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ABSTRACT

In recent years, companies have increasingly utilised influencer marketing and placing products or services
within influencers' content to manipulate conswmers' purchase decisions. Policymakers worldwide have
questioned the ethical aspect of influencers’ marketing strategy. Hence, this study examines the effect of
influencer advertising attributes (influencer-brand congruence and sponsorship disclosure) on persuasion
knowledge, perceptions, and behavioural intention. Also, it investigates the role of persuasion knowledge in
shaping behavioural intention in the context of sponsorship disclosure and influencer-brand congruence. It
also analyses the moderating role of sponsorship disclosure. This research used a 2 (sponsorship disclosure:
disclosure v/s non-disclosure) x 2 (influencer-brand congruence) between-subject factorial design to analyse
the data. Hypotheses are tested using PLS-SEM.

The finding highlights that Gen C's persuasion knowledge is well developed, and they respond directly to
influencer advertisements rather than using persuasion knowledge to determine purchase intention. Also, the
research reveals that influencer credibility and brand attitude are significant predictors of purchase intention
among Generation C consumers. In addition, sponsorship disclosure does not influence advertising
recognition, influencer credibility, and sponsorship transparency. However, the role of influencer-brand
congruence in consumer advertising recognition has been found. This study provides theoretical, practical,
and managerial implications.
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