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Abstract
	The study conducted entails how the usage of social media and the parasocial relationships with social media influencers impacts the audience’s purchases as a consumer. The survey covers a wide range of questions discussing the different social media platforms, how often they engage on these platforms, and how often they click and engage with advertisements and influencers.  It also covered questions that collected the demographics of the participants to give a better understanding of which groups are more likely to be influenced by advertisements and influencers. We have found that younger audiences are more likely to have their consumer purchases influenced by social media advertisements and influencers than older audiences. The results of the survey are discussed below.

Introduction
	The rise of social media influencers has changed the way the modern consumer perceives advertisements and products, thus impacting their purchase decisions. Influencers offer a new form of opinion leader when paired with social media. A 2021 study proposed that their network of influence is colossal due to the internet’s high-speed nature of information sharing, but they also present a relatable, more personal endorsement that agrees with consumers (Belanche et al., 2021). Social media influencers (SMI) were born on the internet; their sole occupation is social media, so their presence is intertwined with it (Belanche et al., 2021). The former opinion leader was found in celebrity endorsements. However, Belanche et al. concluded the public image of celebrities became vastly separate from the “average person” due to their elevated significance, unachievable status, and occupation outside of social media. In 2017, a study proved that utilizing influencer marketing has been proven effective over standard digital marketing in terms of creating brand loyalty and product engagement, which has only grown throughout the years of advancements in media (Lim et al., 2017). Influencers hold a significant amount of control over social media and the public; therefore, their endorsements will have an impact on the public’s decisions and perceptions.
The modern-day SMI poses a dilemma in the digital media community. Influencers can sway the public in terms of purchase decisions as well as alter the view of a specific product they endorse. This study will focus on the relationship between influencers and purchase decisions, exposing the implications of influencer endorsements on consumer purchases. Additionally, this study will analyze consumer perceptions, specifically, an influencer’s advertising effect on the products they endorse. Influencer authenticity has been proven to sway purchase decisions, which prompts the idea that influencer sincerity for a product could impact the consumer’s view of said product (Lee & Eastin, 2020). Furthermore, electronic word of mouth (eWOM) is highly effective in influencing social media commerce and presents a trusted format of product review that consumers respond positively to (Dwidienawati et al., 2020). This is also an area of interest for discovering the relationship between influencers and consumer purchase decisions, making it a main informational aspect of this research study.
Overall, influencers have the authority to alter the method in which consumers make purchases, thus making the results of this research a key study for public relations professionals and those in the digital marketing field. This study will provide invaluable insights for the field, to not only reveal the true correlation between influencer and purchase decisions but to also be aware of the new perceptions consumers create based on influencer sincerity/authenticity. Marketing and PR professionals alike need to be able to understand the relationship between influencer and consumer to accurately apply endorsements and vet influencers that meet their company needs. To gather information on SMIs and purchasing, this research study will utilize a survey as its method and format for data collection.  	

Literature Review
	Before stepping into the topics surrounding social media, influencers, and consumerism, we must discuss what makes a social media influencer. According to Nashville Film Institute, social media influencers “are typically digital creators with a large social media following. They regularly offer high-quality online content that educates, entertains, or encourages their audience, allowing them to engage with their fans. Influencers are constantly creating, posting, and communicating with their fans instead of typical celebrities who share, promote, and talk about their work regularly. They spark dialogues, set trends, and generate interest among their fan communities, and they occasionally collaborate with brands to advertise products or services” (2023, para. 4). With this in mind, the impact that social media influencers have on social media users has progressed rapidly in the past couple of years. From making videos on YouTube to making videos on TikTok, influencers continue to grow their online community’s day by day. By creating a connection with their audience, they build their effect on the world of marketing, media, and consumerism.
Impact of Influencers on Purchase Decisions
Lim et al. (2017) found in their study regarding the impact of social media influencer (SMI) marketing that through social media platforms, businesses can expand their markets through reaching younger audiences. This expanded reach is made possible through the utilization of influencers. This was studied through data collection from 200 respondents, developed using the purposive sampling method. Social media influencers are viewed as cost-efficient and effective marketing and because of the internet’s omnipresence, they’ve positioned themselves as the go-to candidate for brand endorsements (Harrison, 2017; Patel, 2016; Talaverna, 2015). Brands may gain credibility through their implementation of social media influencers in their marketing campaigns, as SMIs are able to engage organically with potential consumers while celebrity ambassadors may be perceived as less authentic.
Compelling social media influencers can impose a positive effect on consumer purchasing decisions. Observational learning processes assert that behaviors are learned from the environment, as expressed by social learning theory, which may be partly responsible for the 82% of followers' polls supporting the claim that consumers typically adhere to the recommendations of their favorite influencers (Lim et al., 2017, p. 20). On the other hand, increased brand awareness is attributed more to celebrity endorsements while social media influencers effectively galvanize product engagement and brand loyalty within a niche audience. With influencer marketing, there is an eleven times higher return on investments (ROI) in comparison to digital marketing, according to a Neilsen marketing survey (Tapinfluence, 2023). The meticulous selection of an appropriate influencer for marketing campaigns is crucial in increasing purchase intention, which is made possible through positively supporting consumer attitudes.
To identify the role social media plays in consumerism, we must examine the impact that branding has on purchase intentions. Hermanda et al. (2019) discusses how researchers identify the ways in which social media influencers guide brand image and purchase intentions of consumers. Survey data collected from 219 people shows that individuals whose views aligned with a particular influencer were found to typically follow their lead in consumption practices. Furthermore, this study showed that SMIs became “the third party which provided information about products to the social media audience,” which led to SMI’s direct impact on consumer purchase intention (p. 77).
Multiple studies examined how influencers impact the purchase decisions of their audience. Ambarwati et al., (2019) focused on a popular young beauty vlogger who has accumulated over a million subscribers on YouTube. They found beauty vloggers use electronic word of mouth (EWOM) through their content to engage with their audience. The marketing done through EWOM heavily impacts the viewer’s perception and purchase habits depending on the statements made by the influencer and their view of the products (Ambarwati et al., 2019, p. 220). The study concluded that customers were more likely to buy Wardah cosmetics due to EWOM spread by a beauty vlogger Tasya Farasya. We see how impactful the opinion of an influencer can be on a brand's product, but this also shows how much an audience will trust an influencer that they have grown to watch and interact with often over time. When discussing influencers and marketing, Bagchi believes influencers play a critical part in selling content on their platforms. The impact on consumerism comes from good communication, reliance, and engagement on the influencer’s behalf to the audience (Bagchi, 2022). Influencers recognize that building a sense of community and trust with their audience will maintain their status online. This correlates to being relatable and engaging to build a closer bond with their viewers. By creating content and discussion around the product or brand, the users are more inclined to trust their words if they have built a strong connection with the influencer. Whether it is within the beauty space, music space, or even food space on social media, influencers who engage those with the same interest and showcase their knowledge on the same subject are more likely to build a solid following. They are also more likely to succeed in selling products for brands within those same spaces (Bagchi, 2022). Influencers realize their power on consumerism and their opinions over what brands sell that could make or break their companies. 
Consumer’s Perception of Influencers
Borchers (2019) discusses why social media influencers are integral to the process of communication while examining the interests of stakeholders and the role of SMIs. Social media influencers combine profitable content into universal narratives as they “oscillate between intimacy and publicity, authenticity and commercialization” (Borchers, 2019, p. 255). Such influencers use their social persona and interactions to impact stakeholders as SMIs have amassed a sizable network of relationships. It was found that the United States influencer
marketing industry grew in worth between 2016 and 2018 from $1.7 billion to $4.6 billion (Geyser, 2019). However, difficulties are still possible when utilizing social media influencers. A paracrises may occur due to negative fallout resulting from a situation where an SMI behaves in a manner that’s contradictory to the image of the corporation with which they have been partnered, which reflects the concept of image transfer. A driving force in how stakeholders interact with SMI content is authenticity. Borchers (2019) asserts that SMIs can remain authentic even as they promote a product or service if they’re transparent while engaging with stakeholders. Glucksman (2017) scrutinized brand use of SMIs in this study and found that the use of SMI marketing in public relations efforts built a connection between the consumer and the brand. Brand promotion is shown to be most successful when the SMIs are interacting on an authentic basis, encouraging interactive consumer engagement.
In many cases, influencers give the illusion of developing relationships with their audience. When a viewer feels that they have built a foundation of trust and connection with an influencer, they are more likely to be influenced by the choices that they display on their platforms, especially products. An article by Taillon et al. (2020) dives deeper into the subject of the relationship between viewer and influencer. It emphasizes the importance of examining how influencers can manage brands.
This relationship between both parties can develop through a sense of commonality and familiarity. These familiarities can be developed through a perception of being within the same community or having the same taste for a certain interest or subject that is popular in media. The research was conducted through an online study and the variables included were attractiveness, closeness, likability, and similarity. The dependent variables in the study were purchase intentions, word-of-mouth, and the viewer’s attitude toward the influencer. The researchers discovered that closeness heavily impacts the attitude and purchase decisions of the viewer. For an effective platform, the influencer must find a balance of connection with their viewers (Taillon et al., 2020, p. 13). Influencers who recognize their audience maintain a balance of trust while also maintaining a sense of privacy will benefit their image online. 
	The relationship between viewer and influencer is also affected by how often the viewer interacts and engages with the influencer they follow. The more there is engagement, especially if the engagement is positive, the viewer is inclined to develop a perception of them. Croes & Bartels (2021) discusses the connections between a viewer’s consumerism and their relationship with the influencers they interact with. The article states “As young adults spend increasing amounts of time on social media following social influencers, it is essential to understand why they follow these influencers and what gratifications they receive” (p. 2). They chose to conduct their study through an online survey of 415 participants, among which 73% were female. The results show that factors affecting respondents’ decision to follow their selected social influencers included information sharing, cool and new trends, relaxing entertainment, companionship, boredom/habitual pass time, and information seeking. From these results, we see that even through casual scrolling and browsing on social media, viewers can be influenced. Influencers can build a following by providing a form of enjoyment, a connection of knowledge, or even participating in popular trends. 
Influencer Impact on Advertising Strategy
Schouten et al. (2017) explored the implications and outcomes on advertising effectiveness by celebrity and influencer endorsements. Through two related experiments, identification and credibility are examined as two possible mediators linked to this relationship. Both experiments look at a successful versus negative fit with a product, and the first focuses on beauty and a fitness product while the second looks at a food and a fashion product. The outcome of the experiments conclude that people have a better connection with influencers rather than with celebrities. This is due to participants viewing influencers as being more on their level than celebrities and thus, they trust them more. As audiences identify more with influencers, the study finds that advertisements featuring SMIs are more effective. 
Another study found that social media platforms have become integral to marketing strategies and are vital to devising useful relationships with consumers and bolstering brand loyalty. A major component of expanding return on investment (ROI) is through use of impactful visuals, so brands must ensure that their visual strategy leads their audience to act (Meredith, 2020). Furthermore, the study shows that 44% of consumers between the ages 18 and 34 have used influencer recommendations as a basis for their purchase choices. To garner increased engagement, Meredith (2020) found that the key performance indicator (KPI) is essential in helping brands to identify which visual style to employ for their marketing purposes. 
Kowalewicz (2022) inspects the role social media usage plays in the purchasing process of consumers. This article points out that in 2014 the “buy” button was added to the Facebook advertisements repertoire as selling on social media platforms became included in sales strategies. A cogent strategy for advertising on socials is aided by a streamlined budget, including promoted posts, and organic methods like popular hashtags. When considering buying habits, consumers have been found to usually trust influencers they view as authentic so hiring an established influencer can draw attention to a product within a defined niche. 
Naderer et al. (2021) explored how disclosure of sponsored partnerships on Instagram compares to non-disclosure as well as the role of shared interests between influencers and social media users. Participants in the study were exposed to one of two influencers, each of whom possessed a defined interest, and then the participant’s interests were examined. As a result of the study, it was found that disclosure can lead to increased recognition of advertisements in addition to improved perceived influencer trustworthiness which also positively affects buying habits for the influencer and the promoted organization.
Currently, we are seeing a generation that is more technologically advanced than ever before. This also means that Gen Z is more aware of advertising placements and strategies online. Brands must now take a more unique look at how they promote their products. 
According to Wolf (2020), “understanding the impact of influencer marketing on this generation, in particular, more specifically, understanding preferences of this generation and their relation to influencers will allow for the ability to complete a marketing strategy, a key portion of the industry” (Wolf, 2020, p. 5). Wolf’s study included dining characteristics such as being personable, authenticity, and trust as well as purchase intentions and similar interests and lifestyles when comparing micro-influencers to popular influencers. The survey conducted for this study showed that influencer marketing is growing and for it to be successful, it should be focused on a specific audience that leans toward this form of marketing and it needs to incorporate targeted content. Wolf (2020) concluded that the relationship between the 
influencer and audiences have changed the perception of marketing and how marketing should be handled for it to succeed with the newer audiences, especially Generation Z. Whether the influencer is micro or mega, the audience cares more about authenticity and honesty overall. 
	Bearing in mind the research discussed above, this study will contribute to the growing knowledge about influencer marketing by addressing the following two research questions:
RQ 1: What is the impact of influencers on consumers’ purchase decisions?
RQ2 - What role does an SMI’s authenticity play in their relationship with consumers?



Method
To collect data to gather accurate stats about influencers' role in impacting consumers buying purchases, our group has decided to composite different types of surveys reaching an audience mixed of millennials and Generation Z. We would start out by conducting a convenience survey; a non-probability sampling method where units are selected for inclusion in the sample because they are the easiest for the researcher to access. (Treadwell & Davis, 2020). With a combination of open-ended questions, dichotomous questions, multiple choice, and mutually exclusive, we can compose a survey through Qualtrics to send out to the public. The survey is completely anonymous. We used the method of convenience sampling with this research as it is more applicable to us as researchers. Using social media, group messages, and potentially mass emails, we have a wide variety of responses from individuals who provide to us what their purchasing habits are and if they were ever influenced by someone on social media to purchase something. Posting surveys asking people about their purchasing habits and their social media usage along with other questions pertaining to our research would allow us to collect the most accurate data.
Some sample multiple choice questions we can potentially ask participants should include psychological factors, social factors, cultural factors, economic factors, and personal factors. These factors have been studied as typically the main reasons why someone would decide/be influenced to purchase anything. An example of some questions is: 1. Roughly, how many hours do you think you spend daily on social media? (Table 2); 2. Would you say you are more likely to purchase a product after seeing it used on social media? 3. What social media platforms do you use the most? (Select all that apply); 4. Are you someone who is easily persuaded by society? 5. Which of the following best describes your personal income last year?	As Americans reach for their digital devices for online shopping, social media has also emerged as a way for people to promote products, share tutorials and create content in the hopes of influencing people’s tastes, purchases, or opinions. (Faverio & Anderson, 2022). In our survey, we asked questions ranging from how much income a person made to if they use social media. These questions coincide with each other to have us understand how people may make purchase decisions.
Questions to our surveys were compiled into a certain order to maintain the respondent’s attention and accuracy. Starting with broad, identifying questions in a multiple-choice format would be the most effective way. We then progress to more specific types of questions ranging from general spending habits to social media usage. This is called a funnel order of questions. 
With our surveys being spread on social media, we should be able to get over three hundred participants for our data collection. With 236 recorded responses, we have the right amount of data collected to complete our research assignment on how social media endorsements impact the consumers they are targeting. 

Results
Multiple tests were utilized in the study to assess the effects of social media influencers and the value of authenticity on consumer purchasing decisions. Descriptive statistics showed that the study participants were inclined to make purchases after being exposed to social media influencers promoting products, especially if they were already following SMIs. Furthermore, the results indicated that authenticity was a motivating factor in being compelled by influencers to make purchases. The findings also showed that respondents who use Instagram were more motivated to make purchases after seeing an SMI advertising a product than individuals who use other social media platforms. 
Impact of Social Media Influencers on Consumers’ Purchase Decisions
RQ1 investigated the extent to which SMIs promoting products on social media motivates consumers to make purchases. The participants were asked questions about their habits in relation to SMI marketing: if they follow influencers on social media, if they’re motivated by SMIs to make purchases, and how frequently they engage with influencer-led advertisements. This study found that the majority of respondents in this sample follow influencers, as 157 participants (77.7%) selected “Yes” and 45 participants (22.3%) chose “No”. In our sample, 63.4% of people, which is the majority, follow 1-10 influencers while 18.3% follow 11-15 influencers (see Table 3). 
We asked our participants their main reason for following SMIs and found that the central reason is entertainment, as 109 respondents (54%) answered as such, followed by “learning something new” at 53 people (26.2%). A small number of people responded that they had other reasons. In regard to their motivation for using social media, 19 people (9.4%) selected “product reviews” and only 4 people (2%) responded with “discount codes”. Although 51.5% of our respondents said they make purchases after seeing an influencer promote a product, the study found this is not the primary reason they follow SMIs. 
We asked participants if they made purchases after seeing an influencer promoting a product. Out of 202 respondents in our sample, 104 individuals (51.5%) said that they made a purchase, 73 participants (36.1%) said that they have not made a purchase, and 25 respondents (12.4%) are “not sure”. To discern the relationship between those who follow influencers and their purchase decisions, we ran a parametric test. Out of the participants who follow influencers, 94 made purchases while 42 people did not and 21 were not sure. Out of those who do not follow influencers, 31 did not make purchases, 10 did make purchases and 4 people were not sure. This study found that the majority of people follow influencers and make purchases after seeing an SMI promote a product, although not everyone who follows influencers purchases the product. The results also showed that there’s minimal influence on social media users to purchase products if they do not follow SMIs. 
 Regarding frequency of engaging with advertisements led by SMIs, we asked our sample how often they click on product advertisements led by influencers, finding that the majority view the advertisements based off interest in the product and otherwise rarely engage. According to the results, the respondents engaged with SMI-led advertisements based mainly on the content as 37.6% said “only if it’s a product I like”. There was a small number of respondents who answered “always” when questioned about the frequency in which they click on influencer-led product advertisements. See Table 4 for more details. 
Impact of an SMI’s Authenticity on Consumer Purchasing 
RQ2 examined the role an SMI’s authenticity plays in their relationship with consumers and their purchasing habits. We ran a descriptive test to find out the level of importance of SMI authenticity to consumers when considering making a purchase. Participants were asked to describe the degree of their agreement with the statement “It’s important to me that an influencer promoting a product is authentic” and selected a response on a 5-point Likert scale, ranging from “strongly agree” to “strongly disagree”. This resulted in 74 individuals (36.6%) responding “strongly agree” while 5 people (2.5%) responded “Strongly disagree”. The mean response was 4.00 with a standard deviation of 0.987, which shows that authenticity is very important to respondents and there were very little deviations from the mean. See Table 5 for more details. 
A one-way ANOVA was conducted to determine the differences in importance of authenticity between groups including people who made a purchase, people who never made a purchase, and those who are not sure. The results indicate a significant difference (Sig. value of <.001) between those who made a purchase (M=4.25; SD=0.773) and those who did not make a purchase (M=3.78; SD=1.096); between those who made a purchase (M=4.25; SD=0.773) and those who are not sure (M=3.60; SD=1.190). For people who purchased products promoted by SMIs, it is vital to them that the influencer is authentic as the mean is 4.25 while the mean value for those who responded “No” is 3.78. See Table 6 for more details. 
We used cross tabulation to assess the behaviors and tendencies of different groups of people within our sample, specifically comparing whether they made a purchase after seeing a product and what social media platforms they typically use. The study found that the majority of those who selected that they use Instagram made purchases after seeing an SMI promote a product. There were 188 people with an Instagram and out of the respondents that made purchases after seeing an SMI promoting a product, 96 had Instagram while 8 people did not have Instagram. Out of those who did not make a purchase, 67 had Instagram and 6 did not. Twenty-five people who had Instagram were not sure if they made purchases and no one who was unsure did not have Instagram.
We also found that the majority of those who selected that they used TikTok made purchases after seeing an SMI promoting a product. Our sample included 133 people with TikTok and 69 people without TikTok. Out of the respondents that made purchases after seeing an SMI promoting a product, 83 individuals had TikTok while 21 individuals did not. Out of those who did not make purchases it was closely split between having or not having TikTok; 38 people did not have TikTok while 35 people did have TikTok. 

Discussion
The findings of this study revealed that influencers hold significant sway over purchase decisions, especially when they are deemed authentic by consumers. Sampling over 200 respondents, the data pulled formed substantial results that support previous studies and literature. Influencers are the go-to candidate for brand endorsements because they are cost-efficient and effective marketing tools due to the internet’s fast-paced nature and omnipresence (Harrison, 2017; Patel, 2016; Talaverna, 2015). The survey results from this study found that social media influencers (SMIs) caused 58% of respondents' purchases after influencer promotion. This supports Lim et al. (2017) study that consumers typically adhere to the recommendations of their favorite influencers, in which 85% of followers supported (p.20).
Both this study and Lim’s, correlate high percentages of purchase decisions with influencer promotion. When cross referenced with social media’s influence on its own, our study found 32% agree with social media influencing their purchase habits and 6% strongly agree. 36% percent responded neutrally. Nevertheless, the respondents who listed strongly agree, agree and neutral, average to about 74%, which is a large percentile to describe social media’s overall influence. Coupled with influencers, social media is proven to have significant impact on persuading consumers. 
Electronic word of mouth (EWOM) heavily impacts consumer perception depending on the severity of statements made by influencers in reference to a product (Ambarwati et al., 2019, p. 220). EWOM spreads the opinion of an influencer about a product and highlights the trust a consumer has in an influencer to abide by their opinion and increase EWOM. Since the study resulted in a 51% rate of SMIs causing purchases, and 96% of our respondents consume social media, EWOM is an extensive aspect within our social media heavy respondents. However, not every person who follows an influencer is likely to make a purchase or is following the influencer for retail benefits. This may be explained by the fact that respondents in our sample stated they predominantly follow influencers for entertainment and not product reviews or discount codes. Even so, if most people follow for entertainment, they are still being exposed to EWOM through the influencers promotional content that they consume.
        	Although respondents leaned greatly towards completing purchases based on influencers and media, their perception of those influencers still impacts their decision making. The survey results revealed 36% agree and 37% strongly agree that influencer authenticity when promoting a product on social media is important to them. This comes to an average of 72% of respondents agreeing to the importance of an authentic influencer brand partnership.  
SMI marketing builds a relationship between influencer and brand. In Glucksman’s (2017) study he found that brand promotion is most successful when influencers interact on an authentic basis while also encouraging interactive consumer engagement. This is true of this study as well. Respondents agreed that authenticity is a big factor in influencer marketing and brand promotion. Some respondents stating that they “don’t care if the influencer has a common location or identity group with them, as long as they’re genuine.” Therefore, authenticity and genuine promotions are key for influencers to achieve the most salient purchase decisions out of consumers. Building a relationship with an audience, especially in influencer marketing, allows for fostering a better connection and making the consumers/audience feel more comfortable listening and responding to influencer opinions/paid promotions. An article by Taillon et al. (2020) conducted a research study that found influencer-consumer “closeness” impacts the attitude and purchase decisions of the viewer. Researchers state, “For an effective platform, the influencer must find a balance of connection with their viewers” (Taillon et al., 2020, pg. 13).
When conducting this research study, the survey results concerning influencer identity group engagement totaled at 62% agreeing to be more inclined to follow influencers in the same identity group/location as them. That aspect— location and identity— nurtures a comfortable, close relationship between influencer and consumer due to their similarities. Almost every respondent from the sample agreed that when an influencer shares similarities with them, i.e., hobbies, interests, location, or physicality, they are more inclined to trust and relate to them. One respondent stated that if an influencer lives in their area and shares their interests, it’s almost like being around a “friend” when consuming their content. This agrees with Taillon et al., if a balance can be found between influencer and consumer it will promote a “friendship-like” connection with their viewers, therefore, making their brand endorsements appear genuine and well-intentioned (2020).
        	If this study is any indicator, influencer marketing has forever changed advertising strategy. The current generation, Gen Z, is much more technologically fluid and advanced; making them more cognizant of when a brand is employing advertising strategies. Wolf’s study focused on a key portion of the industry, which is understanding your audience. Understanding the preferences of Gen Z and their relation to influencers, will be the deciding factor in targeting this generation for marketing purposes (Wolf, 2020, p. 5). Over half (56%) of the survey respondents were in the age range of 18-24, making them members of Gen Z and a valuable test sample for this topic. Being that more than half the sample belongs to Gen Z, it validates the results where 88% of respondents consume social media for 6-7 days per week and 57% consume it for 1-3 hours per day. This proves that social media is a constant presence; causing advertising strategists to utilize influencers for their marketing since social media is statistically proven to attract higher percentiles of people to it. 
In the survey conducted for Wolf’s study, influencer marketing was proven to be growing. He stated, “For it to be successful, it should be focused on a specific audience that leans toward this form of marketing and it needs to incorporate targeted content” (Wolf, 2020). Wolf’s findings are supported in this sample as well. 37% of the respondents agreed that they always click an influencer advertisement if it’s a product/ad that interests them. This percent was the highest for the question on influencer ad frequency, followed by respondents clicking ads “rarely,” 29% of the time. Therefore proving, in accordance with Wolf, that targeted content on a specific audience that leans towards influencer marketing will generate more recognition from consumers, especially those aged 18-24.
This study supported and maintained that of other literature and findings by previous researchers. SMIs have the potential to promote a positive marketing impact on purchase intention and decision, if used correctly. Consumers who deem influencers authentic and genuine in their brand partnerships have more likelihood of completing purchases on social media. Overall, social media influencers continue to grip consumers on purchase decisions, and authenticity in promotions and person only heightens that result.

Conclusion
	The rise of social media influencers has changed the way the modern consumer perceives advertisements and products, thus impacting their purchase decisions. Influencers offer a new form of opinion leader when paired with social media. Within our research, we conducted a survey to collect data on different demographics and how social media influencers persuade purchasing decisions. It was displayed within our research that the younger demographic, who spends more time on social media, were more likely to be influenced to purchase something through social media than the older generations of participants. We used various questions to collect the data necessary and relevant to our research. Thus, giving us the data to conclude our research that social media influencers most have an impact on consumers purchasing decisions. 
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Tables
Table 1 
Demographics        
Variable Name					Number of Participants

Age Range                                      
Under 18					1
	18 - 24 					110
	25 - 34						57
	35 - 44						14
	45 - 54						7
	55 - 64 					6
	65 + 						3

Race
White							120
Hispanic or Latino					38
Black or African American				16
Asian or Asian American				3
Middle Eastern American				1
American Indian or Alaska Native			0
Native Hawaiian or Other Pacific Islander		0
Two or more races - Please Specify			19
Adapted from Social Media Influencers Impact on Consumer Purchasing Decisions, 2023.

Table 2
[image: Chart]Hours Spent on Social Media According to Participants






Table 3
Number of SMIs Followed by Consumers
	Quantity of Influencers
	Frequency
	Percent

	1-5
	65
	32.2

	6-10
	63
	31.2

	11-15
	37
	18.3

	16-20
	14
	6.9

	21+
	23
	11.4



Table 4
Frequency of Clicks on SMI-led Advertisements by Consumers
	Frequency of Clicks
	Percent

	Only if it’s a product I’m interested in
	37.6%

	Always
	0.5%

	Often
	4%

	Sometimes
	17.8%

	Rarely
	29.2%

	Never
	10.9%



Table 5
Importance of Influencer Authenticity
	It’s Important To Me That An Influencer Promoting A Product Is Authentic
	Frequency
	Percent

	Strongly Agree
	74
	36.6

	Agree
	73
	36.1

	Neutral
	41
	20.3

	Disagree
	9
	4.5

	Strongly Disagree
	5
	2.5





Table 6
Impact of SMI Authenticity on Consumer Purchase Decisions 
	Did You Make A Purchase After Seeing An Smi Promote A Product
	N
	M
	SD

	Yes
	104
	4.25
	0.773

	No
	73
	3.78
	1.096

	Not sure
	25
	3.60
	1.190
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