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Abstract

One of the most effective digital marketing strategies now available is known as influencer marketing. This
technique makes use of social media celebrities to promote various businesses and goods. As the behaviour of
consumers turns towards trusting the recommendations of their peers, businesses are increasingly collaborating
with influencers in order to improve engagement, reputation, and conversions. As the digital world continues to
evolve, this paper investigates the rising trends in influencer marketing, the significant issues that companies and
influencers are now facing, and the future potential that come with it. An increasing number of emerging trends
point to a shift towards authenticity, micro and influencer identification powered by artificial intelligence, and
collaborations based on performance. An further transformation of the influencer ecosystem has occurred as a
result of the proliferation of short-form video content, interactive storytelling, and involvement with specialized
communities. Despite this, there are still obstacles to overcome, such as fraud committed by influencers, a lack
of transparency, problems in calculating return on investment, and rising regulatory attention. Furthermore,
companies that are striving to generate meaningful interaction have substantial challenges in the form of audience
trust that is deteriorating and high levels of audience saturation.

Keywords: Influencer marketing, digital marketing trends, social media influencers, brand engagement, consumer
trust, Al-driven marketing, ROl measurement, influencer fraud and regulatory challenges.

as being the driving force behind the development
of brand influencer marketing. Consumers in today's

Introduction

Over the course of the last ten years, influencer
marketing has experienced exponential
development, and it has become a mainstream
approach for organisations that are looking to
interact with customers that are interested in digital
technology. Influencers are viewed as relatable
characters, which makes their suggestions more
trustworthy and influential on the decision-making
process of consumers. This is in contrast to the
typical celebrity endorsements. The shifting
dynamics of digital communication may be credited

market are becoming more sceptical of traditional
advertising and are more likely to rely on
recommendations from their peers and material that
was developed by users. Recent research indicates
that more than seventy percent of consumers are
likely to make a purchase based on suggestions
made available on social media platforms. As a
result of this paradigm change, marketers have been
driven to work together with influencers, who act as
mediators between businesses and potential
customers. The material that is developed by
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influencers, as opposed to traditional marketing,
frequently has a more natural and interesting feel to
it, which results in increased audience involvement.
Because they provide a more specialized and
community-oriented approach, micro and nano-
influencers are gaining popularity. These
influencers have smaller audiences, but they are
highly engaged with their content. Influencer
marketing is not without its difficulties, despite the
fact that it has many benefits. Certain influencers are
placing a higher priority on brand agreements than
they do on genuine recommendations, which has led

to worries surrounding authenticity as the market
continues to get more saturated. A further factor that
poses a considerable risk to the efficiency of
campaigns is the phenomenon known as influencer
fraud, which occurs when phone engagement
numbers are utilized to try to trick marketers. As a
result, there is a need for greater transparency in
sponsored content. Providing insights into how
businesses and influencers may navigate this ever-
changing area, this paper digs into the emerging
patterns, critical difficulties, and future directions of
influencer marketing.

Chart: 1 Influencer Marketing: An Exploratory Study to Identify Antecedents of Consumer Behavior
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Background Context of the Research

At the beginning of the twenty-first century, there
was a proliferation of blogs and online forums,
where users shared their own experiences and
suggestions for products. The emergence of social
media platforms, on the other hand, brought about a
sea change in this environment by giving influencers
with a direct route via which they could
communicate with large audiences. The notion of
social proof, in which individuals have a tendency to
consider the viewpoints of others when making
judgments regarding their purchases, is the
foundation upon which the success of influencer

marketing is built. Influencers form devoted groups
that rely on their insights and suggestions. They
frequently present themselves as experts or
enthusiasts in particular areas, and they do this by
positioning themselves as such. The result of this is
that influencer marketing has become a crucial
approach for companies that want to improve their
visibility on the internet. Numerous studies
conducted in recent times have demonstrated that
influencer marketing yields better engagement rates
in comparison to traditional digital advertising.
Despite this, new difficulties appear as the sector
continues to expand. There has been a movement
towards data-driven campaigns as a result of the
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growing usage of artificial intelligence and machine
learning in the identification of influencers and the
tracking of their success. For the time being, brands
are shifting their attention away from vanity metrics
like likes and follows and instead concentrating on
measurable outcomes like conversion rates and
client retention. Additionally, as corporations grow
more careful about the selection of influencers,
long-term relationships are gaining momentum as an
alternative to one-time collaborations. In order to
prevent advertisements from being deceptive,
governments and advertising agencies have
implemented more stringent requirements on
disclosure and openness. To ensure that viewers are
aware of paid advertisements, influencers are now
expected to prominently declare sponsored material
in their posts. An in-depth examination of the
significant gaps in influencer marketing research is
going to be conducted, and this backdrop will set the
scene for that analysis. It will indicate areas that
require more academic development and industry
investigation.

Research Gap

The capacity of the sector to properly optimise its
tactics is hindered by the fact that key research gaps
have not been addressed, despite the fact that
influencer marketing is seeing tremendous
development. The efficacy of influencer marketing
across a variety of businesses is a significant area of
research that is lacking adequate attention. There is
a lack of study on the application of influencer
marketing in areas such as finance, healthcare, and
business-to-business marketplaces, despite the fact
that some industries, such as fashion, beauty, and
lifestyle, have strongly utilised this marketing
strategy. Brands that are interested in expanding
their digital strategy may find that gaining an
understanding of how influencer marketing operates
in a variety of industries may offer them with helpful
insights. When it comes to enhancing audience trust,
doing research on consumer psychology in regard to
influencer marketing might bring extremely helpful
insights. Last but not least, the combination of
technology and influencer marketing opens up new
doors for investigation. However, there is a lack of
study on the implications that augmented reality
(AR), virtual reality (VR), and the metaverse have

for influencer marketing, despite the fact that these
technologies are changing electronic marketing. It is
important for future research to investigate how
these technologies might improve influencer
marketing efforts and provide more immersive
experiences for your customers. Future studies have
the potential to contribute to a more complete
knowledge of influencer marketing by addressing
these research gaps. This will enable companies,
influencers, and policymakers to make educated
decisions in this quickly growing industry.

Research Agenda ad Contributions

The method in which companies communicate with
customers has been revolutionised by influencer
marketing, which makes use of digital personalities
to improve the legitimacy of brands, increase
engagement, and increase conversions. Having a
solid knowledge of the relevance of influencer
marketing is becoming increasingly important for
businesses, marketers, politicians, and academic
scholars as the digital ecosystem continues to
undergo transformations. In order to bridge crucial
information gaps and provide direction for strategic
decision-making, the purpose of this study is to give
significant insights into the growing trends,
difficulties, and future possibilities of influencer
marketing. The purpose of this study is to give a
complete examination of the success of influencer
marketing in a variety of sectors from the point of
view of business. In addition, there is a significant
absence of standardized frameworks for measuring
return on investment (ROI). In spite of the fact that
corporations invest a significant amount of money in
influencer partnerships, it is still difficult to
ascertain the precise impact of such efforts. It is
important that future research concentrate on the
development of comprehensive approaches that can
effectively evaluate the return on investment of
influencer marketing. In addition, the field of
scholarly research continues to be underexplored on
the subject of influencer fraud. The increased
frequency of phone followers, bots, and artificial
interaction has resulted in deceptive campaign
outcomes, which has resulted in millions of dollars
being wasted on marketing that is not successful.
Despite the fact that Al-driven influencer
verification solutions are currently being developed,
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further study is required to have a better
understanding of how organisations can
successfully limit fraud threats. It is also becoming
increasingly important to consider the role that
ethics and authenticity play in influencer marketing.
In light of the growing scepticism experienced by
consumers, it is of the utmost importance to
investigate how audiences perceive sponsored
content and whether or not transparency influences
their purchase decisions.

Influencer Marketing: Emerging Trends, Key
Challenges, and Future Prospects.

By shedding light on the variables that drive
successful influencer campaigns, this study assists
organisations in optimizing their marketing
strategies and allocating resources in a more
effective manner. Through the investigation of
performance-based influencer relationships, Al-
driven selection tools, and specialized influencer
engagement, this research provides marketers with
actionable advice that may help them maximize the
effect of their marketing efforts.

According to the findings of this study, the growing
trends that are defining influencer marketing include
authenticity, short-form video content, and micro-
influencer interaction. These trends are important
for marketers to remember. Among the primary
difficulties that it solves are fraud committed by
influencers, a dwindling audience's confidence, and
compliance with legal requirements. Marketers are
able to acquire insights into future-proofing their
influencer marketing campaigns by doing an
analysis of best practices and upcoming
technologies such as augmented reality (AR) and
block chain.

Objectives

The objectives of this study are:

1. To analyze emerging trends in influencer
marketing and their impact on consumer
behavior.

2. To identify key challenges brands and
influencers face in maintaining credibility and
engagement.

3. To explore future directions, including
technological advancements and regulatory
changes in influencer marketing.

Methodology

Data collection, data analysis, and ethical concerns
provide the framework for the approach, which is
organized into three primary components. For the
purpose of conducting a comprehensive analysis, the
study collects both primary and secondary data. The
collection of primary data is accomplished through
the use of questionnaires and interviews with
marketing experts, influential individuals, and
customers. In order to gain a better understanding of
their experiences with influencer marketing, the
obstacles they have encountered, and the methods
they have utilized, the survey is directed towards
brand managers, social media marketers, and digital
strategists. Conducting interviews with influential
people may give valuable insights into the process
of content production, audience engagement, and
the dynamics of cooperation with companies.
Conducting consumer surveys allows for the
investigation of audience opinions regarding
influencer marketing, authenticity, and confidence
in recommendations made by influencers. Data
gathered from secondary sources include academic
publications, reports from the industry, case studies,
and rules imposed by the government regarding
influencer marketing. Quantitative insights into
engagement data, developing trends, and market
size forecasts may be obtained from reports
generated by platforms. The analysis of
recommended practices and frequent hazards might
be aided by case studies of influencer initiatives that
were either successful or unsuccessful. Through the
use of thematic analysis, qualitative data obtained
from interviews and case studies is analyzed. This
analysis identifies recurrent themes that are
associated with the authenticity of influencers, the
interactions between brands and influencers, and
ethical issues. The evaluation of compliance with
regulatory rules and customer opinion can be aided
by doing content analysis on influencer postings and
brand-sponsored advertisement campaigns.

Analysis, Findings and Results

These concerns are important for politicians and
regulatory authorities to learn about. The findings of
this research give empirical information to assist the
establishment of regulations that are both fair and
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successful in protecting consumers while also
allowing influencer marketing to flourish. This

research

frameworks continue to

undergo

is being conducted while regulatory
evolution.

Specifically, the report cites research needs for

academic academics,
influencer

such as the
marketing  on

impact of
consumer

trust,

standardized ROl assessment methods, and the
applicability of influencer marketing in areas that
have been less researched, such as healthcare and

finance.

It does this by addressing important

problems and future trends, which provides

stakeholders with the knowledge they need to fully
capitalize on the promise of influencer marketing.

Table 1Factors considered influencer marketing by the respondents-Friedman ranking test

Factors Mean Std. Deviation Mean Rank Rank
IAuthenticity & Credibility 2.82 1.189 4.07 11
Platform Selection 3.57 1.432 4.51 [
Engagement Metrics 2.39 1.210 3.87 [\
Disclosure & Transparency 3.90 1.189 3.60 \Y
Brand Safety 2.71 0.789 4.25 Il
Audience Demographics 3.45 1.027 3.01 VI
Chi-Square 6.005 N 200
df 5 Asymp. Sig. 0.123

Top-Ranked Factor: Platform Selection (Mean
Rank: 4.51) is the most critical factor according to
respondents. Second and Third Place: Brand Safety
(4.25) and Authenticity & Credibility (4.07) are also
highly considered. Marketers prioritize where the
influencer operates (Platform Selection) and ensure
Brand Safety when collaborating. Despite the
common industry emphasis on Engagement Metrics
and Audience Demographics, respondents do not
rank them as top priorities. The lack of statistical

significance suggests that preferences may be
diverse or inconsistent across respondents. The Chi-
Square value (6.005) with a p-value of 0.123
indicates that the differences in ranking among these
factors are not statistically significant at a
conventional significance level (e.g., p < 0.05). This
means there is no strong evidence that respondents
consistently rank one factor significantly higher than
the others.

Table 2 Age group and factors -Kruskal-Wallis Test Results

Factors Age N Mean Rank Chi-Square
'Young 37 83.09
Authenticity & Credibility E"O'\‘/’Vd'e éél 2?6683 5.432
Total 200
Young 37 124.22
. Middle 111  [95.00
Platform Selection Low 5> 9538 0.019
Total 200
Young 37 121.64
Engagement Metrics E/Ic;\(ljvdle ;1 ??529 11.731
Total 200
'Young 37 119.27
. Middle 111 [95.71
Disclosure & Transparency Low 5> 97 37 22.235
Total 200
Brand Safety :\(A?ggﬁe iz 1 2805;2 37.051
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Low 52 104.78
Total 200
'Young 37 94.65
Audience Demographics E/Iol\c/ivdle é;l i?zggS 41.720
Total 200

** Significant at 1% level

Younger respondents prioritize Platform Selection
and Engagement Metrics, possibly reflecting a more
tech-savvy and algorithm-aware approach to
influencer marketing. Older respondents place
greater importance on Authenticity, Brand Safety,
and Audience Demographics, likely reflecting a
risk-averse and strategic marketing approach. The
middle age group tends to have more balanced
rankings across factors but shows the least emphasis
on Engagement Metrics. The lack of significance for
Platform Selection suggests that age does not
strongly influence preferences for selecting a social
media platform.

1. Young Respondents (37 participants)

2. Rank highest: Platform Selection (124.22) and
Engagement Metrics (121.64)

3. Rank lowest: Brand Safety (93.51) and
Audience Demographics (94.65)

4. Interpretation: Younger individuals focus more
on where influencers operate and how well they
engage audiences rather than risk-related
aspects like Brand Safety or Audience
Demographics.

5. Middle-Aged Respondents (111 participants)

6. Most balanced rankings, with Engagement
Metrics (88.68) receiving the lowest priority.

Interpretation: This group equally considers most
factors but shows the least concern for engagement
metrics, suggesting a more strategic and long-term
approach to influencer marketing.

1. Older Respondents (52 participants)

2. Rank highest: Authenticity & Credibility
(116.93) and Audience Demographics (112.35)

3. Interpretation: Older respondents place more
emphasis on trust, brand safety, and reaching
the right audience, likely indicating a cautious
and ROI-driven approach.

Practical Implications

In addition to giving actionable insights that can be
used to improve influencer marketing strategies and
assure ethical, transparent, and effective brand-
influencer partnerships, the findings of this study
offer a number of practical consequences for
businesses, marketers, influencers, regulatory
agencies, and researchers. When it comes to
enterprises, the study emphasizes the need of
picking influencers based on the quality of their
involvement rather than the number of followers
they have. By forming partnerships with micro and
nano-influencers, which often have better
engagement rates and more community trust, brands
should make authenticity and audience relevance
their top priorities. In addition, companies may find
ways to maximize their return on investment (ROI)
by utilising performance-based contracts. These
contracts allow influencers to get compensation
depending on the number of conversions and
engagement that can be measured. This study
provides marketers with valuable insights that can
be utilised to enhance their influencer marketing
strategies through the implementation of data-driven
decision-making and analytics driven by artificial
intelligence. Tools driven by artificial intelligence
may assist companies in detecting fraudulent
interaction, determining which influencers are the
most successful, and predicting the success of
campaigns. Furthermore, connecting influencer
campaigns with omni- channel marketing tactics
may boost the overall success of the campaign. For
example, combining influencer promotions with
email marketing, retargeting advertisements, and in-
store activations are all examples of how this can be
accomplished. In the context of influencers, the
study highlights the need of maintaining ethical
interaction with audiences and maintaining
openness. In order to establish credibility over the
long run, influencers need to priorities the
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maintenance of genuine connections with the people
who follow them. To do this, they must disclose
sponsored content in accordance with regulatory
rules and give priority to partnerships that are in
keeping with the values that they have established
for their personal brand. Those that indulge in
deceptive activities, such as utilizing fake followers
or endorsements that are not revealed, run the danger
of losing the confidence of their audience as well as
the connections they have with brands. In terms of
regulatory requirements, the study highlights the
importance of having norms that are both more
transparent and more easily enforced regarding the
disclosure of influencer advertising. It is the
responsibility of policymakers to strive towards the
generalization of legislation regarding influencer
marketing across the various social media platforms
and to make certain that influencers and companies
conform to these standards. Furthermore, social
media platforms themselves have the potential to
play a part in the promotion of transparency by
introducing more stringent verification methods for
the authenticity of influencers. In conclusion, the
study finds major gaps in the literature on influencer
marketing, which calls for more academic
investigation. This is essential information for
scholars. A greater amount of empirical research
should be conducted in areas such as the
psychological impact that influencer marketing has
on customer behaviour, the success of influencer
marketing across a variety of businesses, and the
role that new technologies such as augmented reality
(AR) and block chain play in influencer marketing.
Through the implementation of these practical
consequences, companies, influencers, and
legislators have the ability to establish an ecosystem
for influencer marketing that is more open, ethical,
and successful, which is to the advantage of both
customers and different brands.

Recommendations
For Businesses and Marketers:

1. Leverage Micro and Nano-Influencers —
These influencers often have niche audiences
with higher engagement and trust levels,
making them more effective for targeted
marketing campaigns.

2. Implement Performance-Based Contracts —
Rather than paying influencers upfront, brands
can introduce payment models based on
engagement, sales conversions, or affiliate link
performance to ensure measurable ROI.

3. Maintain Transparency and Ethical
Standards — Influencers should clearly disclose
paid partnerships and avoid deceptive practices
such as fake engagement

4. Focus on Authentic Content Creation —

Audiences value genuine recommendations
over scripted advertisements. Influencers
should integrate brand promotions naturally
into their content.

5. Diversify Income Streams — Relying solely on
brand partnerships can be risky; influencers
should explore alternative revenue sources such
as product collaborations, subscription models,
and affiliate marketing.

For Regulatory Bodies and Social Media
Platforms:

1. Strengthen Disclosure Regulations — Clearer
guidelines and stricter enforcement of
transparency rules can help prevent deceptive
advertising practices.

2. Standardize Influencer Verification
Processes — Social media platforms should
enhance verification procedures to combat
influencer fraud and maintain consumer trust.

3. Implement Al-Based Monitoring Systems —
Regulators and platforms can use Al-powered
tools to detect undisclosed sponsorships, fake
engagement, and fraudulent influencer
activities.

For Researchers and Academics:

1. Develop Standardized ROl Measurement
Models — More empirical research is needed to
establish reliable frameworks for assessing
influencer marketing effectiveness.

2. Explore Industry-Specific Applications -
Investigating how influencer — marketing
performs in finance, healthcare, education, and
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other sectors can provide valuable insights for
industry-specific strategies.

3. Examine Psychological Aspects of Influencer
Trust — Understanding consumer psychology
in relation to influencer marketing can help
brands and influencers craft more effective
engagement strategies.

By implementing these = recommendations,
stakeholders can ensure that influencer marketing
remains an impactful, ethical, and data-driven
strategy that benefits both brands and consumers.

Discussion

As a long-term marketing strategy, influencer
marketing continues to face a number of obstacles,
which limits its efficacy. This is despite the fact that
it is seeing fast expansion. Businesses and marketers
have substantial challenges due to a number of
factors, including the absence of standardized
assessment tools, concerns over authenticity,
regulatory discrepancies, and influencer fraud. The
erosion in audience trust that has occurred as a result
of influencer endorsements that are not genuine is
another significant problem. As the practice of
influencer  marketing  becomes increasingly
commercialized, there are certain influencers who
place a higher priority on brand agreements than
they do on genuine recommendations, which causes
followers to be skeptical. As a result, viewers have
developed a ‘“influencer fatigue,” which is
characterized by a lack of sensitivity to sponsored
material. It is crucial for companies that want to
preserve their reputation in influencer partnerships
to have a solid understanding of how authenticity
affects the trust that consumers have in them. Fraud
committed by influencers is yet another significant
issue that undermines the efficiency of marketing for
firms. Some influencers manipulate engagement
numbers by using phone followers, bots, and false
interactions. As a result, they mislead marketers into
investing in campaigns that do not provide genuine
engagement. On the other hand, fraudulent
behaviours continue to erode the legitimacy of
influencer marketing, despite the breakthroughs that
have been made in Al-driven influencer analytics.
Regulatory hurdles are another key obstacle that
must be overcome. The criteria that require

influencers to disclose sponsored partnerships have
been introduced by governments and advertising
agencies; nevertheless, compliance with these
recommendations continues to be variable. Because
of the failure of many influencers to accurately mark
sponsored material, there are ethical issues and the
possibility of legal ramifications due to this failure.
The purpose of this study is to evaluate the
efficiency of the regulatory frameworks that are
already in place and to suggest ways to enhance
them in order to guarantee better transparency in
influencer marketing. In addition, the research
investigates the prerequisites for the implementation
of influencer marketing tactics in non-traditional
business sectors. Despite the fact that firms in the
fashion, beauty, and lifestyle industries have
effectively exploited influencers, industries such as
finance, healthcare, and education have been slower
to adopt this marketing strategy. An major study
opportunity exists in the form of gaining an
understanding of how influencer marketing may be
utilised effectively in various categories of
businesses.

Conclusion

Influencer marketing has emerged as one of the most
effective methods in contemporary digital
marketing,  therefore  bringing about a
transformation in the manner in which a business
interacts with its customers. In this study, the
developing trends, critical difficulties, and future
possibilities of influencer marketing were
investigated. The findings of this study provide
useful insights for businesses, influencers,
regulators, and scholars. Authenticity and
cooperation with micro-influencers are becoming
increasingly popular, which is one of the most
important discoveries made by this research.
Traditional methods of influencer marketing, which
placed an emphasis on having a high number of
followers, are gradually being supplanted by
methods that are more data-driven and community-
oriented. The use of micro and nano-influencers,
who have audiences that are smaller but highly
engaged, is proving to be more effective in
generating consumer trust and conversions. This
trend is transforming the landscape of influencer
marketing, driving firms to priorities quality over
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quantity in their communications with influencers.
Although it is seeing fast expansion, influencer
marketing is still confronted with a number of
significant hurdles. The problem of influencer fraud,
which includes the creation of false followers and
the manipulation of engagement metrics, continues
to do damage to the trust of the professional sector.
Brands frequently have difficulty distinguishing
between actual involvement and statistics that have
been intentionally inflated, which results in wasteful
amounts of money being spent on marketing. The
study highlights the need for influencer vetting
systems that are powered by artificial intelligence
and are able to precisely evaluate the legitimacy and
effect of an influence. Despite the fact that
influencer marketing has been demonstrated to be
successful in a number of instances, it is sometimes
challenging for firms to assess the actual impact that
it has. Inconsistencies in campaign assessment have
arisen as a result of the limited availability of
performance indicators that are widely approved. In
light of the findings of this study, it is imperative that
standardized measurement methods be developed in
order to assist firms in precisely evaluating the
performance of their influencer marketing
endeavors. In addition, there are considerable
challenges that stand in the way of the sustainability
of influencer marketing, including regulatory and
ethical problems. Influencers and businesses have a
responsibility to ensure that they comply with
recommendations about transparency in light of the
growing scrutiny from advertising regulators. There
is a widespread failure by influencers to disclose
compensated partnerships, which results in
consumer mistrust and may even have legal
ramifications. Increased openness in the sector may
be achieved through the use of artificial intelligence-
based monitoring systems and the strengthening of
disclosure rules.. The technology of block chains has
the potential to improve transparency in influencer-
brand cooperation by giving records of sponsored
content and contract agreements that can be
investigated and verified. These developments have
the potential to overcome some of the difficulties
that are now present in influencer marketing and
have the potential to pave the way for a marketing
environment that is more dependable and effective.
In addition to this, the report emphasizes the

importance of expanding the scope of influencer
marketing methods outside the conventional sectors.
Influencer marketing has shown to be beneficial for
firms in the fashion, beauty, and lifestyle industries;
however, areas such as finance, healthcare, and
education are still largely unexplored opportunities.
The investigation of the possibilities offered by
influencer marketing in various fields might result in
the creation of new prospects for both companies
and influencers. Finally, it can be stated that
influencer marketing is continuously developing
into a dominant force in the realm of digital
marketing. It is possible for businesses, influencers,
and regulators to develop an ecosystem for
influencer marketing that is more sustainable and
successful if they handle the difficulties of
authenticity, fraud, measurement, and regulation.
This report gives recommendations for maximizing
the effect of influencer marketing in the future and
provides significant insights into the present status
of influencer marketing by analyzing its current
condition. Platform Selection and Authenticity &
Credibility are universally important, showing no
significant differences across age groups. Younger
respondents emphasize Platform Selection and
Engagement Metrics, showing a growth-focused
and engagement-driven strategy. Older respondents
focus more on Brand Safety, Audience
Demographics, and Authenticity, indicating a risk-
conscious approach. Marketers should tailor
influencer strategies based on target audience age
groups—for younger demographics, engagement
and platform selection matter more, whereas for
older audiences, trust and credibility are critical.
With ongoing research and innovation, influencer
marketing is well positioned to continue to be an
important approach for organisations that want to
interact with customers that are proficient in digital
technology.
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