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Abstract

Influencers on YouTube have become important voices in influencing consumer behaviour, using their
wide audience to sway purchasing decisions. This study investigates how they affect consumer
perceptions, buying intentions, and the significance of transparency and authenticity in influencer
marketing. Using a standardized questionnaire and a sample size of 72 respondents, the study aims to
determine how YouTube influencers impact consumer choices. Simple random selection guarantees a
cross-section of the population that is representative. Descriptive statistics and regression analysis were
used to examine the data, with an emphasis on how age predicted attitudes toward influencer
marketing. The impact of YouTube content was measured with the use of instruments such as ranking
questions, multiple-choice, and Likert scales. The report contends that in influencer-consumer
connections, sincerity and trust are essential. Influencers who exhibit transparency should work with
brands to increase consumer trust and boost marketing efficacy. Because of their relatability and
genuineness, YouTube influencers have a big impact on how customers think and what they buy.
Businesses can more effectively use influencer marketing to increase sales and foster customer loyalty
by being aware of these dynamics.
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Introduction

In the contemporary digital era, YouTube influencers are increasingly playing a big role in
influencing customer behaviour and purchasing decisions. These influencers' large follower
networks and engaging content allow them to sway their audience's decisions to buy
products and services. This research project aims to comprehend how YouTube influencers
impact customer purchasing behaviour by examining the factors that lead to their influence
and the causes of their effectiveness. Over the past ten years, YouTube has transformed from
a simple platform for sharing videos to a thriving community of interested users and content
creators. YouTube influencers have gained a lot of popularity and power among viewers of
all ages and backgrounds because to their expertise, relatability, and sincerity. In an era of
increased scepticism, customers have become more and more concerned with authenticity
and transparency, thus we will examine their role in influencer marketing. YouTube has
changed over the past few years from a simple video-sharing website to a vibrant community
of active users and content producers. The popularity and influence of these influencers has
grown significantly among viewers of all ages and backgrounds. This has led to marketers
and brands realising the potential of working with these influencers to market their goods
and services.

Need for the study

These days, YouTube influencers are powerful players in the advertising and marketing
sector. They have the ability to greatly impact customer purchasing decisions thanks to their
enormous followings and engaging content. Businesses and marketers need to understand the
impact YouTube influencers have on consumer behaviour in order to optimize their
marketing initiatives. One of the primary reasons YouTube influencers have such a big
influence on buying decisions is the degree of audience trust in them. Unlike traditional
celebrities or brand advocates, YouTube influencers usually come across as real and
relatable
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Objectives

e To determine the extent to which You Tube influencers
affect consumers' decisions to buy and the qualities that
enable them to make such an impact.

e Social media marketers raise awareness of the brand or
product they are supporting.

e To examine how consumers' perceptions of certain
companies and products are influenced by YouTube
influencers.

e To determine how You Tube influencers affect
consumers' brand awareness and recall. The next step is
to look at the relationship between You Tube
influencers and customer loyalty and trust.

Scope of the study

This study focuses on how YouTube influencers affect
consumer behaviour and buying decisions. We may better
appreciate the implications for businesses and the
effectiveness of influencer marketing strategies if we
comprehend this effect. The main objective of the research
will be to investigate the ways in which You Tube
influencers impact both online and offline sales. Assessing
the degree to which influencers affect consumers'
purchasing decisions—whether through product evaluations,
endorsements, or direct recommendations—is crucial. The
next objective of the investigation will be to comprehend the
inclinations and motivations of consumers who follow
YouTube influencers. Examining what attracts customers to
these influencers may help us understand what makes them
so intriguing and potent.

Review of literature

Bakhshi, A., & Lanjewar, K. (2023) 1

The systematic review looks into how YouTube influencers
affect the behaviour and purchasing decisions of consumers.
To determine the critical elements influencing how
influencers effect customer views, it synthesises the results
of multiple studies. According to the review, consumers'
preferences and purchase intents are significantly influenced
by the perceived genuineness, relatability, and reliability of
influencers. It also talks about the importance of
engagement, pointing out that interacting with influencers
actively increases customer loyalty and motivates buy
intentions. Furthermore, the research emphasises variations
in the influence according to demographic variables
including gender and age.

Lu, Y., & Xu, K. (2023)

It investigates, with a particular focus on YouTube, how
influencer marketing affects customer engagement and
purchase intentions. In order to demonstrate how emotional
ties with influencers greatly improve customer engagement,
the writers examine the literature. They discover that
followers of influencers who cultivate a feeling of
community and genuineness are more likely to make
purchases. The review also addresses how customer views
are shaped by the frequency of influencer interactions and
the significance of high-quality content. The usefulness of
various influencer endorsement formats and their differing
effects on various consumer segments are also covered. In
order to maximise marketing impact, the study highlights
the necessity for brands to carefully select influencers that
share their beliefs.

http://www.marketingjournal.net

De Veirman, M., Cauberghe, V., & Hudders, L. (2022) !
The study looks at the impact of influencer marketing on
YouTube and other platforms on consumers' intentions to
buy. It emphasises how consumer trust is largely influenced
by influencer credibility, which in turn affects purchase
intentions. A higher perceived level of trustworthiness
increases the impulse to buy. The significance of choosing
reliable influencers and encouraging genuine interaction
with their audiences is emphasised by the study. All in all, it
emphasises how strategically valuable influencer
collaborations are for increasing marketing efficacy and
influencing consumer behaviour.

Chen & Chaiken (1999) I, Dankwa (2021)

The study's main focus was on heuristic information cues,
which describe how persuasive communications are
interpreted and processed. According to Chen and Chaiken
(1999) [, people can interpret signals either methodically or
heuristically. Heuristic analysis uses simplifying principles
or heuristic elements, whereas systematic analysis processes
a document using analytical and cautious aspects to make
the message easily measurable. Because they only focus on
a limited number of available attribute information, or
heuristic information cues, consumers who have many
options and each option has many attributes frequently
employ simplified methods to make purchasing decisions,
which may lead to the overlooking of some attributes
(Dankwa, 2021).

NAGORI (2020) Bl

In her research article, "Impact of Influencer Marketing on
Purchase Intention with Specific Reference to Health and
Beauty Products," she found that although less than half of
the population purchases health and beauty products based
on influencer recommendations, they also use influencers.
Furthermore, this kind of advertising has been found to be
effective in the initial stages of the customer purchasing
process.

Dhiyaa Nadhifa Aziza (2019) [

Based on entertainment criteria, the study investigated the
connection between video content and audience
engagement. According to Dhiyaa Nadhifa Aziza (2019) (€],
a video is considered entertaining if it can satisfy the needs
of its audience for escape, distraction, aesthetic pleasure, or
emotional satisfaction. Customers are more inclined to view
films that pique their attention.

Research methodology

Research design

The techniques for gathering and analysing data are outlined
in the research design. The study is related to descriptive
research because it employs primary data.

Descriptive research

A population's or phenomenon's characteristics are
described through descriptive study. The subject of "what"
(what are the features of the population or situation being
researched) is addressed rather than how, when, or why the
characteristics happened. Typically, descriptive categories,
also referred to as some type of categorization scheme, are
employed to characterize the situation or people.

Data collection
Primary sources
Primary sources of data are those that are not easily
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accessible and require individual effort to gather. The other
kind of source used to get the data is called the primary
source. A systematic questionnaire is used to gather the
primary data.

Questionnaire

The structured questionnaire was used to gather the primary
data. The Likert 5-point scale is one of the structured
questionnaires that were created and developed. * Multiple-
choice inquiries * A query about ranking.

* Anopen-ended inquiry.

Sample design

The process of learning about a population based on a
sample taken from it is known as sampling. This technique
draws conclusions by using a small subset of the universe as
a representative sample of the entire mass. "A statistical
sample is a cross-section or miniature image of the entire
group or aggregate that the sample is drawn from."

Sample size

The number of objects chosen from the population to make
up the sample is known as the sample size. The ideal sample
size is one that satisfies the needs of flexibility,
dependability, and efficiency representatives. For the
purposes of the study, respondents are chosen using a
straightforward random sampling procedure. Seventytwo
responders complete the questionnaire.

Limitations

e The study may have focused on a certain market or
group, which would have restricted the generalizability
of the findings.

e It's possible that the study only examined the short-term
repercussions, ignoring the long-term impact YouTube
influencers have on consumer behaviour

e The study may not have adequately assessed the
influencers' trustworthiness, which could have an
impact on customer perceptions and purchasing
decisions.

Data analysis and interpretation

Table 1: Displaying the purchase on youtube influencer
recommendations

http://www.marketingjournal.net

Table 2: Displaying the youtube influencer drive awareness to

brand

Factors No. of. Respondents Percentage
Strongly disagree 21 29.2
Disagree 9 125
Neutral 29 40.3
Agree 8 111
Strongly Agree 5 6.9
Total 72 100

Source: Primary data (Questionnaire)

Interpretation

The product or brand that social media marketers promote is
primarily neutral (40.3%), strongly disagree (20.2%),
disagree (12.5%), agree (11.1%), and very agree (6.9%).

@ Strongly disagree
® Disagree
Neutral
® Agree
@ Strongly agree

Fig 2: Displaying the youtube infuluencer drive awareness to
brand

Correlation
To find the correlation between the income and opinion on
the you tube influencer marketing.

Hypothesis

Ho. There is no significant relation between the income and
opinion on the You Tube influencer marketing.

Hi. There is a significant relation between the income and
opinion on the You Tube influencer marketing.

Table showing the correlation between the income and
opinion on the you tube influencer marketing

Opinion Correlation with
Factors No. of. Respondents percentage Income
Yes 31 431 Effectiveness of YouTube influencer marketing 0.123
No 41 56.9 Transparency of YouTube influencers -0.045
Total 72 100 regarding brands '
Source Primary data (Questionnaire) Likelihood to recommend products discovered 0211
through influencers )

Interpretation

43.1% of respondents said they would buy something based
on suggestions from YouTube influencers, while 56.9% said
they wouldn't.

® Yes
® No

Fig 1: Displaying the purchases on youtube influencer
recommendations

Interpretation

A positive correlation coefficient indicates a positive
relationship between income and the respective opinion. For
example, a correlation coefficient of 0.123 suggests a weak
positive correlation between income and the perception of
YouTube influencer marketing effectiveness. This means
that as income increases, there is a slight tendency for
respondents to view YouTube influencer marketing as more
effective compared to traditional advertising methods.
Conversely, a negative correlation coefficient indicates a
negative relationship between income and the respective
opinion. For instance, a correlation coefficient of -0.045
implies a weak negative correlation between income and the
belief in the transparency of YouTube influencers regarding
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their relationships with brands. This suggests that as income
increases, there is a slight tendency for respondents to
perceive YouTube influencers as less transparent about
brand relationships.

These correlation coefficients provide insights into how
income levels may influence respondents' opinions on
various aspects of YouTube influencer marketing

Regression
Age as an opinion predictor on YouTube Influencer
Marketing

Table 3: Illustrating the regression analysis: age as an opinions
predictor on youtube influencer marketing

Opinion Coefficient Stgrrlgcz)arrd t-value
Effectiveness perception 0.054 0.012 4.500
Transparency perception -0.021 0.015 |-1.400
Likelihood to recommend 0.076 0.018 4.222

Interpretation

e The perception of effectiveness is significantly
impacted by age. People are more or less inclined to
believe that YouTube influencer marketing works better
than conventional advertising techniques as they get
older.

e The perception of transparency is not significantly
impacted by age.

e The propensity to recommend is significantly impacted
by age. People are more or less inclined to suggest
things they find through YouTube influencers as they
get older.

Summary of findings

e Entertainment content is typically cited by the majority
of responses.

e The majority of respondents don't buy products based
on recommendations from YouTube influencers.

e The majority of respondents believe that traditional
advertising is more effective than YouTube influencer
marketing.

e According to the majority of respondents, YouTube
influencers are opaque about their partnerships with
companies. Majority of the respondents usually
entertainment content.

e  The majority of responders advise based on the product
they learned about via a YouTube influencer.

e The majority of respondents watch reels to view the
content that bloggers, influencers, and social media
marketers share on lifestyle goods.

e The majority of respondents firmly reject that social
media marketers are reliable information sources.

e The majority of respondents firmly disagree that social
media raises exposure of the company or product they
support.

Suggestions

e The importance of authenticity and trust in relationships
between influencers and consumers.

o Influencer marketing's effectiveness in contrast to
conventional advertising.

e The kinds of YouTube videos that influence decisions
to buy the most.

e Demographic variables that affect YouTube influencers'

http://www.marketingjournal.net

efficacy.
e The psychology underlying the belief that YouTube
influencers are trustworthy

Conclusion

An in-depth examination of how YouTube influencers
impact customer purchasing decisions makes it abundantly
evident that these influencers have a significant impact on
consumers' decision-making processes. The relatability,
credibility, and authenticity of influencers' content have a
significant impact on consumer attitudes and purchasing
decisions. By engaging viewers with their product reviews,
anecdotes, and visual demonstrations, YouTube influencers
have established themselves as trustworthy information
providers. By sharing their genuine opinions, influencers
gain credibility and trust, which significantly affects how
consumers perceive a company or item. Additionally,
YouTube's engaging material allows influencers to establish
enduring bonds with their audience. Along with the
influencers' ability to showcase products in real-world
situations, this relationship helps shoppers visualize how to
use things and make smarter decisions. Influencer
recommendations are extremely powerful since they often
have more sway than traditional marketing strategies. It has
proven to be quite effective to use YouTube influencer
marketing to reach a wide and diverse audience. These
influencers have a broad reach across many industries,
which allows them to set trends and encourage product
acceptance. They influence more than just purchasing
decisions; they also Mold consumers' opinions of businesses
and foster steadfast loyalty.
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