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ABSTRACT: This study explores the potential of influencer marketing as a means of increasing brand recognition
among specific segments. With digital content and social platforms at the forefront, influencers are playing an
increasingly crucial role in determining consumer perception of brands as well as purchasing decisions. In an emphatic
way, we gathered primary data by means of surveys and examined how consumers react to campaigns executed by
influencers on platforms such as Instagram (for example, YouTube) and TikTok. They assessed the impact of
influencers' brand recall and recognition on factors such as influence-by-influence survivor, influence from audience,
content authenticity (such as Twitter or Facebook), and platform type. We found that influencer marketing has a
significant impact on brand awareness when influence from influence repositories (i.e., marketers) align with audience
sentiment and resonate within the brand. Stronger brand associations are formed through greater trust and relatability
among microinfluencers. The influence of digital endorsements is evident in the Gen Z and millennial generations."'.
Consistency, consistency, and transparency are key factors in determining the success of campaigns as highlighted by
the study. Marketing professionals can gain insight from these insights to improve their influencer partnership.

KEYWORDS: Gen Z marketers; Brand Awareness; Credibility; Influencer Marketing; Microinfluencers; Theoretical
frameworks.

L. INTRODUCTION

The advent of social media platforms in the last decade has brought about a significant shift in how people engage with
brands. Consumers are no longer content-focused and passively receiving information. Why? The outcome is
marketing strategies that prioritize influencer-driven models, with a focus on authenticity and trust. This trend
continues today. A growing trend of brands turning to influencers to create bespoke, story driven content that resonates
with them and helps people feel it.

Social media influencers' credibility has been harnessed by influence mania to drive brand-consumer engagement
through influence, leading to the development of influence marketing. Consumers are increasingly trusting influencer
recommendations as traditional advertising loses its effectiveness due to ad fatigue. Through platforms like Instagram,
YouTube, and TikTok you can find genuine promotions that are personalized and resonate more deeply than traditional
advertisements.

II. PROBLEM STATEMENT

The gap between measurable impact and expected outcomes is still present, despite the fact that brands are heavily
investing in influencer marketing. The success of influencer campaigns depends on the level of engagement and brand
loyalty. Therefore, marketers require a better understanding of the factors that contribute to cost-effective and effective
campaigns.

Empirical evidence on the effectiveness of influencer marketing in enhancing brand awareness is still lacking, despite
widespread adoption. To ensure successful marketing, it is essential to evaluate influencer credibility, audience

engagement, content authenticity, and platform preference.
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III. LITERATURE REVIEW

Further analyses have scrutinized the psychological factors that contribute to influencer success. By examining social
proof theory, parasocial interaction, and credibility-based persuasion models from various perspectives, it is possible to
gain insight into the increasing role of influencer. It has been suggested by some studies that campaign outcomes can be
negatively impacted by influencer fatigue and oversaturation, necessitating careful influence ration of influence
relations.

Studies indicate that influencers of moderate size are more likely to engage with a brand, while perceived credibility is
linked to brand recall. (De Veirman et al, 2017). How does this theory hold? According to Boerman et al, 2017,
transparency has a greater impact on trust, and micro-influencers tend to have more robust brand connections than
macroinfluenced individuals (Jin & Mugaddam, 2019). Growth is driven by storytelling, which has a positive impact on
recall in niche markets (Geyser, 2020).

Objectives of the Study.

1. Assess the influence of endorsees on brand reputation.

2. Analyze consumer confidence in influencers versus traditional advertising.

3. Assess the influence of macro, micro (and nano) influencers on brand awareness.
4. Which social media channels are the most effective in increasing your audience?

Hypothesis Development.
HO1: Influencer marketing has little to no effect on brand recognition.
Influencer marketing is a key factor in brand awareness for H11.

IV. METHODOLOGY

In addition to the survey, there were 20 questions that analyzed demographic history and patterns of social media use as
well as perceptions of influencer credibility and how those factors influenced brand related decisions. This was a pilot
experiment in which the clarity and reliability of the questions were improved with only. The last questionnaire was
distributed through Google Forms and responses were analyzed using SPSS software.

Using online platforms, a structured survey was distributed to 200 individuals aged 1845, and descriptive research was
conducted. Percent distributions, descriptive statistics, correlation analysis and ANOVA were used to examine the
relationships between influencer variables and brand awareness metrics.

V. RESULTS AND INTERPRETATION

A more extensive examination revealed that brand recognition and emotional attachment were significantly influenced
by various engagement metrics such as likes, comments, and shares. Those who regularly checked out influencer
content reported having a higher likelihood of brand names being remembered and making further purchases. Peer
recommendations for a brand were strongly linked to trust in influencers, as indicated by regressive analysis.

The 18-24 age group was found to have a percentage of 65% in the survey, with 50% showing interest in influencer
content on Instagram. A further 45% of purchases were determined by video reviews, with 40% relying on influencer
reviews. Mean and trust were significantly rated by mean scores for review influence (Mean=4.3) and confidence
(Mean = 4.1), as per descriptive statistics. R=0.72) and that influencer reviews had strong positive correlation with
purchase patterns. Consumer trust was found to vary significantly based on the type of review in the ANOVA (F=5.45,
p>0.001).

IJIRSET©2025 | AnlISO 9001:2008 Certified Journal | 17589



http://www.ijirset.com/

ﬂﬂﬁé International Journal of Innovative Research of
:IJ3j Science, Engineering and Technology (IJIRSET)

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710|
Volume 14, Issue 7, July 2025

|DOI: 10.15680/IJIRSET.2025.1407062|
VI. FINDINGS

1. Influence on Brand Recognition and Recall

The study showed that influencer marketing significantly improves both brand recognition and recall, especially among
younger consumers. Respondents aged 18 to 24, representing Gen Z, displayed high levels of brand awareness when
they saw influencer-led content. Frequent exposure to digital endorsements increased the chances of remembering the
brand and taking actions afterward, like following the brand or considering a purchase.

2. Role of Trust in Influencer Marketing

Trust was identified as a key factor affecting consumer behavior. Participants expressed more trust in influencers than
in traditional advertising methods. Regression analysis confirmed that trust in influencers strongly predicted consumers'
willingness to recommend brands to their peers, highlighting the persuasive power of credible and relatable online
personalities.

3. Effectiveness of Micro-influencers

Micro-influencers, who have moderate follower counts, were found to be more effective than macro-influencers in
driving engagement and brand connection. Their smaller but more targeted audiences led to higher levels of
authenticity, relatability, and trust. This resulted in stronger brand associations and deeper consumer loyalty.

4. Platform Preference and Effectiveness

Among the platforms analyzed, Instagram was identified as the most influential for influencer marketing. Fifty percent
of respondents preferred it for engaging with influencer content. Its visual and interactive features, including stories and
polls, made it ideal for effective campaigns. YouTube and TikTok also proved effective, particularly for content like
tutorials, unboxings, and lifestyle vlogs.

5. Impact of Content Format on Recall

Short-form video content was especially effective in enhancing brand recall. Content formats like “a day in the life,”
product reviews, and behind-the-scenes footage humanized the brand and increased emotional connection with the
audience. These storytelling techniques helped people remember brand messages better than static or overly polished
ads.

6. Engagement Metrics and Consumer Behavior

Higher engagement metrics, such as likes, comments, and shares, were positively linked to increased brand awareness.
Respondents who frequently interacted with influencer content were more likely to remember the brand and take
further action, including making purchases or recommending the product to others.

7. Generational Differences in Influence

The study found clear generational differences in responsiveness to influencer marketing. Gen Z and younger
millennials were significantly more influenced by digital endorsements than older age groups. They valued
authenticity, an informal tone, and entertaining content—qualities that are often emphasized in influencer marketing
campaigns.

8. Importance of Transparency and Disclosure

Transparency was noted as a crucial factor for the success of influencer campaigns. Clear disclosures of paid
partnerships were found to increase trust and credibility. Respondents were more likely to trust influencers who openly
shared details about sponsorships, which improved the overall impact of the campaign.

VII. SUGGESTIONS

Target Gen Z audiences through short-form video content and partnerships with micro-influencers for campaigns.
Invest in video reviews that are of good quality, including unboxings and tutorials.

To prevent fraudulent engagement, use Al tools to verify the authenticity of information.

Engage in two-way audience engagement by incorporating interactive elements such as polls and Q&A.

Keep sponsorships confidential by disclosing information.
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VIII. CONCLUSION

Finally, influencer marketing is more than just a promotional tool -- it's an effective way of strategic communication.
Its potential to enhance brand engagement and build a loyal following is unmatched when planned with data analysis in
mind. Future studies could explore how cultural context affects the influence of those influences, especially in
developing markets.

Brand awareness can be enhanced by using influencer marketing, especially when targeting digitally native consumers.
Successful implementation requires genuine alignment among influencers, engaging content formats, and openness
practices. To maximize ROI, brands must incorporate influencer content into their marketing strategies and utilize
robust metrics to monitor performance.
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