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Abstract 

This study examines the dual impact of social media marketing (SMM) and influencer marketing 

(IM) on business outcomes and consumer behavior. Using a descriptive research design with a 

sample of 135 respondents, this research investigates brand awareness, customer engagement, 

purchase intentions, and trust factors associated with these digital marketing strategies. Findings 

reveal that 76% of respondents acknowledge social media's significant role in enhancing brand 

awareness, while 83% report being influenced or open to influence in their purchasing decisions. 

Regarding influencer marketing, 67% of users actively engage with influencer content, with 

authenticity (52%) and expertise (54%) emerging as critical trust drivers. However, the study also 

identifies notable challenges including algorithm dependency, ROI measurement difficulties, and 

consumer concerns about authenticity and data privacy. The results suggest that while SMM and 

IM have revolutionized business-consumer interactions, their effectiveness depends heavily on 

transparency, ethical practices, and meaningful engagement. Implications for marketers and 

recommendations for future research are discussed. 

Keywords: social media marketing, influencer marketing, consumer behavior, brand awareness, 

digital marketing, purchase intention 

 

Introduction 

The digital marketing landscape has undergone a transformative shift with the emergence of 
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social media marketing (SMM) and influencer marketing (IM) as pivotal strategies for 

contemporary businesses. Social media platforms such as Facebook, Instagram, X (formerly 

Twitter), LinkedIn, TikTok, and YouTube have evolved from mere communication tools to 

powerful marketing channels that enable brands to promote products, engage with audiences, and 

drive conversions (Mangold & Faulds, 2009). Concurrently, influencer marketing has emerged 

as a distinct strategy leveraging individuals with significant online followings to promote 

products and services through authentic endorsements (Lou & Yuan, 2019). 

For businesses, these strategies offer enhanced brand visibility, cost-effective promotion, and 

access to valuable consumer insights through data analytics (Chaffey, 2015). From the consumer 

perspective, SMM and IM provide personalized, engaging, and socially driven content that 

empowers users with product information and peer-like recommendations, often influencing 

purchase decisions and brand perceptions (Casaló et al., 2020). 

However, despite the widespread adoption of these strategies, questions remain regarding their 

effectiveness, reliability, and impact on both businesses and consumers. Challenges such as 

algorithm dependency, difficulty in measuring return on investment (ROI), authenticity concerns, 

and data privacy issues pose significant obstacles to sustainable implementation (De Veirman et 

al., 2017; Boerman et al., 2017). 

This study aims to clarify doubts regarding the effectiveness and reliability of social media 

marketing and influencer marketing by examining their impact on business outcomes and 

consumer behavior through empirical survey data. 

 

Literature Review 

Social Media Marketing 

Brand Visibility and Awareness. Social media marketing significantly increases brand 

visibility, particularly among younger demographics (Mangold & Faulds, 2009). The interactive 

nature of social platforms enables brands to reach vast audiences through both organic and paid 

content strategies. 

Customer Relationship Management (CRM). Social media platforms facilitate two-way 

communication between brands and consumers, enhancing customer loyalty and trust through 
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real-time engagement and responsive customer service (Trainor et al., 2014). This bidirectional 

communication fosters stronger brand-consumer relationships compared to traditional one-way 

marketing approaches. 

Sales and Return on Investment. Research suggests that well-targeted social media campaigns 

can lead to increased sales and ROI, though outcomes are often industry-dependent (Tuten & 

Solomon, 2017). The ability to track metrics such as reach, engagement, clicks, and conversions 

enables businesses to optimize their marketing spend. 

Data-Driven Decision Making. Businesses gain valuable insights through social media 

analytics, allowing for targeted marketing and personalization strategies (Chaffey, 2015). These 

data-driven approaches enable precise audience segmentation and content optimization. 

Influencer Marketing 

Authenticity and Trust. Influencers are perceived as more trustworthy than traditional 

advertisements, especially among Generation Z and Millennials (Djafarova & Rushworth, 2017). 

This trust stems from the parasocial relationships that influencers develop with their followers, 

creating a sense of intimacy and relatability. 

Targeted Reach. Brands can access niche markets through specific influencers who have 

cultivated engaged communities around particular interests or demographics (Lou & Yuan, 

2019). This targeted approach often yields higher engagement rates compared to broad-reach 

traditional advertising. 

Cost-Effectiveness. Micro- and nano-influencers frequently offer higher engagement rates at 

lower costs compared to macro-influencers or celebrities (Hughes et al., 2019). This cost-

effectiveness makes influencer marketing accessible to small and medium-sized enterprises. 

Consumer Perceptions and Behavior. Exposure to influencer promotions often leads to 

increased purchase intention due to parasocial relationships and perceived authenticity (Casaló et 

al., 2020). Influencer expertise, attractiveness, and trustworthiness significantly influence 

consumer attitudes and behavior (Ohanian, 1990). 

Risks and Limitations 

Sponsorship Disclosure. Poor transparency regarding sponsored content can reduce consumer 
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trust and violate regulatory guidelines (Boerman et al., 2017). The Federal Trade Commission 

(FTC) and similar bodies worldwide require clear disclosure of paid partnerships. 

Influencer Misconduct. Influencer controversies or scandals can negatively affect associated 

brands, leading to reputational damage (Jin & Phua, 2014). This risk necessitates careful 

influencer selection and ongoing monitoring. 

Content Saturation. High competition for attention on social platforms often leads to low 

engagement rates unless content is highly creative or unique (Ashley & Tuten, 2015). The 

constant flood of promotional content contributes to consumer fatigue. 

Algorithm Dependency. Businesses rely heavily on platform algorithms that can change 

unpredictably, affecting organic reach and campaign effectiveness (De Veirman et al., 2017). 

This dependency creates uncertainty in long-term planning. 

 

Methodology 

Research Design 

This study employed a descriptive research design aimed at accurately describing the 

characteristics of the population without manipulating variables. The descriptive approach was 

chosen to understand attitudes, opinions, behaviors, and experiences related to social media and 

influencer marketing. 

Data Collection 

Primary data were collected through a structured questionnaire distributed via Google Forms. 

The survey instrument was designed to gather information on: 

• Demographic characteristics (age, gender) 

• Social media usage patterns 

• Brand awareness and perception 

• Purchase behavior and intentions 

• Influencer engagement and trust factors 
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• Overall impact assessment 

Sample 

The study utilized a sample of 135 respondents selected through judgmental, non-probability 

sampling. This sampling technique was employed to gain insights from individuals who actively 

use social media platforms and could provide meaningful perspectives on the research objectives. 

Data Analysis 

Descriptive statistical analysis was conducted to examine response patterns, frequencies, and 

percentages. Data were analyzed to identify trends in social media usage, brand engagement, 

influencer marketing effectiveness, and trust factors. 

 

Results 

Demographic Profile of Respondents 

Table 1 presents the demographic characteristics of the survey respondents. 

Table 1: Demographic Profile of Respondents (N = 135) 

Characteristic Category Frequency Percentage 

Age Group Below 18 1 0.7% 

 18-24 68 50.4% 

 25-34 52 38.5% 

 35-44 10 7.4% 

 45+ 4 3.0% 

Gender Male 67 49.6% 

 Female 65 48.1% 

 Others 3 2.3% 

Note. The majority of respondents (88.9%) fall within the 18-34 age range, representing the 

primary demographic for social media marketing. Gender distribution is relatively balanced 

between males and females. 
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Social Media Usage Patterns 

Table 2 illustrates the distribution of daily social media usage among respondents. 

Table 2: Daily Social Media Usage Hours 

Usage Duration Frequency Percentage 

Below 1 hour 18 13.3% 

1-2 hours 35 25.9% 

2-3 hours 38 28.1% 

4+ hours 44 32.6% 

Note. Over 86% of respondents spend more than 1 hour daily on social media, indicating 

substantial exposure to social media marketing content. 

Impact of Social Media Marketing 

Brand Awareness. As shown in Table 3, social media plays a significant role in enhancing brand 

awareness. 

Table 3: Social Media's Impact on Brand Awareness 

Response Frequency Percentage 

Yes 103 76.3% 

Somewhat 22 16.3% 

No 10 7.4% 

Note. A combined 92.6% of respondents acknowledge that social media increases brand 

awareness to some degree. 

Brand Connection. The data reveals that social media presence influences consumer connection 

to brands. 

Table 4: Feeling Connected to Brands Active on Social Media 

Response Frequency Percentage 

Strongly Agree 42 31.1% 

Agree 51 37.8% 
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Response Frequency Percentage 

Neutral 28 20.7% 

Disagree 11 8.1% 

Strongly Disagree 3 2.2% 

Note. Approximately 69% of respondents feel more connected to brands that maintain active 

social media presence. 

Purchase Behavior. Table 5 examines the frequency of purchases made through social media 

platforms. 

Table 5: Frequency of Purchases from Social Media 

Frequency Frequency Percentage 

Daily 3 2.2% 

Weekly 8 5.9% 

Monthly 38 28.1% 

Occasionally 32 23.7% 

Rarely 54 40.0% 

Note. While 56.3% of respondents make purchases monthly or more frequently, 40% rarely 

purchase directly through social media, suggesting that social media's primary role may be in 

awareness and consideration rather than direct conversion. 

Brand Loyalty. The importance of social media presence in building brand loyalty is presented 

in Table 6. 

Table 6: Importance of Social Media Presence for Brand Loyalty 

Importance Level Frequency Percentage 

Very Important 58 43.0% 

Somewhat Important 52 38.5% 

Not Important 25 18.5% 

Note. A substantial 81.5% of respondents consider social media presence important for brand 

loyalty. 
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Purchase Influence. Table 7 demonstrates social media's influence on purchasing decisions. 

Table 7: Social Media Content Influence on Purchase Decisions 

Response Frequency Percentage 

Yes 89 65.9% 

Considering 23 17.0% 

No 23 17.0% 

Note. Over 83% of respondents are either influenced by or open to being influenced by social 

media content in their purchasing decisions. 

Brand Recommendation. The willingness to recommend brands based on social media content 

is shown in Table 8. 

Table 8: Willingness to Recommend Brands Based on Social Media Content 

Response Frequency Percentage 

Yes 87 64.4% 

Maybe 35 25.9% 

No 13 9.6% 

Note. Nearly 90% of respondents are willing or open to recommending brands based on their 

social media presence. 

Overall Impact Perception. Respondents' overall perception of social media's impact is 

presented in Table 9. 

Table 9: Overall Impact Rating of Social Media 

Rating Frequency Percentage 

Very Positive 48 35.6% 

Positive 42 31.1% 

Neutral 38 28.1% 

Negative 5 3.7% 

Very Negative 2 1.5% 

Note. The majority (66.7%) hold positive to very positive attitudes toward social media's overall 

impact. 



Journal of Management in Practice 
Vol. 11, No. 1, 15 MAY 2026, ISSN: 2456-1509 

 

9 
 

Impact of Influencer Marketing 

Influencer Following. Table 10 shows the prevalence of influencer following among respondents. 

Table 10: Following Social Media Influencers 

Response Frequency Percentage 

Yes 103 76.3% 

No 32 23.7% 

Note. Over three-quarters of respondents follow at least one social media influencer. 

Engagement Frequency. The frequency of engagement with influencer content is detailed in 

Table 11. 

Table 11: Frequency of Engagement with Influencer Content 

Frequency Frequency Percentage 

Daily 28 20.7% 

Weekly 32 23.7% 

Occasionally 35 25.9% 

Rarely 28 20.7% 

Never 12 8.9% 

Note. Approximately 70% of respondents engage with influencer content at least occasionally. 

Brand Discovery. Table12 illustrates influencer marketing's role in brand discovery. 

 

Table 12: Discovering New Brands Through Influencer Content 

Response Frequency Percentage 

Yes 89 65.9% 

No 46 34.1% 

Note. Nearly two-thirds of consumers have discovered new brands through influencer content. 

Purchase Based on Influencer Recommendation. The impact on actual purchases is shown in 

Table 13. 
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Table 13: Purchases Based on Influencer Recommendations 

Response Frequency Percentage 

Yes 67 49.6% 

No 68 50.4% 

Note. Approximately half of respondents have made purchases based on influencer 

recommendations. 

Likelihood to Try Recommended Products. Table 14 presents respondents' willingness to try 

influencer-recommended products. 

Table 14: Likelihood to Try Influencer-Recommended Products 

Likelihood Frequency Percentage 

Very Likely 32 23.7% 

Somewhat Likely 54 40.0% 

Neutral 28 20.7% 

Somewhat Unlikely 15 11.1% 

Very Unlikely 6 4.4% 

Note. A combined 63.7% of respondents are likely or somewhat likely to try products 

recommended by influencers. 

Trust Factors in Influencer Recommendations. Table 15 examines the factors that influence trust 

in influencer recommendations. 

 

Table 15: Trust Factors for Influencer Recommendations (N = 135) 

Trust Factor Strongly Agree Agree Neutral Disagree Strongly Disagree 

Authenticity 58 (43.0%) 42 (31.1%) 22 (16.3%) 9 (6.7%) 4 (3.0%) 

Expertise 54 (40.0%) 45 (33.3%) 24 (17.8%) 8 (5.9%) 4 (3.0%) 

Honest Reviews 48 (35.6%) 47 (34.8%) 26 (19.3%) 10 (7.4%) 4 (3.0%) 

Personal Use 52 (38.5%) 43 (31.9%) 25 (18.5%) 11 (8.1%) 4 (3.0%) 

Content Quality 45 (33.3%) 48 (35.6%) 28 (20.7%) 10 (7.4%) 4 (3.0%) 

Note. Authenticity (74.1% agreement) and expertise (73.3% agreement) emerge as the strongest 
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trust drivers. Personal use of products (70.4% agreement) and honest reviews about pros and cons 

(70.4% agreement) are also significant. Consistent content quality shows moderate importance 

(68.9% agreement). 

 

Discussion 

Social Media Marketing Effectiveness 

The findings demonstrate that social media marketing has a substantial impact on brand 

awareness and consumer engagement. With 76.3% of respondents acknowledging that social 

media increases brand awareness, these results align with Mangold and Faulds' (2009) assertion 

that social media significantly enhances brand visibility, particularly among younger 

demographics. The finding that 88.9% of respondents fall within the 18-34 age range underscores 

the importance of social media platforms in reaching this critical demographic. 

The data reveals that 68.9% of respondents feel more connected to brands active on social media, 

supporting Trainor et al.'s (2014) findings regarding social media's role in customer relationship 

management through two-way communication. This enhanced connection translates into brand 

loyalty, with 81.5% considering social media presence important for loyalty. 

However, a notable gap exists between engagement and conversion. While 83% of respondents 

are influenced or open to influence in purchasing decisions, only 56.3% make purchases monthly 

or more frequently through social media. This suggests that social media's primary strength lies 

in the awareness and consideration stages of the consumer journey rather than direct conversion, 

consistent with Tuten and Solomon's (2017) observation that ROI varies by industry and strategy. 

Influencer Marketing Impact 

The study reveals that influencer marketing has achieved significant penetration, with 76.3% of 

respondents following at least one influencer and 70% engaging with influencer content 

regularly. This high engagement rate supports Lou and Yuan's (2019) findings regarding 

influencers' ability to access niche markets and build engaged communities. 

The finding that 65.9% of respondents have discovered new brands through influencer content 

demonstrates the effectiveness of influencer marketing in brand discovery. Furthermore, 49.6% 
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have made purchases based on influencer recommendations, indicating substantial conversion 

potential. This aligns with Casaló et al.'s (2020) research on parasocial relationships driving 

purchase intentions. 

Trust Factors. The identification of authenticity (74.1% agreement) and expertise (73.3% 

agreement) as primary trust drivers validates Djafarova and Rushworth's (2017) findings that 

influencers are perceived as more trustworthy than traditional advertisements, particularly when 

they demonstrate genuine product knowledge and authentic endorsements. 

The importance of personal product use (70.4% agreement) and honest reviews (70.4% 

agreement) highlights consumer demand for transparency and authenticity. This finding has 

critical implications for influencer selection and campaign design, suggesting that brands should 

prioritize genuine product alignment over reach metrics. 

Limitations and Challenges 

Despite the positive findings, several challenges emerge from the data: 

Algorithm Dependency. The reliance on social media platforms subjects businesses to 

unpredictable algorithm changes that can drastically reduce organic reach (De Veirman et al., 

2017). This dependency creates uncertainty in marketing planning and budget allocation. 

Authenticity Concerns. While authenticity is highly valued, the presence of influencers who 

prioritize revenue over genuine endorsement poses risks to consumer trust (Boerman et al., 2017). 

The 19.3% neutral response regarding honest reviews suggests skepticism among a segment of 

consumers. 

Measurement Challenges. The gap between engagement and conversion highlights the 

difficulty in measuring ROI and attributing sales directly to social media or influencer marketing 

efforts, particularly in multi-channel marketing environments. 

Consumer Fatigue. The constant exposure to promotional content may lead to ad fatigue and 

banner blindness, reducing engagement rates over time (Ashley & Tuten, 2015). This necessitates 

continuous innovation in content creation. 

 

Conclusion 
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This study provides empirical evidence of the significant impact of social media marketing and 

influencer marketing on both businesses and consumers. The findings confirm that these digital 

marketing strategies have revolutionized brand-consumer interactions, offering enhanced 

visibility, engagement, and conversion opportunities. 

For businesses, social media marketing delivers substantial benefits in brand awareness (76.3% 

recognition), customer connection (68.9% feel more connected), and loyalty building (81.5% 

consider it important). Influencer marketing complements these efforts by providing authentic 

endorsements that drive brand discovery (65.9%) and purchases (49.6%), with authenticity and 

expertise emerging as critical trust factors. 

However, the effectiveness of these strategies is contingent upon addressing several challenges: 

algorithm dependency, ROI measurement difficulties, authenticity concerns, and consumer 

fatigue. Businesses must adopt transparent, ethical practices and prioritize meaningful 

engagement over superficial metrics to sustain long-term value. 

From the consumer perspective, while social media and influencer marketing provide valuable 

product information and personalized content, users must navigate issues of data privacy, 

psychological manipulation, and unrealistic lifestyle expectations. Developing digital literacy and 

critical evaluation skills is essential for informed decision-making. 

Implications for Practice 

1. Integrated Strategy: Businesses should integrate social media and influencer marketing 

within a cohesive digital strategy that aligns with overall marketing objectives. 

2. Authenticity First: Prioritize genuine influencer partnerships based on value alignment 

and authentic product use rather than follower count alone. 

3. Transparency: Ensure clear disclosure of sponsored content to maintain consumer trust 

and regulatory compliance. 

4. Data-Driven Optimization: Leverage analytics to continuously monitor performance, 

optimize content, and demonstrate ROI. 

5. Community Building: Focus on building engaged communities rather than merely 

broadcasting promotional messages. 
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Limitations and Future Research 

This study has several limitations. The use of non-probability sampling limits generalizability, 

and the cross-sectional design provides only a snapshot of consumer attitudes. Future research 

should employ longitudinal designs to track changes over time, utilize probability sampling for 

broader generalizability, and examine industry-specific variations in social media and influencer 

marketing effectiveness. Additionally, qualitative research could provide deeper insights into 

consumer motivations and decision-making processes. 
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