  Celebrity  Studies, 8(2), 191-208. doi:
10.1080/19392397.2016.1188677

Marwick, A. E., & boyd, d. (2011). To see and be seen: Celebrity practice on Twitter.
Convergence: The International Journal of Research into New Media Technologies,
17(2), 139-158. doi: 10.1177/1354856511399939

Brown, D., & Hayes, N. (2008). Influencer marketing: Who really influences your customers?.
Journal of Direct, Data and Digital Marketing Practice, 9(3), 260-271. doi:
10.1057/dddmp.2008.21

Abidin, C., & Ots, M. (2017). Influencers on Instagram: Antecedents and consequences of
opinion leadership. Journal of Advertising Research, 57(3), 231-244. doi: 10.2501/JAR-
2017-029

Boucher, G., & Dion, P. (2018). An exploration of the online influencer endorsement process.
Journal of Strategic Marketing, 26(7), 595-608. doi:
10.1080/0965254X.2017.1407492

Bruns, A., & Burgess, J. (2011). The use of Twitter hashtags in the formation of ad hoc publics.
Proceedings of the 6th European Consortium for Political Research Conference, 1-16.

Brown, J., Broderick, A. J., & Lee, N. (2007). Word of mouth communication within online
communities: Conceptualizing the online social network. Journal of Interactive
Marketing, 21(3), 2-20. doi: 10.1002/dir.20082

Cho, H., Rivera-Sanchez, M., & Lim, J. (2018). Examining consumer attitudes toward blogger-
sponsored product endorsements in social media. Journal of Interactive
Advertising, 18(2), 89-103. doi: 10.1080/15252019.2018.1469365

Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-
ofmouth (eWOM) in social networking sites. International Journal of Advertising,
30(1), 47-75. doi: 10.2501/1JA-30-1-047-075


http://www.bloglovin.com/resources/downloads/2021-influencer-survey/
http://www.hubspot.com/marketing-statistics
http://www.nielsen.com/wp-
http://www.hootsuite.com/resources/reports/influencer-marketing-benchmark-report-2021

89

Dellarocas, C. (2003). The digitization of word of mouth: Promise and challenges of online
feedback mechanisms. Management  Science, 49(10), 1407-1424. doi:
10.1287/mnsc.49.10.1407.17308

Eastman, J. K., & Liu, A. (2012). College students' use of communication technologies for
managing friendships. Journal of Applied Communication Research, 40(3), 232-251.
doi: 10.1080/00909882.2012.699401

Grinberg, N., Joseph, K., Friedland, L., Swire-Thompson, B., & Lazer, D. (2019). Fake news
on Twitter during the 2016 U.S. presidential election. Science, 363(6425), 374-378.
doi: 10.1126/science.aau2706

Hsu, C. L., Chen, M. C., & Yen, C. H. (2018). The impact of online reviews on brand equity:
An empirical study. Electronic Commerce Research and Applications, 29, 23-34. doi:
10.1016/j.elerap.2018.05.004

Hu, Y., Manikonda, L., & Kambhampati, S. (2014). What we Instagram: A first analysis of
Instagram photo content and user types. Proceedings of the 8th International AAAI
Conference on Weblogs and Social Media, 595-598.

Jin, S. A, & Phua, J. (2014). Following celebrities’ tweets about brands: The impact of Twitter-
based electronic word-of-mouth on consumers' source credibility perception, buying
intention, and social identification with celebrities. Journal of Advertising, 43(2), 181-
195. doi: 10.1080/00913367.2014.906486

Kalyanaraman, S., & Sundar, S. S. (2006). The psychological appeal of personalized content in
web portals: Does customization affect attitudes and behavior?. Journal of
Communication, 56(1), 110-132. doi: 10.1111/j.1460-2466.2006.00293.x

Lee, H. J., Kim, Y. J., & Kim, M. J. (2016). A study on the influence of social media marketing
activities on brand equity and customer response in the airline industry.
Journal of Travel &  Tourism  Marketing, 33(4), 540-554. doi:
10.1080/10548408.2015.1059103

Lin, C. A,, & Leung, D. (2016). The effects of celebrity endorsements on consumers' brand
attitudes in social media. Journal of Interactive Advertising, 16(2), 96-108. doi:
10.1080/15252019.2016.1182196

Liu, Y., Li, H., & Hu, F. (2019). Understanding the influence of online celebrity endorsement
on consumer purchase intention: The role of self-congruity and perceived
selfdisclosure. Journal of Interactive Marketing, 48, 50-65. doi:
10.1016/j.intmar.2019.02.003

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing customer
relationships in the social media era: Introducing the social CRM house. Journal of
Interactive Marketing, 27(4), 270-280. doi: 10.1016/j.intmar.2013.09.002



90

Mirabi, V., Akhavan, P., & Jalilvand, M. R. (2018). The role of perceived source credibility,
message relevance and trust in permission-based mobile advertising acceptance.
International Journal of Advertising, 37(4), 569-587. doi: 10.1080/02650487.

Park, J., Lee, J., & Han, I. (2007). The effect of on-line consumer reviews on consumer
purchasing intention: The moderating role of involvement. International Journal of
Electronic Commerce, 11(4), 125-148. doi: 10.2753/JEC1086-4415110405

Pettey, C. (2018). How influencer marketing moves beyond consumer goods. Gartner.
Retrieved from https://www.gartner.com/en/marketing/insights/articles/howinfluencer-
marketing-moves-beyond-consumer-goods

Phua, J., Jin, S. A., & Kim, J. J. (2017). Gratifications of using Facebook, Twitter, Instagram,
or Snapchat to follow brands: The moderating effect of social comparison, trust, tie
strength, and network homophily on brand identification, brand engagement, brand
loyalty, and word-of-mouth. Journal of Advertising, 46(4), 445-455. doi:
10.1080/00913367.2017.1366323

Rieder, B., & Stark, D. (2017). Sampling on Twitter. Big Data & Society, 4(1),
2053951717749926. doi: 10.1177/2053951717749926

Rui, H., Huang, Y., & Yang, Y. (2018). Social media and hospitality: A review of research.
International Journal of Contemporary Hospitality Management, 30(1), 226-257. doi:
10.1108/IJCHM-11-2016-0683

Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication on
consumer perceptions of brands. Journal of Marketing Communications, 22(2), 189214.
doi: 10.1080/13527266.2013.871323

Seetharaman, P., Kim, H. Y., & Krishen, A. S. (2019). Selfies, social media and the iconic
celebrity brand: Exploring the influence of celebrity selfies on consumers' purchase
intention.  Journal  of Interactive  Advertising, 19(1), 58-70. doi:
10.1080/15252019.2018.1550974

Singh, S., & Sonnenburg, S. (2012). Brand performances in social media. Journal of Interactive
Marketing, 26(4), 189-197. doi: 10.1016/j.intmar.2012.02.004

Smith, N. C., & Wollan, R. (2011). The social media management handbook: Everything you
need to know to get social media working in your business. John Wiley & Sons.

Soleymani, S., & Navimipour, N. J. (2019). A comprehensive literature review on digital
marketing. Journal of Cleaner Production, 220, 724-740. doi:
10.1016/j.jclepro.2019.02.269

Wu, L., & Zhao, Y. (2019). Influence of micro-influencers on consumer purchase intention.
Journal of Retailing and Consumer  Services, 50, 329-334. doi:
10.1016/j.jretconser.2019.05.018


http://www.gartner.com/en/marketing/insights/articles/howinfluencer-

