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ABSTRACT

The rise of influencer marketing has significantly impacted consumer behaviour in the digital age.
This research measures influences of influencers on internet consumers' purchase intentions and
decisions through the significant arena of influencer marketing on social media platforms. Whether
social media, through influencer marketing, shapes consumers' intentions and decisions in digital
marketing. This research study will discuss the contribution of source credibility, parasocial
relationships, homophily, paid promotions, and online reviews on major influencers' influence
regarding consumer behaviour, particularly by mediation effects. According to the study, effects of
influencers are significantly magnified by source credibility and positive reviews. Trust in the
influencer's expertise and feedback from others form the core of shaping consumer perceptions,
driving purchase intention. In addition, parasocial relationship and homophily, which are the factors
that create a sense of personal connection and on the other aspect perceived similarity, also promote
consumer engagement with influencers. whereas there is generally criticism of paid advertising and
questioning of sincerity, the study found that under certain conditions, paid advertising contributes
for increased purchase intention. This study has used SEM to capture the intricate interplay between
these variables. Additionally, confirmatory factor analyses was applied to validate the constructs,
thereby strengthening the robustness of the results. mediation analysis further fortifies the role that
social influencers can play a major role in affecting purchasing decisions and how it augments the
source credibility effects, parasocial relationships, homophily, paid promotions, and reviews. This
study throws light on how the role of influencers is dominating contemporary marketing. Influencers
not only influence consumer behaviour directly but also leverage the effectiveness of digital
marketing as a tool. For brands and marketers, this study is of utmost functional in leveraging the
scope of influencer marketing fo enhance consumer engagement and optimal purchase
decision-making. The study contributes to a better understanding on the efficacy of social media
platforms through rigorous statistical means and validated constructs about how influencers shape
consumer behaviour.
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