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Executive Summary

Moreover, studies on the effects of influencer marketing on Gen Z consumers may

present data on how this demographic changes and what personal qualities it

develops. The report reveals that Gen Z is the generation most connected with

influencers on visually-oriented platforms such as Instagram and YouTube, which

aligns with their demand in more dynamic, engaging, and personalized-type content.

However, it is also interesting that the preferred influencer content type for more

than 70% of participants was humor, creativity, and fun rather than more informative

or socially active. Even if many Gen Z members choose influencers who popularize

important issues in society, humor and escape remain a significant need for them.

Finally, the research also identified a more ambiguous attitude of Gen Z towards the

expression of personal or political views by the influencer. Although for more than

half of the sample 56% it was a positive moment, 36.4% were neutral, and 6.1%

negatively assessed this trend. Thus, it might be concluded that the concept of Gen Z

can hardly be limited by reductionism but involves numerous attitudes. The most

critical outcome of my research is a positive correlation between the strength of

parasocial relationships retained between the followers and the level of trust, which

proves the need for such a connection to cultivate a loyal audience. This loyal

audience, in turn, will become a leading force for further boosting the effectiveness

of influencer marketing.

Brands and influencers hoping to meaningfully engage with Gen Z would face a

range of implications. In terms of influencers, they should strive to focus on

changing up content genres as Gen Z’s preferences change, in addition to juggling a

diverse range of opinions on value-based advertising. In terms of brands, they will

need to acknowledge that Gen Z has a smaller attention span and prefers visually

stunning, easily consumed content – focusing on the aesthetics and ‘vibes’ might be

the only thing that gains traction. Partnerships across all three influencer tiers, from

mega to macro and micro, could combine scale with engagement, and combining the

best utility while being informative and entertaining will increase credibility.

In conclusion, this research reveals Generation Z as a thoughtful, informed, and

demanding audience category. Their preferences are multi-faceted, coexisting
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entertainment with knowledge, sincerity with light emotions. Keeping their attention

entails an understanding of the dichotomies behind their respective relationships with

different influencer types and content. Parasocial closeness, reliance, and authentic

ties fostered by brands and influencers result in everlasting devotion as they live their

growing years.
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1. INTRODUCTION

Generation Z . Born between 1995 and 2010, Gen Z is the first population segment

that emerged entirely in the digital era . In that regard, they are known as digital

“natives” given the increased use of such platforms as Instagram, Snapchat, TikTok

and YouTube, among many others . Notably, social media became an essential part

of Gen Z’s lifestyle and interpersonal communications social media in their social

media, which significantly affected consumer behavior and leisure time. Additionally,

Generation Z is likely to become the largest generation of consumers. In the US, Gen

Z’s likely spending power is already about $143 billion. Moreover, this cohort

influences household expenditures. In 2020, Gen Z individuals made up 40% of

global consumers . Therefore, this cohort is McDonald’s crucial demographic

subgroup that requires market understanding..

Compared to previous generations, Gen Zers have different values, priorities, and

expectations as consumers. For example, Gen Zers are more likely to care about

issues like sustainability, diversity, and ethical business practices (Francis & Le

Heron, 2019). They are also more budget-conscious and price-sensitive, having

grown up during the Great Recession (Petro, 2018). Additionally, Gen Z has shorter

attention spans and expects convenience, personalization and experiences from

brands (Lovett, 2017). These shifted attitudes impact how Gen Z consumes and

makes purchasing decisions.

Gen Z is known to be more aware and informed about what they buy and support

(Turner, 2015). This pragmatic generation expects to access and thoroughly evaluate

information from multiple sources before making purchases. They analyze not only

the products themselves but the impact of consumption more broadly. For many Gen

Zers, consumption is no longer equated with ownership. Instead, access has become

the new consumption, with unlimited on-demand access to goods and services

creating value (Fromm, 2022). We see this through the popularity of subscription

services, streaming platforms, ride shares, and rentals. As ownership becomes less

important, products evolve into services, allowing easier access that connects

companies directly with consumers.
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Influencer marketing has an evolving history that has tracked alongside

advancements in media and communication technologies. Its origins began in the

18th century when influential figures like royalty were tapped to endorse products to

the public (Becker, 2017). This established the strategic value of leveraging a

recognizable persona to boost consumer trust and interest. However, it was not until

the 20th century and rise of film, radio and television that celebrity influencer

marketing truly took off. Famous actors, musicians and athletes became the face of

major brands through endorsements and sponsorships (Bertrand, 2019).

Another significant modifications for the influencer business was brought about by

the digital revolution. The advent of social media platforms has made it possible for

ordinary individuals to gain significant online influence and audiences (DeVoren,

2014). With compelling blogs, videos, and social media posts, these "social media

influencers" developed active fan bases. Beyond traditional superstars, this

democratization significantly widened the pool of possible partners for businesses. In

addition, it opened the door for a new class of influencers: individuals who specialize

in particular subjects and have smaller audiences but high levels of engagement and

trust (Barker, 2021).

Today, influencer marketing has matured into a dynamic, data-driven industry.

Dedicated influencer agencies connect brands with vetted talent that align with

campaign goals. Customized contracts outline collaboration terms, content

expectations and compensation. Meanwhile, analytic tools track the true reach,

engagement levels, demographics and conversion rates driven by influencers. The

focus has shifted from simply eyeballs and vanity metrics to concrete impact and

ROI (Kumar, 2019).

Influencer marketing has become a crucial digital strategy for organizations who

mainly targeting Generation Z (Seemiller & Grace, 2017). Through collaborating

with relevant social media personalities instead of impersonal brands, businesses

may interact with Gen Z on the channels they choose. Peer-to-peer product and

service marketing occurs organically because influencers are seen as relatable and

real. For cautious Gen Zers, this is far more convincing than traditional advertising

(Lee & Conroy, 2020).
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But who exactly are the most relevant influencers? Within Gen Z, preferred

influencers can vary greatly depending on more specific factors like age, gender,

interests and cultural background. For example, an Hispanic Gen Zer living in South

America will likely follow different influencers compared to an African American

Gen Zer in North America or a South-East Asian Gen Zer. When designing

influencer campaigns, brands need to align with the right influencers that appeal

specifically to their target Gen Z demographic. Blanket strategies generally fail to

resonate. In this research, we will focus mainly on the Indian Gen-Z consumers.

In addition, influencers are classified into levels, each with advantages and

disadvantages.

Over a million people follow mega-influencers. They have a lower interaction rate

yet provide companies a huge potential reach. The perceived authenticity and

reliability of advice are also impacted by their sheer scale (Audrezet et al., 2018).

The following of macro-influencers range from 100,000 to one million. Compared to

mega-influencers, they strike a compromise between having a large potential

audience and having better engagement and the rate of conversion (Geyser, 2021).

Between 10,000 and 100,000 followers are micro-influencers. They make up for

their restricted reach with specialized knowledge, incredibly high levels of

interaction, and a perceived authenticity that turns followers into customers (Mosseri,

2018).

Despite having less than 10,000 followers, nano-influencers are the most popular and

trusted members of the community. It is true that their small size limits distribution

and a greater understanding (Reed, 2020).

To effectively incorporate influencers into Gen Z marketing, brands should also

recognize that preferences continue to evolve at a rapid pace. What resonates today

may seem stale to Gen Zers tomorrow. Being authentic and relatable is now simply

the bare minimum expectation. Gen Z also demands transparency around paid

partnerships and branded content disclosure from influencers (Defler, 2019). They

appreciate vulnerability and are drawn to influencers who openly discuss real-life

struggles. Gen Z further embraces influencers who take clear stances on social causes

and give back to communities (Patel, 2017). And with short attention spans, Gen Z
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requires constant stimulation through interactive, visually dynamic content

(Mallenbaum, 2019).

In summary, here are 5 key considerations for successful Gen Z influencer marketing

in today's climate:

1. Understand nuances of your target Gen Z audience based on age, gender, ethnicity,

interests, location etc. and identify relevant influencers who uniquely appeal to that

specific segment

2. Carefully vet potential influencers for authenticity, credibility and creative content

that aligns with your brand

3. Analyze audience demographics, engagement metrics and campaign performance

to optimize partnerships and continuously improve

4. Keep strategies flexible to accommodate Gen Z's mercurial social media

preferences and trends

5. Expect influencer relationships to be ongoing collaborations requiring trust and

mutual value exchange, not simply one-off transactions

The potent intersection between influencer marketing and Generation Z presents both

immense opportunities and challenges for modern brands. While promising, it

requires thoughtful strategy rooted in the latest insights around youth culture. How

companies leverage social media creators and communities will become an

increasingly vital competitive advantage as more Gen Z consumers enter the

marketplace (Goldman Sachs, 2022). But those who rely on superficial or outdated

tactics will struggle to grab attention and wallet share. By laying strong foundations

today and staying agile as dynamics shift, brands can deploy world-class influencer

campaigns that authentically resonate with Gen Z audiences into the future.
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2. BACKGROUND ANDMOTIVATION

2.1 Background:

The broad effect of social media, proven by sites like YouTube, Instagram, TikTok,

and others, has led to the emergence of an entirely novel category of digital

influencers. These individuals have emerged as key actors in the marketing space due

to their skill at creating compelling content and establishing substantial followings.

Influencer marketing is a strategic partnership between businesses and influencers

that aims to maximize the influencers' broad public reach, cultivate authenticity, and

increase customer engagement to previously unheard-of levels.

Born between the middle of the 1990s and the start of the 2010s, Generation Z is a

group that has grown up in an age of omnipresent digital belonging. Conventional

advertising avenues may not link with them as strongly as the ever-changing digital

and social media sphere. Therefore, it is essential to firms looking to adjust their

marketing tactics to suit the tastes of this socially conscious and tech-savvy

generation to comprehend the workings of influencer marketing and how it

influences Generation Z's purchasing choices.

As a student, and after finding some interesting facts, as mentioned in figure 1, and

research gaps after analysis gives me enough background to conduct this project.

2.2 Motivation:

The study is driven by the ongoing changes in consumer behavior, especially in the

complex sphere of Generation Z. In contrast to previous generations, Generation Z

demonstrates a considerable level of scepticism regarding conventional advertising

techniques. They value content created by users, peer recommendations, and

authenticity highly, which defines their tastes as consumers. Because of their

sympathetic individuals and sincere connections, influencers have become reliable

sources of motivation and understanding for Generation Z.

The primary goal of this research is to untangle the complex link between Generation

Z's sophisticated purchase decisions and influencer marketing. The study aims to

uncover subtle insight for marketers and companies looking to modify their tactics in
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response to this demographic's changing preferences by exploring the nuances of

influencer marketing. This include honing marketing tactics, making the most use of

available resources, and cultivating a more genuine and in-depth relationship with

the intended audience.

This research aims to further the academic debate on modern marketing strategies in

addition to the practical applications. Given how quickly influencer marketing is

growing, it is imperative to have a thorough grasp of how it affects Generation Z.

Therefore, this study aims to close the understanding gap between theory and

practice by providing a thorough examination of the mutually beneficial interaction

between influencers with Generation Z customers.

3. LITERATURE REVIEW

Influencer marketing has become a popular promotional strategy, but its impact

specifically on Generation Z consumers is less studied. This literature review

analyzes existing research on the measurable impact of influencer marketing in

targeting Gen Z audiences.

3.1 Influencer Marketing Landscape

Influencer marketing is the process by which companies and well-known social

media users work together to promote goods and services (Lou & Yuan, 2019).

Influencer marketing is said to be more genuine and customer-oriented than

traditional endorsements from famous people.

Numerous studies have examined the developing field of influencer marketing.

Backaler (2018) forecasts sustained significant expansion, whereas Linqia (2021)

thinks the market is already valued $9 billion. Strong levels of engagement are

produced by influencer marketing, but determining actual return for investment

remains difficult (Harmeling et al., 2021).

3.2 Understanding Generation Z

Gen Z, born between 1995-2010, is the first generation of true digital users (Francis

T, McKinsey). Gen Z are social media-savvy, value authenticity, and rely on curated

online content for consumption and self-expression (Sehl, 2021).
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Gen Z trusts influencers more than celebrities (Black, 2020). They follow influencers

for inspiration, information, and recommendations. Over 60% have made purchases

influenced by influencers (WWD, 2019). YouTube, Instagram and TikTok dominate

among Gen Z consumers (Piper Sandler, 2021).

3.3 Influencer Marketing and Gen Z

Several studies reveal Gen Z's unique receptiveness to influencer marketing. Gen Z

consistently finds social media celebrities more relatable and credible than traditional

endorsements (Campbell & Farrell, 2020). They see influencers as authentic experts

rather than paid sponsors (Kapitan & Silvera, 2016).

In-depth interviews conducted by Childers et al. (2019) uncovered Gen Z’s feelings

of personal connection with influencers. Audiences see influencers as “real people”

they can identify with. Gen Z also engages deeply with influencers’ non-sponsored

lifestyle content.

For Gen Z, influencers provide inspiration on identity, values and style. Influencers

help Gen Z curate their self-image for social media (Djafarova & Trofimenko, 2019).

By integrating brands into this identity narrative naturally, influencers drive greater

adoption and sharing among Gen Z audiences.

Another research (Pradhan D, 2022) showcases how certain Gen Z consumers are

put-off by certain actions of some influencers and avoid their endorsement at all

costs. The research proves how smart the generation is, to see through the “fabricated”

PR campaigns, and doesn’t take long to not only avoid, but vehemently advocate

against the influencers and the brands associated with them.

3.4 Research Gaps

While existing studies establish influencer marketing’s popularity among Gen Z,

quantifying its sales impact remains limited. More data on actual conversion rates

from influencer content exposure is needed.

There are also opportunities to segment Gen Z further based on gender, ethnicity,

interests and values. Different influencer marketing approaches may resonate among

diverse Gen Z subgroups.

As platforms like Instagram keep growing, examining influence content styles and

formats that work best on emerging channels can optimize engagement among Gen

Z’s platform preferences.
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4. RESEARCH METHODOLOGY

4.1 Research Objectives:

1. To comprehend the demographic profile of social media users who follow

influencers

Creating a demographic profile of the average social media user who follows

influencers is a major goal of this study. Age, gender, and any other pertinent

demographic data related to those who watch influencers on different platforms such

as YouTube, Instagram, TikTok, etc. will be analyzed in this process. Finding any

noteworthy demographic trends or characteristics that influencer followers possess is

the aim.

2. To identify the most famous social media platforms and categories of influencers

Another objective is to determine which social media portals are most widely used

by followers to interact with influencers. This includes identifying platforms like

Instagram, Snapchat, Twitter, Facebook etc. that have the highest influencer usage

and activity. Additionally, it also involves segmenting influencers into categories

based on followership and analyzing which tiers of mega, macro, and micro-

influencers are most popular.

3. To analyse the impact of influencer content and strategies on followers

The research seeks to assess how different types of content (funny, informative,

creative, etc.) and influencer marketing strategies affect people who follow

influencers. This includes evaluating what content formats and techniques resonate

most with audiences to achieve higher engagement, trust, and impact. The goal is to

provide recommendations to influencers on optimizing content.

4. To assess the degree of impact and confidence that influencers have on decisions

about what to buy

A key objective is to evaluate how much followers rely on and are influenced by

influencers when making purchase decisions for products, services or brands. This
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trusting relationship is quantified across domains like the accuracy of

recommendations, product quality assurance, and overall credibility. The extent of

actual sales influence vs just brand awareness impact is also examined.

5. To evaluate the impact of influencer marketing on consumer loyalty to brands and

products

The research analyzes if and how influencer marketing contributes towards building

longer-term loyalty among followers towards brands and products. Outcomes

measured include repeat purchase rates, lifetime value, and brand advocacy as

assessed through metrics like NPS. Moderating effects of factors like niche vs mass-

market and high vs low involvement products are explored.

6. To assess how para-social relationships affect the purchasing decisions of

consumers

Finally, the level of virtual/para-social relationships and connections that followers

form with influencers is measured to determine subsequent effects on purchasing

behavior. This includes testing how depth of perceived bonds drives intention to buy

and actual sales conversion rates. Differences based on influencer tier, follower

demographics and product types are assessed.

4.2 Research Questions:

1. What age range and gender do social media users who follow influencers have in

common?

Examining the age and gender distribution of social media users who actively

interact with influencers is the goal of this research question. The study aims to offer

a thorough grasp of the audience structure in the field of influencer followership

through investigating these demographic characteristics.

2. Which influencer categories and social media channels are most well-liked by

their followers?

The study aims to determine the most popular social media channels that followers

like to communicate with influencers. It also seeks to identify the popularity of

various influencer categories—Mega, Macro, Micro, and Nano, for example—in
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order to provide insight into the inclinations that propel interaction between users on

specific platforms.

3. What kind of influencer content and strategies do followers prefer?

This study question examines followers' preferences on influencer tactics and

substance. It seeks to ascertain if followers are more drawn to socially conscious and

responsible storylines, instructional and instructive data, or honest and transparent

content. Comprehending these tendencies is vital in customizing influencer

marketing strategies that successfully connect with the intended audience.

4. How do influencers' personal views and controversies affect followers' perceptions?

Examining the impact of influencers' personal views and controversies on followers'

perceptions forms the crux of this question. It seeks to understand whether followers

are influenced positively or negatively by the personal stances and controversies

surrounding influencers, contributing valuable insights into the symbiotic

relationship between influencers and their audience.

5. How much do followers think influencers are reliable with their guidance?

An important component of influencer marketing is trust, and this question aims to

gauge how much followers trust influencers. The study aims to measure the

credibility influencers possess and the persuasive power they have on their audience

by evaluating followers' degree of trust in influencers and their recommendations.

6. How much does influencer marketing impact brand and product loyalty?

This inquiry explores the wider effects of influencer marketing on followers' brand

and product loyalty. The study aims to investigate the long-term impact of influencer

partnerships on customer buying habits by evaluating the extent to which loyalty is

impacted by influencer marketing. These insights are essential for brands that want to

build lasting connections with their audience by means of collaborations with

influential individuals.

7. How does para-social relationship help determine consumers' buying decisions?

The complex dynamics of para-social interactions and how they affect consumer

behavior are investigated in this research question. Consumers who form a one-sided
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connection with media famous people, or influencers, and who experience a feeling

of familiarity and connection with it despite the influencers not reciprocating the

relationship, are said to be in a para-social relationship. Deciphering consumer

psychology in the context of influencer marketing requires an understanding of how

para-social interactions impact purchasing decisions.

Because individuals may view influencers as reliable friends or counselors, para-

social links have the potential to have an important effect on consumer behaviour.

The study intends to clarify the degree to which para-social interactions influence

consumer tastes, attitudes, and ultimately their purchase decisions by studying this

phenomena.

Important factors to take into account are the emotional bond that customers form

with influencers, the effect that perceived relatability and authenticity had in the

para-social relationship, and the ways in which this bond affects consumer faith in

the advice and endorsements that influencers provide. Furthermore, the study aims to

determine if para-social ties promote brand loyalty and whether they play a role in

the whole customer journey, from awareness of the product to the ultimate purchase.

By means of this investigation, the research activities to furnish a refined

comprehension of the means in which para-social relationships function as a catalyst

in the consumer's decision-making process, shining psychological mechanisms that

support the efficacy of influencer marketing tactics in establishing enduring bonds

with target audiences and shaping their purchasing habits.

4.3 Research Hypotheses:

H1: Gen-Z consumer’s trust with the influencers has a optimistic impact on

loyalty.

Explanation:

According to this theory, there is a direct correlation between Gen Z consumers'

loyalty to influencers and how much faith they place in them. In this sense, "trust"

refers to the influencers' perceived sincerity, dependability, and reliability. According
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to the premise, Gen-Z customers would become more committed to influencers as

long as they are seen as credible.

Implications:

If H1 is supported, it implies that building and maintaining trust with Generation Z

consumers is a crucial factor in fostering loyalty. Influencers who are perceived as

reliable are likely to have a more dedicated and loyal audience among Generation Z.

H2: Gen-Z consumer’s parasocial relationship with the influencers gives way

for increased loyalty.

Explanation:

The concept of parasocial relationships—one-sided, quasi-social connections people

have with media figures, particularly influencers—is the main emphasis of this

hypothesis. According to H2, when Gen Z clients form parasocial relationships with

influencers—feeling a connection even in the absence of in-person interaction—this

bond strengthens their allegiance to the influencer.

Implications:

If H2 is supported, it implies that the emotional and psychological connection formed

through parasocial relationships contributes significantly to loyalty among

Generation Z consumers. Influencers who successfully cultivate a sense of

connection and relatability may experience increased loyalty from their Gen-Z

audience.

4.3.1 Trust:

In recent years, influencer marketing has increased in importance as an element of

marketing plans. When it comes to traditional marketing and endorsements from

Trust

Parasocial
Relationship

Loyalty
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celebrities, people tend to view social media influencers with enormous followings

as more trustworthy and approachable (Lou & Yuan, 2019). Thus, fostering customer

confidence in an influencer creates a relationship that improves the impact of

advertising.

Several studies have examined the drivers of consumer trust in digital influencers.

Credibility and authenticity have been identified as key foundations for putting faith

in an influencer (Djafarova & Rushworth, 2017). When followers believe an

influencer creates content out of genuine interest rather than for financial reasons

only, they develop para-social relationships that breed trust (Freberg et al., 2011).

Transparency about paid partnerships is also important for maintaining believability.

Trusted influencers yield more persuasive messaging effects including higher brand

credibility, purchase intentions, and campaign sharing among audiences (Eelen et al.,

2019; Lee & Watkins, 2016). Consumers perceive less risk in buying products

endorsed by influencers they rely upon for advice. On the other hand, discoveries of

influencer deception through falsified reviews or disingenuous content severely

damages follower trust and reactions to promotions.

Maintaining consumer trust is critical for influencers to produce positive returns on

investment in sponsor partnerships. By focusing on authentic connection with

audiences instead of hard-selling paid products, influencers can build loyalty and

nurture continued growth. Brands should also vet influencers thoroughly and

emphasize transparency to optimize collaboration effectiveness.

Influencers on social media are becoming more and more popular, which gives

marketers new ways to interact creatively with consumers who are digital natives. To

optimize advertising results, success depends on cultivating real trust between

influencers and their followers.

4.3.2 Para-social relationships:

The concept of para-social relationships originated in 1956, when television

researchers Horton and Wohl observed strong one-sided intimate bonds forming

between celebrities and audiences. Today these emotional attachments extend to
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connections followers establish with social media influencers. Several studies

provide insight into how para-social relationships impact responses to influencer

marketing efforts.

Audiences view influencers are more credible source of product recommendations

compared to traditional advertisements (Djafarova & Trofimenko, 2019). Through

regular posting that reveals personal details and behind-the-scenes glimpses,

followers begin feeling as if they personally know the influencer. This breeds

feelings of intimacy and friendship leading to greater trust and persuasive appeal

(Lee & Watkins, 2016).

Freberg et al. (2011) established that para-social relationship strength positively

predicted purchase intentions from influencer endorsements. Consumers use

influencers almost as advice-giving friends to learn about new products, overlooking

the underlying paid sponsorship arrangements.

However, maintaining authenticity remains vital - audiences react very negatively if

they discover an influencer relationship is more transactional than genuine (Jin et al.,

2019). Parasocial mechanisms only work when audiences believe an influencer's

primary driver is sharing honest recommendations with followers rather than income

generation.

4.3.3 Loyalty:

The advent of social media has enabled regular individuals to amass large followings

rivaling conventional celebrities. This phenomenon has correspondingly led to

displays of loyalty towards influential online personalities that mirror fandoms for

movie stars and musicians. Recent studies have explored the drivers and outcomes of

follower loyalty towards social media influencers.

Influencer engagement fosters loyalty by making audiences feel valued through

personal interaction and responses to their comments (Jin et al., 2021). Followers

closely relate to an influencer’s persona from the transparency provided via regular

posting. Furthermore, consistent social media presence leads to habitual consumption

of content that breeds loyalty over time (Lou & Yuan, 2019).
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Devoted followers exhibit behaviours like actively promoting an influencer, closely

adhering to recommendations, expressing public admiration, defending the

influencer from criticism, and participating in branded activities or product launches

(Schouten et al., 2020). This manifests the intense emotional and behavioural loyalty

similar to celebrity fandoms.

Importantly, loyal followings enhance the effectiveness of sponsored content as

devoted followers perceive influencers’ endorsements to be credible advice rather

than paid advertising (Djafarova & Trofimenko, 2019). However fan toxicity can

also severely damage influencer reputation and sponsor willingness if uncontrolled.

4.4 Technique employed:

Conducting primary research is a pivotal step in uncovering insights into the impact

of specific nuances. The primary data collection method employed for this study

involved the distribution of a structured questionnaire. A total of 176 responses were

collected, representing a diverse sample of participants within the target demographic.

4.4.1 Sampling Method: To ensure a representative and varied sample, the study

utilized a stratified random sampling technique. The retail sector serves a wide range

of consumers with different interests, buying habits, and demographics. The sample

was stratified according to important criteria like age, gender, and frequency of

purchasing in order to provide a more nuanced picture of how various customer

segments view and engage with digital touchpoints. Respondents were chosen at

random from each stratum to take part in the research. By reducing the potential for

bias resulting from an unrepresentative sample, this method made it possible to draw

stronger findings about the whole population of retail consumers. The study's

external validity is improved by the stratified random sampling approach, which

makes sure that the results may be generalized to a larger range.

4.4.2 Questionnaire Design: The questionnaire was made to elicit detailed

information on participants' experiences with influencers and how their trust and

parasocial relationship with their favourite influencer shaped their loyalty.

The questionnaire consisted of Likert scale questions, enabling quantitative analysis.
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4.4.3 Data Collection Procedure: The questionnaire was distributed through google

forms, allowing for efficient and widespread data collection. The use of the platform

facilitated the rapid dissemination of the questionnaire to a diverse and

geographically dispersed audience. Respondents were assured of the confidentiality

and anonymity of their responses to encourage honest and uninhibited feedback. The

survey was accessible for a predetermined period, during which participants could

voluntarily and anonymously provide their insights.

4.4.4 Sample Characteristics: The sample of 176 respondents exhibits diversity in

terms of gender, income levels, and shopping behaviours, though special care was

taken to make the survey reach the Gen-Z. This diversity is crucial for capturing a

comprehensive understanding of how different customer segments interact with the

influencers. It allows for more nuanced analyses, enabling the identification of

potential variations in perceptions and experiences based on demographic or

behavioral factors.

4.5 Data Analysis: The data analys is process is designed to unearth patterns,

correlations, and nuances of the current Gen-Z and how the variable-Loyalty depends

on Trust and Parasocial relationship.

4.5.1 Descriptive Statistics:Descriptive statistics will be utilized to provide an

overview of each variable's central tendency and response distribution. Metrics such

as mean, standard deviation, and frequency distributions will be calculated for

quantitative variables in order to give a quick summary of the overall trends in the

dataset. This preliminary study is crucial in order to identify any significant patterns

or outliers and to provide the framework for further inferential analysis.

4.5.2 Inferential Statistical Tests: Regression Analysis: To learn more about how

the independent variables, trust and parasocial relationship, affect the dependent

variable, loyalty, regression analysis will be used. This analysis will determine the

individual and collective contributions of these factors to the loyalty of consumers by

evaluating the proposed hypotheses. The strength and statistical significance of these

associations will be shown by the coefficients and significance levels.
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4.5.3 Result Interpretation Techniques: The results of a study investigating the

effect of trust and parasocial interactions on loyalty are given after data collection

and analysis. Descriptive statistics, reliability tests, and regression analysis are

combined in the result interpretation procedures, which use metrics like R-squared,

p-values, and the 95% level of significance.

4.5.4 Descriptive Statistics: The first filter that is used to look at the features of the

dataset is descriptive statistics. Standard deviation, mean, median, and frequency

distribution measurements offer a thorough picture of the core trends and variability

within each variable. These statistics provide information on the distribution of

answers for the variables, making it easier to see trends and patterns. The typical

degree of agreement or disagreement among participants as well as the degree of

heterogeneity in their judgments are highlighted by the mean scores and standard

deviations of responses for each dimension. This first investigation lays the

groundwork for more comprehensive analysis and provides insight into the central

trends of the variables being studied.

4.5.5 Regression Analysis: The foundation for evaluating the hypotheses and

examining the connections between independent and dependent variables is

regression analysis. Regression analysis was used in this study to look at how trust

and parasocial ties affect loyalty.

R-squared: This statistic shows how much of the variance in the dependent variable

(loyalty) can be attributed to the independent variables (parasocial connection and

trust). A higher R-squared value indicates that the factors under investigation account

for a greater proportion of the variability in customer satisfaction. This metric sheds

light on the regression model's overall goodness of fit.

P-values and the 95% Level of Significance: P-values show how statistically

significant each regression model coefficient is. A p-value less than the selected

significance level (often 0.05) in the context of hypothesis testing indicates that the

variable is statistically significant in predicting the dependent variable. Finding out
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which independent variables have a substantial impact on customer satisfaction

requires this information.

Researchers can determine the statistical significance of the correlations under

investigation by interpreting the p-values in combination with the 95% level of

significance. A lower p-value suggests that the associations seen are unlikely to be

the result of random chance, which increases confidence in the findings when paired

with a 95% level of significance.

4.6 Result Integration and Implications: The integration of these result

interpretation techniques allows for a nuanced understanding of the variables interact.

Interpreting the R-squared value provides insights into the extent to which the model

explains loyalty. Analysing individual coefficients and their associated p-values

helps identify which factors significantly impact customer satisfaction. The 95%

level of significance provides a robust standard for determining the statistical

reliability of these findings. These result interpretation techniques not only contribute

to academic knowledge but also offer practical implications for companies.

"For this research project titled 'A Study on Influencer Marketing and the impact of

parasocial relationships and trust on loyalty', a survey was conducted, which

collected subjective data on parameters like generation, gender, social media

platform usage, type of influencer, influencer content type that consumers enjoy,

consumers’ perception on influencers’ personal or political views, and reasons for

unfollowing influencers, while objective data was collected on these three variables -

parasocial relationships, trust, and loyalty. The survey contained 3 questions per

variable, all measured on a 5-point Likert scale ranging from "very low" to "very

high".

Ultimately, the regression analysis enabled assessment of the research hypothesis and

interpretation of the resulting equation to demonstrate how strengthening parasocial

relationships and trust relate to heightened follower loyalty towards influencers.
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5. RESULTS

5.1 Survey demographics:

Generation: It was of paramount importance to gauge whether the respondents

belonged to Gen-Z or not in order to conduct successful research. Maximum effort

was made to record diverse set of respondents, that belonged predominantly to Gen-

Z. There were a total of 176 respondents.

Below is a break-up of the generation data: -

What is your age group? Age group by count
a. Gen Z (born between 1997 and 2012) 169
b. Millennial (born between 1981 and 1996) 6
c. Gen X (born between 1965 and 1980) 1
Table 1.1

Figure 1.1

Below is the data on gender of the respondents: An even 50-50 split.

Figure 1.2



27

5.2 Engagement:

Below data shows the usage rate which the respondents use to interact with their

influencers:

Social Media Platform(%) User Engagement
YouTube 81%
Instagram 79%
Snapchat 29%
Twitter 23%
Facebook 27%
Table 1.2

Below are some brief notes about Gen Z consumer journey with their liked

influencers on these social media platforms:

YouTube

 Watch influencer videos, comment on them, subscribe to channels and hit

like/dislike

 Engage with long-form, high quality, episodic video content

 Appreciate transparency and behind-the-scenes insight

Instagram

 Like and comment on photos and short video content

 Follow and keep up-to-date with influencers' lifestyles and brand partnerships

 Engage with visually appealing and color coordinated aesthetics and styling

Snapchat

 View stories and limited time posts to feel connectivity to influencers’ daily

lives

 Interact in a casual environment with lower production expectations

 Participate in fun filters, lenses and interactive engagement

Twitter

 Retweet, like, comment on influencers’ thoughts and current events

 Expect unfiltered opinions and real-time updates

 Follow curated personality presented through profile and tweets
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Facebook

 Like pages and join groups affiliated with influencers

 Comment on posts and view live streams

 Participate in promotions and consume content shared across platforms

Other platforms, which Gen Z use to engage with the influencers:

Twitch

 Watch live streams of influencers gaming, vlogging, or doing creative

activities

 Chat and cheer bits in real-time to favorite broadcasters

 Support influencers through paid subscriptions and donations

Discord

 Join Discord servers to directly chat and engage in niche communities

 Feel intimate sense of access to collaboratively interact with influencers and

followers

 Volunteer as forum mods or admins to help build personal connections

Reddit

 Participate in Ask Me Anything (AMA) discussions

 Join subreddit threads related to specific influencers, fan communities or

topics

 Upvote and award standout comments

5.3 Influencer Categories:

Mega Influencers

Mega influencers command massive followings of over 1 million across social media

platforms. This top tier is comprised of internationally recognized celebrities like

actors, pop stars, or top athletes whose incredible preexisting popularity translates

seamlessly into social media clout. Brand sponsorships with mega influencers offer
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enormous reach and brand awareness given their expansive, multi-million member

follower bases spanning highly diverse geographical and demographic segments.

However, engagement depth can suffer due to overly commercialized content and

lack of authentic rapport with each individual fan among a literal millions-strong

audience base.

Macro Influencers

Macro influencers occupy the next level with 100,000 to 1 million loyal followers

built through developing reputable personal blogs, podcasts, YouTube channels,

etcetera, focused on commentary, product reviews, creativity, and other compelling

content themes. Macro influencers build strong para-social relationships with their

large audiences by revealing aspects of their lives and interacting candidly beyond

the polished veneer of celebrity culture. These industry experts make for ideal

partners for major campaigns - they command sufficient scale for marketing strategy

objectives while retaining that accessible, personable community connection that

boosts audience engagement and conversion potential.

Micro Influencers

Micro influencers master ultra-niche content categories for fervent audiences ranging

from 1,000 to 100,000 followers looking for specialized depth on parenting hacks,

body positivity fashion, fantasy football, rare plant care, academia topics, and infinite

other fields. They walk a nuanced tightrope balancing community intimacy with

rising visibility. Their focused authority on subjects gives sponsored messaging a

boost in credibility and resonance. What micro influencers lack in sheer numbers is

compensated by the ardent brand advocacy they foster among concentrated cohorts

who emulate the influencer's authority on a topic.

Nano Influencers

Lastly, nano influencers number under 1,000 followers but wield outsize impact over

these tiny niches given the perceived relatability, intimacy, and approachability when

engaging with such personalities online. Even without lavish productions, their

recommendations carry weight - when a nano influencer endorses a craft beer brand,

antique shop, or indie makeup line to their few hundred fans, it gets noticed and

drives acquisition. The niche specificity also allows companies to target extremely
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customized outreach. Despite little reach, dedicated nano influencers make up for it

in depth - bonding with fans like old pals to nurture goodwill. Cost efficiency

surpasses competing options.

Figure 1.3

The above pie chart shows respondents’ preferences with respect to the influencer

categories in terms of follower counts. The notable insight is that even though quite

predictably, the share for mega influencers is high at 36%, the preferences are more

spread out than one would gather for another generation, which would have skewed

results towards mega pr macro influencers. This observation helps establish Gen Z as

more individualistic.

Influencer content and Strategies:

Here is an expanded discussion of different influencer styles and content strategies:

Authentic, Honest and Transparent

These influencers focus on cultivating genuine connection with followers by openly

sharing personal experiences and behind-the-scenes details of partnerships. They

build trust by admitting imperfections, addressing sensitive topics, and promoting

transparency regarding paid sponsorships. Audiences appreciate their candor and

depth of access which breeds loyalty. However oversharing risks reputational

damage.
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Entertaining, Funny and Creative

This category prioritizes creating fun, lively content to capture attention and

amusement. They experiment with viral trends, comedic sketches, attention-grabbing

visuals, and outside-the-box ideas to produce engaging videos, posts, and

commentary. Followers are drawn in by joyful escapism and expressive humor.

However, consistency may lack as the focus rests more on spontaneity.

Educational, Informative and Useful

These influencers aim at educating audiences on specific topics like finance,

technology, academia, etc. Through explained tutorials, detailed product reviews,

investigative journalism and expert commentary they build a reputation for adding

value. Followers rely on them to learn and make informed decisions. However,

informational depth comes at the expense of casual appeal and shareability.

Socially Conscious, Ethical and Responsible

This group promotes activism, sustainability, community causes and moral issues for

positive social impact alongside content creation. Their messaging instills pro-social

values in audiences. Followers feel aligned to a mission rather than just

entertainment. However, scaling monetization can prove challenging if partnerships

require compromise on advocating positions.

Influencer Qualities (%) consumer engagement
a. Authentic, honest, and transparent 54.50%
b. Entertaining, funny, and creative 71.20%
c. Educational, informative, and useful 62.10%
d. Socially conscious, ethical, and responsible 27.30%
Table 1.3

Consumer involvement rates are highest (71.20%) when it comes to innovative, witty,

and entertaining influencers. This suggests that Generation Z wants engaging and

pleasant experiences, as seen by the fact that a vast majority of them are drawn to

influencers that offer original and interesting material.

According to the study, a lower proportion of Generation Z customers—27.30%—

interact with influencers who uphold moral principles, social responsibility, and



32

ethics. Even though this proportion is lower than in the other categories, it

nonetheless indicates a segment of the population that respects influencers who

follow ethically and responsibly.

Generation Z consumers show a diverse range of preferences when it comes to

engaging with influencers. While a substantial portion appreciates entertainment and

creativity, there is also significant engagement with content that is authentic,

educational, and useful. The lower engagement with socially conscious influencers

may suggest that, while important to some, ethical considerations might not be the

primary driver of engagement for the majority of Generation Z.

Opinion on Influencer’s personal and political views

Figure 1.4

The data above is on Generation Z's opinions regarding influencers expressing their

personal and political views provides insights into their attitudes and preferences.

Here are some key insights based on the given data:

1. Positive Responses (54.5%):

A majority (54.5%) of Generation Z respondents appreciate influencers who express

their opinions and values. This suggests that a significant portion of this demographic

values authenticity and personal expression from influencers. Positive responses

could indicate that influencers who are vocal about their beliefs and values are

viewed favorably by a substantial portion of Generation Z.

2. Negative Responses (6.1%):

A relatively small percentage (6.1%) of Generation Z respondents dislike influencers

who express their opinions and values. This indicates that there is a minority within

this demographic who may find influencers' expression of personal and political
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views unfavorable. Understanding this segment is important for brands and

influencers to navigate potential sensitivities.

3. Neutral Responses (36.4%):

A considerable percentage (36.4%) of Generation Z respondents express a neutral

stance, indicating that they don't care about influencers' opinions and values. This

suggests that a significant portion of Generation Z may be indifferent to whether

influencers share their personal or political views. For this group, factors other than

influencers' personal beliefs may be more influential in their engagement.

4. Not Applicable Responses (3%):

A small percentage (3%) of the respondents state that they don't know about

influencers' opinions and values. This could indicate a lack of awareness or interest

in influencers' personal and political views among a minority within Generation Z.

Overall Insights:

Generation Z's opinions on influencers expressing personal and political views vary

widely. While a substantial portion appreciates authenticity and values influencers

who are vocal about their opinions, there are also segments that may be indifferent or

even unfavourable to such expression. The presence of a group that is not aware of

influencers' opinions highlights the diversity in awareness levels within this

demographic.

Reasons for unfollowing influencers:

a. Irrelevance:

Explanation: Generation Z may stop following influencers if the content becomes

irrelevant to their interests, needs, or preferences. This could occur if the influencer's

content does not evolve or adapt to changing trends and audience expectations.

b. Change in Personal Views/Lifestyle:

Explanation: If an influencer undergoes a significant change in their personal views,

lifestyle, or values that no longer resonate with the audience, Generation Z may

decide to unfollow. The alignment between the influencer and their followers in

terms of values and lifestyle is crucial for maintaining a connection.
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c. Change in Influencer’s Views:

Explanation: Similar to the second point, if an influencer undergoes a noticeable shift

in their views, opinions, or beliefs that conflict with those of their audience,

Generation Z followers may choose to disengage. Consistency and alignment

between the influencer and their audience are important for maintaining trust.

d. Controversy/Bad Press:

Explanation: Controversial behavior or negative publicity surrounding an influencer

can lead Generation Z followers to unfollow. Instances of controversy, scandals, or

negative press can damage an influencer's reputation and erode trust with their

audience.

e. Boredom:

Explanation: If Generation Z followers find the influencer's content monotonous or

uninteresting over time, they may lose interest and stop following. Boredom can

arise from a lack of variety, creativity, or engaging content that fails to capture and

maintain the audience's attention.

Generation Z is known for its dynamic and diverse interests. Influencers who fail to

adapt to changing trends, maintain consistency in values, or provide engaging and

relevant content may risk losing followers. Additionally, any negative changes in an

influencer's personal life or controversial incidents can contribute to disengagement.

Below is the percentage split for reasons for unfollowing:

Reason for Unfollowing Percentage
Irrelevance 40.9%
Change in personal views/lifestyle 37.9%
Change in Influencer’s views 27.3%
Controversy/bad press 22.7%
Boredom 36.4%
Table 1.4
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5.4 Regression analysis

As per the survey responses done, a regression analysis was done on the questions on

dependent and independent variables.

Codification done as follows:

1. P: Parasocial relationship (Independent Variable)

2. T: Trust (Independent Variable)

3. L: Loyalty (Dependent Variable)

Figure 1.5

Figure 1.6

Based on the model summary, here are some key insights:

 R value (correlation coefficient): The dependent variable and the independent

variables have a moderately favorable linear connection, as indicated by the

correlation coefficient (R) of 0.509. Given that it is positive, it indicates that

the dependent variable tends to rise along with the independent factors.

 R-squared: With an R-squared of 0.260, the independent variables in the

model account for 26.0% of the variation observed in the dependent variable.
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Given the low R-squared score, it is possible that the model is missing some

additional significant factors.

 Adjusted R-squared:The independent variables in the model explain 26.0% of

the variance seen in the dependent variable, with an R-squared of 0.260. It's

probable that the model is missing a few more important components given a

low R-squared score.

 Standard error of the estimate: The standard error of 0.80599 is the standard

deviation of the residuals (prediction errors). This gives an absolute measure

of how much variation there is around the regression line. A lower standard

error indicates less dispersion in the data around the fitted line. Here, with a

high standard error, there is a lot of variation not explained by the model.

Figure 1.7

Based on the ANOVA table:

 The ANOVA tests if the overall regression model is statistically significant.

Here, the F-test statistic is 30.323 and the p-value is <0.001, which means the

regression model predicts the dependent variable significantly well.

 The Sum of Squares for Regression is 39.398. This tells us how much

variation in the dependent variable can be explained by the independent

variables.

 The Sum of Squares Residual is 112.385. This tells us how much variation in

the dependent variable is NOT explained by independents variables (residual

variation).

 Mean Square is the Sum of Squares divided by degrees of freedom. This

allows for F-statistic comparison.

 The F-statistic tests if independent variables are significant in predicting

dependent variable. Here, the large F-statistic of 30.323 indicates that the
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independent variables explain a significant portion of variation in the

dependent variable.

Figure 1.8

Key insights from the coefficients table:

 The constant (intercept) term is 1.113. This is the expected value of the

dependent variable L when all independent variables are 0.

 The coefficients for T and P represent the change in L per unit change in T

and P, holding other variables constant. Both T and P are statistically

significant predictors of L (p < 0.001).

 Standardized Beta coefficients allow comparing the effects of T and P on L.

We see T (Beta = 0.308) and P (Beta = 0.304) have very similar standardized

effects on L.

 The t-statistics show both variables are statistically significant as their

significance values are < 0.001. This means both variables are likely

important elements in predicting the dependent variable L.

 Collinearity statistics VIF (variance inflation factor) are all below 5,

indicating no serious multicollinearity issues in the model.

In summary, both T and P are statistically significant and positively associated with

the dependent variable L, with fairly similar standardized effects. The model has no

evidence of multicollinearity issues.
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6. DISCUSSION

The goal of the research was to gain a better understanding of the interactions and

patterns of engagement between Gen Z consumers and social media influencers.

Given that Gen Z is the largest young generation and has rising purchasing power,

important commercial insights may be gained from their relationship with and

behavior toward influencers.

The survey results revealed YouTube and Instagram as the leading platforms used by

Generation Z audiences to interact with influencers, with over 80% engagement rates.

This signals that the highly visual, episodic and lifestyle-centric content commonly

hosted on these platforms strongly aligns with the preferences and viewing habits of

Gen Z users compared to other sites like Facebook or Twitter. The intuitive, image-

forward interfaces allow seamless integration into the daily media diets of younger

smartphone-native consumers.

Additionally, the style and qualities of influencer content and personalities revealed

further texture around the drivers of Gen Z affinity. Out of the category types studied,

including variations focusing on entertainment, authenticity, informational value and

social consciousness – the highest rated was the entertaining/funny/creative grouping

with over 70% engagement. This points to Gen Z still prioritizing light-hearted

enjoyment and distraction alongside their usage, desiring influencers who can blend

content creativity with relatable humor. Potentially given shorter attention spans,

they favor lively bits over more erudite analysis.

Comparatively, the socially conscious influencer segment saw lower engagement at

just 27.3% - however, this still represents over a quarter of the audience sampled.

Within Gen Z, issue-based messaging thus holds appeal for a sizable vocal subset,

even if not the predominant consumption preference as a whole. There exists a wide

plurality of tastes.

Peeking deeper, the research also surveyed opinions on influencers expressing

personal or political perspectives through their platforms. The responses again

illuminated the diversity of attitudes within Gen Z audiences – while over half

positively rated influencers showing authentic views, a neutral 36.4% were
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indifferent and 6.1% disliked such content. This showcases their generational

identity resists easy categorization into a monolith.

Furthermore, in testing drivers of loyalty via regression analysis, parasocial

relationship strength and trust in influencers emerged as positive significant

predictors, explaining 26% of variation. This cements the vital role that fostering

intimate, trusted bonds between influencer and follower serves in cultivating long-

term, loyal Gen Z audience relationships that become influential forces unto

themselves.

In conclusion, the key overarching themes illuminated include Gen Z’s inclination

towards visually dynamic and entertaining conten, while still displaying more

nuanced takes on informational and values-based messaging. Authenticity remains

essential, but balanced with humor. Critical too is establishing parasocial connections

through trust and relationship-building.
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7. CONCLUSION

In conclusion, several crucial insights around Generation Z’s interactions with

influencers emerged through this multi-faceted research:

With an R-squared of 0.260, the independent variables in the model account for

26.0% of the variation observed in the dependent variable. Despite the relatively low

R-squared value, which suggests that the model may be missing some essential

factors, the trust and relationship that Gen-Z customers have with their favorite

influencers still accounts for a sizable portion of their loyalty.

Gen Z engagement remains highest on more innovative, newer visual-forward

platforms like Instagram and YouTube rather than Facebook – reflecting their

appetite for more dynamic, episodic and personality-driven content in line with their

coming-of-age as the first truly mobile and social media immersed generation.

Entertainment, levity and creativity rank as highly desired elements in influencer

content styles preferred by Gen Z audiences. They seek an escape through enjoyable

media. Yet, nearly equal demand exists for authenticity – revealing the importance

this demographic places on transparency and genuine self-expression by influencers

at the same time.

Additionally, while a fair portion of Gen Z cares about social consciousness from

influencers, it is not the majority appeal – these consumers value connection and

enjoyment more broadly. This has implications for messaging strategies by causes.

There exist divides in attitudes within Gen Z as well on controversial issues worth

further exploration.

Importantly, cultivation of parasocial intimacy and trust are integral for translating

influencer relevance into enduring loyalty as evidenced through the research model.

Gen Z craves feeling truly related to.

In essence, Gen Z represents a highly engaged, savvy and demanding audience

segment – their consumption patterns are multidimensional, balancing entertainment

with education, depth with levity. Harnessing their attention necessitates

acknowledging these nuances around the types of influencers and content they

respond most strongly towards.
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8. IMPLICATIONS

Several key implications emerge from the research insights around optimal strategies

for influencers and brands hoping to effectively connect with the emerging

Generation Z cohort:

For influencers specifically, priorities would include focusing on parasocial

community-building across YouTube, Instagram and Snapchat given Gen Z’s

documented preferences. This involves showcasing authentic personality and behind-

the-scenes access to foster a trusting, intimate rapport with followers. Maintaining

relevance requires continuously adapting content styles to align with Gen Z’s

evolving tastes at the intersection of creativity, humor and depth.

Additionally, values-based messaging requires deft navigation of the diversity of

attitudes within the Gen Z audience. While resonating strongly with some vocal

subsets, indifference or even backlash risks from others emphasizes a needs for

nuance rathen than blanket approaches. Controversy proves damaging.

For brands, key implications include recognizing the shorter attention spans and

demand for visually spectacular, bite-sized content preferred by Gen Z consumers

compared to previous generations. Marketing campaigns centered on aspirational

aesthetics and experiences may connect strongest.

In terms of partnerships, mega influencers deliver wide awareness but

microinfluencers often nurture stronger bonds and Cultivating network across

influencer tiers allows balancing breadth of reach with depth of engagement.

Similarly, blending educational utility with entertainment increases relevance.

Furthermore, activations across social commerce channels have immense room for

growth in syncing with Gen Z’s active adoption of shopping directly through social

apps and leveraging recommendations. Care for ethics must not be neglected either

during youth activism rises.
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Overall, the crucial takeaway becomes creating shareable, snackable experiences

centered on creative personas, interactive engagement and aspirational self-

expression - aligned with the behaviors documented in this research.

9. LIMITATIONS

While producing a strong foundation of analysis around Generation Z’s influencer

consumption patterns, certain limitations provide opportunities for improvement in

future iterations of this research:

Primarily, the study sample size of 176 respondents remains relatively small and

concentrated within a narrow geographic region rather than nationally representative.

Expanding participation across wider, diverse demographics can boost

generalizability of findings.

Additionally, the data collected relies predominantly on self-reported attitudes and

preferences via surveys. While offering valuable attitudinal insights, incorporating

behavioral observations or metrics around actual content interactions can enhance

credibility through multi-mode analysis.

Furthermore, as respondents voluntarily elected to participate, self-selection bias

risks over-representing individuals already actively engaged with influencer content.

Comparing against a random sample of Gen Z consumers would prevent this.

The scope of the research also focused squarely on social media influencers,

excluding other categories like traditional celebrity endorsements, branding partners

etc. Comparing their resonance to benchmark performance could yield more breadth.

Moreover, while exploratory in nature, larger sample sizes can enable more advanced

statistical testing methods to surface deeper insights around relationships between

variables like loyalty, trust and content preferences.
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And over longer time duration's, studying the evolution of Gen Z preferences offers

additional perspective into growing commercial relevance. Their preferences display

remarkable dynamism year over year.

Thus in summary, opportunities exist moving forwards to scale up research

participation, reduce sampling biases, add observational data, expand scope and track

changes longitudinally - producing ever-clearer pictures of this generation’s shifting

influencer and content marketing terrain - of immense value to brands.
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11. APPENDIX

Here is the survey used to conduct the research:

1. What is your age group?

a. Gen Z (born between 1997 and 2012)

b. Millennial (born between 1981 and 1996)

c. Gen X (born between 1965 and 1980)

d. Baby Boomer (born between 1946 and 1964)

e. Other (please specify)

2. What is your gender?

a. Female

b. Male

c. Other

3. Which social media platforms do you use to watch or follow influencers?

a. YouTube

b. Instagram

c. Snapchat

d. Twitter

e. Facebook

f. Other (please specify)

4. What is the category of your favourite influencer?

a. Mega Influencer 1 Million+

b. Macro Influencer 100,000 - 1 Million

c. Micro Influencer 1,000 - 100,000

d. Nano Influencer Less than 1,000

5. What types of influencer content or strategies do you prefer or enjoy the most?

a. Authentic, honest, and transparent

b. Entertaining, funny, and creative

c. Educational, informative, and useful
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d. Socially conscious, ethical, and responsible

e. Other (please specify)

6. How do you feel about influencers’ personal views or political affiliations? Do

they affect your perception of the related brands or products?

a. Positive, I appreciate influencers who express their opinions and values

b. Negative, I dislike influencers who express their opinions and values

c. Neutral, I don’t care about influencers’ opinions and values

d. Not applicable, I don’t know about influencers’ opinions and values

7. What is the primary reason/s for unfollowing an influencer?

a. Irrelevance

b. Change in personal views/lifestyle

c. Change in Influencer’s views

d. Controversy/bad press

e. Boredom

Other:

8. How much do you trust influencers to provide truthful information about products

and services they endorse?

9. How much do you trust the recommendations or endorsements of influencers?

10. How much do you trust the the product quality of a product endorsed by

influencers?

11. To what extent does influencer marketing affect your loyalty to a brand/product?

12. How likely are you to stay loyal to the current brand/product based on the

influencer?

13. How much does an influencer's recommendation affect your loyalty towards a

product?
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14. Are you emotionally attached to your favourite influencers? To what extent?

15. To what extent does your bond with the influencer affect your intention to

purchase?

16. To what extent has your bond with your favourite influencer affected your

purchase decision?
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