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Abstract

This chapter is designed to help marketers broaden their horizons to attract customers through
influencer marketing. The literature incorporated in the chapterprovide information about consumer
buying behaviour through inspiration from different people i.e., Influencers. The chapter followed
qualitative investigation with the support of content analysis and systematic literature review.
Protocol based questions were created around the following social media accounts: Facebook,
Instagram, YouTube, Tiktok, Twitter, LinkedIn, and Quora. The information in this chapter will
help marketers gain exposure on specific social media platforms based on the industry or market in
which they operate or market. To reach the right consumers in the right places, it is critical to use the
right platform. Understanding this aspect will help marketers generate leads by creating low-cost
campaigns.
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Introduction

‘What is Marketing?

Previous research scholars have described marketing in several ways. Marketing is the process of scheduling
and performing the ideation, valuing, advancement and circulation of concepts, products, and services to
generate interactions that gratify personal and organisational aims. (Cronje, et al 2007:283, Bennett, 1995).To
meet the varying needs and satisfy consumer’s interests associated with the products and services, several
executional tasks and decisions are associated with promotional decisions, in a volatile business environment
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(Schiffman&Kanuk 1994). Targeting the profit opportunities of the company’s products and service some
scholars linked the marketing objectives to the price. While some other have mentioned marketing as
mutually, beneficial exchange processes (Lamb, et al (2007:7). Marketing, according to them, is all about
discussions and interventions to advance the value of goods and services while also reaping some benefits
from the deployment of efficient managerial processes in order to meet the progressive, competitive, focused,
globalised, and more technologically driven market and customer demands. Marketing process, that meets the
long-term selling objective must meet some the following basic requirements like:

e Exhibition of varied service or products

e Ensure affordability to the product or services

o Ensure accessibility product or services

e Display of appropriate information about the service or products

e Extendingreachableresponse mechanism for buyers

e Reacting to product or service user feedback
The preceding discussion establishes that marketing is fundamentally a communication amongst marketers
and customers about goods and services, which requires management to make decisions about products and
services, promotions, selling location, and affordable prices based on the profile of a market segment (Cronje,
Toit, Motlatla, & Marais, 2007).

‘Who is an influencer?

The term influencer can refer to anyone who uses social media, from a fashion blogger on Instagram to a
wedding photojournalist on Pinterest to a cyber-security specialist who tweets on Twitter. Influencers
influence customers by suggesting and recommending products, services, or brands through various online
and offline platforms such as YouTube, Instagram, and TikTok, among others. Recognizing the right type of
influencer to have a strong impact on a specific target group by endorsing the right brand message relics a test
(Wong, 2014).Customers are expecting suggestions and recommendations from such opinion leaders, to make
an informed decision. The credibility and the knowledge about the products and services shared by the
influencers have direct influence on customer’s willingness ort intention to purchase the products (Berger &
Keller Fay Group 2016). Marketers make use of influencers for buyerprocurement and brand involvement,
better return on investment, trustworthy contents, improved engagement with the pertinent target spectators,
getting real-time replies from customers has ensuedthe risingacceptance of influencer marketing. The
influencers are performing anessential role in foundingcustomer opinions several aspects of product or
services as well as customers purchasing decisions. The study of the role of influencer has observed how
marketers and influencers are used transverselynumerouschannels.

Influencer marketing

In recent years, marketing has grown at an exponential rate. Businesses, as well as governments, are thinking
about new ways to market to consumers. Influencer marketing is a mix of old and new promotionmethods.
Incorporate celebrity endorsements into your most recent content-driven marketing movements. The main
distinction between influencer marketing and traditional marketing is that the operation's outcome is
determined by the collaboration of the brand and the influencer. Influencer marketing, on the other hand, is
not only reserved for celebrities. It is instead about influencers, many of whom are unaware that they are well
known for their offline activities. Influencer marketing appears to be the latest marketing trend, in which
organisations rely on people who are more credible to consumers by association. Most influencers
communicate with their viewers through social media, and amplified use of social media has subsidized
significantly to this increase.
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Some major corporations are heavily investing in influencers who recognize the importance of promoting
their products and services. The digital age, as well as the upsurge of social-media, havechangedcustomer
behaviour and commercialexchanges with consumers. Social media has advanced from being a vital network
for personsaround the globe to attach and communicate daily to a vitalpromotional tool with a
substantialinfluence on customer brand associations. Influencer-marketing is an essential component of any
digital marketing strategy for brands looking to broaden their reach and increase brand awareness. Influencer
marketing entails placing products in the feeds or stories of influencers. In this way, a company can more
effectively reach its target audience with the help of people who have a direct impact on their audience and a
positive perception and attitude toward their brand.

Growth of Influencer-Marketing
Each year, firms are conducting online reviews to learn how industries perceive influencer marketing. The
findings are undeniably positive, indicating that influencer marketing is now firmly entrenched and on the
increase as a preferred promotion strategy. This is a significant finding based on a survey conducted by the
Influencer-Marketing Hub 2021 and other current statistics.

a. Searches for "Influencer Marketing" have increased significantly.
Google search queries for the term "influencer marketing" have increased by 465 percent since 2016. It is
obviously a hot topic right now, and an increasing number of people are looking for influencer marketing
platforms plus agencies. The year 2019 was particularly active, with search volume for "influencer marketing"
increasing by 1500% between 2016 and 2019. However, search has slowed slightly since then, and many
people now use influencer marketing (Influencer marketing, 2020).

b. Influencer marketing is predictable to raise to a value of $13.8 billion by 2021.
COVID19 expects to accelerate the growth of influencer marketing in 2020, and this inclination is predictable
to endure in 2021. Influencer marketing is expected to grow from a $1.7 billion market in 2016 to a $9.5
billion market in 2020 and a $13.8 billion market in 2021. (Influencer marketing, 2020).

Estimated Influencer Marketing Growth (YOY)
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Fig. 1. Estimated influencer marketing growth (Influencer marketing, 2020).

c. Platforms and firmsattentive on influencer-marketing have doubled in the last two-years.

Companies are assisting in the search and selection of influencers and are constantly developing a
platform to make the system more transparent and user-friendly for both brands and influencers. Indeed, I
am. Meanwhile, a number of influencer marketing agencies have emerged. To avoid losing customers,
some traditional agencies are incorporating influencer marketing into their services. In the last year, 240
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new influencer marketing platforms and agencies have entered the market, adding to the 380 that existed
the previous year (Influencer marketing, 2020).

d. Influencer marketing has a high usualreceived media value per dollar consumed.
The Influencer Marketing Benchmark Report 2021 lacked the most recent Earned Media Value (EMV)
figures, but there were new figures in 2020. For each dollar expended on influencer marketing, businesses
receive $5.78 in advertising. Even if 25% of businesses lose money or break even, some earn up to § 18
EMYV for every $ 18 spent on influencers (Influencer marketing, 2020).
e. Many businesses now budget for both influencer and content marketing.
Content promotion is now so well recognised that 59 percent of venders have their own budget. According to
HubSpot, 70% of respondents use content marketing, which is lower than expected in some ways. Naturally,
some businesses that use the content market do so through a centralized marketing budget. Influencer
marketing is so popular that 75% of survey participants say they intend to invest in it in 2021. This figure is
significantly higher than the 37% who reported having a budget in 2017(Influencer marketing, 2020).
f.  Most businesses anticipate rising their budget for influencer marketing.
Clearly, businesses believe that influencer marketing is the way to go. In 2021, 62 percent of respondents
anticipate rising their influencer marketing budget(Influencer marketing, 2020).

Substantial Growth in Influencer
Campaigns in Q4 2020

62%
intend to increase their influencer marketing
budget
expect to keep their budgets the same as in
2020
unsure about how their how their influencer 20%
marketing budgets
would change 1226
intending to decrease their influencer 7%
marketing budgets

Influencer
MarkelingHun

Fig. 2.Significance of growth in influencer campaigns (Influencer marketing, 2020).

g. Majority marketers believe that influencer marketing is productive.
Venders and brands have a strong belief in the effectiveness of influencer marketing, which has caused in a
deluge of new write up over the last year. 90% of reviewparticipants believe that influencer marketing is an
activepromotion strategy. Since 2017, the statistics have remained relatively stable, and it is clear that this
positive attitude toward influencer marketing will persist.

Influencer and Influencer Marketing

The term influencer has recently been identified and used by the marketing discipline, indicating its practical
contributions to business. In the context of marketing, an external person influences the customer's purchasing
decision for any products or services (Brown & Hayes 2008). Marketers with influencers deploy options both
online and offline to connect with the projected target groups to endorse a brand's communication (Smart
Insights, 2017). According to Conick (2018), influencers gain customer trust on other online sources.
Customers try to avoid commercials use advertisementstoppers. In this case, influencer marketing is supposed
to be less invasive and more appealing than old-style online commercials such as pop-ups, banners, and so on.
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Influencers on online stands have emerged as dependable and righthandbases in the technology space
(Freberg et al., 2011). Several e-platforms, such as Facebook, YouTube, and marketers who use influencers to
involve with customers who typically avoid or evade announcementsusagein Instagram, and so on. Marketers
recognise the close relationship between influencers and consumers and are introducing brand personalities to
share the credibility and knowledge about the products with the consumers. Toprove the associationamongst
influencers and marketers, the Association of National Advertisers stated in April 2018 that about 58 percent
of brands available in the market had attachments with nearly twenty-five influencers in 2017 (Conick, 2018).
Many prospective customers to connect online now use peer-to-peer communication. Influencer marketing is
a social-media marketing strategy that involves working with well-known individuals, bloggers, and
individuals who have a large number of followers to promote their products and services.

‘What Influencer Marketing Doesn't Entail?

Influencer-marketing entails not only locating people with a spectator and paying attention to them, but also
allowing them to speak positively about you. That is the virus celebrity's goal. Influencers are individuals who
devote their time to constructing their own brand and caring for their viewers. Naturally, they protect their
reputation and the trust of those who rely on them. They are individuals with the fortitude and attention
needed to achieve on social-media one organic supporter at a time. These individuals are not attentive in
influencer-marketing for the sake of making money.

Influencer-marketing doesn’t yield instant results. It is a methodical approach, like social media and content
marketing, and campaigns do not sell products directly. Instead, it is to demonstrate the power,
trustworthiness, and thought-leadership of one’s industry. It can refer to anything you provide, such as when
someone says they are Xeroxing a paperas an alternative of copying it or vacuuming the ground instead of
vacuuming. It takes time to build a loyal and enthusiastic social media following. As a result, it is easy to
think that working with influencers is a simple way to gain access to your followers' hearts and minds, but it is
not. Before you can work with influencers, you must first earn their trust and respect.

Influencer marketing is simply marketing to influencers, according to one simple rule.

Traditional social media marketing enables brands to establish identities on any platform, identify who the
brand champion is over time, and grow their follower base. Consumers who express as ‘likes and share’
content or refer the brand in their postings fall into this category. Such supporters have the potential to
become personally devoted and to grow as part of anextremelycompartmentalisedteam of all-brand winners.
Initiatives to promote this group is primarily aimed at increasing its availability. One disadvantage of this
method is that a few of your brand's followers do not have sufficientsupporters to make a significant
difference. In fact, mostcommon people on social media do not. Majorityindividuals have a little network of
hundreds of friends and co-workers with a wide range of interests and likings.In the meantime, brands
difficult to curate and generatewrite ups that their followers can access in a meaningful way while still
maintaining the integrity of their brand.

Types of Influencers
Influencers are everywhere all around the world. Their main concern is to carefully tune their followers and

keep their prophecy as experts in their own niche market. These potential influencers act as the opinion
leaders in every market, whatever the industry the products and services belong to have a strong influence.
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The presence of influencers helps induce confidence and trust in the companies to target specific markets in
order to share the benefits and knowledge. The influencers are highly involved on all social media platforms
and network with their followers. They do several services, in the form of composing web logs or video
recordings, to advertising on their own individual websites. They make use of several day-to-day mediums
like photography, live streaming, stories, and blogs. The opportunities are unending for influencers when it
comes to obtaining innovative ways to join and communicate with their spectators. There are several types of
influences that exist in the market. These influencers are Nano-influencers, micro-influencers, macro-
influencers, and celebrity influencers. Details of such influencers are stated below.

Nano Influencers

In comparison with other forms of influencers, nano-influencers generally only have a few thousand
followers. These influencers have strong links with quality followers, though they are limited in quantity. One
of the advantages of nano influencers is their capacity to produce higher engagement rates since they have
faster and quicker connections with their followers.

Micro Influencers

With better reachability and quicker responses, the strength of micro influencers is much higher, viz., 10,000—
100,000 followers, in comparison with the nano influencers, and they are usually specialists in a particular
business or niche. Micro-influencers will be less expensive than macro-influencers and will be able to maintain
close relationships with their followers while delivering value-oriented results.

Macro Influencers

By performing a perfect middle-order role between micro-influencers and celebrity influencers (with anywhere
from 100,000 to 1 million followers), macro-influencers can gain access to a larger group of followers with
differing population identities. The larger volume of followers does not lead to higher engagement. Perfect
reachability to a larger group of followers will be difficult, resulting in lower engagement in the future.

Celebrity Influencers

As the name implies, the involvement of celebrity influencers costs money and necessitates more money. Due
to their celebrity status, they have a wider reach in comparison with other influencers. Celebrity influencers
normally have contact with millions of followers all over the world, in comparison with other types. Their use
of social media, as well as their ever-increasing reachability to followers, is the reason for their high
engagement rates.

E-WOM and influencers

One of the oldest way of passing information from one another is termed as WOM (Dellarocas, 2003). In the
context of marketing, WOM is a means of communication that can lead to personal influences on consumer
attitude, decision making and action (Ansary&Hashim, 2018). WOM has been a theme of investigation in
marketing literature for a long time, as an antecedent, mediator or consequence of consumer behaviour.
Consumers are found to be influenced by WOM. One of the earliest definitions of WOM describes it as ‘the
interchange of promotional information amongst customers in such a way that it affects buyers’ behaviour
and attitude significantly (Katz &Lazarsfeld, 1955). Web 2.0 has witnessed the widespread information
dissemination, online collaboration, connectivity and sharing of content among users became the norm of
society. Customers' choices for collecting impartial product data from other customers have been expanded by
the introduction of the internet enabled social-media and other sharing platforms, which also offers the
prospect for customers to extend their own consumption-linked suggestions by participating in E-WOM (Park
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& Lee, 2009). Consumers engage in E-WOM message using web-based customer opinion platforms (Thurau,
Gwinner, Walsh, & Gremler, 2004).Current promotion inclinations specify the increase of influencers as an
extension of word-of-mouth drives. As customers go to social-media stands, establishments are understanding
the supremacy of influencers in affecting a buying choice.

A systematic evaluation of the literature on the primary characteristics of E-WOM that influence perceptions
of its usefulness, notably in the context of international tourism, was done. Cheung et al., (2008) investigated
how inclined consumers are to accept online customer reviews. They discovered that the most beneficial
components of the argument quality leading to E-WOM acceptance are E-WOM comprehensiveness and
relevancy. The perceived usefulness and attitude, the main perceptual drivers of knowledge adoption, are
influenced by argument quality and source credibility (Bhattacherjee & Sanford, 2006). Larger quantity of
online reviews makes them more observable and attracts customers’ attention (Cheung & Thadani, 2010).
Extent and suitability of E-WOM data has noteworthyeffect on customer trust, that has suggestively positive
impact on buyingintents (Xiaorong et al., 2011). Liu and Park (2015) looked at the elements that influence the
perceived utility of online consumer reviews and discovered that a combination of messenger and message
characteristics influenced the perceived usefulness of reviews in a favourable way. They claimed that
consumer ratings are especially significant when purchasing experiential items because it is difficult for
individuals to gauge the quality of intangible objects prior to consumption. The perceived utility of E-WOM is
determined by aspects of E-WOM like as quality and quantity, source credibility, and the consumer's prior
knowledge (Bandyopadhyay, 2016).

The perceived usefulness of customer reviews has been found to be a significant predictor of consumers’ intent
to comply with a review (Bilgihan et al., 2016). E-WOM is perceived to be useful in travel planning and
decisions, as travellers think they are credible and of good quality (Chong et al., 2018). Determinants of the
perceived usefulness of travel appraisalinternet sites are useful and epicurean opinions, particularly the data
quality of E-WOM, inquisitiveness satisfaction and satisfaction in travel appraisal websites-usage. The
perceived usefulness of travel review websites certainly affects tourists’ E-WOM cohort, E-WOM usage and
buying choice(Wang & Li, 2019). While the literature on E-WOM and tourism considers the impact of several
variables E-WOM’s perceived usefulness among the travellers, the researchers have focused on the most
significant variables associated with the message characteristics — E-WOM quality and quantity and their
impact on perceived usefulness, for the purpose of the present research.

Underpinning theories of EWOM and influencers

Several factors measure the characteristics of E-WOM messages used by the influencers in the social media
platforms such as its valence, quality; understand ability, reliability, visual cues, volume etc. In addition, the
source and sender characteristics also play as important determinants affecting E-WOM adoption. The
intrinsic aspect of E-WOM messages measured by its quality and the extrinsic aspect of E-WOM messages,
measured by its quantity, found to be the most significant factors determining the E-WOM message
characteristics. As per the media richness theory, the quality of influencer’s messages will have a higher
impact on the users’ perception of their usefulness. The completeness, objectivity, and availability of
information in detail determine E-WOM quality. This, in turn, reduces potential travellers’ uncertainty and
increases their confidence in tour related decision making. Due to the uncertainty associated with virtual
communications, consumers feel that the opinions of majority are trustworthy. Integrating influencer’s role
and E-WOM, previous studies show that larger the quantity of E-WOM which are displayed in the websites
through influencer, higher is the trust among the customers regarding the perceived usefulness of the
messages. Hence, the most predominant variables associated with E-WOM message characteristics have been
determined as E-WOM quality and quantity, for the purpose of this study. Busied on the study of Information
Adoption Model (Sussman&Siegal, 2003), it may be stated that the perceived usefulness of E-WOM depends
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on the quality of the content, along with its volume and source credibility shared by the influencer. As per the
Elaboration Likelihood Model, E-WOM shared by the influencer and credible website contents can persuade
a person through two routes- the central route and the peripheral route. While the quality of arguments act as
a central influence, the volume of arguments persuades individuals peripherally (Bickart& Schindler, 2001).
According to Cognitive Fit Theory, a message with many arguments is useful and acceptable, as people think
that more is better (Park & Lim, 2008). These models thus explain that the quality and quantity of E-WOM
with influencer determines the perceived usefulness of messages and the final outcome of purchase intention.

Influencer Marketing Strategies

Influencer marketing (IM) is a common promotional term used by marketers. According to Forbes.com, IM is
defined as a method of promotion in which the emphasis is placed on specific people rather than the goal-
oriented market. Traditionally, firms used luminaries from film, sports, or famous musicians, among others,
as influencers to promote their products and services, assuming potential customers would try it out.
Glucksman (2017) The new industrial expansions and the appearance of social media have opened new
avenues for businesses to connect with customers directly and communicatively. As a result, previous works
from various research scholars have emphasised that IM is an important part of social media marketing and
social media influencers, who are redesigning customer relationships with brands in the digital age. (Taillon et
al., 2020).Several authors have mentioned how IM is closely related to social media apps. The influencer is a
group of social media advocates who determine the perspectives of their readers and audiences with the
mediums of blogs, tweets, comments, and the use of social media (Freberg, Graham, McGaughey&Freberg
2010). These personalities are well-known to thousands of social media followers, and they have earned the
trust and confidence of their followers through their endorsements and experiences. Saima and Khan (2020).
Influencers' suggestions and recommendations, which circulate on social media platforms, are well received
by followers who regard them as a reliable source (Agostino, Arnaboldi, &Calissano 2019). Nonetheless,
influencers differ from celebrities in terms of community symbolism. They generate private messages,
dynamically engage supporters in their involvements, and are interested in specific topics for niche societal
groups.
IM is a more dependable and natural type of advertising tool for influencing potential customers. Lou and
Yuan (2019) IM can produce earned or remunerated media in which companies use influencers for brand
references, merchandise appraisals, event exposure, and as product/brand ambassadors (Krasniak, 2016). The
influencer's fan base follows these dependable and trustworthy messages, which can cause them to go viral
(Santiago &Castelo, 2020). According to previous research, social media marketing and social media
influencers have taken over the role of superstars in bringing and recommending exclusive messages to the
public. Linn and Rebecca (2020). Facebook, Instagram, Snapchat, YouTube, and the most recent addition,
Tik-Tok, are the most popular social-media platforms for persuading. Social media influencers are typically
experts in a particular field, such as food, leisure, or entertainment.
Social media influencers are characterised into four clusters where firms can utilise their IM strategy
(Kadekova and Holiencionva (2018).
a. Blogger: The person who owns the website and shares reliableopinions and generateexclusivemessage
and distribute on social media stands.
b. Vlogger: People who develop effective video messages of varied comforts on YouTube to occupy
with followers and public.
c. Celebrity: Branded personality— can be a performer, lead singer,sportspersons etc. extensivelysuited
due to prevalent media and have a supporter base in varied social media platforms such as Instagram,
Facebook and Youtube.
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d. Instagrammer: These kinds of personalities are widespread among youth, and iscreated a follower
group in Instagramby means of high resolution photos and supportersreply with masses of hearts,
emojis and commentaries.

Thenewestfashion in the influencer marketing arena is the usage of live streaming videos (Twitch Influencers).

Such live streaming videos where the SMIs stream a live video message to their followers and the funded

content can be endorsed. (Woodcock & Johnson, 2018)

Instagram as influencer Acumens

a. Instagram has a huge quantity of photographs, videos and likes every day: - Instagram has full-grown in
acceptance in current years. It is overwhelming that handlers upload 95 million photos and videos per day
and make 4.2 billion posts. Photo posts presentlyexplain for 64.4 percent of all major Instagram feed
postings, trailed by carousel posts (18.8 percent) and video postings (16.8 percent ).

b. In the last four-years, Instagram's popularity has skyrocketed: - Instagram has benefited greatly from
Facebook's acquisition. With over 1.074 billion active users, Instagram's user base has exploded in
the Facebook era. The plot is also well known. Every day, 500 million people use Instagram stories.

Influencer Campaign channel utilization

Instagram 68%

@ TikTok 45%
ﬁ Facebook 43%
(>) YouTube 36%
o]

0[) Linkedin 16%
@ Twitter 15%

Fig. 3.Influencer campaigns channel utilisation (Influencer marketing, 2020).

c. Influencer followers vary greatly depending on Instagramniche: -Surprising differences exist in the
number of Instagram influencer followers. Influencers in the modelling and beauty industries are
extremely popular, with each having up to 20 million followers. There are fewer "superstars" and
lower average influencer follow-ups in other niches, such as lifestyle and music.
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d. Instagram influencer marketing spending is growing rapidly: -The amount of money brands spends
on influencers working on Instagram has increased significantly as a result of the general upsurge in
influencer-marketing and the risingsignificance of Instagram as a major social-media channel. In
2021, 55% of marketers want to use Instagram for influencer marketing, followed by YouTube. In
contrast, 43 percent used online ads, 35 percent TikTok ads, 29 percent TV ads, 20 percent OOH ads,
and 20 percent Twitch. Marketers anticipate that this inclination will endure until 2022.

e. Brand-sponsored influencer posts increase isever-increasing: -Influencers who have been sponsored
because of increased ad transparency regulations and brand awareness of influencer marketing. The
number of posts has exploded. The number of available positions more than tripled between 2015
and 2017, reaching 2.68 million. By 2020, there will be a significant increase to 6.12 million
sponsored posts. Since the introduction of COVID19, influencer-marketing has grown in popularity,
so the number is undoubtedly increasing.

f. Instagram engagement rate is considerably higher compared toTwitter nonetheless lower than
TikTok: -Instagram posts take longer to create, but they are more engaging than tweets because
tweets can disappear quickly from a user's feed. It has a high proclivity. Influencers through fewer
followers have an easier time building higher engagement charges on equally social media channels
than influencers with a large following. Influencers with fewer than 1,000 followers had a 7.2 percent
average on Instagram, a 1.4 percent average on Twitter, and a 9.38 percent average on TikTok. The
typicalinvolvement rate for mega-influencers with more than 100,000 followers is 1.1 percent on
Instagram, 0.3 percent on Twitter, and 5.3 percent on TikTok.

Case Study of an Influencer-Marketing Movement

The PewDiePie example above provides a better understanding on what an influencer marketing
movemententail. Nonetheless, it's difficult to see how this strategy could be thwarted in some of the less
glamorous business sectors. Consider the following example with this in mind. This is a content marketing
campaign aimed at increasing public awareness and participation in international conferences. Traditional
methods could have been limited to Search Engine Operations, Google Ads, and content endorsed on
LinkedIn and Twitter. Possibly a blog post will be written, something to share, something insightful, and it
will aid in the spread of the word.

As an alternative, the Content Marketing Institute has operated with top-tier promotion firms to advance
influencer marketing movements to convey a note. To be fair, the Content Marketing Institute already has an
extensive influencer system. To identify potential employees, it was as simple as asking who would speak at
the meetings they were promoting. They accomplished this by inviting speakers to share their perspectives and
content marketing advice. At CMI conferences, feedback and other materials are organized into four distinct
eBooks, individually with its own programming-related topic. On social media, they shared links from CMI,
top rankings, and influencers, allowing each eBook to be viewed as a SlideShare or downloadable PDF.
Curata is a software company that specializes in content curation and management platforms, took over the
entire initiative. The campaign has a large number of participants, but notice how everyone benefits from it:
Meetings are free, entertaining, and valuable to the audiences who are invited. I was given some information.

e SlideShare has had over 230,000 people view ebooks, with an additional 4,000 downloading PDFs.

o The platform has been used by participating influencers to increase their participation in conference
sessions. The availability of ebooks has increased their chances of drawing people's attention to what
they're talking about, all has contributed to their status as trusted and appreciated experts in their
field.

e The CMI gained the desired presence and strengthened their belt by hosting (and pulling) another
major meeting with them at the centre of the action.
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e  Curate achieved all of this while attracting more than 1,000 new leads to the market. This win / win
/ win condition is what attracts people to IM. These campaigns contain no promotional tricks, and
dishonest celebrities aren't laughing at products they've never used. Consider the following: The
author of a book on content marketing commissioned the CMI Conference Campaign, which served
solely as content marketing for other campaign marketers.

e They are all "trade secrets" experts, but the campaign was a success. And the reason for this is that
there is no secret in this case.

e An effective social marketing occursfor the reason that it is simply a public interface.

e The finest content advertising works since the data is extremely beneficial.

The best influencer marketing mechanism occurfor the reason that credibility and true authority rely on both
social and content marketing tools that are already in the audience's minds.

Influencer Marketing Ethics

As it is observed in other forms of marketing strategies, the influencer marketing has also observed some
downsides, mostly when related to the ethics and moral of paying somebody to endorse a brand or product
over social media. It is imperious that industries and trades do their investigation when it relates to influencer
marketing integrities and identifying the correct influencer to promote their brand. If the companies are not
following such kind of influencing practices, it has its severe impact on product and service marketing among
customers. Guidelines set forth by the Federal trade commission are positioned to assist the influencer
marketplace truthful and to attempt and put a stop to misleadingpublicity. A proper knowledge and
understanding of such policies and guidelines can extend betterfooting for firms infounding their own set of
influencer marketing ethics.
To protect the companies from any form running into an influencer marketing-ethics-nightmare,the current
worksuggested following steps:
e Producestrong disclosures for influencers to contain in their columns, as well as incorporate in firm
media kits.
e Accomplish thorough study of influencers before associating with them to ensure their fake identity.
e Recurrentlyengage intoregular audits of influencers and carefullytrail influencer operations to
confirmeverybody is playing by the rubrics when it comes to appropriaterevelations.

Conclusion

The purpose of this chapter is to identify social media influencer markets for trust, product reviews, opinions,
and potential purchases. Gender has no effect on credible opinions, credible product reviews, or purchase
potential, according to statistical tests. However, different age groups have shown significantly positive results
in terms of credible social medicine opinions, credible product reviews, and purchase potential. All other
groups have the greatest impact on people between the ages of 22 and 25. This phenomenon suggests that,
because of social media, young people who are graduating or are about to graduate are the most affected
groups. This chapter finding will help marketers gain exposure on specific social media platforms based on
their industry or the industry to which they are marketing. To reach the right consumers in the right places, it
is critical to use the right platform. Understanding this factor will help marketers generate leads through low-
cost campaigns.

Marketers should keep in mind that using paid reviews to impose influencers may not be as effective as using
free reviews. As a result, rather than paying influencers, the goal is to impress them enough that they will talk
about their products. Samples and giveaways to influencers can encourage them to recommend your brand to
their audience. Such reviews, however, are honest and do not have to be positive. As a result, marketers must
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contact the right influencers and offer only the most relevant and personalized products. Providing them with
products that are more useful to marketers than influencers can backfire. Marketers must also concentrate on
reaching consumers who have significant purchasing power or can influence their purchasing behaviour. It is
necessary to reach a large audience in order to establish your brand, but it is also necessary to increase sales
and revenue through this type of marketing. Although it could be argued that the primary purpose of
influencer marketing is to increase brand awareness, marketing must ultimately benefit the company and
contribute to its profits. To achieve their objectives more effectively, marketers must keep their goals (more
audiences or more sales) in mind when selecting influencer marketing campaigns.

By communicating credibility, this study investigated the impact of influencer attributes on consumers'
purchasing intentions in the Indian context. The positive correlation between different influencer
characteristics and consumer willingness to buy can be used to predict influencer success as a brand advocate.
Some survey characteristics were significant in terms of consumers' purchasing intentions, while others were
not. Credibility, followed by influencer credibility, had the greatest direct impact on purchasing intent. When
it comes to influencer credibility, the most important factor was credibility, followed by information quality
and entertainment value. Furthermore, influencer credibility only conveyed a portion of the relationship
between credibility and consumer purchasing intent. The connection between the value of entertainment, the
quality of information, and the willingness to purchase is well communicated. As a result, to positively impact
consumer credibility and, ultimately, increase purchase intent, brands must select trustworthy influencers who
create high-quality content while remaining entertaining.
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