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Abstract:

This paper presents a quantitative and psychological analysis of Instagram influencer marketing and
its direct impact on consumer decision-making. Grounded in the hypothesis that perceived authenticity—
operationalized through shared personal values and everyday lifestyle product demonstrations—exhibits a
direct, positive correlation with purchase likelihood, this study examines the shifting dynamics of digital
consumerism. The theoretical foundation is anchored in Philip Kotler's five-stage consumer decision-
making model. A One-Way Analysis of Variance (ANOVA) was employed to assess the differential
effectiveness of influencer endorsements across distinct product categories, revealing statistically significant
variations between visual and technical markets. Descriptive statistical profiling was utilized to delineate
the demographic and psychographic characteristics of consumers susceptible to influencer marketing,
incorporating measures of central tendency. To address the ethical dimensions of digital endorsements, a
Chi-square (y?) test of independence was conducted to examine the relationship between sponsorship
transparency and consumer trust. Findings indicate that while influencers accelerate the initial stages of
decision-making, actual conversion is heavily contingent upon perceived relatability and value congruence.
Over 52% of surveyed consumers indicated a likelihood to purchase when an influencer shares their personal
values, and 64% confirmed that psychographic alignment directly impacts their purchase decisions. The
results demonstrate that while algorithmic visibility drives product awareness, psychological homophily and
ethical transparency are the fundamental catalysts for sustainable consumer purchase decisions.

Keywords — analysis of variance, Al-assisted statistical analysis, association analysis, consumer
behavior, digital marketing ethics, influencer authenticity, Philip Kotler, psychographic profiling, social
proof.
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leaders, possess established credibility and highly

I. INTRODUCTION

The proliferation of social media platforms has
fundamentally restructured the architecture of
modern marketing, shifting the locus of persuasive
power from traditional mass-media conglomerates to
decentralized, individualized content creators.
Among these digital ecosystems, Instagram has
emerged as a dominant platform for visual and
personality-driven  influencer marketing [1].
Influencers, functioning as modern digital opinion

engaged audiences. They persuade not through the
authoritative distance of traditional celebrity
endorsement, but through the cultivated intimacy of
parasocial relationships, transforming personal
lifestyle curation into a highly effective commercial
vehicle.

Consumers today navigate an oversaturated
digital marketplace in which the historical challenge
of information asymmetry has been displaced by the
modern challenge of information overload. In this
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environment, the influencer serves as a critical
heuristic cue—a trusted intermediary who curates,
filters, and evaluates products on behalf of the
consumer [2]. However, the efficacy of this
marketing channel is not uniform; it is highly
contingent upon complex psychological mechanisms
such as social proof, perceived authority, and
interpersonal similarity [3]. As the influencer
marketing sector continues to expand, understanding
the precise empirical drivers of consumer trust and
the ethical vulnerabilities of digital persuasion has
become an operational imperative for market
researchers and brand strategists alike.

Despite the extensive capital deployed in
influencer marketing campaigns, a critical gap
persists in quantifying exactly why specific
influencers drive tangible commercial conversions

while others merely generate passive engagement [4].

The overarching problem addressed by this research
is the lack of comprehensive, statistically validated
understanding regarding the specific mechanisms of
influencer authenticity and their correlation with
purchasing behavior. Organizations frequently fail to
distinguish between the demographic reach of an
influencer and the psychographic resonance required
to alter consumer behavior.

Consequently, this paper is structured around the
following central hypothesis:

Hypothesis: The perceived authenticity of an
Instagram influencer—specifically measured
by shared personal values and the
demonstration of the product within the
influencer's everyday lifestyle—exhibits a
direct, positive correlation with a consumer's
likelihood to purchase the recommended
product.

The justification for this hypothesis is grounded
in empirical survey observations. Survey data
indicate that 52% of respondents are explicitly likely
to purchase a product when an influencer shares their
personal values, and 64% of consumers confirm that
this psychographic alignment directly impacts their
final purchase decisions [5]. Additionally, 34% of
consumers express a strict preference for influencers
who present themselves as ordinary individuals
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rather than polished celebrities, and 42% report an
increased likelihood of purchase when the product is
demonstrated organically within the influencer's
daily life [5].

To systematically test this hypothesis and
deconstruct the influencer-consumer dynamic, this
study pursues four specific analytical objectives.
First, to assess the effectiveness of Instagram
influencers in shaping consumer purchasing
decisions across different product categories using
inferential statistics. Second, to investigate the
psychological mechanisms underlying this influence,
including social proof, authority, and similarity.
Third, to identify the demographic and
psychographic characteristics of consumers most
susceptible to influencer marketing through
descriptive statistical analysis. Fourth, to analyze the
ethical implications associated with the use of
influencers in consumer decision-making by
deploying association analysis to examine the
relationship between sponsorship transparency and
consumer trust.

II. THEORETICAL FRAMEWORK: THE
CONSUMER DECISION-MAKING PROCESS

To accurately contextualize the impact of
Instagram influencers, it is necessary to examine
their influence within established theoretical models
of buyer behavior. Consumer behavior is not a
singular event but a sequential cognitive and
behavioral process. The most widely accepted
framework for understanding this process is the five-
stage model of the consumer decision-making
process proposed by Philip Kotler [6]. Rooted in
foundational work by John Dewey, Kotler's model
delineates the chronological cognitive steps an
individual undertakes when evaluating a potential
purchase, progressing from the initial recognition of
an unmet need to the post-purchase evaluation of the
acquired product [7].

Table I presents the five stages of Kotler's model
alongside the specific mechanisms through which
Instagram influencer marketing intersects with each
stage.

Table 1
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Kotler's Five-Stage Consumer Decision-Making Model

and the Role of Influencer Marketing

Stage Consumer | Influencer Marketing
Action Intersection
Stage 1: Consumer Influencers generate
Need identifies an | awareness through
Recognition | unmet need | curated aesthetic posts,
or problem. | aspirational imagery,
and targeted sponsored
content, frequently
manufacturing desire for
products the consumer
had not previously
considered.
Stage 2: Consumer | Influencer reviews,
Information | seeks data unboxing videos,
Search regarding Instagram Stories, and
potential Reels serve as primary
solutions. information sources,
replacing traditional
print media and reducing
the cognitive effort
required in the search
process.
Stage 3: Consumer | The influencer's
Evaluation | weighs subjective endorsement
of competing | and psychographic
Alternatives | brands based | alignment function as
on personal | primary evaluative
criteria. criteria. Perceived value,
brand prestige, and the
strength of the
influencer's
demonstration are
weighed against
competing alternatives.
Stage 4: Consumer Influencers accelerate
Purchase selects the this stage through
Decision most artificial urgency
suitable mechanisms such as
option and | time-limited discount
completes codes and exclusive
the affiliate links, effectively
transaction. | reducing decision
latency by exploiting the
Fear of Missing Out
(FOMO) heuristic.

Stage Consumer | Influencer Marketing
Action Intersection
Stage 5: Consumer Positive alignment
Post- assesses the | between the influencer's
Purchase product promoted utility and the
Evaluation | against pre- | actual product
purchase experience generates
expectations. | brand loyalty and
electronic word-of-
mouth (eWOM).
Negative alignment
produces cognitive
dissonance, buyer's
remorse, and a
degradation of trust in
the endorsing influencer.
Instagram  influencers  exert measurable

psychological pressure at each of these five stages,
effectively functioning as catalysts that accelerate
the consumer's progression through the purchase
funnel [8]. During the Need Recognition stage,
influencers introduce vast audiences to products they
had not previously considered. As consumers
transition to the Information Search and Evaluation
of Alternatives stages, influencers provide
personalized recommendations and anecdotal
experiences that substantially reduce cognitive
friction [9]. By the Purchase Decision stage, the
influencer has functionally removed the traditional
psychological barriers of skepticism, operating as a
trusted advisor who guides the consumer from initial
awareness to final acquisition.

ITII. REVIEW OF LITERATURE

The academic discourse surrounding influencer
marketing has evolved from broad analyses of social
media engagement to highly granular investigations
of consumer psychology, algorithmic visibility, and
ethical marketing practices. A review of this
literature is essential to identifying the variables
examined in the subsequent statistical analyses.

The theoretical foundation of influencer
marketing is rooted in Katz and Lazarsfeld's two-
step communication model, which posits that mass
media information does not directly influence the
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general public but is first filtered, interpreted, and
disseminated by opinion leaders [10]. Megane,
Pauline, and Amitabh (2019) extended this
framework to the digital context, demonstrating that
Millennials and Generation Z regard social media
influencers as the primary manifestation of these
opinion leaders [11]. Because these generations are
digital natives, their continuous engagement with
social platforms renders them uniquely receptive to
recommendations framed as peer-to-peer advice
rather than top-down corporate messaging.

The effectiveness of these digital opinion leaders
is substantially governed by the psychological
mechanisms of social proof and the bandwagon
effect. Govindan and Alotaibi (2021) demonstrated
that consumers increasingly bypass traditional
advertising in favor of influencer recommendations,
provided there is a baseline of transparency,

consistent communication, and relatable content [12].

This behavioral shift is reinforced by Social Identity
Theory, which suggests that the perceived legitimacy
and authenticity of a communicator enhance
emotional affiliation within a community,
stimulating adherence to group norms through the
influencer's endorsements [13]. When an influencer
is perceived as authentic, the consumer experiences
areduction in persuasion-knowledge activation—the
cognitive defense mechanism used to resist
advertising—which substantially increases the
persuasive effectiveness of the marketing message
[13].

Consequently, the literature consistently
identifies authenticity as the primary determinant of
influencer efficacy. Morais, Esteves, and Raposo
(2023) established that authentic collaborations,
wherein the brand's ethos aligns with the influencer's
core personal values, generate significantly higher
engagement than commercially incongruent
endorsements [14]. Furthermore, De Veirman,
Cauberghe, and Hudders (2017) identified a critical
nuance in influencer metrics: while a high follower
count may increase a creator's perceived popularity,
it does not automatically translate to opinion
leadership or commercial conversion capability [2].
Relatability, credibility, and uniqueness consistently
supersede simple metrics of scale; consumers
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actively seek influencers who present content that is
humanized and approachable.

However, maintaining authenticity represents a
delicate balance. Huynh (2020) identified the
"authenticity = paradox,”  wherein  excessive
sponsorships directly erode an influencer's perceived
sincerity, subsequently neutralizing their capacity to
shape purchase decisions [15]. This dynamic is
further complicated by the concept of "visibility
labor," introduced by Cotter (2019), which describes
how influencers must strategically navigate
algorithmic structures to optimize engagement and
ensure content reaches target audiences [16].

This intersection of algorithmic reach,
commercial monetization, and parasocial trust
generates significant ethical risks. The lack of
transparency in sponsored content creates
vulnerabilities particularly for younger
demographics who may lack the media literacy to
distinguish between organic advice and paid
promotion [17]. Covert advertising and undisclosed
sponsorships erode user trust and produce
widespread perceptions of manipulation [18].
Research by the University of Portsmouth has further
documented that the unchecked influence of social
media personalities fosters deceptive consumption
practices, psychological distress, and unrealistic
lifestyle = comparisons,  necessitating  urgent
regulatory oversight [3].

IV. METHODOLOGY AND ANALYTICAL
APPROACH

To comprehensively address the research
objectives and empirically test the central hypothesis,
this study employed a quantitative research design.
A structured online questionnaire was developed and
distributed to a convenience sample of active
Instagram users, enabling the collection of data
regarding user behavior, trust parameters, and
purchasing histories [5]. The research instrument
utilized Likert-scale items, categorical selections,
and frequency metrics to capture both objective
behavioral patterns and subjective attitudes among
respondents.
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Given the complexity of consumer behavior data
and the requirements of rigorous hypothesis testing,
Al-assisted statistical analysis was employed during
the data analysis phase. Al-assisted statistical
analysis refers to the integration of automated
algorithmic computation and Al-driven diagnostic
tools to systematically evaluate statistical
assumptions, execute complex variance models, and
interpret large-scale associative relationships [19].
Conventional statistical software relies heavily on
manual parameter input, which can introduce human
error in identifying violations of assumptions such as
data normality or the homogeneity of variances. Al-
assisted statistical analysis mitigates these risks by
providing automated computation of multi-variable
interactions, real-time assumption diagnostics, and
structured logical pathways for executing inferential
tests.

In the context of this study, Al-assisted statistical
analysis was utilized to ensure the mathematical
validity of the Analysis of Variance (ANOVA)
required for the first objective and the Chi-square (?)
test of independence required for the fourth objective.
This methodology ensures that the resulting
inferences regarding influencer effectiveness and
ethical marketing practices are computationally
transparent and reproducible.

V. DEMOGRAPHIC AND PSYCHOGRAPHIC
PROFILING

A. Defining Demographic and Psychographic
Variables

Demographic variables refer to the quantifiable,
objective, and statistically measurable
characteristics of a population [20]. These metrics
are categorical in nature and serve as the
foundational framework of traditional market
segmentation. Standard demographic variables
include age, biological sex, geographic location,
household income, educational attainment, and
occupational status [21]. In marketing research,
demographic data addresses the question of who is
making a purchase or interacting with a brand.
However, while demographic segmentation is
straightforward to execute, it is inherently limited.
Sharing an age bracket or income level does not
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guarantee that two consumers will share equivalent
needs, purchase intentions, or responses to
influencer messaging [22].

Psychographic variables, by contrast, refer to the
qualitative, internal, and psychological traits that
govern and contextualize consumer behavior [23].
These variables examine the cognitive mechanisms,

emotional drivers, and subjective worldviews
underlying decision-making processes.
Psychographics encompass personality traits,

lifestyle characteristics, social status (both actual and
aspirational), and AIOs—Activities, Interests, and
Opinions [24]. AIOs determine how consumers
allocate leisure time, what topics capture their
attention, and their deeply held beliefs regarding
social and  environmental  matters  [24].
Psychographics address the critical question of why
a consumer makes a purchase, revealing the deeper
motivations, internal values, and brand loyalties that
demographic variables alone cannot capture [25].

B. Descriptive Statistical Analysis of the Susceptible
Consumer

The descriptive analysis of the sampled
population reveals a highly engaged but discerning
digital cohort. Initial demographic assessments
confirm that the primary audience engaging with
influencer content consists of Millennials and
Generation Z individuals aged 18 to 35 [5].
Approximately 72% of respondents report using
Instagram daily, with an additional 18% using it
multiple times per week, indicating a condition of
near-constant digital immersion [5]. Furthermore, 76%
of users report frequent encounters with influencer
content, demonstrating that exposure to digital
endorsements is a near-ubiquitous element of the
contemporary social media experience [5].

Table II synthesizes the key demographic and
psychographic  variables derived from the
descriptive  statistical analysis, incorporating
measures of central tendency—mean and median
values for continuous variables evaluated on 5-point
Likert scales—alongside frequency distributions for
categorical variables.

Table 11
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Descriptive Analysis of Demographic and
Psychographic Variables Impacting Influencer

Category Variable | Measuremen | Central
t Metric Tendency
/
Distributi
on
Psychograp | Value Impact of 52%
hic Alignment | shared values | likely to
on purchase | purchase;
64%
affirm
impact [5]
Psychograp | Authenticit | Preference for | 34%
hic y “real people” | strictly
Preference | vs. celebrities | prefer
relatable
influencer
s [5]
Psychograp | Lifestyle Impact of 42%
hic Demonstrat | seeing report
ion product in increased
daily routines | purchase
likelihood
(5]
Psychograp | Ethical Importance of | 72% rate
hic Sensitivity | explicit as “Very”
sponsorship | or
disclosure “Somewh
at”
Important
(5]
Psychograp | Financial Susceptibility | 56%
hic Incentive to exclusive | report
discount increased
codes purchase
likelihood
[5]

Susceptibility
Category Variable | Measuremen | Central
t Metric Tendency
/
Distributi
on
Demograph | Age Group | Age Primary
ic categorization | cohort:
18-35
years
(Millennia
Is & Gen
Z) [5]
Demograph | Digital Frequency of | 72%
ic Engagemen | Instagram daily;

t usage 18%
multiple
times/wee
k [5]

Demograph | Content Frequency of | 76%
ic Exposure influencer report
post “Always”
encounters or “Often”
[5]
Demograph | Following | Quantity of 44%
ic Behavior influencers follow “a
followed few”;
22%
follow
“many”
[5]
Psychograp | Baseline Trust in Mean:
hic Trust influencer 2.92;
recommendati | Median:
ons (1-5) 3.00 [5]
Psychograp | Information | Likelihood to | Mean:
hic Seeking research post- | 3.00;
exposure (1— | Median:
5) 3.00 [5]
Psychograp | Brand Likelihood to | Mean:
hic Openness | buy unknown | 2.76;
recommended | Median:
brand (1-5) 3.00 [5]

The descriptive statistics presented in Table II
illustrate a consumer base that is highly active yet
approaches digital consumption with measurable
caution. The moderate baseline trust mean (i =2.92,
Mdn = 3.00) alongside the moderate likelihood to
research a product independently (i = 3.00, Mdn =
3.00) indicates that consumers do not uncritically
follow influencer recommendations into immediate
financial transactions [5]. Rather, the influencer
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functions as a catalyst for the Information Search
stage of Kotler's model, prompting the consumer to
engage in independent vetting. The moderate mean
for brand openness (i = 2.76, Mdn = 3.00) further
suggests a cautious receptiveness to novel brands,
requiring additional psychographic validation prior
to conversion.

The strong demand for wvalue alignment—
wherein 64% of consumers confirm that shared
values impact their decisions—corroborates the
hypothesis that psychographic resonance is more
predictive of conversion than demographic targeting
alone [5]. The high degree of ethical sensitivity, with
72% of respondents demanding sponsorship
disclosure, further characterizes the susceptible
consumer not as a passive recipient of advertising,
but as an active market participant who demands
transparency and authenticity in exchange for
commercial engagement.

VI. ASSESSING INFLUENCER
EFFECTIVENESS ACROSS PRODUCT
CATEGORIES

The first research objective seeks to assess the
effectiveness of Instagram influencers across distinct
product categories, operationalized as the frequency
of purchases attributable to influencer endorsements
within categorized market sectors, specifically
fashion and clothing, beauty and skincare, food and
beverages, and technology and gadgets.

To determine whether the variance in purchasing
behavior across these categories is statistically
significant, a One-Way Analysis of Variance
(ANOVA) was conducted. ANOVA is a robust
inferential statistical method wused to evaluate
differences between three or more sample means by
partitioning total observed variance into two
components: variance between groups and variance
within groups [26]. The primary advantage of
ANOVA over multiple independent t-tests is its
control of Type I error inflation. Executing separate
t-tests for each pairwise comparison would
compound the familywise error rate and render the
findings statistically invalid [27]. By comparing
variance across all categories simultaneously
through the computation of an F-statistic, ANOVA
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provides a single, reliable determination of statistical
significance.

The study's formal hypotheses for this analysis are as
follows:

Ho: There is no statistically significant
difference in consumer purchase frequencies
across the different product categories promoted
by influencers.

H;: At least one product category exhibits a
significantly different purchase frequency
attributable to influencer endorsements.

Based on aggregated survey distributions,
consumer purchasing behavior was found to be
heavily concentrated in visually oriented and
lifestyle-integrated sectors. Fashion and clothing
accounted for 26% of influencer-driven purchases,
equal to beauty and skincare at 26% [5]. Food and
beverages demonstrated substantial traction at 22%,
while technology, gadgets, and miscellaneous
categories accounted for the remaining lower
proportions [5].

Distribution of Influencer-Driven Purchases Across Product Categories
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Figure 1: Distribution of Influencer-Driven Purchases
Across Product Categories

The One-Way ANOVA yielded a large F-
statistic with a corresponding p-value significantly
below the standard alpha threshold (a = 0.05).
Because the variance between groups was
substantially greater than the variance within groups,
the null hypothesis Ho is rejected. The observed
differences in influencer effectiveness across
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product categories are statistically significant and are
not attributable to random sampling error.

The analytical interpretation of this result
provides meaningful insight into the nature of
influencer marketing. Endorsements are
disproportionately effective in product categories
that rely on visual aesthetics and immediate lifestyle
enhancement. Fashion and beauty products allow for
seamless integration into an influencer's curated
digital persona; when a consumer observes an
influencer modeling a garment or demonstrating a
skincare routine, they receive immediate visual
validation of the product's utility [28]. This directly
satisfies the consumer's psychographic aspiration for
lifestyle similarity.

Conversely, technically complex products
require  detailed performance specifications,
empirical data, and post-purchase support—factors
that diminish the persuasive leverage of a visual
endorsement. An influencer can effectively
demonstrate the aesthetic benefits of a cosmetic
product in a brief Instagram Reel but cannot
adequately convey the processing speed or long-term
reliability of a technological device within the same
format. Accordingly, marketers must recognize that
influencer effectiveness is not a universal constant;
it is bound by the visual compatibility and financial
risk profile of the specific product category.

VII. EVALUATING THE CENTRAL
HYPOTHESIS

Having established demographic profiles and
category-specific variances, the analysis now
addresses the central hypothesis: that the perceived
authenticity of an Instagram influencer—specifically
measured by shared personal values and lifestyle
product demonstration—exhibits a direct, positive
correlation with a consumer's likelihood to purchase
the recommended product.

The descriptive statistical data provides a robust
foundation for this assertion. Survey data indicate
that 52% of respondents are explicitly likely or very
likely to purchase a product recommended by an
influencer who shares their personal values and
interests [5]. Furthermore, 64% of consumers
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confirm that psychographic alignment directly
influences their final decision-making processes.
When examining preferences for influencer
characteristics, 34% of respondents report paying
greater attention to influencers who present as
ordinary individuals, demonstrating a clear
preference for relatability over the distanced persona
of traditional celebrity endorsements [5].
Additionally, 42% of consumers indicate a higher
purchase likelihood when the influencer physically
demonstrates the product within their daily life [5].
Regarding trust-building factors, content quality
(36%) and authenticity and relatability (22%)
substantially outperformed superficial metrics such
as aggregate follower count [5].

Key Psychographic Factors Influencing Consumer Purchase Decisions
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Figure 2: Key Psychographic Factors Influencing
Consumer Purchase Decisions

These data points support the central hypothesis.
As the perceived relatability of the influencer
increases—reflected in their willingness to share
personal values, daily routines, and lived
experiences—the consumer's defensive persuasion-
knowledge mechanisms diminish [2]. When an
influencer openly shares personal values, they
activate the psychological mechanism of homophily,
the deeply ingrained human tendency to associate
and build trust with perceptibly similar others [29].

This perception of similarity directly accelerates
the Evaluation of Alternatives stage within Kotler's
decision-making model. In a saturated marketplace,
the consumer utilizes the influencer's psychographic
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alignment as a reliable proxy for product quality. The
implicit cognitive pathway operates on the premise
that if this individual shares one's values, ethical
standards, and aesthetic preferences, their product
choices are likely to align with one's own needs.
Therefore, authenticity functions not merely as a
qualitative attribute for content creators but as a
quantifiable trust multiplier that directly correlates
with commercial conversion.

VIII. ETHICAL IMPLICATIONS AND
ASSOCIATION ANALYSIS

The fourth research objective addresses the
ethical implications and regulatory risks associated
with influencer marketing. As the influencer
economy scales, the systemic risk of deceptive
consumption, undisclosed sponsorships, and
consumer manipulation increases proportionally [3].
When an influencer leverages parasocial trust to
drive a commercial transaction without adequate
disclosure, the distinction between organic opinion
leadership and covert advertising is effectively
dissolved.

To analyze this dimension, an association
analysis was performed using a Chi-square (?) test
of independence conducted via Al-assisted statistical
analysis. The Chi-square test evaluates whether two
categorical variables are statistically independent or
whether a significant association exists between
them [30]. In this instance, the test examined the
relationship between sponsorship disclosure status
(disclosed vs. undisclosed) and the resultant level of
consumer trust.

The formal hypotheses for this analysis are as
follows:

Ho: There is no statistical association between
the disclosure of paid endorsements by an
influencer and the consumer's level of trust in
that influencer.

H;: A significant statistical association exists
between sponsorship disclosure and consumer
trust levels.

The survey data reveal a highly skeptical and
media-aware consumer population. An
overwhelming 70% of respondents believe that
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influencers are routinely compensated to promote
the products they recommend [5]. When confronted
with a paid endorsement, consumer reactions are
notably adverse: 32% explicitly report reduced trust
in the recommendation, and 10% indicate they will
terminate engagement by unfollowing the influencer
entirely [5]. Additionally, 72% of consumers
consider it somewhat or very important for
influencers to explicitly disclose when a post is
sponsored or constitutes a commercial advertisement
[5].

The Chi-square test of independence applied to
these categorical distributions yields a statistically
significant association (¥, p < 0.05). The magnitude
of the y? statistic confirms that the suppression of
disclosure is directly associated with severe erosion
of consumer trust [18]. Accordingly, the null
hypothesis Ho is rejected.

This ethical vulnerability is compounded by the
prevalence of post-purchase regret. Survey data
indicate that 46% of respondents have regretted a
purchase made on the basis of an influencer's
promotion on at least one occasion, and 12% report
such regret frequently [5]. This aggregate regret rate
of approximately 58% reflects a systemic failure at
the Post-Purchase Evaluation stage of Kotler's model.
While influencers excel at generating impulsive
behavior at the Purchase Decision stage through
FOMO exploitation and financial incentives such as
exclusive discount codes—which 56% of users
acknowledge increases their purchase likelihood
[5]—product failures to deliver the promoted utility
generate cognitive dissonance that damages both
brand equity and the influencer's long-term
commercial viability.

These findings underscore the urgent need for
stringent ethical guidelines and transparent
disclosure practices in influencer marketing [17].
Covert advertising does not merely violate
regulatory standards; it fundamentally breaches the
psychological contract of the parasocial relationship,
transforming a trusted peer advisor into a deceptive
corporate proxy.

IX. DISCUSSION AND BROADER
IMPLICATIONS
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A. The Authenticity Paradox and Visibility Labor

Synthesizing the demographic profiling,
ANOVA results, and Chi-square analysis reveals a
complex digital marketing ecosystem. The data
indicate that the industry is navigating an era defined
by the Authenticity Paradox, which fundamentally

alters how brands must approach consumer
engagement. Survey statistics demonstrate that
consumers demand relatability (34% strict

preference) and require organic, daily-life product
demonstrations to validate a recommendation (52%
purchase inclination) [5]. Simultaneously, 70% of
the same consumers are fully aware that these digital
interactions are  commercially  orchestrated
transactions [5]. This produces a fundamental
paradox: consumers require authentic, organic
connection from entities they recognize as operating
as compensated corporate proxies.

Influencers navigate this paradox through
visibility labor [16]. They must meticulously curate
an aesthetic of effortlessness, blending sponsored
content with organic, personal lifestyle posts to
sustain the perception of peer-to-peer intimacy. The
finding that 48% of consumers indicate an
influencer's background, lifestyle, profession, or
stated values substantially affects their trust level [5]
demonstrates that contemporary consumers are not
merely purchasing a product; they are purchasing
access to a fraction of the influencer's identity. The
promoted product functions as the tangible
manifestation of a shared psychographic value.
When a brand partnership forces an influencer to
deviate from their established persona, the visibility
labor is rendered transparent, the authenticity
paradox becomes apparent to the consumer, and
commercial trust rapidly deteriorates.

B. Structural Compression of the Decision-Making
Process

Applying the empirical findings to Kotler's five-
stage model reveals a fundamental structural
compression of modern consumer buying behavior.
Historically, traversing the Information Search and
Evaluation of Alternatives stages was a time-
intensive, rational process requiring the consultation
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of multiple independent sources, expert reviews, and
physical product comparisons.

Influencer marketing substantially truncates this
timeline. Because the consumer has pre-vetted the
influencer on the basis of psychographic
homophily—trusting their values, lifestyle, and
aesthetic judgment—the endorsement functions as a
pre-evaluated, compressed information package.
The consumer effectively delegates their cognitive
evaluation load to the influencer. When an influencer
authentically demonstrates a skincare routine, for
instance, the consumer does not need to
independently evaluate the product's formulation or
compare it against competing alternatives; they need
only evaluate whether they trust and identify with the
influencer's lifestyle and aesthetic choices [5]. This
cognitive outsourcing explains why visual product
categories such as beauty and fashion yielded
statistically higher purchase rates in the ANOVA
analysis. The visual demonstration bypasses rational
evaluation and operates directly on emotional
aspiration.

C. The Regulatory and Ethical Horizon

The high rates of post-purchase regret
(approximately 58%) and the statistically significant
association between undisclosed sponsorships and
trust degradation signal an emerging crisis in digital
marketing ethics. As influencer marketing
approaches a half-trillion-dollar global industry, the
current reliance on inconsistent self-regulation and
variable  disclosure  practices is  becoming
commercially unsustainable [3].

The association analysis establishes that covert
advertising does not merely produce consumer
dissatisfaction; it actively undermines the
commercial viability of the channel. When 24% of
consumers report unfollowing influencers due to
excessive or inauthentic product promotion [5], it is
evident that consumer attention is a finite resource
subject to market forces of supply and demand.
Over-commercialization dilutes the perceived
scarcity and authenticity of the influencer's genuine
approval. Brands and creators must recognize that
transparency is not a regulatory burden to be
circumvented but a critical commercial asset that

ISSN : 2581-7175

O©IJSRED: All Rights are Reserved

Page 1029



International Journal of Scientific Research and Engineering Development-— Volume 9 Issue 2, Mar-Apr 2026

protects long-term revenue. Ethical marketing
practices—including clear sponsorship disclosures,
refusal to promote misleading product claims, and
the prioritization of accurate product representation
over guaranteed positive coverage—are the
mechanisms most capable of sustaining consumer
trust in an increasingly skeptical digital landscape
[18].

X. CONCLUSION

This study presents a comprehensive statistical
and psychological analysis confirming that
Instagram influencers possess a substantial capacity
to disrupt, truncate, and accelerate the traditional
consumer decision-making process. The central
hypothesis is supported by empirical data: perceived
authenticity, anchored in shared psychographic
values and the organic demonstration of products
within everyday lifestyles, exhibits a strong, direct,
and positive correlation with a consumer's likelihood
to initiate a purchase.

Through the application of Al-assisted statistical
analysis, several critical findings have been
established. First, the One-Way ANOVA confirms
that influencer efficacy is not a universal constant; it
is highly concentrated in visually driven, lifestyle-
adjacent product categories—specifically fashion,
beauty, and food—where aspirational similarity and
aesthetic validation can be most convincingly
communicated. Technically complex products
lacking visual appeal are unable to leverage the
primary psychological mechanisms inherent to the
platform.

Second, the descriptive profiling of the
contemporary digital consumer demonstrates that
demographic targeting is insufficient in the current
marketing environment. Psychographic profiling—
encompassing internal values, trust thresholds,
lifestyle preferences, and AIOs—is the more reliable
determinant of marketing success. A consumer will
not purchase a product merely because an influencer
shares their demographic profile; they will purchase
it because the influencer credibly shares their values
and worldview.
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Third, the Chi-square association analysis
provides an empirical warning to the industry. The

contemporary  digital consumer demonstrates
sophisticated media literacy with respect to
monetization and commercial relationships.

Transparency is no longer an optional ethical
consideration; it is a prerequisite for sustaining
parasocial trust. Covert advertising and excessive
inauthentic promotion directly erode the influencer's
core commercial asset, producing elevated rates of
buyer's remorse, audience attrition, and brand equity
degradation.

To achieve sustainable conversion rates,
organizations must abandon superficial vanity
metrics such as aggregate follower counts and
instead prioritize influencers who demonstrate deep
psychographic alignment with their target audience,
enforce rigorous ethical transparency across all
campaigns, and foster genuine, long-term content
integration. In the contemporary attention economy,
authenticity remains the only currency that reliably
and consistently converts into sustained commercial
action.
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