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The advent of social media has fundamentally transformed consumer behaviour, with online
influencers playing a pivotal role in shaping decision-making processes. This study explores the
impact of strategic cognitive influence on consumer decision-making, emphasizing the role of
online influencers within the digital landscape. Cognitive influence refers to the psychological
processes that guide consumer perceptions, attitudes, and behaviour’s, and when strategically
employed through social media, it can significantly alter purchase intentions and brand loyalty.

This research investigates how influencers, through their curated content and perceived
authenticity, create cognitive biases that affect consumer choices. By analysing various social
media platforms, the study examines the mechanisms through which influencers build trust and
credibility, leading to heightened consumer engagement. The role of cognitive heuristics, such as
social proof and authority, is explored to understand how these mental shortcuts influence
consumer behaviour in the context of online shopping and brand preference.

A mixed-method approach is employed, combining quantitative surveys with qualitative
interviews to gain a comprehensive understanding of consumer behaviour. The study also
considers the ethical implications of influencer marketing, particularly concerning transparency
and the potential for manipulative practices. Findings suggest that strategic cognitive influence,
when aligned with consumer values and needs, can lead to positive brand associations and
increased consumer satisfaction. However, the study also highlights the risks of cognitive overload
and decision fatigue in consumers, underscoring the need for responsible influencer marketing
strategies.

This research contributes to the broader field of consumer behaviour by offering insights
into the psychological underpinnings of decision-making in the digital age. It also provides
practical recommendations for marketers on leveraging cognitive influence ethically and
effectively to foster long-term consumer relationships. The findings have significant implications
for both businesses and policymakers, suggesting the need for clearer guidelines and regulations
to ensure fair and transparent influencer practices.
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INTRODUCTION

In the rapidly evolving digital landscape, social media platforms have revolutionized the ways
individuals communicate, interact, and consume information. Social media has emerged as a
dominant force in shaping public discourse, consumer behaviour, and market trends. Among
the various dynamics at play, strategic cognitive influence, particularly through online
influencers, has gained prominence as a critical factor in influencing consumer decision-
making. This phenomenon transcends traditional advertising models, leveraging personal
engagement, trust, and emotional connection to sway the perceptions and choices of
consumers. As online influencers become key players in digital marketing, understanding
their role in shaping consumer behaviour has become crucial for both marketers and
researchers. Strategic cognitive influence refers to the deliberate and often subtle ways in
which individuals’ thoughts, emotions, and actions are guided, usually without overt
manipulation. Through a combination of persuasive messaging, emotional appeal, and
cognitive framing, marketers and influencers create narratives that resonate with audiences.
The power of strategic cognitive influence lies in its ability to tap into subconscious biases,
social norms, and consumer psychology, ultimately affecting decision-making processes. In
the context of social media, online influencers individuals who have amassed a significant
following and credibility within particular niches utilize these strategies to shape their
audience’s attitudes and behaviour.

The Rise of Online Influencers

Online influencers, once viewed merely as digital celebrities, have now evolved into powerful
agents of persuasion. Their influence spans across industries, from fashion and beauty to
technology, fitness, and finance. The reason for their success lies in the inherent trust and
authenticity they appear to offer, positioning themselves not just as brand ambassadors but as
relatable individuals who offer credible advice. Unlike traditional celebrities, whose
endorsements may come across as transactional, online influencers create content that feels
genuine and personalized, further blurring the lines between personal connection and
commercial intent? This relationship between influencers and their followers is often built on
perceived authenticity and a shared sense of values, interests, or lifestyle. These influencers
act as intermediaries between brands and consumers, shaping their followers' opinions
through content that appears organic and unrehearsed. The bond of trust that followers develop
with influencers can heavily impact consumer decisions, as people tend to trust
recommendations from individuals they feel connected to, rather than faceless corporations.
This level of trust is a cornerstone of influencer marketing, where consumers are more likely
to follow through with a purchase or adopt a product based on an influencer's endorsement.

Cognitive Biases and Consumer Decision-Making

Consumer decision-making is influenced by wvarious psychological factors, including
cognitive biases. Cognitive biases are mental shortcuts or tendencies that can lead to
deviations from rational decision-making. In the context of social media, influencers often
exploit these biases to guide consumer choices. For example, the "halo effect" occurs when
consumers attribute positive qualities to a product simply because it is endorsed by a popular
or trusted influencer. Similarly, "social proof" reinforces the idea that if a product is popular
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among others (especially within one's social circle), it must be worth considering. Another
crucial aspect is the "bandwagon effect,” where individuals adopt certain behaviours or
opinions simply because they observe others doing the same. Social media amplifies this
effect, as platforms like Instagram, TikTok, and YouTube foster environments where trends
can go viral rapidly, encouraging widespread adoption of products, services, or ideologies. By
strategically using these biases, online influencers can subtly guide consumer decision-
making without resorting to aggressive sales tactics.

The Role of Emotional Appeals

Emotion plays a pivotal role in decision-making, and influencers are highly adept at creating
emotionally resonant content. Whether through storytelling, personal experiences, or visual
aesthetics, influencers evoke emotions such as happiness, excitement, or even fear of missing
out (FOMO). These emotions serve as powerful motivators for consumers to engage with
products or services. Influencers’ ability to create emotional connections with their audience
gives them a competitive edge in shaping consumer preferences. Marketers increasingly rely
on these emotional triggers, as studies have shown that emotional engagement with content
often leads to higher rates of consumer action, such as sharing, purchasing, or recommending
products. Influencers create environments in which consumers feel personally invested, which
strengthen the likelihood of them taking specific actions. Strategic cognitive influence through
social media has fundamentally altered how consumer behaviour is shaped. The rise of online
influencers highlights the intersection of trust, emotional connection, and cognitive biases in
driving consumer decision-making. Understanding these dynamics is essential for marketers
and brands as they navigate the digital age, where traditional advertising methods have given
way to more nuanced and personalized approaches. As influencers continue to grow in
importance, so too does the need for a deeper understanding of their role in influencing
consumer behaviour at both a conscious and subconscious level.

OBJECTIVES OF THE STUDY
1. To examine the role of strategic cognitive influence in shaping consumer decision-
making on social media.
2. To analyse the impact of online influencers on consumer behaviour across various
product categories and industries.
3. To investigate the relationship between trust, authenticity, and consumer loyalty in
the context of influencer marketing.

STATEMENT OF THE PROBLEM

In recent years, social media has emerged as a powerful tool that not only connects individuals
globally but also profoundly influences consumer behaviour. Among the various forces
shaping online consumer decision-making, online influencers have become key players.
These influencers, often perceived as trusted voices, wield significant power in shaping the
purchasing behaviours and preferences of their audiences. However, their influence extends
beyond simple product endorsements; it taps into deeper cognitive processes, using strategic
methods to alter perceptions, evoke emotions, and ultimately drive decisions. Despite the
growing reliance on online influencers in marketing strategies, there is still limited
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understanding of the mechanisms through which they exert cognitive influence on consumers.
While traditional advertising methods are overt in their messaging, influencer marketing
operates within a more subtle framework. It leverages authenticity, reliability, and trust to
sway consumers' choices. This raises important questions: How do influencers harness
cognitive biases such as the halo effect, social proof, or the bandwagon effect to shape
consumer decisions? What role do emotional triggers play in this process? Additionally, how
do these cognitive influences vary across different types of consumers and product categories?
The problem is further complicated by the fact that consumers may not be fully aware of the
extent to which their decisions are being shaped by influencers. As social media platforms
continue to grow, the lines between personal and commercial content blur, making it difficult
for consumers to distinguish between genuine recommendations and strategically crafted
marketing messages. This poses a challenge to fairness in consumer markets and calls for a
deeper examination of the ethical implications of influencer marketing.

METHODOLOGY

In response to the questionnaire distributed online, total 608 responses were collected. After
collecting, data were edited for preparing these for analysis. First of all, the negative worded
statements were changed to positive statements and responses corresponding to these
statements were also reversing coded for maintaining uniformity and for facilitating proper
analysis. After that, data editing was done. Responses were checked for consistency, accuracy
and uniformity to ensure incomplete, inconsistent responses or lopsided responses did not get
included in final data set. For this, first, frequencies for all the variables were checked to find
out any missing values. Ten missing values were replaced by average of the responses for that
particular item. Next, coding of data was done to facilitate further analysis. While coding, it
was ensured that codes are rational and the categories created were all inclusive and mutually
exclusive. Utmost care was taken to ensure that there is no overlapping or ambiguity in coding
process. Improper coding was also checked with the help of the frequency tables and seven
wrong entries were corrected.

For the study titled "Impact of Strategic Cognitive Influence on Consumer
Decision-Making through Social Media: Role of Online Influencers and Consumer
Behaviour™, the methodology would generally be designed to understand how online
influencers strategically impact consumer decision-making. Below is a recommended
methodology outline for the study:

Research Design

The study would adopt a mixed-methods approach, combining both quantitative and
gualitative research techniques. This approach allows for a more comprehensive
understanding of the consumer decision-making process influenced by online influencers on
social media.

ANALYSIS OF DATA

Out of the total 608 responses, 16 were from states other than Chennai and hence were
removed from the sample. Out of the remaining 592 responses from Tamilnadu state, 12 were
further excluded as these were not active on social media. Further, another 50 were excluded
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as these were not using social media for making purchase related decisions.

TABLE- 1 Demographic Details of Respondents Using Social Media for Purchase
Related Decisions in Chennai City

Demographic details of Respondents using Social Media for Purchase
Related
Decisions in Chennai City
Demographic Variable Classifications Freqguency %
Gender Female 215 40.6
Male 315 59.4
Age (in Years) 18-24 322 60.8
24-30 90 17.0
30-36 38 7.2
36-42 32 6.0
42 and above 48 9.1
Marital status Married 138 26.0
Unmarried 386 72.8
Divorcee 6 1.1
Separated 0 0
Education High School/Equivalent 5 9
10+2/Senior 7 1.3
Secondary/Equivalent
Diploma 17 3.2
Graduate 188 35.5
Post- Graduate 255 48.1
Ph. D. & higher 58 10.9
Monthly < Rs. 50,000/- 176 33.2
household Rs. 50,000/- to 01 Lakh 114 215
income (in Rs. 01 Lakh to Rs. 02 77 145
Rupees) Lakhs
Rs. 02 Lakhs to Rs. 03 52 9.8
Lakhs
Rs. 03 Lakhs & above 111 20.9
Chennai City Central Chennai 33 6.2
East Chennai 64 12.1
North Chennai 42 7.9
South Chennai 56 10.6
West Chennai 59 111
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Profession Student 355 67.0
Private Job 78 14.7

Govt. Job 53 10.0

Self-employed 18 3.4

Homemaker 22 4.2

Any Other 4 0.8

Internet usage per day 0-4 Hrs 362 68.3
(in Hours) 4-8 Hrs 109 20.6

8-12 Hrs 40 7.5

12 Hrs & above 19 3.6

Source: Based on researcher‘s calculations from collected data

DEMOGRAPHIC PROFILE OF SAMPLE RESPONDENTS

Average age of the respondents using social media for purchase related decisions in Chennai
City was 26.66 years with a standard deviation of 9.11 years and standard error of mean 0.40
years. Average Internet usage per day for these respondents was 4.28 hours with a standard
deviation of 3.6 hours and standard error of mean 0.16 hours. Further, sample analysis
revealed that males use social media more in comparison to females for making purchase
related decisions in Chennai City. It also evidenced that social media are youth dominated
platforms as some 60.8% respondents are in the age brackets of 18-24 years and 77.8% are in
the age group of 18-30 years. It is clear that majorly unmarried population (72.8%) is more
active on social media. Education seems to be correlated with the social media usage as 94.5%
are graduates and above. Students are the heaviest users followed by private job holders.

Table — 2 Social Media Related Information of Respondents Using Social Media for
Purchase Related Decisions in Chennai City

Social Media Related Information of Respondents using Social Media for
Purchase Related Decisions in Chennai City
Social Media Variable | Classifications |[Frequency| %
Length of Social Media| Less than 06 25 4.7
Usage months
06 months to 01 24 45
year
01 year to 02 years 51 9.6
02 years to 03 75 14.2
years
03 years and above| 355 67.0
Social Media usage per 0-4 Hrs 461 87.0
day (in Hours) 4-8 Hrs 51 9.6
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8-12 Hrs 10 1.9
12 Hrs & above 8 15
Social Media Variable | Classifications [Frequency| %o of % of
cases | responses
Time of Accessing 00:00 to 04:00 49 9.2 5.7
Social Media 04:00 to 08:00 56 10.6 6.5
08:00 to 12:00 113 213 13.2
12:00 to 16:00 141 26.6 16.5
16:00 to 20:00 234 44.2 27.3
Mode of Accessing Laptop 297 56.0 33.0
Social Media Desktop 152 28.7 16.9
Tab 80 15.1 8.9
Mobile 372 70.2 41.3
Location of Accessing Home 304 574 46.6
Social Media Office 69 13.0 106
Anywhere 280 52.8 429

Source: Based on researcher‘s calculations from collected data

Social Media related information of the respondents using social media for purchase related
decisions in Chennai city as given in Table 2 revealed that respondents using social media for
purchase related decisions in Chennai city spend average 2.74 hours on social media with a
standard deviation of 2.59 hours and standard error of mean 0.11 hours.

Table — 3 Results of KMO and Bartlett*s Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling .860
Adequacy
Bartlett's Test of Sphericity Approx. Chi-Square | 4541.594
df 231
Sig. .000

Source: Based on researchers calculations from collected data

Data collected for all 22 variables were subjected to principal component analysis with
varimax orthogonal rotation. Kaiser-Meyer-Olkin (KMO for short) test of sampling adequacy
and Bartlett‘s test of sphere were checked and both the measures indicated that data can be
analyzed using factor analysis.
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Table — 4 Descriptive Statistics, KMO Values and Communality Values of the Variables
Used in EFA

Variabl Label of the variable Descriptiv. |[KMO|Communal
e e Statistics | ity After
Indicat Vallel Extraction
or N [Mea| SD
n

ENJ1 | 1 Purchase related activitiesat |530/2.05(.921| .867 742
Social Media Platforms are
satisfying.

ENJ2 | 2 Purchase related activities at |530(2.14|.847| .824 .830
Social Media Platforms are
enjoyable.

ENJ3 | 3 Purchase related activitiesat |[530(2.13|.870| .864 770
Social Media Platforms are
interesting.

FE1 | 4 Time seems to pass quickly, |530(1.82|.933|.739 .669
when | am using Social Media
Platforms for purchase related
activities.

FE2 5 When | visit Social Media  |530/2.07|.995| .680 .746
Platforms for purchase related
activities, | am totally absorbed in
it.

FE3 |6 When | am using Social Media |530/2.18|.989| .690 704
Platforms for purchase related
activities, | feel in control.

PR1 | 7 Using Social Media Platforms |530(2.43(.889| .859 637
for purchase related activities
might lead to misuse of my
personal information such as age,
mobile number and email.
PR2 | 8 Using Social Media Platforms (530|2.39(.941| .876 632
for purchase related activities
may lead to misuse of my
payment related information such
as credit or debit card details.
PR3 |9 Using Social Media Platforms |530(2.36(.929| .882 .605
for purchase related activities
may involve risk of fraud and
non-refund of payment.
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PR4 |10 Using Social Media Platforms|530(2.42(.892| .891 587
for purchase related activities
might lead to getting non-
working/defective product.
PR5 |11 Using Social Media Platforms|530(2.29(.877| .846 634
for purchase related activities
might result in buying a product,
which is below my standard.

PEOU 12 | can quickly get the 530|2.26{.919| .890 649
1 |information needed for purchase
related activities at Social Media
Platforms.
PEOU| 131 can get purchase related [530(2.32(.861| .920 613
2 |information from anywhere and at
any time using Social Media
Platforms.
PEOU |14 Social media platforms are an ({530|2.28|.854| .937 559
3 |easier way to register complaints
than writing to or calling the
company.
PEOU | 15 Social media platforms are an |530(2.20(.873| .900 673
4 |easier way to inform public about
a bad product.
PEOU | 16 Arrangement of information |530(2.24(.869| .918 636
5 | at social media platforms helps
in faster searching of product.

PU1 |17 I get desired information about|530|1.82|.794| .860 553
the products/services at Social
Media Platforms.

PU2 | 181 get honest Product/service |530(1.98|.778| .873 475
reviews and ratings on social
media platforms.

PU3 | 19 I get information about wide |530(1.54|.758| .814 634
variety of product/ service on
Social Media Platforms.

PU4 | 20 Social media platforms help |530/1.73|.773| .871 541
me to inform others about a good
/bad product.

PU5 |21 Purchase related information at|530(1.72|.797| .867 512
Social Media Platforms saves
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time.

PU6 |22 Purchase related information at
Social Media Platforms saves
physical efforts.

530/1.70

772/ .838

518

a- Extraction Method: Principal Component Analysis.

Source: Based on researcher‘s calculations from collected data

Diagonal values of anti-image correlation matrix (KMO values for each variable) were all well
above .5 and other than diagonal were small thereby indicating sampling adequacy for each
variable too. Communalities after extraction for most of the variables are above .5, so
researcher retained all the sentiments for further analysis. Correlation Matrix exhibited that
none of the correlation coefficient values is greater than .8; hence none of the variables

correlates very highly. One-tailed significance levels also accentuated it.

FIGURE -1

Scree Plot

Eigenvalue

1 2345678 9% 1W0111213141516171819 202122
Component Number

Descriptive Statistics for Various Information Credibility Dimensions, Overall
Information Credibility and Values of Cronbach“s Alpha for Each Social Media

Platform
Social Media Facebook | YouTub| Twitte| Reviewer Blogs
Platforms e r Sites
Credibility Mean | SD | Mea|SD| Mea |SD|Mean| SD |Mean|SD
Dimension n n

Nanotechnology Perceptions 20 No. 4 (2024)




Impact Of Strategic Cognitive Influence.... Sudheer Nandi et al. 656

Currency 252 [113]292(14|3.26(1.3| 3.19 | 1.42 | 3.03 |1.39
1 7
Coverage 2.88 |1.09 |3.12|1.2/3.19(1.2| 3.33 | 1.31 | 3.23 (1.27
3 8
Accuracy 256 [1.24 (288 [1.2|3.23|1.3| 3.20 | 1.37 | 2.99 |1.36
7 6
Authority 290 |1.02 |3.12 (1.1/3.39|1.2| 3.27 | 1.25 | 3.11 [1.25
6 0
Objectivity 2.78 [1.06 [3.07 [1.2|3.35(1.2| 3.28 | 1.26 | 3.11 |1.26
0 6
Overall 273 | .78 [ 3.02(1.0/3.29|.98| 3.25 | 1.18 | 3.09 |1.13
Credibility 2
Cronbach®s .784 .893 .878 941 .930
Alpha

Source: Based on researcher‘s calculations from collected data

Mean Values for Various Information Credibility Dimensions in Ascending
Order

Social Mean Values in Ascending Order
Media |Facebook|YouTube| Blogs |Reviewer Sitesj  Twitter
Platforms
Credibility
Dimension
Currency 2.52 2.92 3.03 3.19 3.26
Facebook|YouTube| Twitter Blogs Reviewer Sites
Coverage 2.88 3.12 3.19 3.23 3.33
Facebook|YouTube| Blogs |Reviewer Sites|  Twitter
Accuracy 2.56 2.88 2.99 3.20 3.23
Facebook| Blogs | YouTube [Reviewer Sitesl — Twitter
Authority 2.90 3.11 3.12 3.27 3.39
Facebook|YouTube| Blogs |Reviewer Sites|  Twitter
Objectivity 2.78 3.07 3.11 3.28 3.35

Source: Based on researcher‘s calculations from collected data

Results and Hypothesis

Hol: There is no significant difference in mean values of credibility of information available
at selected social media platforms in influencing consumer decision-making process

Hal: There is a significant difference in mean values of credibility of information available at
selected social media platforms in influencing consumer decision-making process

Hol: Ure= Myt = Utw = MRrs = HUBL
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Hal: Prs # vt # Mrw # Hrs #peL Where:-

Mre: Mean value of credibility of information available at Facebook pvr: Mean value of
credibility of information available at YouTube prw: Mean value of credibility of information
available at Twitter prs: Mean value of credibility of information available at Reviewer Sites
MeL: Mean value of credibility of information available at Blogs. One-way ANOVA was
applied. For this, first, normality of credibility data for each of the selected Social media
platform was tested using one-sample Kolmogorov-Smirnov test. Within group (i.e.
credibility of information for each social media platform) distributions were not found to be
normally distributed as the values for Kolmogorov-Smirnov statistic for all the groups were
significant i.e. p<.05. But in case of two-tailed test and when group sizes are equal, ANOVA
is quite robust and is able to control Type | error even when distributions are non-normal
(which is the case instance) (Field, 2009). Next, homogeneity of variances of the groups
(credibility for selected social media platforms) was checked using Levene‘s test of
homogeneity. As the Levenes test is significant (p<.05), group variances vary significantly
from each other and assumption of homogeneity of variances between groups is violated. As
the group sizes are equal, ANOVA is robust to violation of homogeneity of variance (Field,
2009) and thus, Welch‘s F was calculated to check if there is a significant difference in mean
values of credibility of information available at selected five social media platforms in
influencing consumer decision- making process.

Value of Welch‘s F (4, 1314.392) = 33.853, p<.05 was significant meaning thereby
that Null Hypothesis Hol is not supported. Hence, Hal is supported and there is a significant
difference in mean values of credibility of information available at selected five social media
platforms in influencing consumer decision- making process. It indicates that mean score of
credibility for at least one of the social media platform differs significantly from rest of the
platforms. Hence, for detailed analysis, post hoc paired comparison using Games- Howell‘s
test were conducted. Games-Howell‘s tests were conducted as it gives results that are more
accurate even when assumptions of normality of data distribution and homogeneity of group
variances are violated. Summary of the paired comparisons has been given in table.As is
evident from table pairwise comparison evidenced that information available at Facebook is
considered significantly less credible by consumers than information available at YouTube
(Mes - pyt= -.30, p<.05), Twitter (Ues - Urw= -.56, p<.05), Reviewer sites (Urs - Prs= -.53,
p<.05) and Blogs (rs - HeL= -.37, p<.05) in influencing consumer decision-making process.
Also, information available at YouTube is considered significantly less credible by consumers
for decision-making than information available at Twitter (Uyr - prw= -.26, p<.05) and
Reviewer sites (Uyt - PUrs= -.23, p<.05).

Summary of Post Hoc Paired Comparisons for Information Credibility Selected Social
Media Platforms Using Games-Howell Test

Multiple Pairwise Comparisons Using Games-Howell*s Test

Credibility (A) Credibility | Mean Difference (A-B) Std. |Sig.?@
(B) Error

Facebook YouTube -.30" 056 | .000

Twitter -.56" 055 |.000
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Reviewer sites -53" 061 |.000

Blogs -37° 060 |.000

YouTube Twitter -.26" 061 |.000

Reviewer sites -.23" 068 | .006

Blogs -.07 066 |.815

Twitter Reviewer sites .03 066 |.988

Blogs 19" 065 |.028

Reviewer sites Blogs 16 071 1.169
*. The mean difference is significant at the .05 level.

Source: Based on researcher‘s calculations from collected data

CONCLUSION

The study on the Impact of Strategic Cognitive Influence on Consumer Decision-Making
through Social Media: Role of Online Influencers and Consumer Behaviour highlight the
pivotal role that online influencers play in shaping modern consumer behaviour. The findings
demonstrate that strategic cognitive elements such as trust, credibility, emotional appeal, and
authenticity significantly affect how consumers perceive products and brands, ultimately
influencing their decision-making process.

Online influencers, through carefully curated content, act as intermediaries between
brands and consumers. Their ability to build strong emotional connections with their audience
enables them to persuade followers’ purchase intentions and behaviour. Influencers who
display credibility, transparency, and authenticity have a higher impact on consumer decision-
making, especially in terms of fostering brand loyalty and creating positive brand perceptions.
Consumers are more likely to engage with and trust influencers they feel emotionally
connected to, and this trust is a key factor driving purchasing decisions.

The study found that the emotional and psychological engagement with influencers

plays a central role in driving consumer decisions. Followers are not simply passive recipients
of marketing messages but active participants in a relationship-based exchange of values.
Consumers who trust influencers tend to show increased brand loyalty and are more inclined
to follow their product recommendations. Conversely, when influencers lack authenticity or
engage in overt promotional activities without genuine product endorsement, consumers show
skepticism, and their decision-making process is negatively impacted. The study uncovered
that the strategic cognitive influence employed by influencers, such as storytelling, personal
endorsements, and the effective use of social proof (e.g., reviews, likes, shares), boosts
consumer confidence and encourages purchases. Influencers, therefore, act not only as
marketers but as cognitive mediators who help consumers navigate the overwhelming variety
of choices in the digital marketplace.
Social media influencers possess a profound strategic cognitive influence over consumer
behaviour. Brands leveraging this relationship must ensure that their partnerships with
influencers are built on mutual authenticity and trust to maximize the positive influence on
consumer decisions. The role of online influencers in the modern digital age is indispensable,
and their influence is likely to continue growing as social media becomes an even more
integral part of consumer culture.
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