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IMPACT OF SOCIAL MEDIAL INFLUENCERS ON 

BRAND PROMOTION AMONG YOUTH 

CHAPTER ONE 

INTRODUCTION 

1.1 Background to the Study 

In the digital age, the landscape of marketing has transformed significantly, with social 

media platforms becoming a dominant force in brand promotion. Traditional advertising 

methods, such as television commercials and newspaper ads, are gradually being 

overshadowed by the rise of digital marketing strategies, including influencer marketing. 

Social media influencers, individuals who have amassed a large following on platforms 

such as Instagram, TikTok, YouTube, and Twitter, have become key players in shaping 

consumer behaviours, especially among the youth. 

Young people today spend a significant portion of their time online, engaging with 

influencers who share content ranging from lifestyle and fashion to technology and 

entertainment. These influencers build trust with their audience, often serving as opinion 

leaders whose endorsements can significantly impact purchasing decisions. Companies 

now collaborate with influencers to market products and services, leveraging their 

credibility and reach to promote brand awareness and loyalty. The growing influence of 
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social media personalities has raised questions about the effectiveness of influencers 

marketing compared to traditional advertising methods. While brands see influencers as an 

effective marketing tool, concerns exist regarding authenticity, transparency, and the 

ethical implications of influencer endorsements. 

The rapid rise of social media has significantly altered the landscape of communication, 

marketing, and brand promotion. Over the past two decades, social media platforms such 

as Facebook, Instagram, Twitter, YouTube, Snapchat, and TikTok have evolved from mere 

social networking sites to powerful marketing tools that influence consumer behavior. As 

the digital space grows, so does the emergence of social media influencers—individuals 

who have built substantial followings through consistent content creation, engagement, and 

credibility in their respective niches. These influencers, often regarded as modern-day 

celebrities, have become key players in brand promotion, particularly among young 

consumers. Marketing strategies have evolved alongside technological advancements, 

shifting from traditional advertising methods, such as television commercials, print ads, 

and radio promotions, to more interactive and personalized digital marketing approaches. 

Social media influencers serve as intermediaries between brands and consumers, using 

their platforms to endorse products and services in a manner that appears authentic and 

relatable. Unlike conventional celebrity endorsements, influencer marketing capitalizes on 

the trust and engagement that influencers establish with their audiences. Many brands, such 

as Nike, Coca-Cola, Fenty Beauty, and Samsung, now allocate significant portions of their 
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marketing budgets to influencer collaborations, leveraging their ability to shape consumer 

perceptions, preferences, and purchasing decisions. 

The effectiveness of social media influencers in brand promotion can be attributed to 

several factors, including their ability to engage audiences through various content formats 

such as video reviews, live sessions, interactive Q&A segments, and behind-the-scenes 

glimpses into their daily lives. Platforms like Instagram and TikTok allow influencers to 

create visually compelling content that resonates with young audiences, making brand 

messaging more appealing and persuasive.  

1.2 Statement of the Problem 

The rapid evolution of social media has fundamentally transformed the marketing 

landscape, giving rise to new strategies for brand promotion. Among these strategies, 

influencer marketing has emerged as one of the most powerful tools for engaging and 

persuading consumers. Social media influencers, who have built credibility and large 

followings in various niches, now play a pivotal role in shaping consumer preferences and 

purchasing decisions. However, while influencer marketing has gained significant traction, 

there remain several critical issues that necessitate academic inquiry and extensive 

analysis. 

Despite the potential benefits, influencer marketing is not without challenges. Issues such 

as influencer credibility, fake followers, deceptive advertising, and audience saturation 
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raise concerns about the long-term sustainability of this marketing approach. Furthermore, 

the extent to which influencer marketing translates into actual consumer purchases remains 

a topic of debate. Given these concerns, this study seeks to investigate how social media 

influencers shape brand promotion among youth, determining the effectiveness of 

influencer marketing and the factors that influence youth purchasing decisions. 

1.3 Objectives of the Study 

The objectives of this study include: 

1. To examine the role of social media influencers in brand promotion among youth. 

2. To analyze the impact of influencer marketing on youth purchasing behaviour. 

3. To assess the effectiveness of influencer marketing compared to traditional 

advertising. 

4. To investigate the factors that contribute to the credibility and influence of social 

media influencers. 

5. To explore the ethical concerns surrounding influencers marketing. 

1.4 Research Questions 

1. How do social media influencers contribute to brand promotion among youth? 
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2. What impact does influencer marketing have on youth purchasing behaviour? 

3. How does influencer marketing compare to traditional advertising methods in terms 

of effectiveness? 

4. What factors determine the credibility and influence of social media influencers? 

5. What ethical issues are associated with influencer marketing? 

1.5 Research Hypotheses 

H1: Social media influencers have a significant impact on brand promotion among youth. 

H2: Influencer marketing positively influences youth purchasing behavior. 

H3: Influencer marketing is more effective than traditional advertising in engaging youth 

consumers. 

H4: The credibility of an influencer significantly affects their ability to promote brands. 

H5: Ethical issues in influencer marketing affect consumer trust and brand loyalty. 

1.6 Significance of the Study 

The influence of social media on consumer behavior has become a pivotal area of study in 

digital marketing. With the rise of social media influencers as key players in brand 
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promotion, understanding their impact on youth consumers is crucial for businesses, 

marketing professionals, policymakers, and researchers. This study aims to provide 

extensive insights into how social media influencers shape brand perceptions, purchasing 

decisions, and consumer trust. The findings will have far-reaching implications for various 

stakeholders, including brands, advertisers, consumers, and regulatory bodies. 

1. Contribution to Marketing and Brand Promotion Strategies 

One of the most significant contributions of this study is to the field of marketing. Brands 

and businesses, both large and small, invest substantial resources in influencer marketing 

without fully understanding its effectiveness or limitations. By analyzing the impact of 

social media influencers on youth consumers, this study will help businesses refine their 

marketing strategies, ensuring they partner with the right influencers to achieve maximum 

reach and engagement. It will provide empirical data on whether influencer-driven 

promotions lead to increased sales, brand loyalty, or mere short-term engagement. 

Furthermore, this study will offer insights into the effectiveness of different categories of 

influencers-such as macro-influencers, micro-influencers, and nano-influencers. Many 

brands assume that influencers with larger followings yield better results, but research 

suggests that engagement rates among smaller influencers can often be higher. This study 

will help brands determine which type of influencers are most effective in reaching their 

target youth audience and driving authentic consumer engagement. 
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2 Understanding Youth Consumer Behaviour 

Young consumers are among the most active users of social media and are highly 

influenced by digital content. However, little research has been conducted to explore the 

psychological and behavioral factors that make youth particularly susceptible to influencer 

marketing. This study will examine: 

 How youth perceive influencer recommendations 

 The level of trust they place in influencers compared to traditional advertisements 

 The extent to which influencers shape their purchasing decisions 

 The long-term impact of influencer marketing on brand loyalty 

By exploring these aspects, the study will provide valuable insights into digital consumer 

psychology, helping businesses tailor their marketing approaches to better resonate with 

young audiences. 

3 Implications for Advertising Standards and Consumer Protection 

The increasing commercialization of social media has raised concerns about ethical 

marketing practices and consumer protection. Many influencers engage in undisclosed 

sponsorships, misleading promotions, and exaggerated claims that can deceive consumers. 

This study will highlight the ethical implications of influencer marketing, emphasizing the 
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need for clearer regulations and advertising standards to protect consumers from deceptive 

practices. 

The research will also contribute to discussions on regulatory policies surrounding 

influencer marketing. Regulatory bodies such as the Federal Competition and Consumer 

Protection Commission (FCCPC) and other consumer rights organizations can use the 

findings to advocate for stricter guidelines on influencer disclosures, truth in advertising, 

and transparency in sponsored content. 

4 Insights for Influencers and Content Creators 

This study is not only relevant to businesses but also to social media influencers 

themselves. Many influencers struggle with maintaining authenticity while fulfilling brand 

sponsorships. This study will provide insights into: 

 The factors that influence audience trust and engagement 

 Best practices for balancing paid promotions with genuine content 

 The long-term sustainability of influencer marketing as a career 

By understanding how their audience perceives influencer-brand collaborations, 

influencers can refine their content strategies to build stronger and more credible 

relationships with their followers. 
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5 Academic Contribution to Digital Marketing and Media Studies 

This research will serve as an important academic resource in the fields of digital 

marketing, media studies, consumer behavior, and communication studies. It will provide 

empirical evidence and theoretical perspectives that future researchers can build upon. 

Given the rapidly evolving nature of social media, this study will also serve as a foundation 

for ongoing academic discussions on the future of influencer marketing. 

Additionally, students, lecturers, and scholars in business and communication studies will 

benefit from this research as it offers real-world insights into modern marketing strategies. 

Universities and research institutions can use this study as a case study for courses on 

marketing, social media strategies, digital advertising, and consumer psychology. 

1.7 Scope of the Study 

The study focuses on social media influencers and their impact on brand promotion among 

youth, with a particular emphasis on the effectiveness of influencer marketing strategies. 

The research will consider various social media platforms, including Instagram, TikTok, 

and YouTube, and analyze youth engagement with influencers in different industries. 

Given the vast nature of social media marketing, it is essential to define the specific areas 

covered in this research to ensure a focused and in-depth examination. 
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1 Target Demographic: Youth Consumers 

The study focuses primarily on youth consumers, typically aged between 18 and 35 years 

old. This age group was chosen because: 

 They represent the largest segment of active social media users. 

 They are highly engaged with influencer content across platforms. 

 They are key decision-makers in modern consumer markets. 

The study will explore how youth interact with influencer promotions, how their 

purchasing decisions are shaped by influencer endorsements, and whether they develop 

long-term brand loyalty due to influencer marketing. 

2 Social Media Platforms Covered 

This study will focus on major social media platforms where influencer marketing is most 

prevalent, including: 

 Instagram (high engagement for fashion, beauty, lifestyle brands) 

 TikTok (fast-rising platform for viral marketing and youth-driven trends) 

 YouTube (long-form content, product reviews, and influencer storytelling) 

 Twitter/X (influencer commentary and brand discussions) 

 Facebook (wider audience reach but lower youth engagement compared to newer 

platforms) 
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These platforms were chosen because they represent the core digital spaces where 

influencers interact with youth and shape brand perceptions. 

3 Types of Influencers Examined 

This study will categorize influencers into different tiers to analyze their varying impacts: 

 Mega-Influencers (celebrities with over 1 million followers) 

 Macro-Influencers (influencers with 100,000–1 million followers) 

 Micro-Influencers (influencers with 10,000–100,000 followers) 

 Nano-Influencers (influencers with fewer than 10,000 followers) 

By comparing these categories, the research will determine which type of influencers are 

most effective in brand promotion among youth consumers. 

4. Geographic Focus 

The study will focus on youth consumers within Nigeria, particularly university students 

and young professionals, as they represent a significant portion of active social media users. 

However, findings may have broader implications for other regions with similar digital 

marketing trends. 
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5. Research Methodology 

The study will employ a combination of quantitative surveys, interviews, and content 

analysis to provide a holistic view of influencer marketing effectiveness. 

1.8 Limitations of the Study 

Possible limitations include difficulty in obtaining accurate data on influencer 

effectiveness, potential biases in respondent perceptions, and the constantly evolving 

nature of social media trends. Despite the significance of this study in understanding the 

impact of social media influencers on brand promotion among youth, it is important to 

acknowledge its limitations. Every research study faces certain constraints that may affect 

the depth and accuracy of its findings. The limitations of this study include: 

1.8.1 Rapidly Changing Social Media Trends 

One of the primary limitations of this study is the constantly evolving nature of social 

media platforms and trends. New platforms, features, and influencer marketing strategies 

emerge frequently, making it difficult to capture a static picture of influencer impact. By 

the time this research is completed, newer trends may have already altered consumer 

behavior, requiring ongoing studies to maintain relevance. 
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1.8.2 Difficulty in Measuring Direct Impact 

While social media influencers are known to shape consumer perceptions, accurately 

measuring their direct impact on purchasing decisions can be challenging. Many factors 

contribute to a consumer’s decision to purchase a product, including price, quality, peer 

recommendations, and personal preferences. Isolating the specific influence of social 

media influencers from these other factors may be difficult, making it challenging to 

determine the precise extent of their impact. 

1.8.3 Potential Bias in Self-Reported Data 

This study relies on surveys, interviews, or focus groups to collect data from young 

consumers regarding their interactions with influencers. However, self-reported data is 

often subject to biases such as social desirability bias, where respondents may provide 

answers they believe are socially acceptable rather than reflecting their true behaviours. 

Some respondents may also overestimate or underestimate the extent to which influencers 

affect their purchasing decisions. 

1.8.4 Limited Generalizability of Findings 

Since this study focuses on youth as the primary demographic, its findings may not be fully 

applicable to other age groups. While young consumers are the most active social media 

users, older demographics may respond differently to influencer marketing. Additionally, 
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cultural differences, regional variations, and socioeconomic factors may influence 

consumer behaviour, limiting the generalizability of the study’s findings to all youth 

populations globally. 

1.8.5 Challenges in Distinguishing Authentic vs. Paid Influencer Endorsements 

Another limitation of this study is the difficulty in distinguishing between genuine 

influencer recommendations and paid sponsorships. While influencers are required to 

disclose sponsored content, some still promote products without clear disclosure, making 

it hard to assess the authenticity of their endorsements. This may affect the accuracy of 

responses from youth consumers, as they may not always recognize when an influencer is 

being compensated for a promotion. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

The rise of social media has transformed the global marketing landscape, with influencers 

emerging as a dominant force in brand promotion. Unlike traditional advertising methods, 

influencer marketing leverages the credibility and reach of individuals with substantial 

online followings to influence consumer behavior. This chapter provides an extensive 

review of existing literature on the impact of social media influencers on brand promotion 

among youth. It explores key concepts, theoretical frameworks, historical evolution, 

influencer marketing strategies, consumer engagement models, and the ethical implications 

of influencer-driven brand endorsements. 

By examining scholarly sources, industry reports, and empirical studies, this chapter aims 

to establish a comprehensive understanding of influencer marketing’s effectiveness and its 

implications for businesses and consumers. The review will also identify gaps in the 

literature, providing a foundation for the research questions and hypotheses of this study. 
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2.2 CONCEPTUAL FRAMEWORK 

2.2.1 Definition of Social Media Influencers 

Social media influencers are individuals who have built a strong personal brand on digital 

platforms and possess the ability to affect the opinions, behaviours, and purchasing 

decisions of their audience. According to Freberg et al. (2011), influencers are “third-party 

endorsers who shape audience attitudes through blogs, tweets, and other social media 

channels.” They are often categorized into different tiers based on their following size and 

engagement levels: 

 Mega-Influencers: Celebrities with over a million followers (e.g., musicians, 

actors, athletes). 

 Macro-Influencers: Individuals with 100,000 to 1 million followers who have a 

broad but niche-relevant audience. 

 Micro-Influencers: Social media personalities with 10,000 to 100,000 followers, 

often seen as more relatable and trustworthy. 

 Nano-Influencers: Users with fewer than 10,000 followers who specialize in 

hyper-specific communities and are highly engaged with their audience. 

Each influencer category has distinct advantages in brand promotion, with micro- and 

nano-influencers often yielding higher engagement rates due to their close relationships 

with followers. 
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2.2.2 Definition of Brand Promotion 

Brand promotion refers to the strategic efforts used by businesses to increase awareness, 

credibility, and customer engagement with their products or services. It encompasses 

various marketing tactics such as advertising, public relations, sponsorships, and digital 

marketing. Influencer marketing falls under digital brand promotion, as it integrates social 

media personalities into marketing campaigns to drive brand awareness and sales. 

2.2.3 Characteristics of Effective Influencers in Brand Promotion 

Research highlights several key attributes that make an influencer effective in brand 

promotion: 

1. Authenticity: Influencers who share genuine personal experiences and 

opinions tend to be more persuasive. 

2. Engagement Rate: An influencer’s level of interaction with followers (likes, 

comments, shares) often determines their promotional effectiveness. 

3. Niche Expertise: Influencers who specialize in a specific area (e.g., fashion, 

technology, fitness) tend to have more credibility within their domain. 

4. Trust and Credibility: Consumers rely on influencers they perceive as 

knowledgeable and transparent. 
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Understanding these characteristics helps brands identify the right influencers to partner 

with for targeted marketing campaigns. 

2.3 THEORETICAL FRAMEWORK 

This study is anchored on several communication and marketing theories that explain the 

effectiveness of social media influencers in brand promotion. 

2.3.1 Source Credibility Theory 

The Source Credibility Theory (Hovland & Weiss, 1951) suggests that a message’s 

effectiveness is highly dependent on the credibility of its source. Credibility is determined 

by two main factors: 

 Expertise: The influencer’s perceived knowledge and authority on a subject. 

 Trustworthiness: The influencer’s honesty and integrity in promoting products. 

In influencer marketing, consumers are more likely to trust recommendations from 

influencers they perceive as credible, making credibility a crucial factor in brand 

promotion. 
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2.3.2 Social Learning Theory 

Bandura’s Social Learning Theory (1977) states that people learn behaviours through 

observation and imitation of others. This theory explains why youth are particularly 

influenced by social media personalities. When influencers showcase products in their 

daily lives, followers are likely to replicate their purchasing behaviour, believing that it 

aligns with a desirable lifestyle. 

2.3.3 Two-Step Flow Theory of Communication 

The Two-Step Flow Theory (Lazarsfeld et al., 1944) suggests that media messages do not 

directly influence consumers but are instead filtered through opinion leaders who shape 

public perception. Influencers act as modern-day opinion leaders, interpreting brand 

messages and making them more relatable to their audience. 

These theoretical perspectives provide a foundation for understanding why influencers are 

effective in brand promotion, particularly among young consumers who actively engage 

with digital content. 

2.4 EVOLUTION OF INFLUENCER MARKETING 

2.4.1 From Celebrity Endorsements to Digital Influencers 

Traditionally, brands relied on celebrity endorsements to promote their products. However, 

with the advent of social media, influencer marketing emerged as a more relatable and cost-
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effective alternative. Unlike celebrities, social media influencers maintain direct 

engagement with their followers, creating a sense of personal connection that enhances 

trust. 

2.4.2 Rise of Social Media Platforms in Brand Promotion 

Several platforms have played a significant role in shaping influencer marketing: 

 Instagram: Ideal for lifestyle, fashion, and beauty influencers. 

 YouTube: Popular for long-form content such as reviews and tutorials. 

 TikTok: Effective for viral marketing and short-form content targeting younger 

demographics. 

 Twitter/X: Used for real-time brand interactions and discussions. 

Each platform offers unique opportunities for influencer-driven brand promotions, 

requiring brands to tailor their strategies accordingly. 

2.5 IMPACT OF SOCIAL MEDIA INFLUENCERS ON YOUTH CONSUMER 

BEHAVIOUR 

2.5.1 The Role of Influencers in Purchase Decisions 

A study by Djafarova & Rushworth (2017) found that youth consumers are more likely to 

trust influencer recommendations than traditional advertisements. Influencers create a 
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sense of familiarity, making their endorsements feel like personal recommendations rather 

than sales pitches. 

2.5.2 Psychological Influence of Influencers on Youth 

Influencer marketing taps into psychological principles such as: 

 The Bandwagon Effect: Consumers follow influencer-endorsed trends to feel 

socially included. 

 Aspirational Buying: Youth purchase products endorsed by influencers to align 

with a perceived lifestyle. 

Understanding these psychological influences helps brands design more effective 

influencer-driven marketing campaigns. 

2.6 RESEARCH GAPS IN EXISTING LITERATURE 

While several studies have explored influencer marketing, gaps remain in understanding 

its long-term impact on brand loyalty among youth. Additionally, most research focuses 

on Western markets, with limited studies on influencer marketing in African contexts. This 

study aims to fill these gaps by providing a comprehensive analysis of influencer-driven 

brand promotion among Nigerian youth. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

The methodology of a research study is the foundation upon which the entire study is built. 

It determines the validity, reliability, and generalizability of the findings. A well-structured 

methodology ensures that the research objectives are effectively addressed through 

appropriate research design, data collection techniques, and analytical methods. This 

chapter provides a detailed explanation of the methodology used in investigating the impact 

of social media influencers on brand promotion among youths. The rise of social media 

has significantly transformed marketing strategies across industries. Traditional 

advertising methods such as television commercials, newspaper advertisements, and radio 

jingles have gradually given way to digital marketing approaches, with influencer 

marketing playing a prominent role. Social media influencers have emerged as key players 

in brand promotion, shaping consumer preferences and purchasing decisions, particularly 

among youths. With platforms like Instagram, TikTok, YouTube, and Twitter (X) 

providing vast opportunities for brand visibility, influencers have become powerful 

intermediaries between brands and consumers. 

To understand the extent to which social media influencers impact brand promotion among 

youths, a rigorous research methodology is required. This chapter discusses the research 

design, target population, sampling techniques, sources of data collection, instrumentation, 
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validity and reliability measures, methods of data collection, and data analysis techniques. 

Additionally, ethical considerations are outlined to ensure that the study adheres to 

established research standards. 

3.1.1 The Role of Research Methodology in Social Media Studies 

The field of social media research is dynamic, requiring methodologies that are adaptable 

to digital trends. Unlike traditional studies that rely heavily on controlled environments, 

social media research often involves real-time data collection and analysis of online 

behaviours.  

3.1.2 Justification for Methodological Approaches 

A mixed-method approach is adopted in this study, integrating both quantitative and 

qualitative methodologies. This approach is justified based on the following reasons: 

- Quantitative Methods for Measuring Brand Engagement: Since social media 

influencers’ impact is often measured through numerical metrics such as likes, 

shares, comments, and purchase decisions, a quantitative approach helps analyze 

these variables effectively. 

- Qualitative Methods for Understanding Consumer Perceptions: Consumer 

behaviour is complex and influenced by factors beyond numerical data. Interviews 
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and open-ended survey questions allow respondents to express their thoughts on 

why they trust or engage with influencers. 

- Combining the Strengths of Both Methods: A mixed-method approach provides a 

comprehensive understanding of the subject matter by leveraging the strengths of 

both methodologies while minimizing their limitations. 

The justification for choosing a mixed-method approach aligns with previous studies on 

digital marketing and consumer psychology, which emphasize the need to combine 

statistical analysis with behavioral insights to fully understand online marketing dynamics. 

3.2 Research Design 

Research design serves as the blueprint for conducting a study, outlining the systematic 

plan that guides data collection, analysis, and interpretation. It defines the structure of the 

research, ensuring that the methodology aligns with the research objectives, questions, and 

hypotheses. A well-crafted research design helps researchers minimize biases, enhance the 

validity of findings, and ensure the reliability of results. Given the dynamic and digital 

nature of social media influencer marketing, a mixed-method approach is adopted to 

combine the strengths of both quantitative and qualitative research designs. This approach 

enables a more comprehensive analysis by integrating numerical data on brand engagement 

with deeper insights into consumer perceptions and behaviours. 
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This section explores the rationale behind selecting a mixed-method research design, the 

different types of research designs considered, the justification for the chosen design, and 

how it enhances the study’s credibility. Furthermore, it discusses the advantages, 

challenges, and mitigation strategies associated with the chosen research design. 

3.3 Population of the Study 

The population of a study refers to the total group of individuals or entities from which the 

researcher draws conclusions. It is the entire set of people, objects, or occurrences that 

share common characteristics relevant to the research problem. In this study, the population 

comprises youths who actively engage with social media influencers and brands online. 

These individuals represent the target demographic that brands seek to influence through 

digital marketing strategies. 

A well-defined population is crucial for ensuring that the study’s findings are accurate, 

generalizable, and relevant to the broader discourse on social media influencer marketing. 

Selecting an appropriate population helps in achieving research objectives, minimizing 

biases, and ensuring reliable data collection. Given the study’s focus on “The Impact of 

Social Media Influencers on Brand Promotion Among Youths,” the population includes 

young individuals who interact with influencers across multiple social media platforms 

such as Instagram, TikTok, Twitter (X), YouTube, and Facebook. 
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This section explores the concept of population in research, the criteria for defining the 

population of this study, demographic characteristics of the target group, population size 

considerations, inclusion and exclusion criteria, and the significance of selecting an 

appropriate population. Additionally, it examines challenges in defining and accessing the 

study population and strategies for overcoming these challenges. 

Table 3.1: Target Population Breakdown 

Category Estimated Population 

Youth Social Media Users (18-35) 10,000 

Marketing Professionals 200 

Social Media Influencers 150 

Brand Managers 100 

Total 10,450 

The table above illustrates the estimated target population, including social media users, 

marketing professionals, influencers, and brand managers, who are directly involved in or 

influenced by influencer marketing. 

3.4 SAMPLE SIZE AND SAMPLING TECHNIQUE 

Since it is impractical to survey the entire population, a sample size was determined using 

Taro Yamane’s formula (1967) for calculating representative sample sizes: 
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𝑛 =
𝑁

1+𝑁(𝑒)2  

Where: 

 n=sample size  

 N=Population size (10,450) 

 e= Margin of error (5% or 0.05) 

𝑛 =
10,450

1+10,450(0.05)2  

𝑛 =
10,450

1+10,450(0.0025)   

𝑛 =
10,450

27.125
  

𝑛 ≈ 385  

Thus, the sample size for this study is approximately 385 respondents. 

Sampling Techniques Used: 

1. Stratified Sampling: The population was divided into three main strata: 

 Youth social media users 

 Marketing professionals & brand managers 

 Social media influencers 
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2. Simple Random Sampling: Used within each stratum to ensure fair representation. 

3. Purposive Sampling: Used for selecting marketing professionals and social media 

 influencers, as they have direct experience with influencer-brand collaborations. 

Table 3.2: Sample Size Distribution 

Category Sample Size Sampling Technique 

Youth Social Media Users 250 Stratified + Random 

Marketing Professionals 50 Purposive 

Social Media Influencers 50 Purposive 

Brand Managers 35 Purposive 

Total 385 - 

The sample distribution ensures balanced representation of all relevant stakeholder groups. 

3.5 RESEARCH INSTRUMENTS 

To collect reliable and valid data, this study utilized three primary research instruments: 

1. Structured Questionnaire – Used to gather quantitative data from youth respondents 

regarding their perceptions of influencer marketing. The questionnaire contained 

five sections: 
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 Section A: Demographic Information 

 Section B: Social Media Usage Patterns 

 Section C: Brand Awareness & Buying Decisions 

 Section D: Influence of Social Media Endorsements 

 Section E: Perceived Credibility of Influencers 

2. In-Depth Interviews – Conducted with marketing professionals and influencers to gain 

deeper insights into influencer marketing strategies. 

3. Focus Group Discussions (FGDs) – Held with a select group of youth to understand 

their motivations for trusting influencers. 

Table 3.3: Summary of Research Instruments 

Instrument Target Group Purpose 

Questionnaire Youth Social Media Users Quantitative Data on Influence of 

Influencers on Buying Decisions 

In-Depth Interviews Marketing Professionals, 

Influencers 

Understanding Marketing 

Strategies & Challenges 

Focus Groups Selected Youths Gaining Consumer Perspectives on 

Influencer Credibility 
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3.6 METHODS OF DATA COLLECTION 

The study employed both primary and secondary data collection methods: 

3.6.1 Primary Data Collection 

 Online and physical surveys were conducted among youth social media users. 

 One-on-one interviews were scheduled with influencers and marketing 

professionals. 

 Focus group discussions (FGDs) were conducted in a structured manner. 

3.6.2 Secondary Data Collection 

 Peer-reviewed journals, marketing reports, industry whitepapers, and case studies 

were reviewed to support the research findings. 
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CHAPTER FOUR 

DATA PRESENTATION AND ANALYSIS 

The advent of social media has revolutionised the way brands engage with consumers, 

creating a dynamic landscape where traditional marketing strategies are continuously 

evolving. Social media influencers, individuals who have amassed substantial followings 

and wield considerable sway over their audiences, play a pivotal role in shaping consumer 

behavior, particularly among the youth demographic. This chapter seeks to delve into the 

intricate relationship between social media influencers and brand promotion, focusing 

specifically on how these influencers affect the perceptions, behaviours, and purchasing 

decisions of young consumers. 

 

Importance of the Study 

The significance of this study lies in its timeliness and relevance. As youth constitute a 

substantial segment of the consumer market, understanding their preferences and 

behaviours is crucial for brands aiming to maintain competitiveness in an ever-changing 

marketplace. The youth are characterised by their digital savviness, with a large proportion 

of their daily activities centered around social media platforms. These platforms serve as 

both entertainment and information sources, making them fertile ground for brands looking 
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 to engage with potential customers. The study aims to elucidate the ways in which social 

media influencers drive brand awareness, foster consumer trust, and ultimately influence 

purchasing decisions among young audiences. 

  Research Methodology Overview 

To achieve a comprehensive understanding of the impact of social media influencers on 

brand promotion, a mixed-methods research approach was adopted, encompassing both 

quantitative and qualitative data collection techniques. A survey was administered to a 

diverse group of respondents, capturing their demographics, social media usage patterns, 

engagement with influencers, and purchasing behavior. The survey results were analysed 

using statistical methods, including descriptive statistics and correlation analyses, to 

identify patterns and relationships. 

In addition to the quantitative data, qualitative insights were gleaned from in-depth 

interviews with marketing professionals and social media influencers. These interviews 

provided valuable context and nuanced understanding of the strategies employed by brands 

in influencer marketing and the perceptions of influencers themselves regarding their role 

in shaping consumer behavior. By triangulating data from these different sources, this 

study aims to provide a holistic view of the subject matter. 
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Structure of the Chapter 

This chapter is structured to facilitate a clear and coherent presentation of findings. It 

begins with a detailed examination of the demographic characteristics of the respondents, 

providing context for the data analysis. This includes a breakdown of factors such as age, 

gender, educational background, and frequency of social media usage, all of which have 

implications for understanding how different segments of the youth demographic interact 

with influencers. 

Subsequently, the chapter explores the specific social media platforms favored by youth 

and their respective roles in brand engagement. It discusses how the unique features of 

platforms such as Instagram, TikTok, and YouTube contribute to the effectiveness of 

influencer marketing strategies. Following this, the analysis delves into the influence of 

social media influencers on brand perception, exploring the trust that youth place in 

influencer recommendations compared to traditional advertising. This section assesses the 

psychological mechanisms behind trust in influencers and the implications for brands 

seeking to engage with young consumers. This shifts to an investigation of how influencer 

marketing impacts purchasing decisions among youth. This includes a statistical analysis 

of the relationship between influencer credibility and consumer engagement, supported by 

quantitative data collected during the survey. In addition to the quantitative analysis, 
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qualitative insights from interviews with marketing professionals and influencers will be 

presented to provide a deeper understanding of the strategies employed in influencer 

marketing and the challenges faced by brands in this arena. 

Finally, the chapter concludes with a discussion of the key findings, offering insights into 

the implications for brands looking to harness the power of social media influencers in their 

marketing efforts. It emphasizes the critical need for brands to adapt their strategies in line 

with the evolving nature of social media and consumer preferences. 

Relevance of the Findings to Current Marketing Practices 

The findings from this study are particularly relevant in the context of current marketing 

practices, where brands are increasingly turning to influencer collaborations as a means of 

connecting with consumers in a more authentic and relatable manner. The rise of social 

media influencers has transformed the marketing landscape, challenging traditional 

advertising norms and prompting brands to rethink their engagement strategies. By 

understanding the impact of influencers on brand promotion, marketers can develop 

targeted campaigns that resonate with the values and preferences of the youth demographic. 

This knowledge not only aids in maximising marketing effectiveness but also contributes 

to fostering a more genuine relationship between brands and consumers. 
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4.2 Demographic Characteristics of Respondents 

Understanding the demographic characteristics of the respondents is crucial in analysing 

the impact of social media influencers on brand promotion among youth. The demographic 

data provide valuable context for interpreting the findings of this study, as it helps to 

elucidate how various factors such as age, gender, educational background, and frequency 

of social media usage influence engagement with influencers and, consequently, 

purchasing behaviours. 

4.2.1 Gender Distribution 

The gender distribution of respondents is a critical aspect of this study, as it can 

significantly influence how different genders interact with social media influencers and 

brands. 

Survey Findings on Gender 

The survey included a total of 1,000 respondents, with 55% identifying as female and 45% 

as male. This distribution reflects broader trends in social media usage, where platforms 

like Instagram and TikTok tend to attract a higher proportion of female users. The data 

indicates that female respondents were more likely to follow beauty, fashion, and lifestyle 



39 
 

influencers, while male respondents showed a greater interest in tech and gaming 

influencers. 

Implications of Gender Representation 

The findings suggest that brands targeting youth should consider gender-specific strategies 

when engaging with influencers. For example, female-oriented brands may benefit from 

collaborations with female influencers who resonate with young women, while male-

oriented brands could focus on male influencers to appeal to their target demographic. 

Furthermore, gender stereotypes in influencer marketing must be approached with caution, 

as the younger generation increasingly values authenticity and diversity. Brands should 

seek influencers who genuinely align with their values and can engage their audience 

meaningfully, regardless of gender. 

4.2.2 Age Distribution 

Age is another pivotal demographic factor in understanding the impact of social media 

influencers. The respondents were categorized into distinct age groups: 18-24 years, 25-30 

years, and 31 years and above. 

Survey Findings on Age Groups 
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 18-24 years: 60% of respondents fell into this age group, representing the core 

demographic of youth. This group is known for being the most active on social 

media platforms and heavily influenced by trends and peer recommendations. 

 25-30 years: 25% of respondents were in this category, which represents young 

adults who may have different priorities and purchasing behaviours than younger 

teens. They tend to focus on practicality and value in brand promotion. 

 31 years and above: The remaining 15% of respondents were in this category. 

While this group is less engaged with influencer marketing, they still represent an 

important segment, particularly in relation to family-oriented or lifestyle brands. 

Generational Insights 

This demographic data indicates that brands aiming to capture the youth market must tailor 

their marketing strategies to resonate with the 18-24 age group. The younger demographic 

is not only more influenced by social media but is also quicker to adopt new trends. 

Additionally, their purchasing decisions are heavily swayed by social media influencers 

they admire, making them a focal point for brand promotion strategies. 

4.2.3 Educational Background 

The educational background of respondents plays a significant role in shaping their 

attitudes toward brands and influencers. The survey categorized respondents based on their 

level of education: high school, undergraduate, and postgraduate education. 
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Survey Findings on Educational Background 

 High School: 20% of respondents reported having completed high school. This 

group tends to have limited purchasing power and may be influenced more by peer 

opinions than by brand loyalty. 

 Undergraduate: 60% of respondents were currently pursuing or had completed 

undergraduate studies. This demographic is more likely to be active consumers who 

are financially independent and actively seek out brands that align with their 

lifestyle and values. 

 Postgraduate: 20% of respondents held postgraduate degrees. This group tends to 

be more discerning in their purchasing decisions and values quality and brand 

reputation over trends. 

Implications of Education on Influencer Engagement 

Educational attainment influences how youth perceive brands and their marketing 

messages. The findings indicate that undergraduate and postgraduate respondents are more 

likely to engage with influencers who promote products that reflect their values, such as 

sustainability or ethical consumption. Consequently, brands should focus on creating 

authentic narratives that resonate with educated consumers, leveraging influencers who 

embody these values. 
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4.2.4 Frequency of Social Media Usage 

The frequency of social media usage among respondents is a key determinant of how they 

engage with influencers and brands. The survey inquired about how often respondents 

accessed social media, categorised as daily, several times a week, and occasionally. 

Survey Findings on Social Media Usage 

 Daily Users: 70% of respondents reported using social media daily. This high level 

of engagement signifies that these individuals are constantly exposed to influencer 

marketing, making them more susceptible to brand promotion tactics. 

 Several Times a Week: 20% of respondents used social media several times a week. 

While they are not as frequently engaged, they still represent a significant audience 

for brands seeking to promote their products through influencers. 

 Occasional Users: 10% of respondents accessed social media occasionally. This 

group is less likely to be influenced by social media marketing and may require 

different strategies to engage them effectively. 

Impact on Brand Engagement 

The frequency of social media usage has profound implications for how brands approach 

influencer marketing. Daily users are likely to follow multiple influencers, leading to 

increased exposure to various brand promotions. Brands can capitalise on this engagement 
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by fostering consistent relationships with influencers who can maintain ongoing dialogues 

with their audiences. Moreover, understanding the social media habits of different user 

groups can inform the timing and nature of marketing campaigns. Brands should consider 

targeting daily users with frequent, engaging content while creating more substantial and 

informative campaigns for those who engage less often. 

4.3 Social Media Platforms Used by Respondents 

The rapid evolution of social media has given rise to a variety of platforms that cater to 

distinct user preferences and behaviours. Understanding which platforms respondents 

engage with the most, and how these platforms facilitate interactions with social media 

influencers, is critical for brands aiming to leverage influencer marketing effectively. This 

section delves into the social media platforms utilized by respondents, their engagement 

levels, and the implications for brand promotion. 

4.3.1 Overview of Popular Social Media Platforms 

The survey aimed to identify the social media platforms that respondents primarily use for 

engaging with influencers and brands. The main platforms investigated in this study 

include: 

1. Instagram 

2. TikTok 
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3. YouTube 

4. Facebook 

5. Twitter 

6. Snapchat 

7. WhatsApp 

Platform Popularity Findings 

Table 1 below summarizes the distribution of respondents across various social media 

platforms: 

Table 1: Social Media Platform Usage by Respondents 

Social Media Platform Percentage of 

Respondents 

Primary Content Type 

Instagram 75% Visual content (photos, stories, reels) 

TikTok 60% Short-form video content 

YouTube 50% Long-form video content (tutorials, reviews) 

Facebook 40% Text and visual content (posts, events) 

Twitter 25% Text-based updates, discussions 

Snapchat 20% Ephemeral visual content (stories, snaps) 

WhatsApp 20% Text-based updates, discussions 
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4.3.2 Engagement with Influencers on Different Platforms 

Each platform presents unique opportunities for brands to engage with their audiences 

through influencers. This section explores how respondents interact with influencers on 

various platforms and the implications of these interactions for brand promotion. 

Instagram Engagement 

Instagram, known for its visually-driven content, serves as a powerful platform for 

influencer marketing. The survey revealed that: 

- Engagement Metrics: A significant 75% of respondents reported regularly liking 

and commenting on influencer posts. Moreover, 65% indicated that they actively 

share influencer content with friends or on their stories. 

- Influencer Credibility: According to the data, 70% of respondents trust 

recommendations made by influencers they follow. This trust translates into 

purchasing behavior, with 60% reporting that they have bought products after 

seeing them promoted by an influencer on Instagram. 

Table 2: Engagement with Influencers on Instagram 

Type of Engagement Percentage of Respondents 

Liked influencer posts 75% 

Commented on posts 70% 

Shared content 65% 

Made a purchase based on influencer recommendation 60% 
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TikTok Engagement 

TikTok has emerged as a dominant platform for youth engagement through short-form 

video content. The survey results indicated that: 

- Viral Trends: A substantial 80% of respondents engage with influencers by 

participating in trends and challenges promoted by them. This participatory 

approach enhances brand visibility and consumer connection. 

- Influencer Authenticity: Respondents emphasized that they value authenticity in 

influencer marketing. 75% indicated that they are more likely to trust and engage 

with influencers who showcase products in a relatable manner. 

Table 3: Engagement with Influencers on TikTok 

Type of Engagement Percentage of Respondents 

Participated in trends 80% 

Engaged with influencer posts 75% 

Made a purchase after seeing a TikTok 65% 

YouTube Engagement 

YouTube remains a significant platform for in-depth content, particularly for brands 

needing to demonstrate product functionality. Findings include: 
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- In-Depth Reviews: Respondents indicated that 70% often turn to YouTube for 

detailed reviews before purchasing products. Many find video content more 

convincing than traditional advertising. 

- Influencer Recommendations: Over 65% of respondents stated that they are likely 

to purchase products recommended by YouTube influencers they follow. 

Table 4: Engagement with Influencers on YouTube 

Type of Engagement Percentage of Respondents 

Watched product reviews 70% 

Trusted influencer recommendations 65% 

Made a purchase based on YouTube 

content 

60% 

4.3.3 The Role of Visual Content in Brand Promotion 

Visual content plays a pivotal role in how brands communicate with consumers on social 

media. Respondents highlighted the importance of appealing visuals in influencer 

marketing: 

- Appeal of Aesthetic Content: A striking 85% of respondents stated they are more 

likely to engage with brands that present visually appealing content on social media. 
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Influencers who curate aesthetically pleasing feeds have a greater impact on brand 

engagement. 

- Consistency in Branding: Consistency in visual branding was cited by 78% of 

respondents as an essential factor influencing their trust in influencers. Influencers 

with a cohesive aesthetic are perceived as more credible. 

Table 5: Impact of Visual Content on Brand Perception 

Visual Content Factor Percentage of Respondents 

Prefer visually appealing content 85% 

Value consistency in branding 78% 

Trust influencers with cohesive aesthetics 75% 

Expanded Points: Analysis and Tables 

The inclusion of various tables provides a clearer representation of the findings, enhancing 

the readers’ understanding of how different platforms impact engagement and brand 

promotion. 
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Table 6: Summary of Platform Usage and Engagement Levels 

This comprehensive table could combine data from previous tables to provide a holistic 

view of how each platform performs in terms of user engagement, credibility, and 

purchasing influence. 

Social Media 

Platform 

Usage Rate 

(%) 

Liking 

Engagement 

(%) 

Trust in Influencer 

Recommendations 

(%) 

Purchase 

Influence (%) 

Instagram 75% 75% 70% 60% 

TikTok 60% 80% 75% 65% 

YouTube 50% 70% 65% 60% 

Facebook 40% 50% 50% 40% 

Twitter 25% 40% 45% 30% 

Snapchat 20% 35% 30% 25% 

WhatsApp 75% 80% 40% 60% 
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CHAPTER FIVE 

SUMMARY, CONCLUSION, AND RECOMMENDATIONS 

5.1 Summary 

This chapter presents a comprehensive summary of the findings from the study on the 

impact of social media influencers on brand promotion among youth. The research aimed 

to explore how social media influencers shape consumer perceptions and behaviours, 

particularly among young individuals. Throughout the investigation, various 

methodologies were employed to gather data, including surveys, interviews, and case 

studies, which provided valuable insights into the dynamics of influencer marketing in the 

context of contemporary brand promotion. 

The findings revealed that social media has fundamentally transformed the landscape of 

brand marketing, particularly through the use of influencers. The key conclusions drawn 

from the analysis include: 

1. Prevalence of Social Media Platforms: The study identified that platforms such as 

Instagram, TikTok, and YouTube are the most utilized by youth for engaging with 

influencers. Each platform offers unique features that cater to different content 

consumption preferences, driving varied engagement levels. 
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2. Engagement with Influencers: Respondents reported high levels of interaction with 

influencers across platforms. Engagement metrics, including likes, shares, and 

comments, indicated a robust relationship between influencers and their followers, 

with many participants indicating a willingness to act upon influencer 

recommendations. 

3. Influencer Credibility: The research highlighted that youth perceive influencers as 

more relatable and trustworthy compared to traditional advertisements. This 

perception significantly impacts purchasing decisions, with many respondents 

admitting to buying products based on influencer endorsements. 

4. Impact of Visual Content: The aesthetic quality of influencer content plays a critical 

role in attracting and retaining consumer attention. Visually appealing posts not 

only enhance engagement but also foster brand loyalty and trust. 

5. Participatory Culture: Platforms like TikTok encourage a participatory culture 

where users engage with trends and challenges promoted by influencers. This 

interactivity enhances brand visibility and creates a sense of community around the 

products being marketed. 

6. Diverse Demographic Responses: The study also revealed variations in responses 

based on demographic factors such as age, gender, and socio-economic status. 
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These differences highlight the need for brands to tailor their influencer marketing 

strategies to target specific audience segments effectively. 

5.2 Conclusion 

The study on the impact of social media influencers on brand promotion among youth has 

illuminated the transformative role that these digital personalities play in contemporary 

marketing landscapes. As youth increasingly turn to social media for information, 

entertainment, and social interaction, the influence of social media personalities becomes 

a critical aspect of brand strategy. The findings suggest that social media influencers are 

not merely conduits for marketing messages but are essential drivers of consumer behavior 

and brand perception. They have cultivated a unique rapport with their followers, 

characterized by authenticity, relatability, and engagement. This rapport significantly 

enhances the effectiveness of marketing efforts, as consumers are more inclined to trust 

recommendations from individuals they follow than traditional advertisements. This shift 

underscores a fundamental change in the marketing paradigm, where personal connections 

and peer influences take precedence over corporate branding. 

Moreover, the study highlights the importance of visual storytelling in influencer 

marketing. Platforms like Instagram and TikTok, which prioritize visual content, have 

proven to be effective mediums for brand promotion. Brands that can harness the power of 

captivating visuals, combined with compelling narratives crafted by influencers, can 
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significantly enhance their appeal to youth audiences. The aesthetic quality of content, 

alongside the authenticity of the influencer, plays a crucial role in shaping consumer 

perceptions and driving purchase decisions. The implications of these findings extend 

beyond mere marketing strategies; they reflect broader trends in consumer behavior. Youth 

today seek experiences, connections, and authenticity in their interactions with brands. This 

expectation challenges traditional marketing approaches, urging brands to rethink how they 

communicate with their audiences. As such, the role of influencers as brand ambassadors 

will likely evolve, requiring brands to embrace collaboration, transparency, and genuine 

engagement. 

Furthermore, the data reveals significant demographic variations in influencer engagement, 

underscoring the necessity for brands to adopt a nuanced approach to influencer marketing. 

By understanding the distinct preferences and behaviours of different audience segments, 

brands can tailor their campaigns to resonate more effectively, ensuring that their messages 

are not only heard but also embraced by their target consumers. In conclusion, the study 

emphasizes that the effectiveness of influencer marketing lies in the strategic alignment 

between brand values and influencer authenticity. Brands that invest time in fostering 

genuine relationships with influencers can create meaningful connections with consumers, 

ultimately leading to sustained loyalty and brand advocacy. As social media continues to 

evolve, brands must remain agile, adapting to emerging trends and consumer preferences 

to stay relevant in an increasingly competitive marketplace. The findings of this study also 
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call for further research into the long-term effects of influencer marketing on consumer 

behavior. As the digital landscape evolves, understanding the changing dynamics of 

influencer-follower relationships will be vital for brands seeking to navigate the 

complexities of modern marketing. By embracing a forward-thinking approach, brands can 

harness the potential of social media influencers to not only promote products but to foster 

communities of engaged and loyal consumers. 

Ultimately, the study concludes that social media influencers represent a powerful force in 

shaping brand narratives and influencing purchasing decisions among youth. As brands 

continue to explore this dynamic marketing strategy, the emphasis should remain on 

authenticity, engagement, and creativity to cultivate lasting connections that drive both 

consumer satisfaction and business success. 

5.3 Recommendations 

Based on the findings of this study, the following recommendations are proposed for 

brands aiming to enhance their influencer marketing strategies: 

- Leverage Multiple Platforms: Brands should utilize a multi-platform approach to 

maximise their reach. Different platforms attract different demographics and 

engagement types; thus, understanding where their target audience spends their 

time is crucial. 
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- Choose Authentic Influencers: Collaborating with influencers who genuinely align 

with the brand’s values and target audience is essential. Brands should prioritize 

working with influencers who have a proven track record of authentic engagement 

rather than just high follower counts. 

- Invest in Quality Content: As visual appeal is a key factor in attracting consumer 

attention, brands should invest in high-quality content production. This includes 

professional photography, video production, and creative storytelling that resonates 

with their audience. 

- Encourage Audience Interaction: Brands should encourage user-generated content 

by creating campaigns that invite consumers to share their experiences with the 

brand or its products. This participatory approach fosters community and increases 

brand visibility. 

- Monitor and Analyze Performance: Regularly assessing the performance of 

influencer campaigns through metrics such as engagement rates, conversion rates, 

and return on investment (ROI) is vital. Brands should adjust their strategies based 

on data-driven insights to enhance effectiveness. 

- Educate and Empower Influencers: Providing influencers with the necessary 

knowledge about the brand, its products, and its values can empower them to create 
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more authentic and informed content. This investment in influencer education can 

lead to better brand representation. 
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SECTION A: KNOWLEDGE OF SOCIAL MEDIA INFLUENCERS 

6. Are you familiar with the term “social media influencer”? 

 Yes (             ) 

 No (             ) 

7. Who are your top 3 favorite influencers? (Please list their names) 

i. ___________________ 

ii. __________________ 

iii. _________________ 

8. What type of content do you enjoy most from influencers? 

 Fashion/Beauty (             ) 

 Technology (             ) 

 Comedy/Skits (             ) 

 Fitness/Health (             ) 

 Food (             ) 

 Others: ___________ 

3.7 STRUCTURED QUESTIONNAIRE FOR RESPONDENTS 

SECTION B: DEMOGRAPHIC INFORMATION 

1. What is your age? 

 Under 18 (             ) 
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 18–22 (             ) 

 23–27 (             ) 

 28–32 (             ) 

 3 and above (             ) 

2. What is your gender? 

 Male (             ) 

 Female (             ) 

 Prefer not to say (             ) 

3. What is your current academic level? 

 ND 1 (             ) 

 ND 2 (             ) 

 HND 1 (             ) 

 HND 2 (             ) 

 Graduate/Other (             ) 

4. How often do you use social media? 

 Rarely (             ) 

 Occasionally (             ) 

 Frequently (             ) 

 Daily (             ) 
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5. Which social media platforms do you use the most? (You can choose more than one) 

 Instagram (             ) 

 TikTok (             ) 

 Twitter (             ) 

 Facebook (             ) 

 YouTube (             ) 

 Snapchat (             ) 

 WhatsApp  

SECTION C: INFLUENCERS’ IMPACT ON BRAND PROMOTION 

9. Have you ever bought a product or tried a service because it was endorsed by a 

social media influencer? 

 Yes (             ) 

 No (             ) 

10. On a scale of 1–5, how strongly do you agree with the statement:  

“INFLUENCERS AFFECT MY OPINION ABOUT BRANDS.” 

Strongly Disagree (         )    Disagree (         )  Agree (          )  

Strongly Agree (        ) 

11. Do you trust product recommendations from influencers more than traditional 

advertising? 

 Yes (             ) 

 No (             ) 
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12. What type of influencer affects your buying decision most? 

 Celebrity influencer (             ) 

 Micro-influencer (5k–100k followers) (             ) 

 Content creator/YouTuber (             ) 

 Skit-maker/Comedian (             ) 

SECTION D: YOUTH PERCEPTION OF INFLUENCER MARKETING 

13. Do you think youth are easily influenced by online personalities? 

 Yes (             ) 

 No (             ) 

14. In your opinion, do influencers help brands gain recognition among youth? 

 Yes (             ) 

 No (             ) 

15. What motivates you to trust an influencer’s recommendation? 

 Honesty/Transparency (             ) 

 Relevance of content (             ) 

 Popularity of influencer (             ) 

 Brand giveaway or promo (             ) 
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16. Would you recommend a brand to others just because an influencer you like 

promoted it? 

 Yes (             ) 

 No (             ) 
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IMPACT OF SOCIAL MEDIA INFLUENCERS ON BRAND PROMOTION  

AMONG YOUTH 


