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ABSTRACT: Technological progress has increased the impact of social media on buying behaviour, particularly among 
young adults aged 18 to 25 who are highly active on platforms like Instagram, YouTube, and TikTok. The present 
research delves into the kinds of influencers—celebrities, macro-, micro-, and peer influencers—that influence buying 
behaviour within this group. Key psychological and behavioural stimuli like authenticity, credibility, engagement, and 
relatability are explored to identify their function in developing parasocial relationships that ultimately influence brand 
perception and purchase intention. Ethical concerns, such as sponsored content transparency and the dangers of 
misleading advertising, are covered as a result of increasing public and regulatory pressure. A mixed-methods strategy 
with qualitative and quantitative data was used, with 50–60 young adults filling out surveys. The study offers practical 
recommendations for brands, marketers, and policymakers by illuminating the dynamics of influencer efficacy and the 
importance of ethical digital marketing in a fast-changing online landscape. 
 

I. INTRODUCTION 

 

In the epoch of digitalization, social media play a key role in shaping the perceptions, preferences, and behaviours of 

individuals, particularly young adults. Platforms like Instagram, YouTube, TikTok, and Snapchat have transformed the 

way information is consumed and distributed. The driving factors of this innovation are social media influencers, 

individuals with a large following and influence on people in fashion, fitness, beauty, gaming, and lifestyle. Influencer 

marketing becomes a prominent practice in the 18-25 age group, the digital natives and intensive users of social media. 

The group that is under the influence of influencers and their effect is expressed in everyday decisions, as evidenced by 

the product they buy and brands that they follow, and that is why brands are investing in collaboration to leverage the 

niche markets. Traditional advertising's role has been redefined by the interactive, personalized and relatable nature of 

influencer content. Nevertheless, the very influence also opens up questions of trust, authenticity and ethically right 

marketing behaviour, which underlines the importance of understanding how and why young adults make purchases 

under the influence of social media irrespective of the context. The research is focused on more insight of the mechanisms, 

incentives, and consequences of influencers in the social media on the buying behaviour of young consumers, which can 

provide useful information for marketers, lecturers, and politicians.  

 

Objectives of the Study 

1) To understand how the purchase decisions of young adults are affected by social media influencers.  

2) To explore which influencer categories—including micro vs. macro—influence this group more effectively.  

3) examining crucial social and psychological factors that influence influencer effectiveness. These elements include 

relatability, trustworthiness, and credibility  

4) to appraise the extent to which influencer-driven marketing influences consumer behavior among young adult 

consumers.  

 

Primary Data Collection 

Primary data refers to information directly collected from participants for the specific purpose of this research.  
Five Sections covering:  

1. Demographic Information – Age, gender, education level, income.  
2. Social Media Usage – Time spent on platforms, preferred apps.  
3. Influencer Interaction – Types of influencers followed, frequency of engagement.  
4. Trust and Credibility – Perceived trustworthiness of influencer recommendations.  
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5. Purchasing Behaviour – Past purchases influenced by endorsements, spending patterns  
 

Sampling Method:  
Random Sampling: To minimize selection bias and ensure each member of the population has an equal chance of being 
included. 
Convenience Sampling: To facilitate ease of access, especially for conducting qualitative interviews and distributing 
surveys among college students and active social media users within accessible networks. 
 

Secondary Data Collection 

● Secondary data collection involves analysing pre-existing data sources to support and validate the findings of primary 
research. It also provides theoretical and contextual background to position the study within current academic and 
industry frameworks.  

● Sources of Secondary Data:  
● Peer-reviewed journals on consumer behaviour and marketing.  
● Industry reports from organizations such as Statista, Nielsen, and Deloitte.  
● Previous academic dissertations and theses.  
● Articles, whitepapers, and government publications related to digital marketing trends and influencer regulation. 

 

II. LITERATURE REVIEW 

 

2.1 Evolution of Social Media as a Marketing Tool  
Social media platforms have undergone a dramatic transformation over the past decade. They have changed from simple 
communication platforms to powerful marketing tools. According to Kaplan and Haenlein 2010, social media give an 
opportunity for consumers to directly communicate with a brand thus creating a double feedback flow which increases 
the engagement and trust. Mangold and Faulds 2009 emphasized that social media have blurred the line between personal 
recommendation and brand marketing, so the companies in the present times rely more on the content produced by peers.  
 

2.2 Influence of Social Media on Consumer Behaviour  
Solomon (2017) consumer behaviour as the process individuals go through in selecting, purchasing, using and disposing 
of products and services. Social media plays a vital role in this process by exposing users to influencer recommendations 
as well as reviews from their peers. Erkan and Evans (2016) findings of their study showed that online information, most 
especially from influencers, has a significant impact on purchase intentions, particularly in a tech-savvy younger 
audience.  
Young adults are very vulnerable to the influence of social media by the objective of their constant digital platforms. 
According to the research of Djafarova and Rushworth (2017), the Instagram influencers have a great impact on young 
female consumers and their fashion and lifestyle purchases and, often, have an even greater impact than when traditional 
celebrities endorse them.  
 

2.3 Role of Influencer Marketing  
Influencer marketing implies a strategic approach to promoting products or services when individuals with a massive 
online audience promote the product to their followers. According to De Veirman, Cauberghe, and Hudders (2017), 
people who have a larger number of subscribers or followers are seen as more credible and influential, but the engagement 
rate often lies with micro-influencers because of their niche audience.  
Source Credibility Theory (Hovland & Weiss, 1951) is pivotal in influencer marketing. It implies that the perceived 
expertise and trustworthiness of the messenger greatly determine the persuasiveness of the message. This argument is 
supported by Freberg et al. (2011), who confirmed that the credibility of the messenger is directly linked to the trust of 
the audience and willingness to purchase.  
 

2.4 Psychological Drivers Behind Influencer Impact  
Several psychological theories aim to explain the impact of social media figures on consumers especially young adults. 
The social learning theory (Bandura, 1977) suggests that.  
People emulate behaviours of those they admire or relate to. Influencers for example. Furthermore, the Theory of Planned 
Behaviour (Ajzen, 1991) indicates that social norms (e.g. social pressure from peers or influencers) impact behavioural 
intentions such as purchasing a product.  
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According to Lou and Yuan (2019), to be a successful influencer, one must possess the following key qualities: 
trustworthiness, a sense of authenticity, and relatability. If an influencer appears to be sincere  
and share a similar lifestyle or values, consumers are more likely to engage with the product that the influencer is 
endorsing.  
 

2.5 Ethical and Regulatory Concerns  
Of course, influencer marketing has its advantages, but it also raises a number of ethical problems. According to the 
research carried out by Boerman, Willemsen, and Van Der Aa (2017), the most significant issue of unannounced 
sponsorships is that it makes consumers quite bewildered, so less authentic. In the U.S., the Federal Trade Commission 
(FTC) and other organizations outside the U.S. have set out regulations that specifically state that influencing individuals 
have to communicate their business relationship with the brand. The ongoing feeling is that these regulations seem to be 
punishable only in some instances.  
The dark side of influencer marketing is here of manipulative nature to deal with, too, especially when teenagers, who 
may not be fully aware of the persuasive pitch, are concerned. This action from one side may lead to the situation when 
the influencers take the purchases spontaneously and from another to the fact that their fans could actually get something 
not actually useful or needed (Evans et al., 2017). 
 

III. DATA ANALYSIS AND FINDING 

 

The data analysis in the research utilized a mixed-methods design integrating quantitative surveys and 
qualitative instruments such as interviews, focus groups, and observation to determine how social media 
influencers influence the buying behaviour of young people in the 18–25 age bracket. Quantitative analysis via SPSS 
and Excel showed that the majority of participants relied more on micro and peer 
influencers compared to celebrities, while the most powerful channels proved to be Instagram and YouTube.  
 

Descriptive and inferential statistics such as chi-square tests, t-tests, and regression 
analysis established strong correlation between credibility of the influencer and frequency of purchases. 
Qualitative information supported these findings, with perceived authenticity, emotional connection, and relatable 
content being drivers for purchases, whereas ethical issues such as hidden sponsorship and fake content decreased trust. 
The method triangulation validated the significant role that influencers play in purchasing decisions highlighting 
the role of trust, transparency, and platform interaction. 

 

IV. ISSUES AND CHALLENGES 

 

1. Lack of Ethical Transparency 

One of the most pressing challenges in influencer marketing is the lack of clear disclosure regarding paid partnerships. 
Many influencers fail to indicate when content is sponsored, leading to deceptive advertising. This erodes consumer trust, 
especially among young adults who may not recognize the promotional nature of such content. As a result, the line 
between genuine recommendations and paid endorsements becomes blurred, raising serious ethical concerns. 
2. Vulnerability of Young Adults 

Young adults aged 18–25 are highly active on social media and are emotionally and socially influenced by online content. 
Their decision-making is easily shaped by aspirational influencers and peer pressure. This group is more prone to impulse 
buying and may lack the critical thinking skills to evaluate the authenticity of influencer promotions. Their high 
engagement levels also expose them to overconsumption and brand manipulation. 
3. Trust and Credibility Issues 

Trust is a crucial factor in influencer marketing. If influencers are perceived as inauthentic or inconsistent, it negatively 
affects consumer behaviour. Many influencers prioritize aesthetics and popularity over genuine content, which creates 
credibility gaps. In cases where followers feel misled or manipulated, it can lead to brand distrust and consumer backlash. 
4. Misleading Content and Deceptive Practices 

Some influencers exaggerate product claims or showcase idealized lifestyles that mislead consumers. Without proper 
regulation, brands may engage in deceptive tactics like editing results, staging reviews, or promoting low-quality 
products, which further contributes to misinformation and consumer exploitation. 
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5. Regional and Cultural Relevance 

Much of the existing literature focuses on Western markets, neglecting the cultural dynamics of Indian consumers, 
especially in Tier-2 cities like CMS Jain Gandhinagar. Influencer effectiveness may differ due to cultural values, language 
preferences, and societal expectations, making it essential to localize strategies for better impact. 
 

V. SUGGESTION 

 

1. Strengthen Ethical Standards in Influencer Marketing 

To build and sustain consumer trust, there must be strict ethical guidelines for influencer marketing. Influencers and 
brands should be transparent about paid partnerships by using clear disclaimers like #ad or #sponsored. Regulatory bodies 
should enforce compliance and penalize misleading practices. Educational institutions and media platforms must promote 
ethical awareness among influencers, especially those targeting impressionable audiences like young adults. 
2. Focus on Authentic and Relatable Influencers 

The study found that micro- and peer influencers are more effective than celebrities in influencing purchase decisions. 
This is because audiences view them as more genuine, trustworthy, and accessible. Brands should prioritize 
collaborations with such influencers who have strong community engagement and relatable content, rather than relying 
solely on follower counts or fame. 
3. Promote Digital Literacy and Consumer Awareness 

Young adults often do not fully understand how influencer marketing affects their decisions. Educational programs in 
schools and colleges should include digital media literacy to help students recognize marketing tactics, psychological 
triggers, and biases used in influencer content. This will encourage informed and conscious consumption, rather than 
impulsive or emotionally driven purchases. 
4. Encourage Platform-Specific Strategies 

Not all platforms influence buying behavior equally. Instagram and YouTube were found to have the most impact due to 
their visual nature and engagement tools (e.g., stories, reels, comments). Brands should customize their marketing 
strategies based on platform strengths—short, aesthetic content for Instagram; tutorials and reviews for YouTube—and 
choose influencers accordingly. 
5. Build Long-Term Influencer Partnerships 

Rather than short-term endorsements, brands should establish long-term collaborations with influencers who align with 
their values. This builds consistency, brand loyalty, and deeper relationships with audiences. Consumers are more likely 
to trust influencers who genuinely use and support a brand over time. 

 

VI. CONCUSSION 

 

The research investigated the effect of social media influencers on young adult purchase behaviours, specifically within 
18–25-year-olds, in CMS Jain . From data that in which both quantitative and qualitative approaches, the results says that 
the influencers are a strong predictor of brand awareness, brand trust, and purchasing behaviour. In particular, influencers 
that operated through Instagram and YouTube positively impacted behaviour. Notable themes included root causes of 
their influence with young adult consumers, specifically around authenticity, relatability, and transparency to the 
sponsored content itself. Furthermore, ethical issues, including promotion that was misleading, and a lack of sponsorship 
disclosure also emerged as themes as a need for responsible influencer behaviour was urged. By exploring a Tier-2 city, 
this research sheds light on consumer behaviours outside large metropolitan areas and draws attention to the growing 
applicability of influencer marketing in diverse geographic areas. Simply put, although influencer marketing is prevalent 
and successfully conveys reception among young adults, the field must develop through stronger focus and ethics, 
transparency, and consumer education engaged by influencers to sustain long-term trust and positive interest.  
 

VII.  RESEARCH 

 

As of today, social media influencers shape a lot of consumer behaviours. Through their well-promoted content, these 
influencers often decide what consumers are going to purchase, but sometimes such influences induce a hasty and 
ignorant or even misleading purchase, which erodes consumer trust. This is what our service prototype addresses by 
giving a unique ecosystem integrated into credibility, transparency, and mindfulness of consumers and e-commerce 
founded by influencers. This report provides a more ethical as well as a more informed approach to shopping. The service 
prototype has three main components:  
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Influencer-Focused E-Commerce Platform: A verified platform on which only credible influencers endorse products 
in a manner that all are pure and trustworthy.  
Augmented Reality (AR) Try-Before-You-Buy App: A mobile application that allows people to try on clothes, make 
up, and accessories through a mirror, eliminating impulse purchases due to idealized influencer content.  
Social Media Influence Tracker (Wearable Tech): A wearable device that signals a user to pause and verify the 
purchase by using social media endorsement, which helps in mindful shopping.  
Together, these innovations create a coherent ecosystem not only protecting consumers from misleading advertising but 
also empowering them to make informed purchases in their own time. This report explains how our service prototype 
was developed and functions, as well as that potential impact on shopping. It also demystifies the whole shopping 
experience the consumers have to go through concerning influencer-driven shopping experiences. 
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