i glasa daala
3J\J‘¥\ Z\,\.‘S

Jlas¥) 313 siiuale (amadl [ aud

Lo pad) Aadlly o) gial)

CrSlgtinal) Gy Ay jlail) Aadladl ¢ 5 Ao Crasal 1) C fsal) Gy puu il

The Impact of Digital Influencer Marketing on Brand Loyalty Among
Consumers

Jallall dlas)

Lﬁa\qjl\ dana (b

252000650 : o2l a3 )




sl g adall (5 g8a

cJshaall a salll Gl 8 Lay cunll 138 353 511 iy ginall 5 o) sall psen s gina (358l maen
sl Canall 13 ) sale) Lalad jland s i slane daalad A8 glae ¢3adlall 5 ¢ suall i) o g )
S O Ao Jgandl g0 — s oal Ay 6l o (e sl Sa dina ¢ sl A0

(O sl daala (e (Brae

Ddaddl 583 da i Apasall dul ol aladl Gaad) (ol 2 Y 53 gane Cililaia aladiuly e
Ay jlad Gl e Y (6 sina gl alasin) 3 ean Vg ¢l shase daslan Aalaldl il (5 gia 5 caadl LS
Axalall (e g e e el 92 Al Tl g s oy

G sl Sl (g ind g ecinll e e sabaal) 5 A g STV i jlaal) pan (G siall oda et LS
Gsin and Al g2 (il 8 g5 Aa gl Ay pal) ASLaall 8 Len U samall (il 580 Adllie il 5 adall
A %al 481

632 )l dasa (L) sl




Abstract

The growing influence of social media has significantly reshaped contemporary marketing
strategies, leading organizations to increasingly rely on digital influencers to communicate
with consumers and promote brands. This study investigates the impact of digital influencer
marketing on brand loyalty among consumers. In particular, it explores how influencer
attributes—such as credibility, authenticity, expertise, trustworthiness, and attractiveness—

affect consumer trust in brands, purchase intentions, and ultimately brand loyalty.

A quantitative research approach was employed using a structured questionnaire distributed
to social media users who regularly interact with influencer content. The final sample
consisted of 126 respondents. Several statistical techniques were applied to analyze the
collected data, including descriptive statistics, reliability analysis, correlation analysis,

multiple regression analysis, and mediation analysis.

The findings indicate significant positive relationships between influencer characteristics,
brand trust, purchase intention, and brand loyalty. Among the examined attributes,
trustworthiness and attractiveness were identified as the most influential predictors of brand
loyalty. Furthermore, the results reveal that brand trust and purchase intention fully mediate
the relationship between influencer characteristics and brand loyalty, suggesting that
influencers contribute to loyalty primarily by strengthening consumer trust and encouraging

favorable purchase intentions.

The study emphasizes the importance of authenticity, credibility, and transparent
communication in influencer marketing strategies, particularly when targeting Generation Z

consumers who value genuine and relatable digital content. The findings also provide

practical implications for marketers, highlighting the need to select credible influencers,

focus on authentic storytelling, and establish long-term collaborations to strengthen

consumer relationships and enhance brand loyalty in the digital marketplace.

Keywords:
Digital Influencer Marketing, Brand Loyalty, Generation Z, Brand Trust, Purchase Intention,

Social Media Marketing.
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Chapter One

Introduction




1. Introduction

The rapid expansion of digital technologies and the widespread adoption of social media
platforms have significantly transformed modern marketing practices. In recent years,
businesses have increasingly shifted from traditional advertising methods toward digital
marketing strategies that allow direct engagement with consumers and more personalized
communication. Social media platforms such as Instagram, TikTok, YouTube, and X
(formerly Twitter) have become essential channels for marketing communication, enabling
brands to reach large audiences and interact with consumers in real time. Within this evolving
digital environment, digital influencer marketing has emerged as one of the most prominent
and effective marketing strategies used by organizations to promote their products and

services (Vrontis et al., 2021; Lou & Yuan, 2022).

Digital influencers, commonly referred to as social media influencers or content creators, are
individuals who have developed a substantial online presence and gained credibility among
their followers through regular content creation and interaction. These influencers often share
personal experiences, opinions, and lifestyle content that can shape the perceptions and
behaviors of their audiences. Compared to traditional celebrity endorsements, influencer

marketing is frequently perceived as more authentic and relatable, which enhances its

persuasive impact on consumers. Research indicates that factors such as influencer

credibility, expertise, and trustworthiness play a crucial role in influencing consumer
attitudes toward promoted brands and products (Sokolova & Kefi, 2020; De Veirman,
Hudders, & Nelson, 2021).

One of the key elements that contribute to the effectiveness of influencer marketing is the
strong sense of authenticity and trust that influencers establish with their followers. Social
media users often perceive influencers as more approachable and similar to themselves
compared to traditional celebrities, which strengthens emotional connections and increases
the likelihood of accepting their recommendations. Studies suggest that transparent
communication, genuine product experiences, and consistent engagement with followers
enhance influencer credibility and positively affect consumer responses to promotional
content (Breves et al., 2021; Ki, Cuevas, Chong, & Lim, 2020). The role of influencer
authenticity in shaping consumer behavior has also been highlighted as a cornerstone for
creating brand trust, underlining the importance of sincere and transparent influencer

messaging strategies (Baghel, 2023; Rustanta, 2025).
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Consumers represent a highly active and digitally engaged segment in today’s marketplace.
They spend a considerable amount of time on social networking platforms and frequently use
these platforms for entertainment, communication, and information seeking. Consequently,
influencer-generated content has become a significant source of product information and
brand discovery for many consumers (Casald, Flavian, & Ibafiez Sénchez, 2020;

Dwidienawati et al., 2020).

Consumers also demonstrate evolving attitudes and expectations toward brands. They tend
to value authenticity, transparency, and meaningful engagement when interacting with
companies. Moreover, they often prefer interactive digital content rather than traditional
advertising messages. Because of these characteristics, social media influencers play a
critical role in shaping how consumers perceive brands and evaluate products. Influencer
marketing strategies that incorporate storytelling, lifestyle representation, and personalized
communication can create stronger emotional connections between consumers and brands

(Jin & Ryu, 2020; Djafarova & Bowes, 2021).

In marketing literature, brand loyalty is widely recognized as a key factor contributing to
long-term business success and sustainable competitive advantage. Brand loyalty refers to a
consumer’s commitment to repeatedly purchase or support a specific brand over time. Loyal
customers not only continue purchasing from the brand but also demonstrate positive
attitudes toward it and often recommend it to others. In the digital marketing environment,
brand loyalty is influenced by multiple factors, including consumer trust, perceived brand
value, emotional attachment, and interactions with brands through social media platforms

(Rather, 2021; Izogo & Mpinganjira, 2020).

Recent research suggests that influencer marketing may contribute to strengthening brand
loyalty by fostering trust and emotional engagement between consumers and brands.
Influencers often act as intermediaries who connect brands with their audiences through
storytelling, product demonstrations, and personal recommendations. These interactions can

shape consumers’ perceptions of the brand and encourage stronger psychological attachment.

As a result, influencer marketing may play an important role not only in increasing brand

awareness but also in developing long-term consumer loyalty. Research also highlights that




influencer relatability, credibility, and emotional resonance significantly contribute to brand

loyalty outcomes among digitally engaged consumers (Njeru, 2026; Gokerik, 2024).

Despite the growing importance of influencer marketing in contemporary marketing
strategies, there is still a need for further research examining its impact on long-term brand
loyalty. Moreover, systematic reviews point to the fragmented nature of influencer marketing
research and call for more multidisciplinary and longitudinal studies to deepen theoretical

understanding (Gui et al., 2025).

Therefore, this study aims to examine the impact of digital influencer marketing on brand
loyalty among consumers, providing valuable insights that may help marketers develop
more effective digital marketing strategies in an increasingly competitive and digitally

driven marketplace (Casal¢ et al., 2020; Breves et al., 2021).

Study Problem

The rapid growth of social media has transformed marketing strategies, making digital
influencer marketing a key tool for brands to engage consumers. Social media influencers,
who create and share content with large audiences, play a significant role in shaping
consumer perceptions and behaviors. Consumers today demonstrate high levels of digital
engagement and increasingly rely on online platforms for product discovery and brand
information (Casalo, Flavian, & Ibafiez Sanchez, 2020). As a result, brands invest heavily in
influencer collaborations with the expectation that such strategies will enhance engagement

and strengthen consumer relationships.

Previous studies have demonstrated that influencer marketing can positively impact short-
term outcomes such as brand awareness and purchase intention. Lou and Yuan (2022)
highlighted that the credibility of influencers and the perceived value of their messages
significantly affect consumer trust and brand attitudes. Similarly, Djafarova and Bowes
(2021) emphasized that influencer authenticity and relatability are key factors driving
consumer engagement and purchase intention. Breves, Liebers, Abt, and Kunze (2021)

further found that influencer—brand fit enhances the persuasive effectiveness of influencer

promotions. In addition, research has shown that influencer marketing strategies can




significantly influence brand trust, especially when influencers demonstrate authenticity and
transparent engagement (Ben, 2025). Empirical findings from markets such as Kenya
indicate that attributes like relatability and relevance exert strong effects on brand loyalty
outcomes (Njeru, 2026). Other studies have explored how influencer partnerships on
platforms such as TikTok affect purchasing decisions and consumer engagement,
demonstrating the importance of trust and content quality as key driving mechanisms (Falah
et al., 2025). Moreover, social media engagement and influencer collaborations have been
linked to higher levels of brand loyalty when content quality is effectively managed
(Hadikusuma & Ginting, 2025). Research also suggests that parasocial relationships built
through influencer endorsements can contribute to sustained brand attachment (Lidiya,

2023).

Despite these findings, limited research has addressed the long-term effects of influencer
marketing on brand loyalty. Brand loyalty is crucial for sustained business success, as loyal
consumers are more likely to repurchase, recommend the brand, and maintain a strong
emotional attachment (Rather, 2021). Furthermore, studies examining broader aspects of
digital engagement suggest that consumer loyalty behaviors are complex and influenced by

emotional and experiential factors beyond mere exposure to influencer content (Brand

Loyalty, 2025). Additionally, the moderating role of brand authenticity in the effectiveness

of influencer marketing remains underexplored, although existing evidence suggests it can
strengthen the relationship between influencer strategies and consumer behavioral intentions

(Khanali & Moeini, 2025).

Despite the growing body of research on influencer marketing, there is a noticeable lack of
studies focusing on the Saudi population. Consumer behavior in Saudi Arabia may differ due
to cultural, social, and economic factors, which makes it important to examine influencer
marketing in this region. Therefore, this gap highlights the need for further research to better

understand how influencer marketing affects brand loyalty among Saudi consumers.




Chapter Two

Literature Review




1.2 Introduction

In the modern digital era, marketing practices have been significantly influenced by the rapid
growth of social media platforms and online communication channels. Businesses increasingly
utilize digital platforms to promote their products and services and to establish stronger
connections with consumers. Within this context, influencer marketing has emerged as an
important strategy that enables brands to reach audiences more effectively through individuals

who have established credibility and influence on social media platforms.

Social media influencers play a significant role in shaping consumer perceptions and behaviors
by sharing content related to products, lifestyles, and personal experiences. Through continuous
interaction with their followers, influencers can create a sense of trust and authenticity that
enhances the effectiveness of marketing messages. As a result, many organizations collaborate
with influencers to increase brand visibility, improve consumer engagement, and influence

purchasing decisions.

Consumers today operate in a highly connected digital environment, where social media
platforms serve as primary sources of information, communication, and entertainment. They
frequently rely on these platforms to obtain information about brands and products, making

influencer-generated content a critical factor in shaping their attitudes and consumption choices.

Beyond influencing immediate purchase decisions, influencer marketing may also contribute to

the development of long-term relationships between consumers and brands. Influencers can
create emotional connections with their audiences through relatable content, storytelling, and
consistent engagement. These factors may strengthen consumer trust and attachment to brands,

ultimately supporting the development of brand loyalty.

This chapter reviews the existing literature related to digital influencer marketing and its
relationship with brand loyalty. It synthesizes insights from previous studies, identifies key
themes and findings, and highlights areas where further research is needed. By examining prior

research, this chapter establishes the theoretical and empirical foundation for the present study.




2.2 Literature Review

In the contemporary digital landscape, influencer marketing has become a dominant force in
shaping consumer behavior and brand outcomes. With the increasing use of social media
platforms and the growing reliance on digital content, influencer marketing plays a pivotal
role not only in influencing purchase decisions but also in building deeper, long-term
relationships between consumers and brands. This chapter critically reviews relevant
literature on digital influencer marketing, with a particular focus on its impact on brand
loyalty. The review synthesizes findings from recent empirical and theoretical studies,
highlights key consistencies and contradictions, and identifies gaps that the present study

seeks to address.

2.2.1 Theoretical Foundations of Influencer Marketing

Influencer marketing draws from several theoretical perspectives, including social influence
theory, parasocial interaction theory, and relationship marketing. Social influence theory
posits that individuals’ behaviors and attitudes are shaped by influential figures within their
social networks. Parasocial interaction theory explains how followers form one-sided
emotional bonds with media personalities, which can extend into real-world brand
perceptions. Relationship marketing emphasizes long-term engagement and emotional
connection as key precursors to brand loyalty. These frameworks provide a foundation for

understanding how digital influencers can impact consumer attitudes and loyalty.

De Veirman, Hudders, and Nelson (2021) provide a systematic review of influencer
marketing research and conclude that authentic messaging and relatable content are central
to effective influencer communication. They argue that influencers can act as intermediaries
between brands and consumers, adding a layer of credibility and social proof that traditional

advertising often lacks.




2.2.2 Influencer Characteristics and Consumer Responses

A consistent theme across studies is the importance of influencer traits such as credibility,

authenticity, expertise, and attractiveness in shaping consumer responses.

Casalo, Flavian, and Ibafiez Sanchez (2020) found that Instagram influencers perceived as
authentic and relatable significantly enhance consumer engagement and opinion leadership.
Their findings indicate that when followers identify with an influencer’s lifestyle and values,
they are more receptive to promotional messages. Similarly, Lou and Yuan (2022)
demonstrated that influencers who deliver high-value and credible messages enhance
consumer trust and positively influence purchase intentions, indirectly supporting loyalty

development.

Ki and Kim (2021) emphasized that authenticity, expertise, and attractiveness are strong
predictors of influencer effectiveness, highlighting that credible influencers are more
successful in shaping consumer attitudes—an essential step toward long-term brand loyalty.
Breves, Liebers, Abt, and Kunze (2021) further showed that influencer—brand fit strengthens
both credibility and persuasive power, enhancing emotional connections between consumers

and brands.

Lim, Radzol, Cheah, and Wong (2020) highlighted the importance of interactive
communication, arguing that two-way interactions, such as direct engagement with
followers, foster stronger consumer—brand relationships compared to one-way advertising

approaches.

2.2.3 Emotional Engagement and Parasocial Relationships

Emotional engagement and parasocial relationships (PSRs) are widely recognized as key
mechanisms through which influencers affect consumer outcomes. Jin and Ryu (2020) found
that emotional attachment to influencers leads to stronger identification with endorsed

brands, increasing the likelihood of positive consumer responses.

Djafarova and Trofimenko (2022) demonstrated that parasocial relationships—one-sided

emotional bonds between followers and influencers—encourage repeated engagement and
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contribute to the development of deeper brand relationships. Similarly, Sokolova and Kefi
(2020) showed that emotional attachment and perceived credibility significantly influence
the acceptance of influencer recommendations, suggesting that affective bonding plays a

critical role in shaping consumer behavior beyond immediate purchase intentions.

2.2.4 Consumer Preferences and Platform Dynamics

Numerous studies indicate that consumer characteristics and platform dynamics significantly
influence the effectiveness of influencer marketing. Consumers increasingly rely on
influencer-generated content for product information and recommendations, with
authenticity and emotional connection identified as key drivers of engagement (Djafarova &

Bowes, 2021).

Yang, Liu, and Chen (2023) examined cross-platform differences and found that short-form
platforms such as TikTok generate high interaction rates, while long-form platforms such as
YouTube facilitate deeper understanding and trust. These findings suggest that different
digital environments elicit distinct types of consumer responses, which may have varying

implications for brand loyalty.

Ki, Cuevas, Chong, and Lim (2020) highlighted that micro-influencers, despite having
smaller audiences, often generate stronger trust and community identity compared to macro-
influencers. This finding challenges the assumption that follower count determines influence,
emphasizing instead the importance of engagement quality in building long-term

relationships.

Singh and Molyneux (2023) further demonstrated that niche influencer communities—such
as those focused on gaming, fashion, wellness, and fitness—foster stronger communal bonds,
which can translate into sustained engagement and loyalty through shared interests and

identities.




2.2.5 Trust, Satisfaction, and Brand Loyalty

Brand loyalty is widely conceptualized as consumers’ sustained commitment to a brand,
reflected in repeated purchases, preference, and advocacy. Trust and satisfaction are key
antecedents of loyalty, forming the psychological foundation for long-term consumer—brand

relationships.

Rather (2021) demonstrated that trust and perceived value are critical drivers of loyalty in
digital contexts. Consumers are more likely to remain loyal when brands consistently meet
expectations and deliver value. Influencer endorsements can enhance this trust by reducing

perceived risk and acting as credible sources of information.

Zhang and Huang (2024) provided empirical evidence linking influencer marketing to brand
loyalty, showing that authentic storytelling and transparent communication strengthen both
satisfaction and emotional attachment. Marbach, Lages, and Nunan (2021) found that
participatory engagement strategies—such as interactive campaigns—enhance emotional

bonds and increase loyalty intentions.

Thompson and Wei (2025) further highlighted that strong emotional attachment through
influencer interaction can lead to brand advocacy, a higher-order form of loyalty

characterized by recommendations and active promotion.

2.2.6 Transparency, Ethics, and Visual Storytelling

Transparency and ethical considerations play an increasingly important role in influencer
marketing effectiveness. Hudson and Hudson (2022) found that clear disclosure of sponsored

content enhances perceived honesty and trust, thereby strengthening long-term loyalty.

Chen and Lin (2023) emphasized the importance of visual storytelling and narrative
personalization in increasing emotional resonance and brand attachment. Influencers who
integrate products naturally into their narratives create stronger emotional connections

compared to overtly commercial content.




De Veirman, Hudders, and Nelson (2021) reinforced the importance of authenticity, noting
that content perceived as genuine is more effective in building trust and engagement, whereas

overly commercial content may lead to skepticism and reduced loyalty.

2.2.7 Cultural and Contextual Moderators

Cultural values and contextual factors can significantly moderate the effectiveness of
influencer marketing. Almousa and Altunaiji (2024) found that cultural norms influence how
consumers interpret influencer credibility and authenticity, thereby affecting loyalty

outcomes across regions.

Park and Lee (2024) demonstrated that co-creation strategies—where consumers actively
participate in content creation—enhance emotional attachment and strengthen consumer—
brand relationships. Martinez Lopez and Casillas (2023) further highlighted that collectivist
contexts emphasize trust and community engagement, whereas individualistic contexts

prioritize personal relevance and self-expression.

2.2.8 Comparative Analysis of the Literature

Across the reviewed studies, several consistent themes emerge. First, influencer credibility
and authenticity are fundamental drivers of trust, engagement, and satisfaction, which are
key antecedents of brand loyalty. Second, emotional and parasocial connections play a

central role in transforming consumer engagement into long-term loyalty and advocacy.

Third, platform characteristics significantly influence how consumers interact with
influencer content and develop brand relationships. Different platforms provide varying
levels of interaction, storytelling depth, and emotional engagement, which in turn affect

loyalty outcomes.

Despite these contributions, notable gaps remain. Much of the existing literature examines

influencer characteristics in isolation rather than exploring their combined -effects.




Longitudinal research is limited, restricting understanding of how loyalty develops over time.

Additionally, cross-cultural and platform-specific variations remain underexplored.

Finally, while many studies focus on attitudinal outcomes such as trust and engagement,
fewer examine actual behavioral loyalty, including repeat purchases and advocacy.
Addressing these gaps will enhance both theoretical understanding and practical applications,

enabling more effective and sustainable influencer marketing strategies.

2.3 Research Gaps

Most existing studies focus on influencer characteristics such as credibility, authenticity,
and engagement quality in isolation, without examining their combined and interactive

effects on brand loyalty.

There is a noticeable lack of longitudinal research investigating how continuous influencer

interactions influence the development of consumer loyalty over time.

Although social media platforms differ in terms of content formats and engagement
mechanisms, comparative studies examining how these platform-specific differences

impact brand loyalty remain limited.

Cultural and contextual factors have not been sufficiently integrated into existing
influencer marketing models, despite their potential influence on consumer perceptions

and behavioral responses.

Prior research has largely focused on attitudinal outcomes such as trust and purchase

intention, while empirical evidence on actual behavioral loyalty outcomes (e.g., repeat

purchase and brand advocacy) remains insufficient.

Therefore, there is a need for a comprehensive and integrated study that examines how
digital influencer marketing affects brand loyalty by considering the interaction between

influencer characteristics, platform dynamics, and consumer behavior.




Chapter Three

Research Methodology




1.3 Introduction

This chapter presents the research methodology adopted to examine the impact of digital
influencer marketing on brand loyalty among consumers. The methodology provides a
structured approach that guides the processes of data collection, measurement, and analysis

in order to achieve the objectives of the study and address its research questions.

In this chapter, the research design employed in the study is explained, along with the
procedures followed for collecting and analyzing the data. It also describes the target
population, the sampling technique applied, and the size of the selected sample. Additionally,
the chapter outlines the research instrument used to gather data and explains the steps taken

to ensure the reliability and validity of the measurement scales.

Furthermore, the statistical methods used for analyzing the collected data are presented to
clarify how the study variables are examined and interpreted. The chapter also addresses the
ethical considerations observed throughout the research process, including voluntary
participation, confidentiality, and the responsible handling of respondents’ information.

Overall, this chapter provides a clear and systematic explanation of the methodological

procedures followed in conducting the study.

2.3 Research Population

The research population represents the group of individuals who share specific characteristics
relevant to the objectives of the study and from whom the data are collected. In this study,
the research population consists of consumers who actively use social media platforms and

are frequently exposed to influencer marketing content.

Consumers in the digital environment are considered highly engaged, as they operate within
a context characterized by widespread internet access, smartphone usage, and continuous
interaction with social media. They regularly engage with digital content and often rely on
platforms such as Instagram, TikTok, and YouTube to obtain information about products,

brands, and market trends.

Focusing on this group is particularly important for the present study because they represent

a primary audience for influencer marketing campaigns. Their frequent interaction with
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influencers and online content makes them highly relevant for examining how digital
influencer marketing strategies influence consumer attitudes and contribute to the

development of brand loyalty.

3.3 Importance of the Study

Significance of the Study

The significance of this study lies in its potential to contribute both scientifically and
practically to the field of digital marketing and brand management, particularly in

understanding the role of influencer marketing in building brand loyalty among consumers.

e Advancing Academic Knowledge:

Although previous studies have explored the effects of influencer marketing on consumer
attitudes, engagement, and purchase intentions, relatively few have investigated its role in
sustaining long-term brand loyalty. This research aims to fill this gap by providing empirical
evidence on how influencer credibility, authenticity, and interactive engagement influence
not only immediate consumer responses but also enduring loyalty behaviors such as repeated
purchases and brand advocacy (Lou & Yuan, 2022; Breves, Liebers, Abt, & Kunze, 2021).

By integrating these dimensions, the study advances academic understanding of the

mechanisms through which influencer marketing shapes both attitudinal and behavioral

loyalty, contributing to the theoretical development of consumer—brand relationship models

in the digital age.

o Enhancing Understanding of Consumer Behavior:

The study provides insights into consumer behavioral patterns, preferences, and interactions
with digital influencers. Consumers in digital environments are characterized by high levels
of connectivity and increasing preference for authentic and engaging content. By examining
how consumers perceive influencer credibility, engage with content, and form emotional
connections, the research enriches theoretical frameworks related to consumer—brand

relationships, parasocial interactions, and loyalty development (Casald, Flavian, & Ibafiez-
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Sanchez, 2020). Additionally, the study highlights how psychological constructs such as

trust, satisfaction, and emotional attachment translate into measurable loyalty outcomes.

o Foundation for Future Research:

The findings of this study can serve as a foundation for future research exploring additional
aspects of influencer marketing, such as ethical practices, transparency in sponsored content,
visual storytelling, and cross-platform engagement strategies. It also opens opportunities for
longitudinal research examining how repeated influencer interactions shape brand loyalty
over time. By identifying existing gaps and providing empirical evidence, the study

contributes to both theory development and practical applications in digital marketing.

3.5 Practical Importance

e Guidance for Marketers:

The study provides actionable insights for marketing professionals on selecting
appropriate influencers, designing engaging content, and implementing strategies that

strengthen brand loyalty (Djafarova & Bowes, 2021).

o Improving Consumer Engagement and Retention:

By identifying the factors that drive loyalty, organizations can enhance consumer
retention, foster stronger emotional connections, and achieve sustainable competitive

advantages in digital markets (Rather, 2021).

o Promoting Ethical Marketing Practices:

The study emphasizes the importance of authenticity, transparency, and trustworthiness
in influencer marketing, helping organizations maintain consumer confidence and avoid

misleading practices.




3. Objectives of the Study

The objectives of this study are designed to guide the investigation of the relationship
between digital influencer marketing and brand loyalty, highlighting the influence of
specific influencer characteristics and marketing strategies on consumer loyalty
outcomes. The objectives are divided into a main aim and several objectives, each

emphasizing the independent variables and their expected effects on brand loyalty.
3.1 Main Aim

To examine the overall impact of digital influencer marketing, as a strategic approach,
on brand loyalty among consumers. This objective considers the combined effects of
influencer characteristics and engagement strategies on consumer commitment and

long-term loyalty behaviors

3.2 Objectives

1. Influencer Credibility — Brand Loyalty: To examine how an influencer’s

trustworthiness, expertise, and reliability affect consumer loyalty.

Influencer Authenticity — Brand Loyalty: To assess the impact of genuine and

relatable influencer communication on consumer trust and long-term loyalty.

. Influencer Engagement Strategies — Brand Loyalty: To analyze how interactive
content, storytelling, and participatory campaigns enhance consumer engagement and

loyalty.

Key Influencer Factors — Emotional Connection — Brand Loyalty: To identify
influencer marketing elements that strengthen emotional bonds and mediate loyalty

development.

Marketing Strategy Insights — Long-Term Brand Loyalty: To provide actionable
guidance for marketers on using influencer characteristics and engagement strategies

to foster repeated purchases, advocacy, and sustained loyalty.

3.7 Study Questions




Based on the objectives of the study, the following research questions are proposed:
3.7.1 Main Research Question

e How does digital influencer marketing influence brand loyalty among consumers?
7.3.2 Sub-Questions

1. To what extent does influencer credibility affect brand loyalty?

2. How does influencer authenticity contribute to the development of brand loyalty?

What role do influencer engagement strategies (such as interactive content and

storytelling) play in shaping brand loyalty?

Which elements of influencer marketing enhance the emotional connection between

consumers and brands?

How can marketers leverage influencer marketing to foster sustainable and long-term

brand loyalty?

3.8 Research Hypotheses

HI: Influencer credibility — Brand
Credible influencers increase consumers’ trust in the brand.

H2: Brand trust — Purchase intention

Higher brand trust boosts consumers’ intention to buy.

H3: Purchase intention — Brand loyalty
Repeated purchase intentions lead to long-term brand loyalty.

H4: Brand trust mediates Influencer credibility — Brand loyalty
Credibility strengthens trust, which in turn enhances loyalty.

H5: Influencer authenticity, expertise, and attractiveness — Trust & Brand loyalty
Authenticity, expertise, and attractiveness collectively strengthen consumer trust and

long-term loyalty.




Chapter Four

Results and Recommendations




Statistical Analysis Report:

4.1 Introduction

This section outlines the statistical methods employed to analyze the data collected for this
study. The primary objective of the analysis was to examine the relationship between digital
influencer marketing and brand loyalty. To enhance the robustness of the findings and
increase the sample size, the dataset was constructed by merging two survey datasets that

were based on the same questionnaire and research design.

A range of statistical techniques was applied to comprehensively address the research
objectives. Descriptive statistics were used to summarize the data and provide an overview
of the sample characteristics. Reliability analysis was conducted to assess the internal
consistency of the measurement scales. Correlation analysis was employed to examine the
strength and direction of relationships between the study variables, while multiple regression
analysis was used to evaluate the predictive effects of the independent variables on brand
loyalty. Furthermore, mediation analysis was performed to investigate potential indirect

effects within the research model.

The application of these statistical methods enabled a comprehensive and systematic
examination of the study variables and their interrelationships, thereby enhancing the validity

and interpretability of the research findings.

4.2 Descriptive Statistics

The merged dataset consists of 126 respondents. The following table summarizes the

demographic characteristics of the sample.

Table 4.1 : Demographic Profile

Characteristic Category Frequency (N) Percentage (%)

Gender Female 81 64.3%
Male 45 35.7%




Mean 35.14 years

Std. Deviation ~ 12.41 years
Range 18 - 73 years

Social Media Usage 1 — 3 hours 48
4 — 6 hours 34

> 6 hours 26
<1 hour 18

Purchased via Influencer Yes

No

Note: The majority of respondents are female (64.3%) and have previously purchased

products based on influencer recommendations (81.0%).

Reliability Analysis

Internal consistency was measured using Cronbach’s Alpha (a). All constructs exceeded the

threshold of 0.70, indicating high reliability for the survey instruments.

Table 4.2 : Reliability Results

Construct Number of Items  Cronbach’s Alpha (o)

Expertise 3 0.842
Trustworthiness 3 0.902
Authenticity 0.794
Brand Trust 0.895
Purchase Intention 0.864

Brand Loyalty 0.822




ii.  Correlation Analysis

Pearson correlation was used to examine the relationships between the variables. All

variables showed significant positive correlations.

Table 4.3 : Correlation Matrix

Variable

1. Expertise

2. Trustworthiness

3. Authenticity

4. Attractiveness . . . 1.00

5. Brand Trust ) ) ) 0.60 1.00

6. Purchase Intention ) ) ) 0.56 0.82 1.00

7. Brand Loyalty . . . 0.52 0.77 0.81 1.00

ili.  Multiple Regression Analysis

Multiple regression was performed to test the direct effects of influencer characteristics on

Brand Loyalty.

Table 4.4 : Regression Results (Dependent Variable: Brand Loyalty)

Predictor Beta (B) Std. Error t-value p-value Sig.

(Constant) 0.553 0.289 1.917 0.058 -




Expertise
Trustworthiness
Authenticity

Attractiveness

Model Summary: R? = 0.475, Adjusted R? = 0.458, F(4, 121) = 27.36, p < 0.001.
Influencer characteristics explain 47.5% of the variance in Brand Loyalty.

Trustworthiness and Attractiveness are the strongest significant predictors.

iv.  Mediation Analysis

We tested whether Brand Trust mediates the relationship between Influencer Characteristics

(IV) and Brand Loyalty (DV).

Table 4.5 : Mediation Path Results

Path Coefficient Result

Total Effect (IV — DV) 0.791 Significant

Path a (IV — Mediator) 0.913 Significant

Path b (Med — DV) 0.690 Significant

Direct Effect (Path c’) 0.161 Not Significant

Conclusion: Since the direct effect (¢’) becomes non-significant when the mediator is

included, Brand Trust fully mediates the relationship between influencer characteristics and

brand loyalty.




Assumption Testing

Multicollinearity: All Variance Inflation Factor (VIF) values were below 3.0 (Range:

1.53 - 2.82), indicating no multicollinearity issues.

Normality: Shapiro-Wilk test (p = 0.02) and visual inspection of residuals suggest slight

deviations from normality, but within acceptable limits for a sample size of N=126.

Independence: Durbin-Watson statistic was 2.17, confirming no autocorrelation.

vi.  Visualizations

The following charts visualize the key demographic and distribution data. - Gender

Distribution (Pie Chart) - Age Distribution (Histogram) - Purchase History (Frequency).

Visual Analysis Report: Demographic and Behavioral Insights
a) Gender Distribution of Respondents

The gender composition of the survey participants provides essential context for the study

on influencer marketing and brand loyalty.

Gender Distribution of Respondents

Male

Female

Figure 4.1 : Gender Distribution




d) Analysis and Interpretation:

The pie chart above illustrates the gender distribution of the 126 respondents who

participated in the study. - Female Respondents: Represent the majority of the sample at

64.3% (81 individuals). - Male Respondents: Account for 35.7% of the sample (45

individuals).

Key Insight: The high participation of female respondents aligns with existing marketing
literature, which often suggests that female consumers are more active in engaging with
lifestyle and fashion influencers. This gender-skewed distribution should be considered when
interpreting brand loyalty, as emotional attachment to brands can vary significantly across

gender demographics.

3. Age Distribution of Respondents

Understanding the age range of participants is crucial for identifying which generational

cohorts are most influenced by digital marketing strategies.
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Frequency
&

o
L

4|0 50
Age (Years)

Figure 4.2 : Age Distribution




4. Analysis and Interpretation:

The histogram displays the frequency of respondents across different age groups, with an
overlaid Kernel Density Estimate (KDE) curve showing the overall distribution shape. -
Mean Age: The average age of participants is approximately 35.14 years. - Age Range: The
participants range from 18 to 73 years old. - Distribution Shape: The data shows a
concentration in the younger to middle-aged adult categories, specifically between 20 and 45

years.

Key Insight: The distribution is relatively broad, indicating that influencer marketing impacts
a wide range of age groups, not just Gen Z or Millennials. However, the peak frequency in
the 20-35 age bracket suggests that younger adults remain the primary target audience for

influencer-led brand campaigns.

5. Influencer-Driven Purchase Experience

This chart measures the direct behavioral impact of influencer recommendations on the

participants’ past purchasing decisions.

Previous Purchase Experience via Influencers

Figure 4.3 : Purchase Experience




6. Analysis and Interpretation:

The pie chart reflects the respondents’ answers to whether they have ever purchased a product
because an influencer recommended it. - Yes (81.0%): A vast majority of the respondents
have made at least one purchase based on an influencer’s endorsement. - No (19.0%): Only
a small fraction of the sample has never been directly influenced to make a purchase by

digital influencers.

Key Insight: The exceptionally high “Yes” rate (81%) demonstrates the powerful persuasive
capacity of digital influencers. This behavioral conversion is a critical precursor to building
long-term brand loyalty, as the initial purchase provides the first point of contact between the

consumer and the brand’s actual product quality.

7. Conclusion of Visual Analysis

The visual data confirms that the sample is predominantly female, middle-aged, and highly
responsive to influencer marketing. These demographic factors provide a solid foundation

for the subsequent regression and mediation analyses, confirming that the respondents are

active participants in the influencer-driven digital economy.

Advanced Statistical Visualization: Influencer Marketing and Brand Loyalty
1. Distribution of Influencer Characteristics

This section examines the participants’ perceptions of influencer expertise and

trustworthiness, which are the primary independent variables in this study.




A. Influencer Expertise

Distribution of Influencer Expertise
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Figure 4.4 : Expertise Distribution

Analysis and Interpretation: The histogram above displays the frequency distribution of the
“Expertise” construct scores (mean of 3 items). - Central Tendency: The distribution is
negatively skewed, indicating that most respondents perceive the influencers they follow as
having high levels of knowledge and experience. - Peak: The highest frequency occurs in the

4.0 to 5.0 range, suggesting a strong consensus on influencer competence.

Key Insight: High perceived expertise is a critical factor in digital marketing. When followers
believe an influencer is knowledgeable, they are more likely to accept their recommendations

as credible, which serves as the foundation for brand trust.




B. Influencer Trustworthiness

Distribution of Influencer Trustworthiness
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Figure 4.5 : Trustworthiness Distribution

Analysis and Interpretation: This chart visualizes how respondents rate the honesty and

transparency of influencers. - Distribution: Similar to expertise, the scores are concentrated
towards the higher end of the scale. - Variation: There is slightly more variance in
trustworthiness compared to expertise, suggesting that some followers remain skeptical about

the sincerity of sponsored content.

Key Insight: Trustworthiness is the “bridge” between the influencer and the brand. While
expertise is about capability, trustworthiness is about character. The high scores here indicate

that influencers have successfully cultivated a sense of sincerity with their audience.

2. Brand Trust and Loyalty Analysis

This section analyzes the outcome variables: how much consumers trust the promoted brands

and how loyal they intend to be.




A. Brand Trust Levels

Brand Trust Levels (Categorized)
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Figure 4.6 : Brand Trust Levels

Analysis and Interpretation: To provide a clearer picture, the Brand Trust scores were
categorized into three levels: - High (Score > 3.6): 56.3% of respondents report a high level
of trust in the brands recommended by influencers. - Moderate (Score 2.4 - 3.6): 27.8%

maintain a neutral or moderate trust level. - Low (Score < 2.4): 15.9% show low trust.

Key Insight: Over half of the participants transitioned their trust from the influencer to the

brand. This confirms the “Trust Transfer” theory, where the influencer’s credibility acts as a

surrogate for the brand’s own reputation.




B. Brand Loyalty Distribution

Distribution of Brand Loyalty
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Figure 4.7: Brand Loyalty Distribution

Analysis and Interpretation: The histogram for Brand Loyalty reflects the respondents’
intention to continue purchasing and recommending the brand. - Observation: The
distribution shows a healthy spread, with a significant peak around the 4.0 mark. -
Attachment: While trust is high, the “Emotional Attachment” component of loyalty (as seen

in the lower tail) is harder to achieve than simple purchase intention.

Key Insight: Building loyalty is the ultimate goal of influencer marketing. The data shows

that while influencers are excellent at driving initial trust and purchase, creating long-term,
emotionally attached loyalists requires consistent brand performance beyond the influencer’s

initial recommendation.




e) Comparative Summary of Construct Levels

Brand Loyalty Levels (Categorized)

High

33.3%

Moderate

Figure 4.8: Loyalty Levels

Analysis and Interpretation: When looking at Brand Loyalty in categories: - High Loyalty:
52.4% - Moderate Loyalty: 31.7% - Low Loyalty: 15.9%

Final Conclusion: The visual evidence strongly supports the hypothesis that influencer
marketing is an effective tool for building brand equity. The high levels of perceived
expertise and trustworthiness directly correlate with the high percentages of brand trust and

loyalty observed in the pie charts.

Table 4.6: Descriptive Statistics

The following table summarizes the mean and standard deviation for the main research

variables (N=124).




Variable Std. Deviation

Influencer Expertise 0.81

Influencer Trustworthiness 0.98

Influencer Attractiveness . 0.91

Brand Trust 0.84

Purchase Intention . 0.93

Brand Loyalty 0.92

Table 4.7: Reliability Analysis (Cronbach’s Alpha)

To ensure internal consistency, Cronbach’s alpha was calculated for each construct. All

values exceeded the threshold of 0.70.

Construct Cronbach’s Alpha (a)

Expertise 0.81

Trustworthiness 0.90

Attractiveness 0.76

Brand Trust 0.88

Purchase Intention 0.85

Brand Loyalty 0.83

3. Correlation Analysis
The correlation matrix shows significant positive relationships between all variables.
Key correlations with Brand Loyalty:

- Brand Trust: 0.76
- Purchase Intention: 0.81

- Influencer Attractiveness: 0.62




4. Multiple Regression Analysis

Multiple regression was conducted to test the effects of influencer characteristics on Brand

Loyalty. Model Summary: R-squared = 0.439, F(3, 120) = 31.27, p < 0.001.
Significant Predictors of Brand Loyalty:

¢ Influencer Trustworthiness (f = 0.25, p =0.015)
¢ Influencer Attractiveness (f = 0.38, p <0.001)

5. Mediation Analysis

Mediation analysis using regression procedures tested whether Brand Trust and Purchase

Intention mediate the effects of influencer characteristics on Brand Loyalty. Results indicate

that when mediators are included, the direct effect of influencer characteristics becomes non-

significant (p = 0.696), suggesting full mediation by Brand Trust and Purchase Intention.

6. Visualizations
Bar Chart: Average Scores

Average Scores of Research Variables

Mean Score (1-5)
RN N W W
o w o w o w

o
wn

=
o

Figure 4.9: Box Plot: Brand Loyalty Distribution
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Figure4.10 :Scatter Plot: Brand Trust vs Brand Loyalty
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Figure 4.11 : Brand Loyalty

This report summarizes the statistical analysis conducted on the merged survey datasets

(N=124).




Table 4.8: Descriptive Statistics

The average scores for all research variables were above the neutral point (3.0), indicating a

positive perception of influencer marketing and brand loyalty among respondents.

Variable Std. Deviation

Influencer Expertise . 0.81
Influencer Trustworthiness . 0.98
Influencer Attractiveness . 0.90
Brand Trust . 0.84
Purchase Intention . 0.93

Brand Loyalty

2. Reliability Analysis (Cronbach’s Alpha)

All constructs demonstrated high internal consistency (a > 0.70), ensuring the reliability of

the survey instrument.

Expertise: 0.81
Trustworthiness: 0.90
Attractiveness: 0.76
Brand Trust: 0.88
Purchase Intention: 0.85

Brand Loyalty: 0.83




3. Multiple Regression Analysis

The regression model for Brand Loyalty was significant (R*2 = 0.439, F(3, 120) =31.27, p
<0.001).

Influencer Trustworthiness Attractiveness (beta = 0.38, p < 0.001) were significant
predictors of brand loyalty.
Influencer Expertise was not a significant direct predictor when other factors were

included.

4. Mediation Analysis

Mediation analysis revealed that Brand Trust and Purchase Intention fully mediate the
relationship between influencer characteristics and brand loyalty. When these mediators were

included in the model, the direct effect of influencer characteristics became non-significant

5. Visualizations

The following charts were generated and are included in the Word report:

Bar Chart: Comparing average scores across all variables.
Box Plot: Showing the distribution and spread of Brand Loyalty scores.
Scatter Plot: Illustrating the strong positive relationship between Brand Trust and

Brand Loyalty.




Table 9:4 : Linking Influencer Characteristics Objectives to Brand Loyalty (Multiple

Regression Analysis)

Objective: To measure the impact of (credibility, authenticity, attractiveness, and expertise)

as independent variables on brand loyalty as a dependent variable.

Sub-Objective

Objective 1: Impact of
Influencer Credibility

(Trustworthiness)

Objective 2: Impact of

Influencer Authenticity

Additional Sub-
Objective: Impact of

Influencer Attractiveness

Additional Sub-
Objective: Impact of

Influencer Expertise

Independent
Variable

Trustworthiness

Authenticity

Attractiveness

Expertise

Beta
Coefficient

(Beta)

Statistical
Result

Significant and
highly
influential

predictor

Significant
predictor (at
0.05 level)

Significant and
very strong

predictor

Not significant

as a direct effect

Note: The overall model explained 47.5% of the variance in Brand Loyalty (R? = 0.475).

Table 10:4 Strength of Relationship Between Study Variables (Correlation Analysis -

Pearson Correlation)

Objective: To illustrate the strength and direction of the relationship between influencer

characteristics and consumer outcomes (trust, intention, and loyalty).




Tested Relationship Correlation Strength of
(Objective) Coefficient (R) Relationship

Direction

Relationship between Expertise o
Moderate Positive
and Loyalty

Relationship between N
Strong Positive
Trustworthiness and Loyalty

Relationship between Moderate to -
- Positive
Authenticity and Loyalty Strong

Relationship between N
. Moderate Positive
Attractiveness and Loyalty

Relationship between Brand o
Very Strong Positive
Trust and Loyalty

Relationship between Purchase o
. Very Strong Positive
Intention and Loyalty

Table 11:4 Mediation Analysis (Objective 4 - Emotional Connection and Trust as

Mediators)

Objective: To examine whether brand trust is the mechanism that transforms influencer

characteristics into long-term loyalty.

P
Statistical Path Coefficient Result
value

Total Effect (Influencer — o
0.791 0.000  Significant

Loyalty)




Statistical Path Coefficient P Result

Path (a): (Influencer — Brand Significant and very

Trust) strong

Path (b): (Trust — Loyalty) 0.690 0.000  Significant

Direct Effect (after mediator) 0.161 0.192  Not Significant

Statistical Conclusion for Objective 4: There is Full Mediation; meaning influencer
characteristics do not directly build loyalty but must first pass through building "Brand

Trust."

Table 12:4 Reliability of Measurement Instruments (Questionnaire Consistency)

Objective: To ensure that the questions used to measure the objectives were accurate and

consistent.

Construct (Measured Number of Cronbach's
Evaluation
Objective) Items Alpha

Expertise 0.842 Excellent

. Very
Trustworthiness
Excellent

Authenticity Very Good

Brand Trust Excellent

Purchase Intention Excellent




Construct (Measured Number of Cronbach's

Evaluation

Objective) Items Alpha

Brand Loyalty 0.822 Excellent

Statistical Summary for Objectives:

1

Objectives 1 & 2: Statistically proven through regression and correlation tables,

showing that trustworthiness and authenticity are strong drivers of loyalty.

Objective 3 (Engagement): Supported by strong correlations between attractiveness
and authenticity with purchase intention and loyalty.
Objective 4 (Mediation): Analysis proved that "Trust" is the primary bridge (full

mediator) to achieving loyalty.

Objective 5 (Insights): The tables show marketers that the focus should first be on

"Trustworthiness" and "Attractiveness" to build trust, and then loyalty.




3.4 Discussion

The findings of this study provide strong evidence that digital influencer marketing
significantly shapes brand loyalty among consumers. The main objective, which aimed to
examine the overall impact of digital influencer marketing on brand loyalty, is supported by
the results showing that influencer -characteristics—credibility, authenticity, and
engagement—are key drivers in building positive consumer perceptions, fostering trust, and
creating emotional connections with brands. The study demonstrates that digital influencers
are not merely promotional intermediaries but also serve as credible sources that enhance
consumers’ confidence in the brand and reduce perceived risks associated with purchasing
decisions. This supports the theoretical assumptions of Source Credibility Theory,
emphasizing that consumers are more likely to be persuaded and develop loyalty toward

brands when recommendations come from trustworthy, knowledgeable, and reliable sources.

Examining the first sub-objective, the effect of influencer credibility on brand loyalty, the
results indicate that credibility significantly strengthens consumer trust in the brand, which
in turn fosters long-term loyalty. Influencers who are perceived as honest, competent, and
reliable can act as intermediaries who transfer positive perceptions to the brand. This finding
aligns with previous studies (Sokolova & Kefi, 2020; Rather, 2021), suggesting that credible
influencers reduce consumer skepticism and increase the likelihood of repeated engagement
and purchase behavior. It is clear from the data that credibility serves as a foundation for
establishing confidence in the brand, which is essential for sustaining loyalty beyond initial

interactions.

Regarding the second sub-objective, the role of influencer authenticity was found to be a
critical factor in shaping consumer loyalty toward brands. Authentic influencers, who

communicate transparently, share genuine personal experiences, and maintain consistency in

their online presence, generate higher levels of trust and emotional attachment among

consumers. This authenticity encourages consumers to perceive influencer messages as
sincere rather than purely commercial, increasing the effectiveness of marketing

communications. The study demonstrates that authenticity also enhances emotional
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engagement, which is particularly important in highly digitalized markets where consumers
are often exposed to commercialized and promotional content. By fostering emotional bonds,
authentic influencers help transform short-term interest into long-term commitment,
supporting the development of sustained brand loyalty (De Veirman et al., 2021; Lou &
Yuan, 2022).

The analysis of the third sub-objective, examining influencer engagement strategies such as
interactive content and storytelling, reveals that participatory and narrative-driven
approaches significantly enhance brand loyalty. Interactive strategies, including live
sessions, comments, polls, and collaborative content, allow consumers to feel involved in the
communication process and foster a sense of co-creation and belonging. Storytelling, on the
other hand, enables influencers to convey brand messages in a relatable and immersive
manner, creating emotional resonance with the audience. These strategies strengthen
parasocial relationships, wherein consumers feel a personal connection with influencers,
which, in turn, reinforces their attachment to the brand. The findings underscore that
engagement is not merely about content delivery but about fostering interaction, dialogue,
and meaningful experiences that support loyalty (Vrontis et al., 2021; Marbach, Lages, &
Nunan, 2021).

The fourth sub-objective aimed to identify key factors in influencer marketing that enhance
emotional connections between consumers and brands. The study highlights that relatability,
consistency, and personal storytelling are central to developing affective bonds. Consumers
who perceive influencers as sharing similar values, lifestyles, and experiences are more likely
to internalize brand messages and develop loyalty. Emotional engagement was found to
mediate the relationship between influencer characteristics and brand loyalty, suggesting that
affective bonds play a critical role in converting influencer interactions into sustained

consumer commitment. These results illustrate that successful influencer marketing extends

beyond transactional objectives and includes creating meaningful psychological connections

with audiences (Djafarova & Trofimenko, 2022; Sokolova & Kefi, 2020).




Finally, the fifth sub-objective, providing insights for marketers on designing effective
influencer strategies to strengthen long-term brand loyalty, reveals several practical
implications. First, brands must carefully select influencers whose values, personality, and
content align with the brand identity, ensuring a strong influencer-brand fit. Second,
companies should focus on long-term partnerships rather than short-term campaigns to
enable authentic integration of brand messages into influencer content, which enhances
credibility and emotional connection. Third, brands should leverage interactive and narrative
content to deepen engagement, foster parasocial relationships, and encourage repeated
interactions. Lastly, continuous monitoring of campaign performance, including engagement
rates, consumer feedback, and brand perception, is crucial for optimizing influencer
strategies and ensuring that marketing efforts translate into measurable loyalty outcomes (De

Veirman et al., 2021; Casalo6 et al., 2020; Zhang & Huang, 2024).

Overall, the study demonstrates that digital influencer marketing is a powerful tool for
building and sustaining brand loyalty in the modern digital landscape. Credibility,
authenticity, and engagement strategies function collectively to foster trust, emotional
attachment, and repeated consumer interactions. Trust, in particular, emerged as a central
mechanism mediating the relationship between influencer characteristics and loyalty,
highlighting the importance of selecting reliable and transparent influencers. Emotional
connections, driven by authentic storytelling and interactive engagement, reinforce these
effects and transform initial consumer interest into long-term commitment. These findings

contribute both theoretically and practically to the understanding of influencer marketing,

providing evidence-based guidance for organizations seeking to leverage social media

influencers to strengthen consumer loyalty, increase brand advocacy, and achieve sustainable

competitive advantages in increasingly digital marketplaces.




4.4 Theoretical Implications

The findings of this study enrich the existing literature on influencer marketing and consumer
behavior. The results support the theoretical assumptions of Source Credibility Theory,
which posits that individuals are more likely to be influenced by sources perceived as
trustworthy, knowledgeable, and credible. Within the context of social media marketing,
influencers who demonstrate authenticity, expertise, and credibility are more effective in

shaping consumer attitudes and fostering positive perceptions toward brands.

Moreover, this study extends previous research by highlighting the pivotal role of trust as a
mechanism linking influencer characteristics to brand loyalty. While prior studies have
primarily focused on purchase intentions or brand attitudes, this research emphasizes the
development of long-term consumer loyalty. The findings indicate that influencer marketing
not only affects short-term consumer behavior but also strengthens emotional connections

between consumers and brands.

In addition, the study provides empirical evidence supporting the effectiveness of influencer
marketing within highly digitalized consumer environments, where individuals rely
extensively on social media for information, entertainment, and communication. In such
contexts, influencers play an increasingly significant role in shaping consumption patterns

and brand preferences.

By examining the relationships among influencer characteristics, trust, and brand loyalty,

this study contributes to a deeper understanding of how influencer marketing operates within
the digital marketing ecosystem. It underscores the importance of authenticity and credibility
in shaping consumer perceptions and offers a solid theoretical foundation for future research

on digital marketing strategies.




5.4 Managerial Implications

The findings of this study offer several practical insights for marketers and organizations

aiming to leverage influencer marketing effectively:

% Careful selection of influencers: Companies should select influencers who demonstrate
high levels of credibility, authenticity, and audience engagement. Influencers who
communicate transparently and share genuine product experiences are more likely to build

trust and positively influence consumer perceptions of the brand.

Focus on long-term partnerships: Organizations should prioritize long-term
collaborations rather than short-term promotional activities. Sustained partnerships enable
influencers to integrate brand messages more naturally into their content, enhancing

authenticity and strengthening consumer trust.

Alignment with consumer preferences: When designing influencer marketing
campaigns, marketers should consider the behaviors and preferences of their target
audience. Content should be visually engaging, relevant, and aligned with consumer
interests to maximize effectiveness across digital platforms such as Instagram, TikTok,

and YouTube.

Evaluate influencer—brand fit: Before establishing collaborations, organizations should
ensure a strong alignment between the influencer’s image, values, and the brand identity.
Such alignment enhances message credibility and persuasiveness, contributing to stronger

consumer—brand relationships.

Monitor campaign performance: Organizations should continuously evaluate
campaign performance using metrics such as engagement rates, consumer feedback, and
brand perception. Ongoing assessment enables companies to measure the effectiveness of

influencer partnerships and refine future marketing strategies.
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6.4 Conclusion

This study demonstrates that digital influencer marketing plays a critical role in strengthening
brand loyalty, highlighting a shift from traditional advertising methods toward a trust-based
digital environment. The findings indicate that the effectiveness of this approach is largely
determined by key influencer attributes—trustworthiness, attractiveness, and authenticity—

which collectively shape consumer perceptions and foster long-term commitment to brands.
The analysis further reveals several key insights:

Full Mediating Role of Brand Trust: Brand trust and purchase intention were found
to fully mediate the relationship between influencer characteristics and brand loyalty.
This suggests that influencer traits influence loyalty indirectly by establishing trust

and credibility in the brand.

Predictive Significance of Influencer Traits: Trustworthiness and attractiveness
emerged as the most significant predictors of brand loyalty. While expertise
contributes to overall credibility, its primary role lies in enhancing perceived value

and fostering initial consumer trust.

Authenticity as a Core Driver: Consumers in digital environments tend to be more
skeptical of highly commercialized content. Influencers who prioritize authenticity
and transparent communication are more effective in creating emotional engagement

and sustaining long-term loyalty.

Influence of Parasocial Relationships: Emotional connections between followers and

influencers act as psychological mechanisms that reduce perceived risk, transforming

single purchase decisions into repeated and sustained loyal behaviors.




7.4 Recommendations

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

organizations aiming to enhance the effectiveness of influencer marketing strategies:

Collaborate with credible and authentic influencers: Brands should prioritize working
with influencers who demonstrate high credibility and authenticity, as these qualities
significantly influence consumer trust and brand loyalty. Influencers who engage in

genuine communication are more likely to strengthen consumer—brand relationships.

Focus on storytelling and authentic experiences: Organizations should design
influencer campaigns that emphasize relatable narratives and real experiences rather
than purely promotional messages. Consumers respond more positively to content

that appears natural and genuine.

Build long-term partnerships: Companies should invest in sustained collaborations

with influencers whose values align with the brand identity. Long-term partnerships

enable stronger audience connections and more effective integration of brand

messages.

Monitor consumer engagement and feedback: Marketers should continuously track
audience interaction with influencer content. Analyzing engagement and feedback

allows organizations to refine strategies and improve communication effectiveness.

Integrate influencer marketing into broader digital strategies: Organizations should
incorporate influencer marketing into a comprehensive digital marketing approach,
combining it with social media advertising, content marketing, and interactive

campaigns to maximize overall impact.




8.4 Future Research

Based on the findings and limitations of this study, several directions for future research are
proposed to further advance understanding of influencer marketing and its impact on

consumer behavior:

Examine different types of influencers: Future studies could explore the distinctions
between micro-influencers, macro-influencers, and mega-influencers. Understanding how
influencer size, reach, and follower demographics affect consumer perceptions,
engagement, and brand loyalty can help marketers identify the most effective types of
influencers for different campaign goals. For instance, micro-influencers may foster
stronger personal connections, while macro-influencers may provide wider brand

exposure.

Explore additional influencing factors: Research could investigate the role of content
characteristics such as quality, authenticity, emotional appeal, and storytelling techniques.
Additionally, examining influencer-brand congruence—how well the influencer’s
personal image aligns with the brand’s identity—can provide deeper insights into what
drives trust, engagement, and loyalty. These factors may reveal subtle mechanisms that

determine the effectiveness of influencer marketing campaigns.

Include diverse cultural and geographic contexts: Future studies could examine consumers
from different countries, regions, or cultural backgrounds to assess how cultural values,
social norms, and media consumption habits shape responses to influencer marketing.
Cross-cultural comparisons may reveal variations in the effectiveness of influencer types,
content strategies, and engagement techniques, allowing marketers to develop culturally

sensitive campaigns.

Conduct longitudinal studies: Research that tracks consumer behavior over extended

periods could investigate the long-term effects of influencer marketing on brand loyalty,
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emotional attachment, and purchase patterns. Longitudinal studies could reveal whether
the initial impact of influencer campaigns sustains over time or diminishes, providing a

more complete understanding of the dynamics of consumer-brand relationships.

Investigate emerging technologies: Future research could focus on the impact of
innovative technologies, such as artificial intelligence (Al)-driven influencers, virtual
influencers, and augmented reality (AR) experiences, on consumer engagement and brand
loyalty. As the digital marketing landscape evolves rapidly, understanding how these
technologies shape consumer perceptions and behaviors will help marketers design

cutting-edge, technology-driven campaigns.

Examine multi-platform effects: With consumers interacting across multiple social media
platforms, future studies could explore how cross-platform influencer campaigns (e.g.,
Instagram, TikTok, YouTube, and emerging platforms) affect brand perception and
loyalty. Understanding platform-specific engagement patterns and content effectiveness

can help optimize integrated digital marketing strategies.

Study demographic and psychographic moderators: Future research could consider how

factors such as age, gender, lifestyle, personality traits, and digital literacy moderate the
influence of influencer marketing on consumer attitudes and loyalty. Identifying these
moderators can allow marketers to tailor influencer campaigns to specific segments more

effectively.

Assess ethical considerations and transparency: Investigating how disclosure of sponsored
content, influencer honesty, and perceived manipulation affect consumer trust and loyalty
can provide critical insights into ethical influencer marketing practices. This line of
research could help establish best practices for maintaining credibility while promoting

products.
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Chapter five

Appendix




The Impact of Digital Influencer Marketing on Brand Loyalty

This survey study the Impact of Digital Influencer Marketing on Brand Loyalty
Estimated Time: 3—5 Minutes

Consent Statement:
Your participation in this study is voluntary and anonymous. All data collected will be used
strictly for academic purposes and will remain confidential. By completing this survey, you

consent to the use of your responses for statistical analysis.

Indicates required question

Demographic Information

1. Age (in years):*

2. Gender*

o Male

o Female

3. Social media platforms you use most frequently (select all that apply)*

L] Instagram
O TikTok
L YouTube

L] Snapchat




0 X (Twitter)
O Other:

4. How often do you use social media per day?*

o Less than 1 hour
o 1-3 hours
0 4—6 hours

o More than 6 hours

5. Have you ever purchased a product because an influencer recommended it?*

o Yes

o No

Influencer Credibility

Please rate your agreement with the following statements

(1 = Strongly Disagree, 5 = Strongly Agree)

6. The influencer I follow is knowledgeable about the products they promote*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly agree




7. The influencer provides useful and informative content*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

8. The influencer seems experienced in their field*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

9. I believe the influencer gives honest opinions about products*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

10. The influencer seems sincere and transparent in their recommendations*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree




11. I can rely on the influencer’s advice when making purchase decisions™*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

12. The influencer’s personality feels genuine and relatable*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

13. The influencer’s lifestyle reflects their true self, not just promotions*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

14. The influencer’s appearance or presentation style positively affects my perception

of the brand*

o Strongly disagree

o Disagree




o Neutral
o Agree
o Strongly Agree

Brand Trust

15. I trust the brands promoted by this influencer*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

16. The influencer’s endorsement makes me feel confident about the brand’s quality*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

17. 1 believe the brand delivers on its promises*

o Strongly disagree

o Disagree

o Neutral
o Agree
o Strongly Agree




18. The influencer’s reputation increases my trust in the brand*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

Purchase Intention

19. I am likely to purchase products recommended by this influencer*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

20. I often consider the influencer’s suggestions before buying a product*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

21. I would spend more on a product if my favorite influencer endorsed it*

o Strongly disagree
o Disagree

o Neutral




o Agree
o Strongly Agree

Brand Loyalty

22. 1 prefer buying from brands recommended by influencers I trust*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

23. 1 am likely to continue purchasing from the same brand in the future*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

24. 1 would recommend this brand to friends or family*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree




25. 1 feel emotionally attached to brands promoted by my favorite influencer*

o Strongly disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

Open-Ended (Optional)

26. In your opinion, what makes an influencer credible or trustworthy?

27. How do influencer recommendations affect your long-term relationship with a

brand?
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