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Introduction

In March 2024, India had over 820 million active internet users and 462 million social network users, which is 32% of the
country’s populace (Statista, 2024). This rise of social networks has significantly altered the way businesses market
products. Instead of just using famous people, businesses now work with social media influencers (SMls) to endorse their
offerings. This has developed into a big part of their marketing strategy (Chetioui et al., 2020). The amount spent on
influencer marketing (IM) has grown rapidly. Social network has turned out to be a means of promotion that altered how
businesses reach their audience. It allows sellers to connect with customers in any location (Lipsman and Rich, 2012). The
presence of online communities has become a vital component of promotional plans. Leveraging corporate profiles on the
web and sponsoring content on digital platforms have yielded positive results (DeVries and Carlson, 2014). Hence, many
companies have set up social network profiles to connect with buyers and display their offerings through engaging content.

An SMI has numerous and involved audience on digital networking sites who may not be widely recognized outside of
their online presence. Influencers share content in specific areas, like cuisine, adventure, wellness, or style, on online
networks (Haenlein, Anadol et al., 2020). Individuals interested in a particular field may follow the SMI to get the latest
trends. By uploading original content, some persons may gain popularity online with many followers. This leads to the rise
of SMIs. Marketers are keen to understand SMls, as they may be a tool for online promotions (Cheung et al., 2022). The rise
of SMls boosted the partnerships between brands and online personalities. Famous people from TV, movies, or music might
become well-known through traditional ways and then use social media to stay in touch with their fans. However, SMls
build their digital presence by sharing content on online platforms (Djafarova and Rushworth, 2017). SMis build a more
intimate connection with their followers. Hence, they can be more successful at promoting products than old-style
personalities. They seem down-to-earth by sharing their experiences and engaging with their followers (Coco and Eckert,
2020). Most SMIs generate original content that consumers like regularly and include paid promotion into their daily posts.
Online influencers have emerged as a prominent type of digital personality, able to shape opinions and buying choices of
many viewers and are often seen as trustworthy by their audience (Breves et al., 2021). Followers of SMls often develop a
strong kinship and admiration for their way of life and habits, since they create and share their experiences online
(Djafarova and Rushworth, 2017). SMis frequently focus on specific topics like beauty, fashion, or travel and share their lives
or ideas with their followers online. As a result, people may see them as leaders in their field when they gain a large
following. SMIs can also share and recommend products through brand partnership. This is a popular tactic where
influencers endorse products to affect people’s opinion toward brands (Lou and Yuan, 2019).

Approximately 88% of advertising funds are allocated to IM (IM Trends Report, 2022). This implies that many businesses
are starting to see value in working with SMls. Businesses partner with SMls to connect with their desired audience by
paying them for content that promotes their products. This helps increase awareness and interest in buying (Global Yodel,
2017). Compared to famous people, buyers are more inclined to buy goods endorsed by regular people. This trend is
especially true for people aged 18-34. Many experts think IM works because traditional ads are not as effective as they
used to be, and people trust online content created by others more when making purchasing decisions (Campbell and
Farrell, 2020).



References

Abitbol, A., & Sternadori, M. (2019). Support for women’s rights and feminist self-identification as antecedents of
attitude toward femvertising. Journal of Consumer Marketing, International Journal of Strategic Communication, 13(1). <!

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2),
179-211. Academic Press. <

Ajzen, |., & Fishbein, M. (2005). The influence of attitudes on behavior. In D. Albarracin, B. T. Johnson, & M. P. Zanna
(Eds.), The handbook of attitudes (pp. 173—221). Lawrence Erlbaum Associates Publishers. <1

Ajzen, L., & Fishbein, M. (1980), Understanding attitudes and predicting social behavior. Englewood Cliffs, NJ: Prentice
Hall. <

Al-Debei, M. M., Al-Lozi, E., & Papazafeiropoulou, A. (2013). Why people keep coming back to Facebook: Explaining and
predicting continuance participation from an extended theory of planned behaviour perspective. Decision Support Systems,
Elsevier B.V., 55(1), 43-54.

Alvarez, E., Heredia, H., y Romero, M. (2019). Generation Z and social networks. A vision from adolescents in Spain.
Espacios Magazine, 40(20).

Atwal, G., Jain, S., & Bryson, D. (2014). The rise of the Indian female luxury consumer. In G. Atwal & D. Bryson (eds.),
Luxury brands in emerging markets (pp. 105—116). Palgrave Macmillan. <J

Ayuni, R. (2019). The online shopping habits and e-loyalty of gen z as natives in the digital era. Journal of Indonesian
Economy and Business, 34(2), 168-184. <l

Baden, D., & Prasad, S. (2016). Applying behavioural theory to the challenge of sustainable development: Using
hairdressers as diffusers of more sustainable hair-care practices. Journal of Business Ethics, 133(2). <

Bandura, A. (1997). Self-efficacy: The exercise of control. In W. H. Freeman (Ed.), Times books. New York: Henry Holt &
Company. &

Beyari, H., & Garamoun, H. (2022). The effect of artificial intelligence on end-user online purchasing decisions: Toward an
integrated conceptual framework. Sustainability, 14(15), 9637. <

Bilro, R. G., Loureiro, S. M., & Dos Santos, J. F. (2021). Masstige strategies on social media: The influence on sentiments
and attitude toward the brand. International Journal of Consumer Studies, 46(4), 1113-1126. <

Breves, P, Liebers, N., Motschenbacher, B., & Reus, L. (2021). Reducing resistance: The impact of non followers’ and
followers’ parasocial relationships with social media influencers on persuasive resistance and advertising effectiveness.
Human Communication Research, 47, 418-443.

Bu, Y. (2022). Influencer marketing: Homophily, customer value co-creation behaviour and purchase intention. Journal of
Retailing Consumers Services, 66, 102904. <

Budiman, S., y Dananjoyo, R. (2021). The effect of cafe atmosphere on purchase decision: Empirical evidence from
Generation Z in Indonesia. The Journal of Asian Finance, Economics and Business, 8(4), 483—-490. <

Campbell, C., & Farrell, J. R. (2020). More than meets the eye: The functional components underlying influencer
marketing. Business Horizons, 63, 469-479. <

Casalo, M. (2021). Influencers and brands successful collaborations: A mutual reinforcement to promote products and
services on social media. Journal of. Marketing Communication, 1-18. <!

Chetioui, Y., Benlafgih, H., & Lebdaoui, H. (2020). How fashion influencers contribute to consumers’ purchase intention.
Journal of Fashion Marketing and Management: An International Journal, 24(3), 361-380. <1



Cheung, M. L., Leung, W. K. S., Aw, E. C. -X., & Koay, K. Y. (2022). “l Follow What You Post!”: The role of social media
influencers’ content characteristics in consumers’ online brand-related activities (COBRAs). Journal of Retailing and
Consumer Services, 66, 102940. <

Coco, S. L., & Eckert, S. (2020). #sponsored: Consumer insights on social media influencer marketing. Public Relations
Inquiry, 9, 177-194. <

Copeland, L. R., & Zhao, L. (2020, June 24). Instagram and theory of reasoned action: US consumers influence of peers
online and purchase intention. International Journal of Fashion Design, Technology and Education, 13(3), 265-279. <J

DeVries, N. J., & Carlson, J. (2014). Examining the drivers and brand performance implications of customer engagement
with brands in the social media environment. Journal of Brand Management, 21, 495-515. ¢

Djafarova, E., & Foots, S. (2022, July 6). Exploring ethical consumption of Generation Z: Theory of planned behaviour.
Young Consumers, 23(3), 413-431. &

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities’ Instagram profiles in influencing the
purchase decisions of young female users. Computers in Human Behavior, 68, 1-7. <

Duffett, R. (2020). The YouTube marketing communication effect on cognitive, affective and behavioural attitudes among
Generation Z consumers. Sustainability, 12, Article 12. <

Eng, N., Buckley, C., & Peng, R. X. (2022). Tracking the path of the green consumer: Surveying the decision-making
process from self-transcendent values to supportive CSR intentions. Sustainability, 14(3), 1106. <1

Feng, Y., Chen, H., & He, L. (2019). Consumer responses to femvertising: A data-mining case of dove’s “campaign for real
beauty” on YouTube. Journal of Advertising, 148(3), 1-10. <I

Fishbein, M., & Ajzen, |. (2010). Predicting and changing behavior: The reasoned action approach. In Prediction and
change of health behavior: Applying the reasoned action approach (pp. 3—21). New York: Psychology Press, Taylor & Francis
Group. &

Gadhiya, P., & Panchal, N. (2021). Young women’s continuance intentions to use communication and social media apps.
Indian Journal of Marketing, 51(3), 41-55. ¢

Garretson, J. A., & Niedrich, R. W. (2004). Spokes-characters: Creating Character trust and positive brand attitudes.
Journal of Advertising, 33(2). <

Gerrath, M. H. E. E., & Usrey, B. (2021). The impact of influencer motives and commonness perceptions on follower
reactions toward incentivized reviews. International Journal of Research in Marketing, 38(3), 531-548. Elsevier. <

Geyser, W. (2021). The state of influencer marketing 2021: BenchMark report. Available at:
https://influencermarketinghub.com/influencer-marketingbenchmark-report-2021/ <1

Global Yodel. (2017). What is influencer marketing? Available at: https://www.huffpost.com/entry/what-is-
influcnermarketing b 10778128

Grubb, E. L., & Grathwohl, H. L. (1967). Consumer self-concept, symbolism and market behavior: A theoretical approach.
The Journal of Marketing, 4(1), 22-27. &

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D. (2020). Navigating the new era of influencer
marketing: How to be successful on Instagram, TikTok, & Co. California Management Review, 63, 5-25. <

Hagger, M. S., Cheung, M. W-L., Ajzen, |., & Hamilton, K. (2022). Perceived behavioral control moderating effects in the
theory of planned behavior: A meta-analysis. Health Psychology, 41(2), 155-167. <1

Hosany, S., & Martin, D. (2012). Self-image congruence in consumer behavior. Journal of Business Research, 65(5), 685—
691. Elsevier. &

Hoyer, W. D., Maclnnis, D. J., & Pieters, R. (2013). Consumer behaviour. South-Western Cengage Learning Publisher. <



Huang, L-C., & Shiau, W-L. (2015). Why do people use microblogs? An empirical study of Plurk. Information Technology
and People, 28(2), 281-303. ¢

Jenkinson, E. (2000). Carry on campus. Checkout, 2, 20-21. ¢

Kahawandala, N., Peter, S., & Niwunhella, H. (2020). Profiling purchasing behavior of Generation Z. International
Research on Smart Computing and Systems Engineering (SCSE), 155-160. <J

Kautish, P.,, Hameed, S., Kour, P, & Walia, S. (2021). Career beliefs, self-efficacy and VUCA skills: A study among
generation Z female students of tourism and hospitality. Journal of Hospitality, Leisure, Sport & Tourism Education, 100340.
=

Kokkinos, C. M., Antoniadou, N., Dalara, E., Koufogazou, A., & Papatziki, A. (2013). Cyber-bullying, personality and coping
among pre-adolescents. International Journal of Cyber Behavior, Psychology and Learning, 3(4), 55—-69. <

Krél, K., y Zdonek, D. (2020). Social media use and its impact on intrinsic motivation in Generation Z: A case study from
Poland. Global Knowledge, Memory and Communication, 70(4/5), 442—458. <

Kwon, J., & Vogt, C. A. (2010). Identifying the role of cognitive, affective, and behavioral components in understanding
residents’ attitudes toward place marketing. Journal of Travel Research, 49(4), 423-435. ¢

Li, P.,, y Hasnah, S. (2023). Mapping the literature on Gen Z purchasing behavior: A bibliometric analysis using VOSviewer.
Innovative Marketing, 19(3), 62-73. <

Lima, A. M., & Casais, B. (2021). Consumer reactions towards femvertising: A netnographic study. Corporate
Communications, 26(3), 605—621. <

Lipsman, M., & Rich, B. (2012). The power of “like”: How brands reach (and influence) fans through social-media
marketing. Journal of Advertising Research, 52, 40-52. ¢

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and credibility affect consumer trust of branded
content on social media. Journal of Interactive Advertising, 19, 58—-73. <

Lutz, R. J. (1991). The role of attitude theory in marketing. In Perspectives in consumer behavior (4th edition).
Englewood Cliffs, NJ: Prentice-Hall International Editions. <

McDermott, M. S., Oliver, M., Simnadis, T., Beck, E. J., Coltman, T., lverson, D., Caputi, P., & Sharma, R. (2015, December).
The theory of planned behaviour and dietary patterns: A systematic review and meta-analysis. Preventive Medicine, 81,
150-156.

Mint.com. (2021). Available at: https://www.livemint.com/industry/retail/fashion-brands-woo-gen-z-as-post-millennials-
redefine-style-quotient-11631034938895.html <

Mrisha, S. H., & Xixiang, S. (2024). The power of influence: How social media influencers are shaping consumer decision
making in the digital age. Journal of Consumer Behaviour, 23(4).

Park, J., & Chun, J. (2020). How does watching YouTube fashion content impact perception of appearance: A
phenomenological study of Korean women in Generation Z. Humanities and Social Sciences Communications, 7(1), 1-10. <

Partipost. (2022). Annual influencer marketing trends report. Available at:
https://partipost.com/tw/2022/03/03/2022_marketing-annual-report/

Petty, R. E., Unnava, R. H., & Strathman, A. J. (1991). Theories of attitude change. In T. S. Robertson & H. H. Kassarjian
(Eds.), Handbook of consumer behaviour (pp. 241-280). Prentice-Hall. <

Pinto, P. A., & Parmita, E. L. (2021). Social media influencer and brand loyalty on Generation Z: The mediating effect of
purchase intention. Diponegoro International Journal of Business, 4(2), 105—115. <1

Purohit, S., Paul, J., & Mishra, R. (2021). Rethinking the bottom of the pyramid: Towards a new marketing mix. Journal of
Retailing and Consumer Services, 58, 102275. {



Purwanto, A. (2022). The role of transformational leadership and organizational citizenship behavior on SMEs employee
performance. Journal of Industrial Engineering and Management Research, 3(5), 39-45. ¢

Qin, B., & Song, G. (2022). Internal motivations, external contexts, and sustainable consumption behavior in China —
Based on the TPB-ABC integration model. Sustainability, 14(13), 7677. &

Rhodes, R. E., & Courneya, K. S. (2003). Investigating multiple components of attitude, subjective norm, and perceived
control. British Journal of Social Psychology, 42(1), 129-146. <

Ryu, J. S., Fortenberry, S., & Warrington, P. (2023). Understanding omnichannel shopping behaviors: Incorporating
channel integration into the theory of reasoned action. Journal of Consumer Sciences, 8(1), 15-26. <1

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer endorsements in advertising: The role of
identification, credibility, and Product-Endorser fit. International Journal of Advertising 39(7), 1-24. &

Schwartz, S. H. (2006). Basic human values: Theory, measurement, and applications. Revue francaise de sociologie. <!

Sciglimpaglia, D, Tarr, E. K., & Brodowsky, G. H. (2020). Advertising and peer influences on teen and young adolescent
alcohol consumption decisions: A theory-of-reasoned action approach. Journal of Promotion Management, 27(3), 417—-440.
<

Shahid, S., Islam, J. U., Farooqi, R.,, & Thomas, G. (2021). Affordable luxury consumption: An emerging market’s
perspective. International Journal of Emerging Markets, 18(2), 316—336. </

Shaikh, T. (2022). The Gen-Z cohort: The dream of the brands, marketers, advertisers. Available at:
https://bestmediainfo.com/2022/05/the-genz-cohort-thedream-of-the-brands-marketers-advertisers <1

Sivakumar, G. (2013, April 17). India is set to become the youngest country by 2020. The Hindu. <
Statista.com. (2024). Available at: https://www.statista.com/statistics/792074/india-internet-penetration-rate/ <1

Trupti Patil. (2023). Available at: https://www.linkedin.com/pulse/role-gen-z-millennials-indian-apparel-industry-trupti-
patil/ &

Uzunoglu, E., & Kip, S. M. (2014). Brand communication through digital influencers: Leveraging blogger engagement.
International Journal of Information Management, 34(5), 592-602. <1

Venciute, D., Mackeviciene, 1., Kuslys, M., & Correia, R. (2023). The role of influencer—follower congruence in the
relationship between influencer marketing and purchase behaviour. Journal Retailing and Consumer Services, 75, 103506.
d

Wise, J. (2022). Gen Z social media usage statistics 2022: The latest trends, facts & data. Available at:
https://earthweb.com/gen-z-social-media-usage-statistics/ <l

Wong, M. (2021). Does corporate social responsibility affect Generation Z purchase intention in the food industry. Asian
Journal of Business Ethics, 10(2), 391-407. I



