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Аннотация 

 В данной статье исследуется, в какой степени инфлюенсер-маркетинг 

формирует доверие потребителей и влияет на решения о покупке в современных 

цифровых экосистемах. По мере того, как платформы социальных сетей 

превращаются в гибридные среды развлечений, формирования идентичности и 

товарооборота, инфлюенсеры становятся убедительными посредниками, которые 

преобразуют личный авторитет в коммерческую ценность. Опираясь на 

междисциплинарные исследования в области психологии маркетинга, цифровой 

социологии и коммуникационных исследований, исследование оценивает 

механизмы, посредством которых инфлюенсеры культивируют доверие, снижают 

воспринимаемый риск и стимулируют намерение совершить покупку посредством 

парасоциального взаимодействия, сигнализации аутентичности и нарративного 

убеждения. Используя комплексную методологическую структуру, основанную на 

научном синтезе, поведенческой интерпретации и сравнительной оценке случаев, 

статья показывает, что инфлюенсер-маркетинг оказывает существенное влияние на 

принятие решений потребителями, однако его эффективность обусловлена 

авторитетом инфлюенсера, релевантностью контента, нормами платформы и 

прозрачностью спонсорства. Полученные результаты способствуют теоретическим 

дискуссиям о цифровом убеждении, автономии потребителей и изменении 

маркетинговой логики в алгоритмически опосредованной среде. 
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Abstract 

 This article investigates the extent to which influencer marketing shapes consumer 

trust and influences purchasing decisions within contemporary digital ecosystems. As 
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social-media platforms evolve into hybrid environments of entertainment, identity 

formation, and commodity circulation, influencers emerge as persuasive intermediaries 

who translate personal credibility into commercial value. Drawing from interdisciplinary 

research in marketing psychology, digital sociology, and communication studies, the 

study evaluates the mechanisms through which influencers cultivate trust, reduce 

perceived risk, and stimulate intention-to-purchase through parasocial interaction, 

authenticity signaling, and narrative persuasion. Using an integrated methodological 

framework based on scholarly synthesis, behavioral interpretation, and comparative case 

evaluation, the article demonstrates that influencer marketing exerts substantial influence 

on consumer decision-making, yet its effectiveness is conditioned by influencer 

credibility, content relevance, platform norms, and the transparency of sponsorship. The 

findings contribute to theoretical debates on digital persuasion, consumer autonomy, and 

the reshaping of marketing logic in algorithmically mediated environments. 

Keywords: Influencer marketing; consumer trust; purchase decisions; parasocial 

interaction; digital persuasion; authenticity; social proof; marketing psychology; digital 

branding; behavioral influence. 

INTRODUCTION 

The rise of influencer marketing constitutes one of the most notable transformations 

in the digital marketing landscape. As consumers increasingly spend time within social-

media environments, traditional forms of advertising lose their persuasive potency, while 

influencers—figures who combine personal branding with content creation—emerge as 

dominant mediators of product discovery and evaluation. Unlike celebrity endorsements 

of earlier decades, contemporary influencers occupy a more intimate, dialogical, and 

socially embedded position within the digital ecosystem. Their persuasive capacity 

originates not from unattainable glamour but from their perceived relatability, 

authenticity, and shared identity with followers. This shift redefines the architecture of 

trust in digital markets by relocating credibility away from institutions and toward 

individuals who build long-term parasocial relationships with audiences. 

For consumers navigating environments saturated with commercial messages, 

influencers serve as cognitive shortcuts that reduce decision complexity. The sheer 

abundance of choices, advertisements, and platform-generated recommendations creates 

informational overload, making consumers more receptive to personalized suggestions 

embedded within social contexts. Influencers fill this role by presenting products through 

personal narratives, experiential accounts, and lifestyle curation. Their endorsements 

often blur the lines between organic self-expression and commercial persuasion, 
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embedding advertisements into content formats that users perceive as more sincere and 

less intrusive than traditional marketing. 

This structural transformation has significant implications for purchase behavior. 

Consumers rarely evaluate products based solely on rational criteria; instead, they draw 

upon emotional cues, social norms, and heuristic judgments. Influencers leverage these 

dynamics by activating trust mechanisms that shape perceived value, reduce purchase 

anxiety, and construct aspirational identities associated with consumption. In particular, 

the psychological phenomenon of parasocial interaction—where followers experience 

one-sided emotional relationships with influencers—plays a crucial role in amplifying 

persuasive effects. 

Nonetheless, the rising prominence of influencer marketing raises concerns 

regarding the transparency of sponsored content, the commodification of authenticity, and 

the ethical boundaries of digital persuasion. While influencers thrive on perceived 

genuineness, their commercial partnerships may compromise this authenticity if 

sponsorship remains undisclosed or appears insincere. Moreover, algorithmic 

amplification complicates the dynamics of trust by prioritizing influencers not necessarily 

for their credibility but for their engagement metrics. 

Given these tensions, understanding how influencer marketing shapes consumer 

trust and purchase decisions requires analyzing the phenomenon through a 

multidimensional lens that incorporates psychological, social, cultural, and technological 

perspectives. This article aims to provide such an analysis through a rigorous synthesis of 

literature, methodological plurality, and critical evaluation. 

LITERATURE REVIEW AND METHODOLOGY 

Research on influencer marketing spans marketing theory, communication studies, 

digital sociology, and consumer psychology. Early scholarship focused on celebrity 

endorsements, but with the rise of social media, attention shifted toward micro-, macro-, 

and nano-influencers who leverage digital intimacy and authenticity rather than traditional 

fame. Studies by Freberg, De Veirman, and Lou demonstrate that influencer credibility is 

constructed through perceived expertise, trustworthiness, attractiveness, and consistency. 

These dimensions collectively shape the influencer’s ability to persuade by activating 

social-proof mechanisms and reducing perceived purchase risk. 

Parasocial interaction theory forms a central component of this literature. 

Originating from Horton and Wohl’s mid-20th-century work, the theory has been 

repurposed to explain influencer–follower relationships. Researchers show that followers 

who feel emotionally connected to influencers are more susceptible to their 
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recommendations, treating them as friends rather than advertisers. These emotional bonds 

strengthen trust and facilitate behavioral compliance, particularly in purchase-related 

contexts. 

Authenticity is another widely discussed theme. Scholars such as Abidin emphasize 

that influencer authenticity is performative yet persuasive, crafted through narrative 

transparency, vulnerability, behind-the-scenes content, and perceived ordinariness. 

Consumers reward influencers who appear genuine, creating a positive feedback loop in 

which authenticity becomes both a relational strategy and a commercial asset. 

Marketing research explores the effectiveness of influencer campaigns relative to 

traditional advertising. Meta-analyses indicate that influencer endorsements yield higher 

engagement rates, greater memorability, and stronger purchase intention. Factors 

influencing effectiveness include content format, sponsorship disclosure, influencer–

brand congruence, and platform-specific norms. For example, visual platforms such as 

Instagram amplify aesthetic persuasion, while TikTok emphasizes narrative humor and 

emotional resonance. 

Critical scholarship, however, points to the risks of manipulation, covert 

advertising, and consumer vulnerability. Researchers highlight ethical issues surrounding 

the opacity of sponsored content, emphasizing that when sponsorship is not clearly 

disclosed, consumers may unknowingly engage with commercial persuasion disguised as 

personal recommendation. This opaque environment raises questions about trust, 

autonomy, and regulatory oversight. 

Overall, the literature converges on the notion that influencer marketing operates as 

a complex socio-technical system in which emotional connection, perceived authenticity, 

digital identity, and algorithmic visibility interact to shape consumer trust and behavior. 

This study adopts a multi-method conceptual framework combining literature 

synthesis, behavioral modeling, and comparative evaluation of influencer marketing 

outcomes. The methodology is structured around interpretive rigor rather than primary 

statistical data collection, allowing a comprehensive theoretical analysis of causal 

mechanisms within influencer-driven persuasion. 

The first methodological component involves systematic literature review. Peer-

reviewed articles from Scopus, Web of Science, Emerald Insight, and Sage Journals were 

examined, focusing on research published between 2012 and 2024 on influencer 

credibility, parasocial interaction, digital trust, and consumer decision-making. Additional 

reports from marketing analytics firms (HubSpot, Nielsen, McKinsey) were included to 

contextualize empirical observations. 
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The second component centers on conceptual behavioral modeling. Psychological 

theories such as the Elaboration Likelihood Model (ELM), Heuristic-Systematic Model 

(HSM), and parasocial interaction theory were utilized to interpret how influencers 

influence cognitive processing. These frameworks help explain why individuals rely on 

heuristic cues—such as influencer trustworthiness, attractiveness, and familiarity—when 

evaluating purchase recommendations. 

The third methodological layer is comparative platform analysis. Influencer 

behavior was examined across major social platforms—Instagram, YouTube, TikTok, and 

Telegram—each characterized by distinct content architectures, community norms, and 

persuasion dynamics. Cross-platform comparison reveals how structural affordances 

influence trust formation and endorsement effectiveness. 

Finally, the method incorporates a narrative discourse-analysis approach to 

interpret how influencers communicate authenticity, expertise, and relational closeness. 

This interpretive element provides insight into the semiotic and linguistic practices that 

underpin trust-building within influencer–follower interactions. 

Together, these methodological components enable a holistic examination of 

influencer marketing without reducing the phenomenon to isolated metrics, thereby 

capturing its psychological, cultural, and structural dimensions. 

RESULTS 

The results indicate that influencer marketing exerts significant influence on 

consumer trust and purchase decisions through three primary mechanisms: relational 

bonding, authenticity signaling, and heuristic persuasion. Parasocial relationships 

emerged as the strongest predictor of trust. Consumers who feel emotionally connected to 

influencers exhibit heightened loyalty and increased susceptibility to product 

endorsements. This relational closeness reduces perceived risk, creating a sense of social 

validation and reassurance. 

Authenticity plays a similarly crucial role. Influencers who maintain consistent 

personas, share personal experiences, and present imperfection or vulnerability foster 

stronger trust. Authenticity functions as a psychological anchor that differentiates 

influencers from traditional advertising figures, enabling followers to interpret marketing 

messages as personal recommendations rather than commercial promotions. 

The analysis reveals that influencers trigger heuristic information processing, 

particularly among younger audiences who spend more time within digital ecosystems. 

Rather than evaluating products through detailed cognitive elaboration, consumers rely 

on peripheral cues—such as influencer attractiveness, lifestyle congruence, content 



MULTIDISCIPLINARY JOURNAL: FUNDAMENTAL  

RESEARCH SCIENTIFIC JOURNAL  
VOLUME 01. ISSUE 09. NOV 2025. 

ResearchBib Impact Faktor: 9.943       ISSN: 3060-513X 

94 
 

quality, and community endorsement. These cues significantly raise purchase intention by 

creating an implicit association between the influencer’s identity and the endorsed 

product. 

However, the results also highlight boundaries to influencer effectiveness. 

Sponsorship transparency influences trust dynamics; undisclosed advertising reduces 

credibility once discovered, generating skepticism toward both the influencer and the 

brand. Over-commercialization further undermines authenticity, particularly when 

influencers endorse too many products or brands that misalign with their established 

persona. 

Platform-specific differences were also observed. Instagram’s emphasis on visual 

aesthetics enhances aspirational persuasion, while YouTube fosters longer-form 

storytelling and deeper emotional engagement. TikTok’s rapid-fire content accelerates 

impulse-driven purchase decisions driven by emotional resonance rather than rational 

evaluation. 

The results confirm that influencer marketing is not uniformly effective; instead, its 

impact is mediated by demographic factors, cultural norms, and platform architecture. 

Nonetheless, across contexts, influencers function as powerful trust agents who reshape 

consumer decision-making processes. 

DISCUSSION 

The findings situate influencer marketing within a broader transformation of digital 

persuasion, emphasizing that its power derives not merely from algorithmic visibility but 

from its embedding within social and psychological structures. Influencers act as hybrid 

figures—simultaneously peers, performers, and commercial intermediaries—whose 

persuasive capacity emerges from their ability to inhabit these roles seamlessly. 

A key insight is that influencer marketing operates through relational rather than 

transactional logic. Traditional advertising treats consumers as market actors, whereas 

influencer marketing situates them within imagined social relationships. This relational 

repositioning alters the foundations of trust by shifting credibility from institutional 

authority to personal familiarity. Such dynamics raise important implications for 

consumer autonomy: if trust stems from emotional connection, individuals may 

underestimate the persuasive intent of influencer content. 

Another major insight concerns the commodification of authenticity. Influencers 

succeed by appearing genuine, yet their authenticity is often strategically curated. This 

paradox suggests that authenticity is not an inherent attribute but a performative construct 

shaped by platform norms, audience expectations, and commercial incentives. As 
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authenticity becomes monetized, its persuasive force may diminish, leading consumers to 

adopt more critical interpretive strategies. 

The discussion also highlights the role of algorithmic infrastructures. Influencers 

gain visibility not solely through audience appreciation but through platform algorithms 

that reward high engagement. This algorithmic mediation influences which influencers 

become trusted authorities, shaping consumer behavior in ways not entirely under 

influencer control. Thus, influencer marketing emerges at the intersection of human 

persuasion and algorithmic amplification. 

Finally, the influence of cultural context is notable. In collectivist societies, 

influencer recommendations often operate through social proof and community 

belonging, while in individualist cultures, personal aspiration and lifestyle emulation 

dominate persuasive strategies. This diversity underscores the need for culturally adaptive 

marketing frameworks. 

CONCLUSION 

The study concludes that influencer marketing significantly shapes consumer trust 

and purchasing decisions by leveraging psychological mechanisms that traditional 

advertising cannot replicate. The strength of influencer persuasion arises from emotional 

closeness, perceived authenticity, and heuristic processing pathways that reduce decision 

complexity and enhance message acceptance. Influencers become intermediaries of trust 

who translate personal narratives into commercial influence. 

However, the persuasive power of influencers is not unlimited. Its effectiveness 

depends on the maintenance of authenticity, congruence between influencer identity and 

sponsored products, transparency of commercial intent, and alignment with platform-

specific norms. Over-commercialization and opaque sponsorship practices threaten to 

erode the relational foundations of trust that underpin influencer effectiveness. 

From a broader perspective, influencer marketing represents a structural 

reconfiguration of digital persuasion and consumer culture. It blurs boundaries between 

personal identity and commercial promotion, between entertainment and advertising, and 

between friendship and influence. It shifts the center of persuasion from organizations to 

individuals and relocates trust from institutional authority to social-media personalities. 

Going forward, sustainable influencer strategies must prioritize ethical 

transparency, cultural sensitivity, and long-term trust-building. Regulators must ensure 

clear disclosure practices, while brands and influencers should adopt accountability 

standards that protect consumer autonomy. As digital ecosystems continue to evolve, the 

role of influencers as cultural intermediaries will only grow in significance, making it 
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essential for future research to examine the long-term psychological and societal 

implications of influencer-driven persuasion. 
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