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Abstract 

Social media dominates modern marketing, yet many retail businesses struggle to 

integrate social media influence into their business marketing frameworks. This problem 

is important to retail marketing leaders because unsuccessful integration influence can 

weaken brand credibility and reduce revenue. Grounded in Cialdini’s theory of social 

influence and the electronic word-of-mouth model, the purpose of this qualitative 

pragmatic inquiry was to identify and explore effective strategies that retail industry 

marketing leaders on the East Coast of the United States used to integrate social media 

influencers. The participants were eight retail industry marketing leaders on the East 

Coast of the United States. Data were collected using semistructured interviews and 

publicly available documents. Thematic analysis revealed six key themes: (a) influencer 

integration strategies, (b) content creation process, (c) audience engagement, (d) brand 

alignment and authenticity, (d) return on investment, and (e) challenges faced and trend 

adaptation. A key recommendation is for marketing leaders to establish partnership 

frameworks emphasizing authenticity, measurable outcomes, and brand alignment. The 

implications for positive social change include the potential for underrepresented 

business owners to expand audience reach, build sustainable revenue, and contribute to 

economic growth.  
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Section 1: Foundation of the Study  

Background of the Problem 

Social media platforms have evolved into critical arenas for marketing and 

consumer engagement. Social media platforms are driven by social media influencers, 

who influence purchasing decisions through authority, knowledge, or relationships with 

their audience. Influencers are often seen as authentic and trustworthy, making them 

indispensable in modern marketing strategies (Babbie, 2020; Li et al., 2020). Despite 

their importance, many businesses struggle to integrate influencers effectively into their 

marketing frameworks, resulting in reduced consumer engagement, weakened brand 

loyalty, and diminished market competitiveness (Li et al., 2020). A common challenge 

lies in aligning influencer activities with overarching business goals, as misalignment can 

lead to campaigns that fail to resonate with target audiences (Hodkinson et al., 2021; Lou 

& Yuan, 2019). Additionally, the rapidly changing social media landscape and 

fluctuating influencer credibility can exacerbate these challenges, making it essential for 

businesses to adapt strategies to maintain engagement and relevance (Hudders & Lou, 

2022; Kim & Kim, 2022). Failing to do so can result in significant loss of brand visibility 

and market share (Li et al., 2020). Identifying and implementing effective strategies to 

integrate social media influencers is crucial for aligning influencer content with business 

objectives, maximizing marketing impact, and sustaining a competitive edge. This 

involves more than selecting the right influencers; it requires a cohesive strategy that 

aligns with branding and marketing goals while maintaining authenticity and engaging 

effectively with target audiences (Babbie, 2020; Li et al., 2020).  
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Business Problem Focus and Project Purpose 

The specific business problem is that some marketing leaders in the retail industry 

on the East Coast lack effective strategies to integrate social media influence into their 

business marketing frameworks. Therefore, the purpose of this qualitative pragmatic 

inquiry research project was to identify and explore the effective strategies that marketing 

leaders in the retail industry use to integrate social media influence into their business 

marketing frameworks. The target population comprises marketing leaders from East 

Coast retail establishments who have successfully integrated social media influencers into 

their marketing strategies. A purposive sampling strategy was used to recruit eight 

marketing leaders selected to ensure diverse perspectives and experiences, providing a 

comprehensive understanding of effective strategies to integrate social media influencers 

into their business marketing frameworks. Participants in this research project had to 

have substantial experience managing influencer marketing campaigns within retail 

settings, ensuring their insights are relevant and meaningful to the research objectives.  

The methodology chosen for this research project is qualitative. A qualitative 

methodology involves collecting and analyzing non-numerical data to explore and 

understand concepts, opinions, or experiences (Denzin & Lincoln, 2023; Flick, 2022). A 

qualitative methodology is appropriate for this research project because it enables an in-

depth examination of participants’ perspectives and lived experiences. The design for this 

research project is a pragmatic inquiry design, which addresses complex research 

questions and focuses on actionable outcomes (Lou & Yuan, 2019). The pragmatic 
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inquiry design is well-suited for this research project, emphasizing applicable research 

outcomes and practical applications.  

This project used open-ended questions for semistructured interviews with 

marketing leaders as primary data and publicly available documents on social media 

marketing policies as secondary data. The structured approach to analyzing the collected 

data was the thematic analysis method introduced by Roseveare (2023). This process 

included transcription, familiarization with the data, coding, developing themes, 

reviewing themes, defining and naming themes, and compiling the results into a write-up. 

The theoretical and conceptual foundations of this research project are anchored in two 

key areas: Cialdini’s (2001) theory of social influence, and the concept of electronic word 

of mouth (eWOM), introduced by Hennig-Thurau et al. in 2004. Cialdini’s theory 

explains how social media influencers influence people’s attitudes and actions. Cialdini’s 

theory guided the inquiry into influencers’ impact, while eWOM helped explore how 

digital dialogues and eWOM management influence consumer behavior. 

Project Research Question 

What effective strategies do retail industry marketing leaders use to integrate 

social media influence into their business marketing frameworks? 

Assumptions and Limitations 

Assumptions 

This study operated on several foundational assumptions within influencer 

marketing, mainly focusing on influencer authenticity, marketing strategy effectiveness, 

and the reliability of self-reported data. According to Adams and Lawrence (2019), 
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assumptions are unverified statements that researchers accept as proper to guide and 

frame their studies. These beliefs are foundational to validating the reasoning for 

conducting research and ensuring its feasibility (Babbie, 2020). For this research project, 

it was assumed that (a) participants would provide candid responses to all interview 

questions, which is critical for obtaining accurate and meaningful results; (b) participants 

possess substantial expertise in integrating social media influencers into marketing 

frameworks; and (c) participants represent the target population for this research, 

ensuring the findings’ relevance and applicability. 

Limitations 

In conducting this research project, several limitations, challenges, and barriers 

must be addressed. The limitations of a research project are factors outside the 

researcher’s control that may influence the results or generalizability of the findings 

(Arenas-Márquez et al., 2021). One limitation was access to participants, as marketing 

leaders in East Coast retail establishments who have successfully integrated social media 

influencers have demanding schedules and potential lack of time or interest (Ahmed et 

al., 2024). Another limitation was role separation, as maintaining objectivity as a 

researcher while interacting with participants may be difficult, requiring careful measures 

to avoid influencing their responses and to uphold data integrity (De Cicco et al., 2020). 

Further, instrumentation costs, such as fees for tools like transcription software or social 

media analytics platforms, could have created financial barriers, potentially impacting the 

research process. Finally, data interpretation presents a potential limitation since 

qualitative data is inherently complex and subjective, requiring careful attention to ensure 
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that the analysis and interpretation of participants’ experiences are credible and 

meaningful (Alcántara-Pilar et al., 2024). Addressing these limitations involved 

meticulous planning, ethical consideration, and transparency in reporting to uphold the 

research project’s credibility, reliability, and validity while contributing meaningful 

insights to social media marketing research. 

As the researcher, my role in the data collection involved designing and 

implementing a methodologically sound approach while safeguarding participants’ 

autonomy, privacy, and confidentiality. This included creating and adhering to an 

interview protocol, collecting qualitative data, and objectively analyzing participants’ 

responses. I was committed to maintaining impartiality and mitigating potential biases to 

uphold the validity and credibility of the findings (Creswell & Poth, 2018). While my 

expertise in business and entrepreneurship provides valuable contextual understanding, I 

managed this knowledge to ensure it did not influence the research process. 

Business Project Ethics 

In this qualitative research project, the researcher’s role was crucial in ensuring 

the ethical integrity of the data collection process. As the primary investigator, I was 

responsible for recruiting participants, obtaining informed consent, conducting 

interviews, ensuring confidentiality, and analyzing the data. Maintaining transparency 

and minimizing bias is essential, allowing participants to express their views freely 

without coercion or undue influence. The researcher must also be mindful of power 

dynamics, ensuring that participants feel comfortable and respected throughout the 

process (Creswell & Poth, 2018; Tracy, 2020). The relationship between the researcher 
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and the participants is built on trust, respect, and professional boundaries. As I examined 

business leaders’ marketing strategies, a clear, neutral stance must be maintained to avoid 

influencing responses. The participants are marketing leaders in the retail sector with 

relevant experience in influencer marketing. My background in business and marketing 

facilitated a shared understanding with the participants. However, it was essential to 

acknowledge any potential biases or preconceptions arising from this shared field of 

expertise (Patton, 2020). The connection with the participants also had to be built on 

confidentiality and voluntary participation, ensuring they understood their right to 

withdraw at any time without consequences. 

The research project adhered to established ethical standards for research with 

human participants, following the principles outlined in the Belmont Report, issued by the 

National Commission for the Protection of Human Subjects of Biomedical and 

Behavioral Research (1979). In line with best practices in qualitative research, 

participants were informed about the nature of the research project, their role, and the 

measures taken to protect their privacy and confidentiality (see Creswell, 2016). I 

employed member checking to ensure the accuracy and integrity of the data collected, 

allowing participants to review their interview transcriptions and provide clarifications or 

corrections as needed (Tracy,2020). Triangulation was also employed to enhance the 

validity and credibility of the findings by cross-referencing interview data with publicly 

available documents and reports (Hutchinson, 2025). By adhering to these ethical 

practices, I ensured that the data collection process is transparent, respectful, and 
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rigorous, allowing for reliable and trustworthy results that contribute meaningfully to the 

marketing field. 

The Belmont Report 

The ethical principles outlined in the Belmont Report—respect for persons, 

beneficence, and justice—served as the foundation for this research project (National 

Commission for the Protection of Human Subjects of Biomedical and Behavioral 

Research, 1979). To uphold respect for persons, informed consent was obtained from all 

participants, ensuring they fully understood the purpose of the research project, 

procedures, potential risks, and their rights. Participation was entirely voluntary, and 

individuals had the right to withdraw at any time without consequence. To adhere to the 

principle of beneficence, measures were implemented to minimize risks to participants 

while maximizing potential benefits. This included ensuring confidentiality by assigning 

pseudonyms, securely storing data, and limiting access to authorized personnel (Alkan & 

Ulas, 2023). Participants were not exposed to harm, and any potential risks were 

communicated during the informed consent process. To ensure justice, an equitable 

participant selection process was used, ensuring that all individuals meeting the project 

criteria had a fair opportunity to participate. Bias in recruitment was avoided, and no 

group was unfairly burdened or excluded from potential benefits (Kim & Kim, 2022). By 

strictly adhering to these ethical principles, participant welfare was protected, 

transparency in the research process was maintained, and the integrity of the research 

project was upheld. These measures aligned the research project with established ethical 

standards and promoted credibility and reliability in the findings (Dwivedi et al., 2021). 
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Institutional Review Board Expectations 

This research project adhered to Institutional Review Board (IRB) guidelines to 

ensure ethical practices, participant protection, and data security. The IRB approval 

number for this research project is 01-07-25-0359490. The following outlines the specific 

IRB expectations and procedures that were implemented to maintain the integrity and 

credibility of the research process. 

Procedures for Participant Withdrawal 

Participants could withdraw from the research project by notifying me via email 

or phone. Upon withdrawal, I immediately excluded their data from analysis and securely 

destroyed it. As Tanwar (2022) recommended, transparency in the withdrawal process is 

essential to maintain ethical integrity and participant trust. The informed consent form 

clearly stated this right, ensuring participants understood their freedom to discontinue 

participation without consequence. 

Protection of Participant Confidentiality 

Confidentiality was safeguarded through the following measures: 

• Pseudonyms replace participant names in all records and transcriptions to 

protect identities. 

• Identifiable information was stored separately from the data and encrypted to 

prevent unauthorized access. 

• Only I had access to the key pseudonyms linking to participant identities. 

• All data will be shared or published in aggregate to ensure individual 

identities remain confidential. (Kim & Kim, 2022) 
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These measures align with ethical standards for confidentiality, ensuring participants’ 

privacy is protected throughout the research process. 

Data Storage and Retention 

Data will be securely stored for 5 years by the IRB guidelines on password-

protected and encrypted devices. Physical documents were kept in a locked cabinet 

accessible only to me, after 5 years, all data will be permanently destroyed through the 

secure deletion of digital files and the shredding of physical documents.  

Evidence-Based Integrative Review 

This integrative review is organized into three comprehensive sections to analyze 

the integration of social media influencers into business marketing strategies. The first 

section establishes the conceptual framework, drawing upon Cialdini’s (2001) theory of 

social influence and Kalejahi et al.’s (2021) eWOM model. These theories provide 

foundational insights into how influencers shape consumer behavior and impact 

marketing outcomes through principles such as authority, reciprocity, and social proof 

(Kim & Kim, 2022; Lou & Yuan, 2019). This theoretical foundation highlights the 

psychological and behavioral mechanisms that drive influencer effectiveness, offering a 

structured approach to understanding how businesses can leverage influencers to enhance 

trust, engagement, and brand loyalty (Dwivedi et al., 2021; Hennig-Thurau et al., 2004). 

The second section synthesizes business scholarship evidence to contextualize the 

relevance of influencer marketing within the rapidly evolving digital landscape. Peer-

reviewed journals, industry reports, and seminal publications highlight key challenges, 

including aligning influencer activities with business goals, measuring return on 
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investment (ROI), and maintaining authenticity (Batra et al., 2022; Hodkinson et al., 

2021). The findings emphasize the urgency of addressing these issues to sustain 

competitive advantage, particularly on the East Coast retail market in the United States. 

The review also identifies significant gaps in existing research, such as limited studies on 

geographically specific influencer strategies and the role of emerging technologies in 

enhancing campaign effectiveness (Md. Nordin et al., 2021; Vrontis et al., 2021).  

The third section examines current themes in the literature, addressing practical 

considerations and emerging trends in influencer marketing. Strategic alignment remains 

critical, ensuring influencer activities resonate with brand values and target audiences. 

Trust-building, through authenticity and transparency, is vital for fostering long-term 

consumer relationships (Chopra et al., 2021; Hudders & Lou, 2022). Ethical 

considerations, including regulatory compliance and socially responsible practices, are 

examined to underscore their significance in fostering consumer trust and brand 

credibility (Cialdini, 2001; Dwivedi et al., 2021). To develop this review, a targeted 

literature search was conducted across significant databases, including Business Source 

Complete (EBSCOhost), JSTOR, ProQuest Business, Scopus, SAGE Journals, Walden 

University Library, and PsycINFO. Keywords such as social media influencers, 

influencer marketing strategies, brand alignment, digital marketing trends, and East 

Coast retail market guided the search to ensure a comprehensive exploration of the topic.  

Approximately 95% of the sources used in this review were peer-reviewed, with 

85% published within the last 4 years, highlighting the recency and reliability of the 

evidence presented. This strategic use of keywords and databases allowed for a robust 
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investigation into the challenges and opportunities surrounding the integration of 

influencers into marketing frameworks. The purpose of this qualitative pragmatic inquiry 

was to identify and explore effective strategies that retail industry marketing leaders used 

to integrate social media influence into their business marketing frameworks. This 

purpose aligned directly with the specific business problem, which identified that some 

retail industry marketing leaders lacked effective strategies for such integration. 

Conceptual Framework 

This qualitative pragmatic inquiry research project aimed to identify and explore 

the practical strategies that marketing leaders in the retail industry on the East Coast used 

to integrate social media influence into their business marketing frameworks. The 

exploration was guided by a composite conceptual framework comprising two theories: 

Cialdini’s (2001) theory of social influence and the eWOM model developed by Kalejahi 

et al. (2021). This composite framework provided a robust foundation for understanding 

how social media influencers shape consumer behavior and inform effective marketing 

strategies. Cialdini’s theory of social influence is used to examine how individuals are 

persuaded to change attitudes or behaviors based on key principles, including reciprocity, 

commitment and consistency, social proof, authority, liking, and scarcity. Since its 

introduction in 2001, the theory has been expanded and applied across multiple 

disciplines, including marketing, management, and digital communication. The 

progression of this theory reflects adaptations to the online environment, demonstrating 

how social cues and digital networks amplify the impact of persuasive messaging 

(Dwivedi et al., 2021; Lou & Yuan, 2019). In the context of this research project, 
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Cialdini’s theory provided a lens for analyzing how marketing leaders leverage influencer 

credibility and engagement tactics to drive consumer decisions.  

Current literature demonstrates its widespread application in social media 

marketing studies, showing that adherence to these principles increases audience trust, 

engagement, and purchase intention (Batra et al., 2022; Hodkinson et al., 2021). The 

eWOM model, introduced by Kalejahi et al. (2021), is used to explore how online 

consumer-generated content and peer-to-peer communication influence attitudes, 

perceptions, and purchasing behavior. Key constructs include source credibility, message 

valence, platform interactivity, and audience engagement metrics. Since its development, 

the eWOM model has evolved to incorporate social media analytics and influencer 

metrics, reflecting the dynamic nature of digital marketing. In this research project, the 

eWOM model was used to examine how retail marketing leaders interpret and apply 

consumer feedback, reviews, and engagement data to inform influencer strategies.  

Current applications in literature indicate that eWOM frameworks are critical for 

measuring campaign effectiveness, guiding content strategies, and optimizing influencer 

partnerships (Hudders & Lou, 2022; Kim & Kim, 2022). By combining these two 

theories, this composite conceptual framework allowed for a comprehensive 

understanding of both the psychological mechanisms of influence (Cialdini) and the 

behavioral outcomes of online interactions (eWOM). The integration of these 

frameworks supports the identification of effective influencer marketing strategies while 

highlighting the practical implications for retail leaders seeking to enhance engagement, 

trust, and brand loyalty. 
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Theory of Social Influence 

Robert B. Cialdini introduced the theory of social influence in 2001 through his 

seminal work, Influence: Science and Practice. Since its introduction, Cialdini’s 

principles have evolved to address contemporary digital contexts, particularly the role of 

social media in persuasion and influencer marketing. Researchers such as Hudders and 

Lou (2022) have extended these principles to online environments, emphasizing the 

importance of authenticity, transparency, and relatability in influencer campaigns. The 

theory provides a framework for understanding the psychological mechanisms that drive 

consumer decision-making and engagement in digital marketing contexts. 

Cialdini’s theory is grounded in six key principles of persuasion: 

1. Reciprocity: The obligation to return a favor, which can be leveraged when 

influencers provide value, such as exclusive tips or product discounts. 

2. Commitment and Consistency: The tendency to align actions with prior 

commitments, seen when consumers maintain loyalty to influencers or brands 

they have previously engaged with. 

3. Social Proof: The influence of observing others’ behaviors, particularly in 

uncertain situations, which occurs when influencers showcase products or 

services adopted by peers or followers. 

4. Authority: The impact of experts or authoritative figures applied when 

influencers position themselves as knowledgeable in a niche or industry. 

5. Liking: The preference to agree with people we like or relate to, evident when 

influencer personality or relatability drives audience engagement. 
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6. Scarcity: The perception that limited availability increases value, often used 

by influencers in timed offers or exclusive product releases (Cialdini, 2001). 

These principles help explain how influencers shape consumer behavior. For 

example, social proof is commonly leveraged when influencers highlight products 

endorsed or used by peers, while authority manifests when influencers are positioned as 

experts, enhancing perceived credibility (Kim & Kim, 2022). Analyzing these principles 

allows marketers to evaluate which strategies are effective and how they can be 

optimized to enhance consumer engagement, trust, and conversion rates.  

Cialdini’s principles continue to influence marketing research. Batra et al. (2022) 

demonstrated that influencer credibility, content quality, and engagement strategies align 

with these constructs to shape consumer intentions. Hudders and Lou (2022) highlighted 

the role of authenticity and transparency as extensions of these principles, reinforcing the 

relevance of Cialdini’s theory in modern social media marketing. Recent research also 

shows that while Cialdini’s principles remain foundational, the rapid evolution of digital 

platforms requires adaptations, such as incorporating metrics for online engagement and 

multi-platform influence, to understand influencer effectiveness fully (Dwivedi et al., 

2021; Lou & Yuan, 2019).  

While the theory provides a strong framework, limitations exist. For instance, 

Cialdini’s principles were developed in offline contexts, and some constructs may 

interact differently in digital environments. Additionally, individual differences among 

consumers, such as skepticism toward sponsored content, may moderate the effectiveness 

of certain principles, indicating areas for further research. This emphasizes the necessity 
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of combining Cialdini’s theory with complementary models, such as the eWOM 

framework, to analyze influencer marketing strategies in contemporary retail contexts 

comprehensively. 

The eWOM Model   

Kalejahi et al. (2021) developed the eWOM model to extend traditional word-of-

mouth theories into the digital age, emphasizing the amplified reach, speed, and impact of 

online consumer recommendations. The model highlights how peer-to-peer 

communication on social media platforms shapes consumer perceptions, attitudes, and 

purchase decisions. Alkan and Ulas (2023) further expanded the model by examining the 

relationship between influencer trustworthiness and consumer purchase intentions, 

underscoring the eWOM model’s continued relevance in modern influencer marketing. 

The eWOM model consists of several key dimensions that influence purchasing 

behavior: 

1. Content Quality: The relevance, clarity, and accuracy of shared information, 

which affects consumers’ confidence in making decisions. 

2. Credibility: The trustworthiness of the information source, including 

perceived expertise and reliability of influencers. 

3. Message Appeal: The combination of emotional and rational appeal in 

messages, which influences audience receptivity and engagement. 

4. Engagement: Audience interaction, including comments, shares, and likes, 

which reinforces message visibility and persuasiveness. 
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5. Social Dynamics: Peer recommendations, online reviews, and shared 

experiences that create social proof and influence consumer choices (Kalejahi 

et al., 2021). 

This model is critical for understanding how social media influencers affect 

purchasing decisions. By analyzing constructs such as credibility, message appeal, and 

engagement, this research project explored practical strategies for integrating influencers 

into retail marketing frameworks. The eWOM model provides insight into how influencer 

authenticity, trustworthiness, and audience interaction drive effective marketing 

outcomes (Batra et al., 2022; Hodkinson et al., 2021).  

Current literature demonstrates the widespread application of the eWOM model in 

digital marketing research. For example, Alkan and Ulas (2023) found that trust in social 

media positively correlates with purchase intentions, reinforcing the importance of 

credibility and authenticity. Hodkinson et al. (2021) highlighted that an influencer’s 

perceived social presence enhances audience engagement and purchasing behavior. 

Additional studies suggest that eWOM dynamics play a crucial role in shaping marketing 

campaigns that resonate with target audiences, optimizing content strategies, and 

fostering long-term consumer relationships (Dwivedi et al., 2021; Kim & Kim, 2022). 

The progression of the eWOM model reflects adaptation to emerging technologies and 

platforms. Initially focused on basic online reviews, the model now incorporates multi-

platform analytics, influencer reach metrics, and interactive engagement measures, 

reflecting the complexity of contemporary social media environments. Despite its 

robustness, limitations remain; for instance, eWOM effectiveness can vary depending on 
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audience demographics, platform norms, and cultural factors, suggesting areas where this 

research project can provide further insight. 

Integrative Conceptual and Theoretical Insights 

Integrating Cialdini’s (2001) theory of social influence with Kalejahi et al.’s 

(2021) eWOM model, the research project established a comprehensive framework for 

analyzing how marketing leaders incorporate social media influencers into their business 

strategies. This integration bridges the psychological principles of persuasion with the 

dynamics of digital word-of-mouth communication, providing a multi-layered 

perspective on influencer effectiveness in contemporary marketing contexts. According 

to Dwivedi et al. (2021), frameworks that combine cognitive and behavioral perspectives 

are essential for understanding the complexities of digital marketing and for developing 

strategies that enhance consumer engagement, trust, and brand loyalty.  The merger of 

these two theories allows for a critical examination of both individual-level psychological 

mechanisms and broader social communication processes. Cialdini’s principles, including 

reciprocity, social proof, and authority, explain why consumers are influenced by 

credible, likable, and persuasive individuals, while the eWOM model illustrates how 

online interactions, peer reviews, and shared experiences amplify these effects through 

digital platforms. This combination enables a deeper understanding of why certain 

influencer strategies resonate with audiences and how marketing leaders can leverage 

these insights to maximize campaign effectiveness. The combined framework also 

highlights the progression and adaptation of each theory. Cialdini’s theory, initially 

developed in offline contexts, has been adapted to address digital and social media 
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environments, emphasizing the importance of authenticity, transparency, and relatability 

in influencer marketing (Hudders & Lou, 2022; Kim & Kim, 2022). Similarly, the 

eWOM model has evolved from traditional word-of-mouth theory to incorporate metrics 

such as engagement, message appeal, content quality, and social dynamics, reflecting the 

fast-paced, interactive nature of social media marketing (Alkan & Ulas, 2023; Hodkinson 

et al., 2021). 

In practical terms, this integrated framework provides actionable guidance for 

retail marketing leaders. By understanding and applying Cialdini’s principles in 

combination with eWOM dynamics, leaders can design influencer campaigns that foster 

trust, enhance engagement, and influence purchasing behavior (Batra et al., 2022; Chopra 

et al., 2021). For example, marketing leaders can strategically select influencers whose 

credibility and social presence align with brand values, craft content with high emotional 

and informational appeal, and leverage peer recommendations to amplify campaign 

reach. These strategies directly address the identified business problem of insufficient 

integration of influencer marketing into retail business frameworks. From a theoretical 

perspective, combining these two frameworks contributes to the advancement of 

marketing theory by linking psychological principles of persuasion with measurable 

outcomes in online consumer behavior Chopra et al., 2021. It provides a foundation for 

understanding how influencers impact consumer decisions across multiple platforms, 

bridging the gap between theory and practice. Additionally, this integrated framework 

identifies areas for further research, such as examining how demographic factors, 
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platform characteristics, and cultural differences influence the effectiveness of influencer 

strategies, thereby addressing gaps in the current literature. 

Overall, the composite conceptual framework offers a multi-dimensional 

approach for both analyzing and implementing effective influencer marketing strategies. 

It emphasizes the importance of authenticity, credibility, engagement, and strategic 

content development while providing a robust lens for interpreting consumer behavior in 

digital contexts. By synthesizing Cialdini’s social influence principles with the eWOM 

model, the framework supports evidence-based decision-making for marketing leaders 

and advances the theoretical understanding of influencer effectiveness in the modern 

retail landscape (Batra et al., 2022; Chopra et al., 2021; Dwivedi et al., 2021). 

Business Problem Scholarship Evidence 

Integrating social media influencers into business marketing frameworks presents 

a significant and contemporary challenge for organizations, particularly in the retail 

sector (Purchase & Volery, 2020). Influencer marketing has revolutionized traditional 

marketing strategies, offering innovative opportunities to boost brand visibility, consumer 

engagement, and brand loyalty. However, effective implementation is complex, requiring 

the careful selection of influencers who align with organizational values, the development 

of engaging content strategies, and systematic measurement of return on investment 

(ROI) and campaign effectiveness (Dwivedi et al., 2021; Kapoor & Banerjee, 2023). 

Recent scholarship underscores the critical role of influencer credibility and audience 

trust in determining campaign success. For example, Batra et al. (2022) found that 

authenticity and transparency in influencer content significantly influence consumer 
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purchase intentions. Similarly, Hodkinson et al. (2021) highlighted that engagement 

metrics, such as likes, comments, and shares, are key indicators of campaign impact, 

demonstrating the need for marketing leaders to strategically monitor and respond to 

audience interactions. 

The urgency of this business problem is further emphasized by the dynamic and 

rapidly evolving digital landscape. Social media platforms continue to introduce new 

features and algorithms, altering content visibility and engagement patterns (Dwivedi et 

al., 2021; Kim & Kim, 2022). Retail organizations that failed to adapt risk diminished 

brand visibility, reduced consumer trust, and lost competitive advantage. Government 

and industry reports also emphasize the strategic importance of digital marketing and 

influencer engagement, highlighting the necessity for evidence-based strategies to 

optimize marketing outcomes (Purchase & Volery, 2020; Shopify, 2024). Critically, the 

literature reveals gaps that this research project addresses. While numerous studies 

examine influencer marketing broadly, few provide practical frameworks that link 

psychological principles of persuasion with digital word-of-mouth dynamics to guide 

retail marketing leaders. By integrating Cialdini’s (2001) theory of social influence with 

the eWOM model (Kalejahi et al., 2021), this research project offers an actionable 

framework that addresses these gaps, providing both scholarly and practical contributions 

to the field of digital marketing. 

The Growing Impact of Influencer Marketing 

Influencer marketing transformed how businesses engaged with consumers, 

offering personalized and impactful channels that traditional advertising often could not 
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achieve.  Batra et al. (2022) found that influencers significantly shaped consumer 

purchasing decisions through social proof and credibility. Purchase and Volery (2020) 

demonstrated that these qualities made influencers essential to modern marketing 

strategies, particularly for brands aiming to build trust and foster consumer loyalty. Lou 

and Yuan (2019) argued that perceived insincerity or excessive commercialization could 

erode consumer trust, undermining campaign effectiveness. The Federal Trade 

Commission (2021) required clear disclosure of sponsored content to maintain 

transparency and protect consumers. Shahzad et al. (2023) highlighted that regulatory 

compliance and strategic alignment were critical for successful influencer campaigns. 

These studies collectively illustrated that influencer marketing, while offering substantial 

opportunities for engagement and visibility, posed significant challenges for businesses 

attempting to maintain credibility and achieve measurable outcomes. 

 The evidence indicated that alignment between influencer characteristics, brand 

values, and audience expectations was crucial to campaign success. Regulatory mandates, 

such as FTC disclosure rules, added complexity but also reinforced the importance of 

transparency, which directly affected consumer trust and engagement. This analysis 

emphasized the urgency of adopting evidence-based strategies when integrating 

influencers into marketing frameworks. Understanding these dynamics provided the 

foundation for examining practical strategies that marketing leaders employed in this 

research project. The discussion of the growing impact of influencer marketing naturally 

leads to the specific business problem of insufficient integration strategies and their 

implications for retail marketing leaders. 
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Measuring ROI and Campaign Effectiveness 

Measuring the return on investment (ROI) for influencer marketing campaigns 

remains one of the most critical challenges businesses face. Traditional metrics, such as 

likes, shares, and comments, often fail to capture the broader impact of influencer efforts 

on consumer behavior and sales. Alkan and Ulas (2023) emphasize the importance of 

integrating electronic word-of-mouth (eWOM) metrics, including audience engagement, 

trust, and credibility, to assess the success of influencer strategies. These advanced 

metrics extend beyond quantitative data to assess the quality and depth of consumer 

interactions, offering a more comprehensive view of campaign performance. Kalejahi et 

al. (2021) highlighted that appeal and relevance of content are also crucial factors in 

determining campaign outcomes. High-quality, authentic content resonates more 

effectively with audiences, driving meaningful engagement and amplifying ROI. 

However, fraudulent practices, such as fake followers and artificial engagement, continue 

to mislead businesses and skew campaign evaluations (Vrontis et al., 2021). To address 

these challenges, organizations must develop standardized evaluation frameworks that 

combine traditional metrics with qualitative insights, ensuring their marketing 

investments are both strategic and practical. 

Trust and Authenticity in Influencer Partnerships 

Trust and authenticity are foundational to the success of influencer marketing. 

Consumers increasingly gravitate toward influencers perceived as genuine, relatable, and 

transparent. Kim and Kim (2022) debated that consumers’ trust in influencers 

significantly influences purchasing decisions and fosters brand loyalty. This trust is built 
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through consistent, authentic content that resonates with the audience, making influencers 

valuable intermediaries between brands and their target markets (Rajput & Gandhi, 

2024). Maintaining authenticity while ensuring alignment with brand messaging is a 

delicate balance. Overly branded or scripted content can diminish an influencer’s 

credibility, leading to skepticism and disengagement from their audience. Chopra et al. 

(2021) emphasize the importance of allowing influencers creative freedom to deliver 

brand messages in their unique style, preserving relatability and authenticity. To 

maximize the effectiveness of these partnerships, businesses must prioritize genuine 

relationships with influencers, ensuring shared values and fostering trust that translates 

into stronger consumer engagement and campaign success. 

Regulatory and Industry Perspectives 

The regulatory environment surrounding influencer marketing has significantly 

influenced marketing practices, affecting both implementation and effectiveness. The 

Federal Trade Commission (FTC, 2021) mandated that influencers disclose sponsored 

content to ensure transparency and protect consumer trust. These guidelines are aimed at 

preventing deceptive practices while fostering ethical marketing standards, reinforcing 

the need for businesses to balance persuasive marketing strategies with legal compliance. 

Compliance with these regulations introduced complexities for businesses managing 

influencer partnerships, requiring strategic oversight to maintain authenticity while 

adhering to legal requirements. Dwivedi et al. (2021) noted that brands associated with 

misleading or noncompliant campaigns faced public backlash, which could erode 

consumer trust and undermine overall marketing effectiveness. Similarly, Batra et al. 
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(2022) highlighted that ineffective regulatory adherence could negatively impact brand 

credibility, demonstrating the importance of integrating ethical considerations into 

campaign planning.  

To navigate this regulatory landscape, businesses established formal guidelines 

for influencer collaborations and implemented proactive measures, such as training 

influencers on compliance, monitoring content for adherence, and auditing campaigns 

post-publication. Research indicated that such strategies not only minimized legal risk but 

also enhanced perceived transparency and trustworthiness among consumers (Kim & 

Kim, 2022; Lou & Yuan, 2019). Industry reports further suggested that organizations 

prioritizing ethical marketing practices experienced higher engagement and loyalty, 

reinforcing the strategic value of compliance beyond risk mitigation (Shahzad et al., 

2023). By emphasizing transparency, ethical practices, and regulatory adherence, retail 

businesses strengthened consumer trust and enhanced the effectiveness of influencer 

marketing campaigns. Integrating these regulatory considerations into strategic planning 

allowed marketing leaders to optimize influencer collaborations while safeguarding brand 

reputation, ensuring that campaigns were both legally compliant and persuasive in 

driving consumer behavior. 

Evidence of a Current Business Problem 

The challenges associated with integrating social media influencers into 

marketing frameworks were widely acknowledged across scholarly, governmental, and 

industry sources, confirming this as a current and significant business problem. As digital 

platforms grew in influence, marketing leaders faced mounting pressure to align 
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influencer activities with strategic objectives, effectively measure campaign outcomes, 

and maintain trust in a highly regulated environment (Santiago & Castelo, 2020). Alkan 

and Ulas (2023) emphasized the need for metrics that assessed audience engagement and 

trust to address gaps in ROI evaluation. Without these tools, businesses risked 

misallocating resources and failing to achieve desired outcomes. In addition, maintaining 

authenticity and trust remained a hurdle, as Kim and Kim (2022) highlighted the potential 

for insincerity in overly branded campaigns, which could erode consumer confidence. 

Compliance with FTC regulations also added complexity to managing influencer 

partnerships, requiring careful navigation to avoid reputational and financial risks (FTC, 

2021). These challenges stressed the need for innovative, evidence-based strategies to 

optimize influencer marketing and sustain competitive advantage in the marketplace. 

Integrating social media influencers into marketing frameworks was a multifaceted 

challenge with significant implications for retail businesses. Insights from academic 

research, government regulations, and industry practices highlighted the complexities of 

aligning influencer activities with strategic objectives, maintaining trust and authenticity, 

and navigating regulatory requirements. By adopting evidence-based strategies, 

businesses could enhance marketing effectiveness, foster consumer trust, and maintain a 

competitive edge in an increasingly digital marketplace (Odoom, 2023). 

Business Topic Scholarship 

Integrating social media influencers into marketing frameworks is not just a trend 

but a strategic necessity in the digital-first business environment (Odoom, 2023). 

Influencer marketing has become a critical tool for retail businesses to enhance brand 
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visibility, foster consumer engagement, and build long-term loyalty. This section 

analyzes and synthesizes current literature on key themes relevant to optimizing 

influencer marketing strategies, providing both theoretical and practical insights for retail 

marketing leaders. One primary focus is the strategic role of influencer marketing in 

contemporary digital commerce. Studies have demonstrated that influencers serve as 

intermediaries between brands and consumers, translating brand messages into relatable 

content and creating meaningful engagement (Batra et al., 2022; Hodkinson et al., 2021).  

The literature highlights that the credibility, relatability, and authenticity of 

influencers significantly impact consumer trust and purchasing intentions, emphasizing 

the importance of strategic selection and alignment with brand values (Kim & Kim, 2022; 

Lou & Yuan, 2019). Another critical theme is measuring return on investment (ROI) and 

campaign effectiveness. Scholars have pointed out that while influencer marketing can 

drive substantial engagement, assessing outcomes requires robust metrics that account for 

both quantitative performance indicators (e.g., clicks, conversions, reach) and qualitative 

factors such as consumer sentiment and brand perception (Alkan & Ulas, 2023; Batra et 

al., 2022). Without these metrics, businesses risk misallocating resources and failing to 

achieve desired marketing outcomes. Regulatory and ethical considerations also feature 

prominently in literature. Compliance with disclosure requirements, such as those 

mandated by the Federal Trade Commission (FTC, 2021), ensures transparency and 

protects both consumers and brands. Scholars have highlighted that failure to adhere to 

ethical standards can erode trust and reduce the effectiveness of influencer campaigns 

(Kim & Kim, 2022; Shahzad et al., 2023).  
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Ultimately, the literature identifies future trends that will shape influencer 

marketing in the retail industry. These include the rise of micro- and nano-influencers, 

increased use of social commerce features, and evolving consumer expectations around 

authenticity and personalized engagement (Dwivedi et al., 2021; Kapoor & Banerjee, 

2023). Understanding these trends allows marketing leaders to anticipate changes, adapt 

strategies, and maintain competitive advantage in a rapidly evolving digital landscape. By 

synthesizing these themes, this section establishes a foundation for understanding the 

strategic importance, challenges, and best practices of influencer marketing, providing 

both scholarly insight and practical guidance for retail businesses seeking to optimize 

their social media strategies. 

Influencer Marketing as a Strategic Asset 

Influencer marketing has evolved from a supplemental tactic to a core business 

strategy, pivotal in helping brands foster consumer connections and loyalty. Dwivedi et 

al. (2021) noted that influencers acted as intermediaries, providing relatable content that 

bridged brands and their audiences. This role was particularly impactful in industries 

where personal recommendations, such as retail, beauty, and technology, drove 

purchasing decisions. Social media amplified influencers’ ability to reach niche 

audiences, enabling more targeted campaigns. Research suggested that influencer 

marketing generated higher engagement than traditional advertising, largely due to the 

perceived trustworthiness of influencers (Kim & Kim, 2022). This capacity to foster 

consumer engagement emphasized the strategic importance of influencers in enhancing 

brand visibility and driving sales.  
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However, strategic implementation posed challenges. Alkan and Ulas (2023) 

emphasized the importance of aligning influencer partnerships with clear business goals 

to avoid ineffective campaigns. Selecting influencers whose audience demographics and 

values aligned with the brand’s objectives was critical for success (Lou & Yuan, 2019). 

Additionally, establishing measurable campaign goals, such as engagement or conversion 

metrics, ensured alignment with broader marketing strategies (Vrontis et al., 2021). 

Long-term collaborations offered added value by building trust and authenticity. 

Sustained partnerships positioned influencers as brand ambassadors, reinforcing 

credibility over time (Dwivedi et al., 2021). Conversely, poorly managed partnerships 

could result in reputational risks, which were mitigated through transparent 

communication and careful monitoring, strengthening the overall value of influencer 

marketing (Chopra et al., 2021). 

Trust and Authenticity in Consumer Perceptions 

Trust is foundational to influencer marketing’s success, influencing consumer 

behavior and brand loyalty. Consumers increasingly prioritize authenticity in brand 

interactions, often relying on influencers as trusted sources (Lou & Yuan, 2019). They 

highlight that influencers perceived as genuine have significant sway over purchasing 

decisions, with trust rooted in alignment between influencer content and brand values. 

The growing emphasis on authenticity has transformed how brands approach 

collaborations. Younger demographics, mainly Gen Z and Millennials, are adept at 

identifying insincerity in marketing. Authentic influencers who share personal stories and 
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engage meaningfully with their audiences tend to cultivate longer relationships, 

benefiting their partnered brands (Dwivedi et al., 2021). 

Conversely, balancing authenticity with brand messaging is challenging. Chopra 

et al. (2021) caution against overly commercialized campaigns, which can erode 

consumer trust. Allowing influencers creative freedom to communicate brand values in 

their unique voice fosters genuine connections while maintaining alignment with business 

goals. Transparency in collaborations, including compliance with Federal Trade 

Commission (FTC) guidelines on sponsorship disclosure, further strengthens trust (FTC, 

2021). By ensuring transparency, brands adhere to ethical standards and build consumer 

confidence in their practices. Sustained partnerships enhance trust and authenticity by 

creating consistency in messaging. Repeated collaborations reassure audiences of the 

brand’s credibility and commitment to shared values (Chopra et al., 2021). Long-term 

partnerships enable influencers to become brand ambassadors, effectively embedding the 

brand into their narrative and enhancing audience perceptions of authenticity. High-

quality, relatable content from trusted influencers resonates more effectively with 

consumers than overtly promotional material (Lou & Yuan, 2019). Authenticity extends 

to the influencers’ alignment with societal and cultural values. Consumers are 

increasingly favoring influencers and brands that demonstrate inclusivity, sustainability, 

and ethical practices. According to Vrontis et al. (2021), campaigns emphasizing shared 

values and social responsibility foster deeper connections with audiences. For example, 

influencers who advocate for environmental awareness or promote diverse representation 

tend to build stronger, more loyal communities, reflecting positively on partnered brands. 
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Leveraging data analytics can further enhance trust-building efforts by providing insights 

into audience preferences and engagement patterns. Advanced tools allow brands to 

assess the authenticity of influencer-audience interactions, ensuring that partnerships 

align with consumer expectations.  

As Dwivedi et al. (2021) note, understanding the nuances of these interactions 

enables brands to develop more tailored and impactful campaigns, solidifying trust and 

authenticity in their marketing strategies. Trust and authenticity are critical to influencer 

marketing’s success. By prioritizing transparency, fostering long-term collaborations, and 

aligning with societal values, brands can strengthen consumer relationships and enhance 

the effectiveness of their campaigns. These strategies ensure that influencer marketing 

remains a credible and impactful tool in a competitive digital landscape. 

Measuring ROI and Campaign Effectiveness 

Measuring an influencer’s marketing return on investment (ROI) is challenging 

for businesses. Traditional metrics, such as likes, shares, and comments, provide surface-

level insights but fail to capture the broader impact on brand visibility, consumer 

behavior, and sales. Advanced metrics, such as electronic word-of-mouth (eWOM), 

provide deeper insights into consumer engagement and trust. Alkan and Ulas (2023) 

argue that eWOM metrics better reflect how influencer campaigns influence purchasing 

decisions and foster long-term brand loyalty. Fraudulent practices, including fake 

followers and bots, distort metrics and mislead businesses about campaign effectiveness. 

Vrontis et al. (2021) emphasize the need for tools that detect anomalies and ensure 

accurate evaluations. Data analytics platforms identify unusual engagement spikes 
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unrelated to organic growth. Machine learning technologies further enhance reliability by 

analyzing patterns and predicting campaign success (Kalejahi et al., 2021). 

Connecting influencer campaigns to tangible outcomes, such as sales or lead 

generation, requires trackable links and discount codes. These tools bridge the gap 

between online engagement and offline actions, enabling businesses to attribute outcomes 

directly to influencers ‘efforts. Alkan and Ulas (2023) highlight the necessity of 

integrating such mechanisms for apparent campaign effectiveness. Combining 

quantitative metrics, such as click-through and conversion rates, with qualitative insights, 

including consumer sentiment and brand perception, provides a nuanced understanding of 

audience responses. Dwivedi et al. (2021) stressed the importance of social listening tools 

and consumer surveys to complement quantitative analysis. Technological advancements 

further enhance ROI measurement. Artificial intelligence (AI) and machine learning 

analyze large datasets to identify key performance indicators (KPIs) that predict success 

and forecast outcomes.  Blockchain technology enhances transparency by verifying 

influencer metrics and addressing fraudulent practices, boosting confidence in ROI 

assessments. Measuring ROI in influencer marketing requires advanced analytics, 

qualitative insights, and innovative technologies (Shamim et al., 2024). Addressing 

fraudulent practices and standardizing measurement frameworks will empower 

businesses to optimize marketing investments. As technologies evolve, ROI measurement 

will become more precise, enabling brands to maximize influencer marketing strategies. 
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Regulatory and Ethical Considerations 

Regulatory frameworks are integral to promoting transparency and accountability 

in influencer marketing. The Federal Trade Commission (FTC) mandates clear 

disclosures of sponsored content to help consumers differentiate between organic content 

and paid promotions (FTC, 2021). These requirements protect consumers from deceptive 

practices while fostering trust in the digital marketing ecosystem. However, non-

compliance with these regulations can have significant legal and reputational 

consequences. As Dwivedi et al. (2021) highlight, misleading campaigns erode consumer 

trust and harm the credibility of influencers and brands involved, potentially jeopardizing 

long-term business success. Ethical considerations in influencer marketing extend beyond 

meeting regulatory requirements to encompass broader societal values. Inclusivity, 

authenticity, and promoting realistic lifestyles are increasingly important to modern 

consumers. Kim and Kim (2022) emphasize that brands that prioritize ethical practices 

and foster genuine collaborations build stronger consumer trust and loyalty. For instance, 

campaigns aligned with corporate social responsibility (CSR) values, such as promoting 

sustainability or advocating for social causes, resonate more deeply with audiences. 

Transparent communication about sponsorships and partnerships enhances credibility and 

reinforces the brand’s commitment to ethical standards (Vrontis et al., 2021). To ensure 

compliance and ethical integrity, businesses must adopt proactive measures, including 

ongoing monitoring of influencer campaigns and leveraging advanced technologies. AI-

powered analytics platforms can identify potential compliance risks and ensure that 

sponsored content adheres to FTC guidelines. Dwivedi et al. (2021) advocate using such 
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technologies to mitigate the risks associated with ethical lapses and enhance the overall 

effectiveness of influencer marketing strategies.  Additionally, brands should provide 

guidelines and training to influencers about disclosure requirements and ethical content 

creation, fostering a shared responsibility for maintaining transparency and trust (Rajput 

& Gandhi, 2024). The rise of socially conscious consumers further stresses the 

importance of ethical marketing practices. Audiences are increasingly scrutinizing the 

alignment between brand values and the influencers they collaborate with. Ethical lapses, 

such as promoting unrealistic beauty standards or endorsing unverified products, can lead 

to public backlash and diminished consumer engagement. Chopra et al. (2021) state that 

businesses must carefully vet influencers to ensure alignment with their values and the 

expectations of their target audience.  

Regulatory and ethical considerations are critical to successfully influencing 

marketing strategies. Adherence to FTC guidelines and a commitment to ethical 

practices, such as inclusivity and transparency, enhance credibility and foster consumer 

trust. By proactively addressing these considerations and leveraging technology for 

compliance, businesses can mitigate risks, uphold their reputation, and achieve sustained 

success in the competitive digital marketing landscape. 

Future Trends and Innovations in Influencer Marketing 

Emerging technologies and shifting consumer preferences are profoundly 

reshaping the influencer marketing landscape. Artificial intelligence (AI) and machine 

learning are revolutionizing how brands select influencers and optimize campaigns, 

enabling more precise targeting and improved prediction of campaign outcomes (Vrontis 
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et al., 2021). These technologies allow businesses to analyze vast datasets, identify key 

performance indicators (KPIs), and forecast trends, resulting in more effective and 

efficient influencer strategies. Additionally, AI-driven tools facilitate better audience 

analysis, ensuring that influencer partnerships align with brand objectives and target 

demographics. Interactive formats like augmented reality (AR) and live streaming are 

becoming increasingly popular. They offer immersive experiences that deepen consumer 

engagement. Kim and Kim (2022) emphasize that these formats allow influencers to 

connect with audiences in real time, fostering a sense of authenticity and immediacy. AR 

features, for instance, enable virtual product trials, while live streams create opportunities 

for interactive discussions and real-time product demonstrations, enhancing consumer 

trust and brand visibility. The rise of micro-influencers further exemplifies the evolving 

dynamics of influencer marketing. Micro-influencers, typically those with smaller but 

highly engaged audiences, are gaining prominence due to their cost-effectiveness and 

strong connections with their audience. Chopra et al. (2021) argue that these influencers 

often achieve higher engagement rates and deeper trust within niche communities, 

making them ideal for targeted campaigns. Their relatability and authenticity resonate 

with modern consumers, who increasingly value genuine and personalized interactions 

over celebrity endorsements. Data analytics and AI-driven predictive tools are also 

enhancing campaign adaptability. Vrontis et al. (2021) focus on how these tools enable 

brands to monitor real-time campaign performance, identify emerging trends, and 

proactively refine strategies. By leveraging predictive analytics, businesses can anticipate 
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shifts in consumer behavior and adjust their influencer collaborations to maintain 

relevance and effectiveness.  

As consumer expectations evolve, value-driven campaigns promoting 

sustainability and inclusivity are essential to successful influencer marketing. 

Collaborating with influencers who embody these values aligns brands with audience 

preferences and fosters long-term loyalty. Kim and Kim (2022) note that such campaigns 

enhance brand image and create positive associations, positioning businesses as socially 

responsible and forward-thinking. The future of influencer marketing lies in embracing 

advanced technologies, interactive content formats, and value-driven strategies. By 

integrating AI, AR, and data-driven insights, businesses can create impactful and 

adaptive campaigns that resonate with modern consumers. Focusing on authenticity, 

inclusivity, and sustainability will strengthen brand-consumer relationships, ensuring 

long-term success in an ever-evolving digital marketplace. 

Synthesis and Relevance to the Business Problem 

Synthesis and Relevance to the Business Problem. The literature highlights key 

themes, including strategic alignment, trust-building, accurate ROI measurement, 

regulatory compliance, and innovations essential for optimizing influencer marketing 

strategies. Strategic alignment ensures partnerships resonate with target audiences and 

reinforce brand identity (Lou & Yuan, 2019). Building trust through authenticity 

strengthens consumer relationships and enhances marketing performance (Kim & 

Kim,2022). Accurate ROI measurement and adherence to ethical standards bolster 

campaign credibility and effectiveness (FTC, 2021). Innovation, driven by emerging 
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technologies and evolving consumer preferences, positions businesses to navigate the 

competitive digital landscape successfully (Vrontis et al., 2021).  

By integrating these strategies, organizations can maximize the effectiveness of 

influencer marketing, achieve measurable outcomes, and foster long-term growth. In 

addition to these critical themes, strategic planning addresses demographic-specific 

challenges within influencer marketing. Different audience segments, such as Gen Z and 

Millennials, respond uniquely to influencer content. This highlights the need for targeted 

messaging and precise alignment between influencers and brand goals. Kim and Kim 

(2022) emphasize that campaigns leveraging data analytics to understand audience 

preferences, improve engagement, and enhance marketing effectiveness by addressing 

the specific needs of each demographic.  

The importance of continuous learning and adaptation in the rapidly evolving 

digital marketing landscape cannot be overstated. As evolving platforms and content 

formats emerge, businesses must remain agile in their strategies to capitalize on these 

innovations. Vrontis et al. (2021) stress the potential of artificial intelligence and machine 

learning to refine influencer selection, predict campaign outcomes, and ensure optimal 

resource allocation. By fostering a culture of adaptability and innovation, organizations 

can remain competitive and effectively leverage influencer marketing to achieve 

sustained growth. 

Summary 

Integrating social media influencers into business marketing frameworks is a 

critical strategy for retail industry marketing leaders on the East Coast of the United 
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States who seek to enhance engagement and brand outcomes (Kothari et al., 2025). 

Strategic alignment between influencer activities and business objectives ensures 

campaigns resonate with target audiences while fostering trust and authenticity, which 

contributes to consumer loyalty (Kim & Kim, 2022). Effective measurement of ROI and 

adherence to ethical standards support informed decision-making and maintain credibility 

in digital marketing practices (Vrontis et al., 2021). This section lays the foundation for 

the research project by examining the practical strategies that marketing leaders 

employed to integrate influencer activities into their business marketing frameworks. 

Guided by a composite conceptual framework combining Cialdini’s (2001) theory of 

social influence and Kalejahi et al.’s (2021) eWOM model, the project explored how 

influencers impact consumer behavior and marketing effectiveness. Key assumptions 

included participants’ expertise and the authenticity of influencer engagements, while 

limitations related to participant access, financial constraints, and potential data 

interpretation challenges (Wenting et al.,2024). Ethical principles outlined in The 

Belmont Report were applied to ensure confidentiality, autonomy, and data integrity. A 

systematic synthesis of relevant literature emphasized the importance of aligning 

influencer strategies with organizational objectives, maintaining trust and credibility, and 

utilizing evidence-based approaches to enhance marketing effectiveness. This integrated 

approach positioned the project to address the specific business problem and provide 

actionable insights for retail marketing leaders seeking to leverage social media 

influencers to enhance engagement, foster brand loyalty, and achieve measurable 

marketing outcomes.  
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Section 2: Primary and Secondary Industry Data Analysis 

Nature of Project 

This research project employs a qualitative methodology, which is well-suited for 

exploring complex social phenomena such as the integration of social media influencers 

into business marketing frameworks (Arenas-Márquez et al., 2021). Qualitative inquiry 

allows for in-depth exploration of participants’ experiences, perspectives, and strategies, 

rather than focusing solely on measurable variables. A pragmatic inquiry design was 

selected to guide the study, emphasizing actionable outcomes and practical solutions 

applicable to real-world marketing contexts (Patton, 2020; Tracy, 2020). By combining 

qualitative methodology with a pragmatic design, the study was positioned to uncover 

meaningful insights into effective influencer integration strategies while providing 

recommendations that retail marketing leaders can implement. 

Method and Design 

The qualitative methodology was selected for this research project because it 

allows for an in-depth exploration of complex social phenomena, such as influencer 

marketing, where attitudes, behaviors, and strategies collectively shape outcomes 

(Arenas-Márquez et al., 2021). This approach is appropriate for this study because it 

emphasizes understanding participants’ experiences and strategies rather than merely 

measuring predefined variables. Unlike quantitative studies that focus on statistical 

relationships, qualitative research is used to examine meaning, context, and process 

through detailed participant narratives, providing rich insights into effective influencer 

integration strategies. 
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A pragmatic inquiry design was chosen to guide this research. Pragmatic inquiry 

emphasizes actionable outcomes, practical solutions, and the real-world applicability of 

findings, making it well-suited for investigating marketing strategies in dynamic business 

contexts (Patton, 2020; Tracy, 2020). This design allowed me to explore participants 

lived experiences while identifying strategies that retail marketing leaders can implement 

to enhance engagement, brand loyalty, and measurable outcomes in influencer campaigns 

Reliability  

To ensure reliability and credibility in data collection, this research project 

employed several well-established qualitative techniques. Data saturation was achieved 

by conducting interviews until no new themes or insights emerged, consistent with best 

practices in qualitative research (see Bouncken et al., 2025; Naeem et al.,2024). All 

transcripts were uploaded into NVivo to facilitate systematic coding and iterative 

analysis. After each interview, transcripts were reviewed and coded, and subsequent 

interviews were compared to identify novel information. Once consecutive interviews 

yielded no additional themes, data saturation was achieved, ensuring comprehensive 

coverage of perspectives regarding the integration of social media influencers into retail 

marketing frameworks. 

Member checking involved sending each participant their interview transcript via 

email for review and verification. Participants were asked to confirm the accuracy of their 

statements, clarify any ambiguities, and provide additional context as needed (see Schafer 

& Phillippi, 2025). All participants returned their feedback within a few weeks, ensuring 

timely confirmation and supporting the credibility and trustworthiness of the data. This 
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process enhanced the accuracy of the findings by confirming that the results reflected 

participants’ intended meanings. Triangulation was conducted by comparing interview 

responses with publicly available marketing documents, including press releases, social 

media posts, and company reports. Data triangulation was facilitated using NVivo, which 

allowed systematic organization, coding, and cross-comparison of both interview and 

document data (see Creswell & Poth, 2018; Patton, 2015). This process strengthened 

reliability by validating information across multiple sources and reducing the potential 

for bias. By examining diverse data sources, the research project ensured that the results 

provided a trustworthy (see Alkan&Ulas,2023) and accurate representation of marketing 

leaders’ strategies for integrating influencers. 

Population, Sampling, and Participants 

The population for this research project consisted of retail industry marketing 

leaders on the East Coast of the United States who had experience implementing 

effective strategies to integrate social media influence into their business marketing 

frameworks. Eligibility criteria required participants to hold a marketing leadership or 

managerial role and to have direct experience in designing and executing influencer 

marketing strategies aligned with organizational objectives (Hennink & Kaiser, 2022). 

This alignment ensured that participants could provide meaningful insights relevant to the 

project’s purpose and research questions (Bouncken et al., 2025). A purposive sampling 

approach was employed to select participants who could provide rich and relevant data 

regarding practical strategies for influencer integration (Ancillai et al., 2019). Eight 

marketing leaders were chosen, representing diverse retail sectors and company sizes, to 
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capture a range of perspectives while remaining consistent with the project purpose. Each 

participant had demonstrable experience managing influencer collaborations, allowing 

the project to explore real-world practices and decision-making processes in the 

integration of social media influencers. This approach ensured that the data collected 

were credible, relevant, and reflective of best practices in influencer marketing within the 

retail industry. By selecting participants with direct experience and expertise, the research 

project was able to generate actionable insights that align with the research project’s 

objectives and contribute to understanding effective strategies for integrating social 

media influence into business marketing frameworks. 

Strategies for Gaining Access to Participants 

Participants were identified through professional networks such as LinkedIn, 

engagement with marketing associations, and snowball sampling (Alkan & Ulas, 2023). 

Strategies for Developing Relationships with Participants 

Building trust was prioritized through transparent communication about 

confidentiality, voluntary participation, and flexible scheduling (Tracy, 2020).  

Sampling Method Justification 

Purposive and supplemental snowball sampling were employed to recruit 

participants with relevant expertise (Campbell et al., 2020). 

Justification for the Number of Participants 

The final sample consisted of eight participants, aligning with qualitative data 

saturation standards (Rahimi & Khatooni, 2024). 
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Data Saturation Strategy 

Interviews were conducted with eight retail industry marketing leaders on the East 

Coast of the United States who had experience implementing influencer marketing 

strategies. Participants held managerial or leadership roles and represented diverse retail 

sectors, ensuring comprehensive coverage of perspectives relevant to the research project. 

During the interview process, recurring themes were observed by the sixth interview. 

Saturation was confirmed during the seventh and eighth interviews, as no new themes or 

codes emerged, indicating that thematic saturation had been achieved. This approach 

aligns with established qualitative research practices for determining data saturation 

(Tracy, 2020). 

Data Collection Activities 

Data Collection Instrument/Process 

Semistructured interviews were the primary instrument, supplemented with public 

documents. An interview protocol ensured consistency and minimized bias (see Creswell 

& Poth, 2018). The full interview protocol is in Appendix A. The abridged interview 

protocol includes key questions on: 

• Strategies for integrating social media influencers. 

• Influencer selection criteria 

• Challenges and mitigation strategies. 

• Methods for ROI evaluation. 

• Trends and future adaptations. 
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Use of Instrument/Process 

Microsoft Teams was used to conduct and record interviews. Transcripts were 

generated through Teams’ built-in transcription tool. Public documents like press releases 

and social media posts were also collected. The interview questions are included in 

Appendix A. 

Techniques Used to Collect Data 

Participants were recruited using purposive and snowball sampling methods. 

Microsoft Teams was used to schedule and conduct each interview session. The 

interviews, which ranged from 30 to 60 minutes in duration, were audio-recorded, 

transcribed using Teams’ built-in feature, and reviewed by the researcher for accuracy. 

These transcripts were used as the foundation for thematic analysis in NVivo, which is 

currently in progress. 

Supporting Public Documents 

Eight publicly available documents—including industry articles, marketing 

guides, and reports—were reviewed to provide context and support for the research. 

These documents provided insights into key themes, including authenticity, audience 

engagement, return on investment, platform diversification, and trend adaptation, in 

influencer marketing. For example, several sources emphasized the importance of 

authenticity in influencer-brand alignment and transparent messaging, reinforcing 

findings related to trust in campaigns (Brennan, 2025). Others highlighted strategies for 

measuring ROI and leveraging audience engagement metrics to optimize campaign 

outcomes (Shopify, 2024; Sprout Social, 2025). Emerging platform trends and data-
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driven marketing practices were also discussed, demonstrating how retail marketing 

leaders can adapt strategies to evolving social media landscapes (Adweek, 2025; Forbes, 

2025; Social Media Today, 2025; Influencer Marketing Hub, 2025). Each document was 

systematically coded in NVivo alongside interview transcripts, supporting the credibility 

and comprehensiveness of the study’s thematic analysis. 

Data Organization and Analysis Techniques 

Data Organization Systems 

A structured system included a research log, a reflective journal, and a 

labeling/cataloging system (Creswell & Poth, 2018; Denzin & Lincoln, 2023; Tracy, 

2020). Interviews were labeled with participant codes and securely stored. NVivo 

software (Lumivero, 2023) was used for systematic data management. Each interview 

was conducted via Microsoft Teams, recorded (with consent), and automatically 

transcribed. Participants reviewed consent forms beforehand, ensuring voluntary 

participation. 

Data Analysis Process 

Thematic analysis was completed using Braun and Clarke’s (2006) six-phase 

approach: 

1. Familiarize with transcripts. 

2. Generate initial codes using NVivo. 

3. Search for themes. 

4. Review themes. 

5. Define and name themes. 
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6. Produce a thematic report with supporting quotes. 

NVivo tools enhance clarity, visualization, and organization. 

Thematic Focus and Correlation with the Conceptual Framework 

 The themes emerging from data collection were systematically cross validated 

with the study’s composite conceptual framework and aligned with recent literature to 

ensure robustness and accuracy (Enke & Borchers, 2021; Wenting et al., 2024). The 

analysis focused on identifying recurring patterns related to influencer marketing 

strategies, influencer selection, challenges, and ROI evaluation, ensuring consistency 

with existing theories and frameworks in the field (Enke & Borchers, 2021). Data 

triangulation was performed by comparing interview responses with publicly available 

documents, including campaign reports, press releases, and social media posts (Dwivedi 

et al., 2021). This process validated the interview findings, reinforced credibility, and 

provided a comprehensive understanding of influencer marketing practices. Triangulating 

multiple sources allowed for cross-checking data to confirm accuracy and identify 

consistent patterns, enhancing the reliability and depth of the analysis (Jamil et al., 2022; 

Janssen et al., 2021). 

Enhancing Trustworthiness 

I enhanced trustworthiness through member checking, which means participants 

verified summarized findings (Tracy, 2020). This process ensured that their statements 

were accurately represented and allowed for minor clarifications or adjustments, which 

have since been incorporated into the final coded data. A transcript review also validated 

accuracy against recordings. Triangulation was also used, cross-referencing interviews 
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with public documents. Finally, saturation helped with trustworthiness. I continued 

interviews until no new themes emerged (Naeem et al., 2024).  

Public Documents Integration 

The publicly available documents were systematically analyzed and linked to the 

study’s emerging themes using a coverage matrix. This integration allowed triangulation 

of qualitative data, providing additional validation of patterns identified in the interviews 

and strengthening the overall reliability of the findings. By connecting each document to 

specific themes, the analysis demonstrated the consistency and relevance of the evidence, 

ensuring the study’s conclusions were well-supported and comprehensive. 

Summary 

This qualitative research project, guided by a pragmatic inquiry design, involved 

eight marketing leaders from retail companies on the East Coast of the United States, 

recruited through purposive and snowball sampling. Data were collected via 

semistructured interviews on Microsoft Teams and supplemented with public documents 

to triangulate the findings. Data management included NVivo software for coding, a 

research log, and a reflective journal. Thematic analysis followed Braun and Clarke’s 

(2006) six-phase framework, ensuring the identification of key themes. Trustworthiness 

was ensured through transcript verification, member checking, and triangulation, with 

data saturation confirmed after the final interviews. These methods ensured the accuracy, 

credibility, and comprehensiveness of the findings, which were aligned with the study’s 

conceptual framework. 
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Section 3: Data and Professional Practice 

The purpose of this research project was to identify and explore effective 

strategies that retail industry marketing leaders on the East Coast used to integrate social 

media influencers into their business marketing frameworks (Cialdini, 2001; Kalejahi et 

al., 2021). The guiding research question was “What effective strategies do marketing 

leaders in the retail industry use to incorporate social media influence into their 

marketing frameworks?” Data analysis followed Braun and Clarke’s six-step thematic 

analysis process (Braun & Clarke, 2006), resulting in six major themes: (a) the 

importance of authentic brand alignment, (b) leveraging audience engagement metrics for 

strategy refinement, (c) fostering long-term influencer partnerships to enhance trust and 

loyalty, (d) selecting influencers aligned with brand values, (e) mitigating risks associated 

with influencer collaborations, and (f) applying evidence-based strategies to optimize 

return on investment (Dwivedi et al., 2021). 

Project Results 

In this section, I present the findings from the thematic analysis conducted on data 

collected through interviews with eight marketing leaders in the retail industry. These 

interviews explored strategies for integrating social media influencers into business 

marketing frameworks. Data analysis involved categorizing responses, identifying 

patterns, and extracting meaningful themes related to influencer integration. Thematic 

analysis was supported by NVivo software, which enabled an in-depth understanding of 

how social media influencers contribute to marketing efforts (see Barta et al., 2023). This 

analysis method is widely supported in qualitative research, allowing for the systematic 
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organization and interpretation of complex interview data (Alkan & Ulas, 2023). Each 

theme was prevalent in the interviews, highlighting consistent strategies and challenges 

faced by marketing leaders in the retail industry when leveraging influence on marketing. 

These findings align with the established conceptual framework outlined in 

Section 1 and are further validated by insights from eight publicly available documents. 

These public documents provide valuable context and support for the study’s themes. For 

example, Fritcher (2025) emphasized the significance of data-driven influencer marketing 

strategies, which align with the theme of trend adaptation discussed in the interviews. 

Similarly, the Influencer Marketing Hub Benchmark Report (2025) provides insights into 

the effectiveness of influencer marketing campaigns, highlighting the importance of 

tracking both engagement metrics and overall business outcomes. This emphasis on 

measurable impact is further supported by social media Today (2025), which discusses 

how increased investment in influencer marketing drives brand visibility and long-term 

customer engagement. Together, these reports and the reviewed literature reinforce the 

study’s findings and provide a comprehensive understanding of best practices for 

influencer marketing (Jamil et al., 2022), within the retail sector. 

The following six key themes emerged from the interviews and analysis: (a) 

influencer integration strategies, (b) content creation process, (c) audience engagement, 

(d) brand alignment and authenticity, (e) roi, and (f) challenges faced and trend 

adaptation (see Table 1). Table 1 reflects the number of participants who contributed to 

each theme and the number of excerpts associated with those themes. It also includes the 

number of public documents consulted and their excerpts. This cross-document analysis 
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further strengthens the trustworthiness of the findings by validating emerging themes and 

aligning them with industry-wide insights. 

Table 1 

Summary of Data Analysis Themes 

Themes Number of 

Participants 

(N = 8) 

Number of 

Participants 

Excerpts 

Number of 

Documents 

Number of 

Document 

Excerpts 

Theme 1: Influencer 

Integration Strategies 

6 50 8 45 

Theme 2: Content 

Creation Process 

7 55 8 48 

Theme 3: Audience 

Engagement 

7 47 8 40 

heme 4: Brand 

Alignment and 

Authenticity 

6 43 8 42 

Theme 5: Return on 

Investment (ROI) 

5 42 8 41 

Theme 6: Challenges 

Faced and Trend 

Adaptation 

5 40 8 39 

 

These themes reflect the critical areas that marketing leaders in the retail industry 

prioritize when implementing influencer marketing strategies effectively (Hudder, 2022). 

According to the findings from the Influencer Marketing Hub Benchmark Report (2025) 

and Forbes Analysis (2025), aligning influencer strategies with data-driven insights and 

consumer behavior is essential for maximizing campaign effectiveness. These sources 

contextualize the study’s findings by emphasizing how monitoring trends, adapting 

strategies, and measuring engagement can enhance consumer interaction and support 

long-term business success (Social Media Today, 2025). 
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Theme 1: Influencer Integration Strategies 

The data analysis revealed that integrating social media influencers is a key 

strategy for effective marketing in the retail industry (Anjorin et al., 2024). Participant 

responses emphasized the deliberate planning and alignment of influencer activities with 

brand objectives. For example, P001 stated, “Influencers are crucial in aligning with our 

brand, helping to strengthen our presence in the market and better connect with our 

audience.” P003 described how influencer selection is tied to specific campaign goals, 

noting that they “choose influencers whose followers closely match our target 

demographics to maximize engagement.” Additionally, P005 explained that collaboration 

planning includes outlining content, timelines, and expected outcomes for each influencer 

partnership. This theme emerged from the integration and planning codes, highlighting 

the importance of aligning influencer content with overarching business goals to enhance 

marketing effectiveness. Paraphrased participant insights demonstrate that retail 

marketing leaders deliberately structure influencer strategies to improve brand visibility 

and foster audience connection. Aligning influencers with brand values supports 

consumer trust and loyalty, reinforcing findings from Bharadwaj et al. (2022) and 

Cialdini (2001). 

Support from Public Documents and Literature 

Publicly available documents strongly reinforce the study’s findings on the 

importance of influencer-brand alignment. For example, document D8 emphasizes that 

brands leveraging data-driven strategies to align influencers with real-time consumer 

behaviors achieve measurable success. It highlights that successful campaigns occur 
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when influencers share the brand’s values, increasing consumer engagement (Arenas-

Márquez et al., 2021). Similarly, document D3 emphasizes that the influence of 

partnerships founded on shared values fosters authenticity, leading to increased consumer 

trust and improved marketing outcomes. This report further supports the notion that long-

term relationships with influencers whose values align with the brand’s drive to 

sustainability sustain engagement and loyalty (Cuffie, 2022). Additionally, document D5 

reinforces the idea that businesses that select influencers based on shared values see 

higher ROI, as this alignment leads to stronger customer loyalty and sustained growth 

(Pring, 2024). 

Supporting Literature 

The concept of social influence, fundamental to integration strategies, is well-

supported in literature. Cialdini’s (2001) principle of liking posits that individuals are 

more likely to engage with content that resonates with their values. Participants in this 

study echoed this sentiment, emphasizing the importance of influencer alignment with a 

brand. When influencers authentically represent a brand, their content is perceived as 

more credible, fostering stronger relationships with followers (Kim & Kim, 2022). The 

eWOM (Kalejahi et al., 2021) model further supports this by illustrating how influencers 

amplify brand messages within their networks, increasing trust and consumer 

engagement. This alignment of values is crucial for driving higher conversion rates, as 

evidenced by the study’s findings and supporting literature (Cialdini, 2001). 
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Alignment with the Conceptual Framework 

This theme aligns closely with Cialdini’s principle of social influence, particularly 

the concept of liking, which emphasizes the importance of influencer alignment with 

brand values to enhance credibility and consumer trust. Cialdini (2001) suggested that 

when influencers share the same values as a brand, they act as credible, authentic sources, 

driving deeper connections with consumers. This finding was echoed by participants who 

emphasized the importance of aligning influencers with their brand’s mission to foster 

authentic relationships with their audience. Moreover, the eWOM model (Kalejahi et al., 

2021) reinforces the connection between influencer endorsement and consumer trust, 

showing that influencers amplify brand messages within their networks, enhancing brand 

credibility and fostering consumer loyalty. This alignment enhances brand influence and 

fosters increased consumer engagement and purchasing behavior. 

Strategic Planning and Measurement of Influencer Campaigns 

Strategic planning is essential for influencer marketing campaigns to align with 

business goals and achieve measurable success. Eight participants emphasized the 

importance of clearly defined objectives, target audiences, and tailored content strategies. 

As Participant P005 stated, “Having a clear strategy for each campaign ensures we are 

targeting the right audience and maximizing our ROI.” Research by Kim and Kim (2022) 

and Pulakos (2019) highlights that structured campaigns, focused on specific goals, yield 

better outcomes by enabling businesses to measure success through defined metrics. This 

is further supported by document D5, which found that businesses with clear 

performance indicators see higher ROI, particularly in long-term customer retention and 
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sales conversions. As Lou and Yuan (2019) and Document D8 noted, setting clear, 

measurable goals helps ensure that campaigns resonate with target audiences and align 

with business objectives. Data-driven strategies are essential for optimizing influencer 

efforts and enhancing campaign success (Pring, 2024). 

Aligning influencers with brand values is fundamental to the success of influencer 

marketing. Cialdini’s (2001) principle of liking suggests that content aligned with 

consumers’ values is more likely to foster trust and engagement. This is reinforced by the 

eWOM model (Kalejahi et al., 2021), highlighting how influencers amplify brand 

messages through their networks. Research confirms that when influencers authentically 

align with a brand, their content is perceived as more credible, leading to stronger 

relationships and increased engagement (Cialdini, 2001). These findings highlight the 

importance of selecting influencers whose values align with the brand, as this alignment 

enhances authenticity, fosters consumer trust, and drives long-term brand loyalty. 

Strategies for Business Leaders 

Business leaders who implement a strategic approach to influencer marketing are 

crucial for maximizing the effectiveness of their campaigns. As the findings outlined, 

clear, measurable goals are crucial for ensuring campaigns resonate with the target 

audience and align with business objectives. Leaders should prioritize setting clear 

performance indicators, such as engagement rates, conversion rates, and audience 

demographics. Tracking these metrics will enable businesses to optimize their influencer 

strategies continuously and ensure that resources are allocated to the most impactful 

campaigns. According to research by Kim and Kim (2022) and Aguinis (2019), 
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businesses that focus on specific goals and outcomes are more likely to achieve a higher 

ROI. Additionally, integrating data-driven strategies, as highlighted by documents D5 

and D8, will allow leaders to make informed decisions about influencer partnerships and 

refine their approaches in real-time. 

Business leaders should also prioritize long-term partnerships with influencers 

who align with their brand’s values. This ensures that the content remains authentic, 

which, according to Cialdini (2001), is vital for building trust and fostering stronger 

relationships with the audience. By allowing influencers to maintain creative control, 

businesses can ensure the content feels more relatable and genuine, thus enhancing 

engagement and brand loyalty. Furthermore, fostering an ongoing partnership enables 

businesses to consistently reinforce their brand message, deepening the emotional 

connection with their target audience over time (Cattaneo, 2024). As noted in the 

findings, businesses that invest in long-term influencer collaborations achieve better 

outcomes, including increased customer loyalty and higher ROI. Therefore, business 

leaders should view marketing as a strategic, long-term investment rather than a short-

term solution. 

Theme 2: Content Creation Process 

The content creation process played a pivotal role in influencer marketing, with 

participants emphasizing the importance of tailoring content to audience preferences to 

drive engagement and foster brand loyalty (Man Lai Cheung, 2021). Participant P005 

stated, “Personalized content is key—when influencers tailor content to their audience’s 

preferences, the engagement skyrockets.” P002 explained that influencers collaborated 
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closely with marketing teams to ensure messaging aligned with campaign goals and 

brand values. Similarly, P006 described a process in which influencers adapted content 

based on real-time audience feedback to maximize reach and relevance. Analysis of 

participant input revealed that personalized and responsive content consistently increased 

audience engagement, reinforced brand messaging, and strengthened consumer trust. 

These findings support prior research demonstrating that tailored content enhances 

engagement, fosters long-term loyalty, and improves conversion rates (Kim & Kim, 

2022; Lou & Yuan, 2019). By combining participant insights with literature, the study 

confirmed that strategic content creation is central to effective influencer marketing in 

retail contexts. 

Table 2 

Content Creation Process: Data Breakdown 

Subthemes Number of Participants  

(N = 8) 

Number of Excerpts from Data 

Assigned to the Theme 

Tailoring Content   6 32 

Audience Engagement  5 28 

Collaboration Between 

Brands & Influencers 

7 40 

 

Collaboration and Personalization in Content Creation 

The strategic creation of tailored content ensures messages are relevant to the 

audience’s values and desires, standing out in a crowded marketplace. Personalized 

content helps brands engage more deeply with their target demographic (Kim & Kim, 

2022). The Influencer Marketing Hub Benchmark Report (2025) supports these findings 
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by highlighting how personalized and authentic influencer content strengthens audience 

trust and engagement, fostering loyalty among consumers. Similarly, recent research 

indicates that content personalization enhances interaction and drives higher conversion 

rates, a critical goal for businesses leveraging influencer marketing strategies (Borah et 

al., 2022). 

Conceptual Framework 

This theme aligns with Cialdini’s (2001) principle of liking, which posits that 

individuals are more likely to engage with content that resonates with their values. 

Influencers who tailor their content to their audience’s preferences foster deeper 

connections and stronger brand loyalty, reinforcing Cialdini’s theory. The eWOM model 

(Kalejahi et al., 2021) also supports this by demonstrating how influencers amplify brand 

messages and foster trust when acting as trusted sources. Influencer collaborations based 

on shared values increase authenticity, drive consumer engagement, and foster trust (Lou 

&Yuan, 2019). This connection between content personalization and engagement 

strengthens the conceptual framework, highlighting how influencers amplify brand trust 

and drive consumer behavior (Enke & Borchers, 2021). 

Support from Public Documents and Literature 

Publicly available documents validate the importance of personalized content in 

driving audience engagement. Document D8 reveals that campaigns tailored to audience 

preferences result in a 30% increase in engagement, aligning with Man Lai Cheung et 

al.’s (2024) findings on the effectiveness of personalized content. Similarly, document 

D3 supports the idea that content reflecting audience values enhances a brand’s 
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authenticity, fostering greater trust and engagement. According to Man Lai Cheung 

(2021), these documents emphasize the crucial role of personalized content in cultivating 

stronger brand-consumer relationships and achieving higher ROI, particularly in long-

term customer retention, as confirmed by document D5 (Fowler & Thomas, 2023). 

Supporting Literature 

This emphasis on personalized content aligns with the academic literature on 

influence on marketing. Campbell (2022) stresses that tailoring content to audience 

preferences increases engagement, fosters brand loyalty, and boosts conversions. This 

approach reflects Cialdini’s (2001) principle of liking, which posits that consumers 

engage more with content that resonates with their values. Participants in the study 

echoed this sentiment, with Participant P005 stating, “Personalized content is key when 

influencers tailor content to their audience’s preferences; the engagement skyrockets.” 

Additionally, Cattaneo (2024) stresses the importance of aligning influencer content with 

brand values to enhance authenticity and drive consumer action. Together, the literature 

and public documents affirm the efficacy of personalized, value-driven content in 

influencer marketing, supporting the strategic alignment of content with audience 

interests to achieve meaningful, long-lasting engagement (Tanwar,2022). 

Strategies for Business Leaders 

For business leaders, optimizing the content creation process through close 

collaboration with influencers is key to maximizing engagement and brand authenticity. 

Rosevears (2023) emphasizes that personalized content results in higher audience 

engagement when combined with collaboration. Business leaders should cultivate strong 
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partnerships with influencers, enabling them to create content that resonates with their 

target audience while aligning with the brand’s values. Influencers should be given 

creative freedom to develop authentic content, boosting audience trust and engagement. 

Cuffie (2022) suggests that such collaborations lead to more meaningful consumer 

interactions built on shared values. Long-term relationships with influencers, in turn, lead 

to stronger brand loyalty and higher ROI, as evidenced by document D8 (Enke & 

Borchers, 2021). Therefore, influencer marketing should be viewed as an ongoing 

partnership that fosters sustained engagement and growth. 

Theme 3: Audience Engagement 

Audience engagement is crucial to the success of influencer marketing strategies, 

as it fosters trust, loyalty, and long-term relationships with consumers. Data analysis 

revealed that effective engagement strategies, including interactive content, drive better 

results for brands and influencers (Braun & Clarke, 2026). As Participant P003 stated, 

“When we run polls or giveaways, it is not just about promoting a product, it is about 

building a relationship with our followers.” This sentiment highlights the importance of 

creating interactions beyond product promotion, fostering a deeper connection with the 

audience. According to Kim, J., & Kim, M. (2022), campaigns that prioritize engagement 

and interaction lead to increased brand advocacy and greater consumer loyalty. Research 

by Cialdini (2001) and the eWOM model (Kalejahi et al., 2021) supports this theme, 

highlighting the importance of establishing trust and harnessing social influence in 

consumer decision-making. 
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Cialdini’s (2001) principle of social influence suggests that consumers are more 

likely to trust and engage with content that aligns with their interests and comes from 

credible sources. This principle directly ties into audience engagement, as brands and 

influencers who align their content with their audience’s preferences see higher levels of 

interaction and brand loyalty. The importance of interactive content was highlighted by 

Participant P005, who explained, “Our goal is not only to promote but also to build a 

community through engagement.” This statement reflects a broader shift in influencer 

marketing where brands seek to create a more communal and interactive environment for 

their followers. Document D3 indicates that campaigns featuring interactive content, such 

as polls, Q&A sessions, and giveaways, experience a 50% increase in engagement, 

translating to more meaningful consumer-brand interactions (Cuffie,2022). As 

engagement increases, so does the likelihood of turning followers into loyal customers. 

Supporting these findings, document D1 reveals that influencer campaigns with high 

engagement yield better business outcomes, including increased brand awareness and 

higher conversion rates. The report notes, “Influencers who engage with their followers 

through personalized and interactive content significantly enhance their campaigns’ 

success, leading to measurable outcomes” (Fowler & Thomas, 2023).  

This data highlights the crucial role of audience engagement in driving the 

effectiveness of influencer marketing. Table 3 provides a detailed breakdown of the data 

related to audience engagement, highlighting the number of participants, excerpts, and 

supporting documents for each subtheme. 
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Table 3 

Audience Engagement Data Breakdown 

Subthemes Number of Participants (N = 8) Number of Excerpts from Data 

Assigned to the Theme 

Building Trust 

and Community  

6 38 

Interactive 

Content 

7 45 

 

Conceptual Framework 

The findings from this theme align with the eWOM model (Kalejahi et al., 2021), 

which illustrates how influencers act as trusted sources to share brand messages. 

Interactive engagement strengthens the bond between the brand and its followers, 

amplifying its message across the influencer’s network. According to the eWOM model, 

the more engaged the audience is, the more likely they are to share content and advocate 

for the brand, further extending its reach. Additionally, Cialdini’s (2001) principle of 

liking reinforces the idea that engagement fosters trust. Influencers can enhance 

consumer confidence and loyalty by encouraging followers to engage with their content 

and participate in brand conversations. These engagements serve as a form of social 

proof, making the brand more credible and trustworthy in the eyes of potential customers. 

Current Literature on Audience Engagement 

This theme reinforces the current literature on audience engagement by 

emphasizing the importance of personalized content in building trust, loyalty, and long-

term consumer relationships. Research by Kim and Kim (2022) and Lou and Yuan (2019) 

highlights that creating content that aligns with the audience’s values enhances 
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engagement and fosters deeper connections. Personalized content enables brands to 

establish authentic relationships with their target audience, a crucial factor in fostering 

consumer loyalty. Document D3 further supports this, noting that personalized content 

strengthens emotional connections and boosts engagement, leading to higher conversion 

rates. 

In addition to personalization, interactive engagement strategies are vital for 

enhancing these relationships. Interactive content, such as polls, giveaways, and live 

events, significantly increases audience interaction and trust, as demonstrated by 

document D8 (Fowler & Thomas, 2023). These strategies build a dynamic relationship 

between the brand and consumer, as noted by Participant P003. By engaging the 

audience, brands can increase the likelihood of creating loyal customers. Cialdini’s 

(2001) principle of social influence and the eWOM model (Kalejahi et al., 2021) further 

support these findings, showing that influencers, acting as trusted sources, amplify brand 

messages and drive consumer engagement. Combining personalized content, interactive 

engagement, and brand-influencer alignment is crucial for sustained brand growth and 

improved business outcomes. 

Strategies for Business Leaders 

For Business Leaders, developing a robust engagement strategy is crucial to the 

success of influencer marketing campaigns. By emphasizing personalized content and 

fostering a sense of community, businesses can create more authentic connections with 

their audience, ultimately driving long-term loyalty. Kim & Kim (2022) found that 

content tailored to the interests and needs of the target audience leads to a 40% increase 
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in engagement, highlighting the importance of personalization. Moreover, businesses 

should prioritize interactive campaigns, as document D3 reveals that they result in higher 

engagement and conversion rates. By leveraging the power of interactive content and 

maintaining ongoing relationships with influencers, brands can ensure their messaging 

resonates more deeply with their audience, ultimately increasing brand visibility and ROI 

(Tanwar, 2022). 

Theme 4: Brand Alignment and Authenticity 

Brand alignment with influencer values was crucial for ensuring authenticity in 

marketing, as participants emphasized that shared values made messaging resonate more 

strongly with target audiences. Participant P002 stated, “When an influencer genuinely 

believes in the product, it is clear to the audience. It does not feel like a forced ad, and 

that authenticity drives better results.” P004 explained that they carefully select 

influencers whose personal brand aligns with the company’s mission to maintain 

credibility. Similarly, P006 described reviewing influencer content prior to posting to 

ensure messaging reflected the brand’s core values. 

Analysis of participant input revealed that aligning influencers with brand values 

consistently strengthened consumer trust, engagement, and perception of authenticity. 

These findings support prior research showing that when influencers authentically 

represent a brand, it leads to deeper engagement and stronger consumer relationships 

(Cheah et al., 2024; Lou & Yuan, 2019). Cialdini’s (2001) principle of liking further 

reinforces that consumers are more likely to trust and engage with content congruent with 

their values, highlighting the strategic importance of influencer-brand alignment. 
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Table 4 

Brand Alignment and Authenticity Data Breakdown 

Themes Number of 

Participants 

 (N = 8) 

Number of 

Excerpts from Data 

Assigned 

Number of 

Documents 

Number of 

Document Excerpts 

Influencer-Brand 

Alignment 

7 45 5 32 

Authenticity in Content 6 40 5 35 

Building Trust through 

Authenticity 

5 38 4 28 

 

Authenticity in Marketing 

Authenticity in marketing is crucial as it builds consumer confidence and loyalty. 

Authentic influencer-brand partnerships increase the credibility of brand messages, as 

followers tend to resonate more with content they perceive as genuine (Kim & 

Kim,2019). When an influencer aligns their message with the brand’s values, it creates an 

authentic connection with their audience, resulting in stronger relationships and increased 

consumer trust (Cialdini, 2001). This connection is reinforced through electronic word-

of-mouth (eWOM), as demonstrated by Kalejahi et al. (2021), who emphasize that 

influencers act as trusted sources of information. Authentic content organically amplifies 

the message, increasing consumer engagement and positive brand outcomes. Document 

D8 further supports this by emphasizing that authenticity is crucial for fostering long-

term loyalty and engagement, increasing ROI over time. 
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Support from Literature and Public Documents 

The findings of this theme strongly support the existing literature on brand 

alignment and authenticity in influencer marketing. Cialdini’s (2001) principle of liking 

suggests that consumers are more likely to engage with content that aligns with their 

values, reinforcing the significance of influencer-brand alignment. Influencers who 

authentically represent a brand’s values create a sense of trust, thereby increasing 

consumer engagement and loyalty. This concept is echoed by Kim & Kim (2022), who 

found that aligning influencers with a brand’s core values boosts trust, engagement, and 

long-term consumer relationships. Similarly, Lou &Yuan (2019) emphasized that 

authenticity in influencer marketing strengthens brand perceptions and fosters deeper 

connections with the audience, further supporting the importance of influencer alignment 

with brand values (De Vries, 2019). 

Public documents further validate these findings. For example, document D8 

supports the idea that influencer campaigns where the influencer’s message aligns with 

the brand’s values lead to higher engagement, increasing trust and conversion rates. 

Document D3 also corroborates this by illustrating how partnerships grounded in shared 

values significantly enhance authenticity, fostering greater consumer trust and improving 

marketing outcomes (Roseveare, 2023). These public documents reinforce academic 

literature and offer industry-specific insights into how aligning influencers with brand 

values can create more effective and trustworthy marketing campaigns. 
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Conceptual Framework 

This theme aligns closely with Cialdini’s (2001) principle of social influence, 

particularly his principle of liking, which states that individuals are more likely to trust 

and engage with content that aligns with their values. According to Cialdini’s theory, 

influencer endorsements are compelling when they resonate with consumers’ beliefs, as 

aligning values enhances credibility and encourages deeper engagement. The findings of 

this study support this principle by demonstrating that influencer-brand alignment is 

crucial for fostering trust and enhancing consumer loyalty (Rao et al., 2022). This 

supports the theoretical foundation that authenticity in marketing messages fosters 

consumer trust, resulting in stronger relationships and increased engagement. 

Additionally, the eWOM (electronic Word of Mouth) model (Kalejahi et al., 

2021) supports the conceptual framework by demonstrating how influencers serve as 

trusted sources of information. When influencers authentically align with a brand’s 

values, they amplify its messages, making them more credible and impactful. This ripple 

effect enhances consumer engagement and influences purchasing decisions. The findings 

from this study align with these theories, demonstrating how authenticity in influencer 

content leads to greater trust, engagement, and ultimately, higher conversion rates. As 

influencers become trusted voices within their communities, their ability to shape 

consumer behavior increases, further supporting the conceptual framework of social 

influence and eWOM (Enke & Borchers, 2021). 
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Strategies for Business Leaders 

 Business leaders must ensure that influencer partnerships align with the brand’s 

core values to foster trust and create long-lasting consumer relationships. Cialdini (2001) 

and Kim & Kim (2022) emphasize that authenticity in influencer partnerships drives 

consumer trust. By selecting influencers who genuinely embody the brand’s message, 

businesses ensure that the content produced resonates with their target audience, fostering 

a more engaged and loyal customer base. Long-term partnerships with influencers who 

align with the brand’s values further strengthen these relationships, as noted by Tracy 

(2020). Long-term collaborations enable the brand to reinforce its messaging, ensuring 

the content remains consistent and authentic. To optimize influencer partnerships, leaders 

should empower influencers to create content that authentically resonates with their target 

audiences.  

This collaborative approach enables influencers to express themselves while 

staying aligned with the brand’s core message, ensuring the content feels genuine and 

relatable. Document D5 emphasizes that brands that invest in long-term influencer 

relationships often experience higher returns over time, as their messaging continues to 

resonate with the audience. Business leaders should view partnerships as ongoing 

collaborations rather than one-time engagements. By fostering long-term, authentic 

relationships, businesses can increase consumer trust, build brand loyalty, and ensure 

sustained success in influencer marketing campaigns (Shao, 2024). Document D8 

reinforces this idea, demonstrating that brands prioritizing authenticity and long-term 

influencer collaborations experience more substantial growth and customer retention. 
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Theme 5: Return on Investment (ROI) and Business Growth 

The data analysis revealed that tracking Return on Investment (ROI) is a crucial 

strategy for assessing the effectiveness of influencer marketing campaigns in the retail 

industry. As Participant P004 emphasized, “We focus on tracking short-term conversions 

and long-term brand loyalty.” This dual focus enables the evaluation of both immediate 

business outcomes and sustained growth, ensuring that influencer marketing campaigns 

contribute meaningfully to a brand’s profitability. The ROI code emerged from the data, 

underscoring the necessity of quantifying both short-term sales and long-term customer 

loyalty (Kim & Kim, 2022). Participant P003 echoed this view: “Tracking ROI is not just 

about immediate returns—it is about understanding the long-term value that influencers 

bring to our brand.” This aligns with research by Aguinis (2019), who emphasized that 

measuring ROI provides critical insights into the financial success of marketing 

strategies, enabling businesses to make informed decisions about resource allocation.  By 

consistently tracking ROI, businesses can assess which influencer partnerships yield the 

highest returns and adjust their marketing strategies accordingly. Lou & Yuan (2019) also 

support this approach, explaining that campaigns focused on immediate conversions and 

long-term customer loyalty result in stronger engagement and greater brand advocacy 

(Bharadwaj, 2022) (See Table 5). Table 5 provides a breakdown of the data related to 

Return on Investment (ROI) and Business Growth, highlighting the subthemes of short-

term conversions, long-term customer retention, and resource allocation. It includes the 

number of participants contributing to each subtheme, the number of excerpts assigned to 

each theme, and the supporting documents and their respective excerpts. 
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Table 5 

Data Breakdown on ROI and Business Growth 

Subthemes Number of Participants 

Contributing 

(N = 8) 

Number of 

Excerpts from 

Data Assigned 

Number of 

Documents 

Number of 

Document 

Excerpts 

Short-term 

Conversions 

7 50 5 40 

Long-term 

Customer 

Retention 

6 45 5 38 

Resource 

Allocation 

5 38 4 35 

 

Real-Time Adjustments and Long-Term Strategy 

Tracking ROI is crucial for making real-time adjustments to marketing strategies, 

especially in dynamic retail environments. As Participant P005 explained, “Being able to 

track ROI allows us to pivot quickly if a campaign is not delivering.” This aligns with 

findings from documents D5 and D8, which emphasize that businesses with ROI-focused 

strategies achieve higher returns, particularly when prioritizing long-term customer 

retention over short-term sales. Document D8 suggests that campaigns focusing on long-

term engagement result in a 30% increase in audience retention, underscoring the 

importance of investing in campaigns with lasting impacts.  By investing in campaigns 

that deliver long-term results, businesses ensure the ongoing success of their influencer 

marketing efforts. Document D8 and Kim & Kim (2022) highlight the importance of 

measuring ROI to assess the sustained growth of influencer partnerships. Businesses 

focusing on ROI-driven campaigns are better equipped to identify the most effective 
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influencer collaborations, adjust their strategies for optimal results, and drive more 

significant long-term business growth (Aguinis, 2019). 

Supporting Literature and Conceptual Framework 

The findings related to ROI and business growth align with Aguinis (2019) and 

stress the importance of consistently measuring ROI to ensure the effectiveness of 

marketing strategies. This emphasis on ROI is further supported by Cialdini’s (2001) 

principle of consistency, which suggests that businesses that maintain consistent 

marketing efforts are more likely to achieve long-term growth. Similarly, Kim & Kim 

(2022) found that tracking ROI helps businesses allocate resources effectively, leading to 

improved marketing performance and a higher return on investment. The eWOM model 

(Kalejahi et al., 2021) also underpins the significance of ROI-driven campaigns. 

Influencers, as trusted sources, amplify brand messages that resonate with consumers, 

thereby increasing engagement and fostering deeper, more meaningful relationships. Rao 

et al. (2022) found that personalized and authentic content creates stronger emotional 

connections with consumers, leading to improved engagement and long-term loyalty, 

which is vital for sustained growth. 

Support from Literature and Public Documents 

The findings of Theme 5: Return on Investment (ROI) and Business Growth are 

reinforced by the current literature on ROI measurement in marketing, particularly 

influencer marketing. Aguinis (2019) emphasizes the importance of tracking ROI to 

assess the effectiveness of marketing strategies and make informed business decisions. 

This is echoed in the study’s data, where participants consistently highlighted the 
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importance of short-term conversions and long-term customer retention as key metrics 

influencing marketing success. Document D8 and D5 support these findings, showing 

that businesses focusing on long-term customer retention as part of their ROI 

measurement strategy experience significant growth in customer loyalty, audience 

retention, and overall marketing effectiveness.  For instance, document D8 notes that 

campaigns focusing on long-term engagement led to a 30% increase in audience 

retention, directly supporting the study’s emphasis on measuring ROI for sustained 

business growth.  

However, Cialdini’s (2001) principle of consistency supports the research 

findings by demonstrating that businesses that maintain consistent marketing strategies 

tend to achieve long-term success. This aligns with participants’ responses, emphasizing 

the importance of continuously monitoring ROI and adjusting strategies accordingly. 

Document D2 also backs up the findings by showing that businesses with clear ROI-

focused strategies can refine their marketing efforts to achieve higher conversion rates 

and stronger customer loyalty. The public documents further support the credibility of the 

findings, indicating that data-driven influencer marketing strategies yield measurable 

business outcomes. For instance, document D5 explicitly highlights the role of long-term 

customer retention in ensuring sustained ROI, which aligns directly with the study’s 

findings, where participants emphasized short-term and long-term outcomes (Aguinis, 

2019). Similarly, document D8 provides empirical data showing a correlation between 

ROI-driven influencer campaigns and increased customer loyalty, aligning with the 

study’s findings on tracking both short-term and long-term ROI metrics. The literature 
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and the public documents validate the study’s findings, particularly the importance of 

ROI measurement in influencer marketing strategies. Integrating these public documents 

with the current literature strengthens the argument that measuring immediate and long-

term ROI is crucial for business growth and that long-term partnerships with influencers 

play a vital role in maximizing returns on investment (Han et al., 2023). 

Strategies for Business Leaders 

For business leaders, tracking ROI is crucial to an effective influencer marketing 

strategy. As Participant P004 noted, “We focus on tracking short-term conversions and 

long-term brand loyalty.” A balanced focus on immediate ROI and long-term consumer 

engagement allows business leaders to optimize their campaigns. By tracking 

performance metrics, such as conversion rates, engagement levels, and audience 

demographics, leaders can assess which influencer partnerships yield the best returns and 

refine their strategies accordingly. Research by Kim, J., & Kim, M. (2022) found that 

businesses that consistently track ROI improve their marketing outcomes by up to 25%, 

reinforcing the importance of measuring ROI for ongoing success. By setting clear 

performance indicators, business leaders can measure the effectiveness of their influence 

on marketing campaigns and ensure that resources are allocated to the most effective 

strategies. Long-term partnerships with influencers who align with the brand’s values 

also significantly drive ROI. Tracy (2020) emphasizes that these long-term relationships 

foster trust and improve customer retention. Document D5 corroborates this by showing 

that businesses that engage in sustained influencer partnerships experience more 

consistent returns. Ultimately, business leaders should view influencer marketing as a 
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long-term partnership that requires continuous evaluation and adjustment. By prioritizing 

ROI tracking and fostering strong influencer collaborations, businesses can develop a 

marketing strategy that delivers sustained engagement, fosters brand loyalty, and 

enhances profitability over time. 

Theme 6: Challenges Faced and Trend Adaptation 

The data analysis highlighted the critical importance of adaptability in influencer 

marketing, particularly in responding to unforeseen crises or emerging trends. Participant 

P005 stated, “Being able to pivot our influencer campaigns during a crisis quickly helps 

us maintain our brand presence and reputation.” Participant P001 described adjusting 

influencer messaging during seasonal trends to maximize engagement, while P007 noted 

that continuous monitoring of audience responses allowed for real-time modifications to 

campaigns. Participant P008 emphasized the need for rapid internal coordination, 

explaining that “aligning our marketing team and influencers quickly during market shifts 

ensures consistent messaging and prevents audience confusion.” Insights from 

participants demonstrated that flexibility was essential for maintaining relevance, 

sustaining consumer engagement, and preserving brand loyalty amid unpredictable 

market conditions. These findings align with prior research show that businesses able to 

quickly adapt to shifts in consumer behavior and market dynamics are better positioned 

for long-term success (Aguinis, 2019). By integrating participant perspectives with 

existing literature, the study confirmed that adaptability, trend monitoring, and crisis 

management are critical components for effective influencer marketing in dynamic retail 

environments. 
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Table 6 

Data Breakdown on Challenges Faced and Trend Adaptation 

Subthemes Number of 

Participants 

 (N = 8) 

Number of Excerpts 

from Data Assigned 

Number of 

Documents 

Number of 

Document Excerpts 

Adaptability in 

Marketing 

7 50 5 40 

Trend Monitoring 

and Response 

6 45 5 38 

Crisis Management 5 38 4 35 

 

Trend Monitoring and Response to Consumer Preferences 

In today’s fast-paced digital landscape, businesses face the challenge of keeping 

pace with shifts in consumer preferences, new social media platforms, and viral trends. 

One significant challenge is adapting to these rapid changes without diluting the brand’s 

core message (Shao, 2024). Trend monitoring emerged as a key subtheme from the data, 

indicating that businesses that actively track and adjust to social media trends are more 

likely to stay ahead of their competitors. Participant P002 noted, “We focus on staying 

ahead of trends and continuously engaging with the right influencers, which allows us to 

remain relevant.” This is supported by document D8, which emphasizes that companies 

that adapt to trends experience better engagement and more substantial ROI. 

Additionally, Lou & Yuan (2019) found that the timely adaptation of campaigns to new 

platforms and trends is crucial for driving higher consumer interaction, ensuring that 

influencer marketing strategies remain fresh and impactful. Acting on emerging trends 

increases engagement and helps brands maintain their competitive edge, which is 

essential in a crowded marketplace (Bharadwaj et al., 2022). 
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Supporting Literature and Public Document Contributions 

The findings of this theme align with Aguinis (2019), who stresses the necessity 

of businesses being flexible and responsive to external changes to sustain long-term 

growth. Cialdini’s (2001) principle of social proof also supports this theme by suggesting 

that influencer marketing campaigns that adapt quickly in times of crisis or change can 

amplify consumer trust and brand credibility. In times of uncertainty, businesses that 

demonstrate resilience through strong influencer relationships can maintain brand loyalty 

and mitigate risks. This theme also ties into the work of Ki et al. (2020), who highlight 

that businesses that adapt their strategies to social trends see enhanced audience 

engagement and improved ROI.  

The eWOM model (Kalejahi et al., 2021) further emphasizes the importance of 

influencer adaptability in strengthening brand messages and fostering deeper consumer 

trust. Public documents reinforce these concepts by providing real-world examples of 

successful adaptations. Document D8 notes that campaigns aligned with real-time trends 

and consumer behavior experienced a 30% increase in engagement. Document D3 

supports this idea by noting that influencer campaigns focused on long-term consumer 

engagement yield better results, demonstrating the value of ongoing trend monitoring and 

adaptability (Haenlein et al., 2020). 

Strategies for Business Leaders 

Business leaders must prioritize adaptability and trend monitoring to navigate the 

ever-evolving digital landscape effectively. As Participant P005 emphasized, “Being able 

to pivot our influencer campaigns during a crisis quickly helps us maintain our brand 
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presence and reputation.” To optimize influencer marketing efforts, leaders must utilize 

tools such as Google Trends and social listening platforms to track emerging trends and 

adjust influencer collaborations in real-time. This strategy enables businesses to stay 

aligned with consumer interests, ensuring their marketing campaigns remain relevant and 

impactful (Vrontis et al., 2021). Monitoring trends and making timely adjustments to 

marketing strategies is crucial for maintaining engagement and ensuring that influencer 

campaigns resonate with their target audiences. Shan et al. (2020), in addition to trend 

adaptation, crisis management should be integral to influencer strategy. 

Influencers can play a crucial role in preserving a brand’s reputation during times 

of crisis by ensuring transparent communication and maintaining trust with their 

followers. Participant P003 noted, “Crisis management is crucial in these times.” Long-

term, trust-based relationships with influencers ensure that marketing efforts remain 

authentic, even during challenging situations. Maintaining clear and consistent messaging 

during a crisis helps businesses protect their brand integrity and foster deeper trust among 

consumers. The importance of long-term influencer partnerships is supported by research 

from Ki et al. (2020), which shows that businesses with sustained influencer 

collaborations experience stronger customer retention and higher brand loyalty. 

Similarly, document D8 highlights that brands that prioritize long-term partnerships with 

influencers experience significant improvements in customer engagement and overall 

business growth. By embracing these strategies, business leaders can establish a robust 

and agile marketing framework that drives long-term success (Cattaneo, 2024). 
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Summary of Findings from Themes 1-6 

This research study explored the integration of social media influencers into retail 

marketing strategies through thematic analysis of interviews with eight marketing 

leaders. The study highlighted six key themes: Influencer Integration Strategies, Content 

Creation Process, Audience Engagement, Brand Alignment and Authenticity, Return on 

Investment (ROI), and Challenges Faced and Trend Adaptation. These themes underscore 

the multifaceted role of influencers in driving brand growth, consumer engagement, and 

long-term business success. 

Theme 1: Influencer Integration Strategies found that integrating social media 

influencers is critical for enhancing brand visibility and building authentic connections 

with target audiences (Ki et al., 2020). Retail businesses aligning influencers with their 

brand values enhance marketing effectiveness, fostering more profound and genuine 

consumer connections. This approach significantly contributes to brand perception, trust, 

and loyalty (Ki et al., 2020). Influencer content must be aligned with overarching 

business goals to maximize campaign success and ensure resonance with the intended 

audience, as supported by Cialdini’s (2001) principle of liking and Lou & Yuan’s (2019) 

research on brand-influencer alignment.  

Theme 2: Content Creation Process emphasized the importance of personalized 

content in driving engagement and fostering brand loyalty. Influencers who tailor their 

content to meet their audience’s preferences saw higher engagement and conversion rates 

(Ki et al., 2020). This study revealed that personalized content not only reinforces brand 

alignment but also cultivates deeper consumer trust, reflecting Cialdini’s (2001) principle 
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of liking. Supporting these findings, the Influencer Marketing Hub Benchmark Report 

(2025) highlights that tailored content enhances audience engagement, fosters 

community-building, and strengthens consumer loyalty, underscoring the strategic value 

of personalization in influencer marketing campaigns. 

Theme 3: Audience Engagement revealed that interactive content—such as polls, 

giveaways, and Q&A sessions—is key in driving consumer interactions and 

strengthening brand relationships. The study showed that increased engagement results in 

higher brand advocacy and loyalty (Ki et al., 2020). According to Cialdini’s (2001) 

principle of social influence, content that aligns with consumers’ interests is more likely 

to foster trust and engagement. The eWOM model (Kalejahi et al., 2021) also reinforced 

that influencers act as trusted sources who amplify brand messages, further enhancing 

consumer engagement and loyalty.  

Theme 4: Brand Alignment and Authenticity found that brand-influencer 

alignment is critical for ensuring authenticity in marketing. When influencers genuinely 

align with a brand’s values, they create content that resonates with their audience, driving 

consumer trust and deeper engagement. Authenticity in influencer marketing, which has 

been identified as essential for fostering long-term relationships with followers, also 

enhances consumer confidence and loyalty (Ki et al., 2020). This finding is supported by 

Cialdini’s (2001) principle of liking and the work of Rao et al. (2022), who noted that 

authentic influencer-brand partnerships lead to higher brand loyalty and ROI. 

Theme 5: Return on Investment (ROI) and Business Growth emphasized that 

measuring ROI is essential for assessing the effectiveness of influencer marketing 
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campaigns. The study found that businesses focus on both short-term conversions and 

long-term customer loyalty when evaluating campaign success (Aguinis, 2019; Ki et al., 

2020). Tracking ROI enables businesses to make informed decisions, refine strategies, 

and allocate resources effectively. Document D8 highlighted those businesses focusing 

on ROI-driven strategies, especially those prioritizing long-term customer retention, see 

improved engagement and stronger business outcomes.  

Theme 6: Challenges Faced and Trend Adaptation stressed the importance of 

adaptability in influencer marketing. Businesses that adjust their influencer campaigns 

quickly during crises or emerging trends can better maintain brand relevance and 

consumer loyalty (Lou & Yuan,2019). The study found that real-time adjustments to 

marketing strategies, such as staying aligned with new social media platforms and trends, 

are crucial for maintaining consumer engagement and brand relevance in a rapidly 

changing digital landscape. Vrontis et al. (2021) and Kalejahi et al. (2021) supported 

these findings, noting that influencers play a vital role in helping brands maintain trust 

and relevance during unpredictable market conditions. 

Confirming, Disconfirming, or Extending Knowledge for the Business Practitioner 

This research study examined the strategies employed by marketing leaders in the 

retail industry to integrate social media influencers into their business marketing 

frameworks. The findings from interviews and publicly available documents both 

confirm and extend existing knowledge in the field of influencer marketing, while also 

identifying areas that challenge prior assumptions. For example, the study confirms that 

alignment between influencers and brand values enhances engagement and fosters 
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consumer trust, consistent with findings from Purchase and Volery (2020). Additionally, 

the research extends understanding of how interactive and personalized content drives 

loyalty and purchasing behavior, building on insights from Rajput and Gandhi (2024). By 

juxtaposing these findings with prior studies, this section highlights practical implications 

for business practitioners, underscoring strategies that can optimize influencer marketing 

campaigns to strengthen brand loyalty, enhance customer engagement, and support long-

term business growth. 

Confirming Existing Knowledge 

The findings largely confirm existing theories and research regarding aligning 

influencer content with a brand’s values. As observed in prior studies by Ki et al. (2020)   

and Lou & Yuan (2019), the alignment between a brand and an influencer is crucial for 

establishing trust and credibility with the audience. The data from the current study aligns 

with these findings, demonstrating that when influencers are selected based on shared 

values, their content appears more authentic, which fosters stronger brand engagement 

and consumer trust. Participant P002 explained, “When an influencer genuinely believes 

in the product, it is clear to the audience. It does not feel like a forced ad, and that 

authenticity drives better results.” This confirms the importance of brand alignment as a 

key driver of effective marketing campaigns. 

Audience Engagement 

The theme of audience engagement aligns with previous literature 

(Trivedi&Sama,2019), which suggests that personalizing and tailoring content to 

audience preferences leads to higher engagement. Participants in this study echoed these 
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findings, with P005 stating, “Personalized content is key when influencers tailor content 

to their audience’s preferences; the engagement skyrockets.” This supports Wenting et 

al.’s (2024) assertion that personalized content drives greater interaction, brand recall, 

and loyalty. Additionally, document D3 further validates these findings, highlighting that 

interactive content significantly enhances audience engagement, fostering deeper and 

more authentic connections between brands and consumers (Influencer Marketing Hub, 

2025). 

Disconfirming Existing Knowledge 

While the findings largely confirm prior research, some aspects disconfirmed 

existing knowledge, particularly regarding the impact of short-term collaborations. 

Previous literature, such as Bharadwaj et al. (2022), emphasizes the long-term nature of 

influencer partnerships for sustainable engagement and trust-building. However, several 

participants in this study noted that short-term influencer collaborations can still yield 

high engagement, even without long-term alignment. For example, Participant P004 

mentioned, “Short-term collaborations, if well-executed, can still drive immediate 

results.” This suggests that long-term partnerships may not be as critical as previously 

suggested, and short-term collaborations can still be effective in specific contexts. This 

highlights a potential shift in influencer marketing strategies, where brands may rely on 

quick bursts of attention, especially during peak sales periods or specific promotions. 

Extending Existing Knowledge 

This study extends existing influencer marketing knowledge by emphasizing the 

real-time adaptability of influencer campaigns, particularly during crises or when new 
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trends emerge. Research by Vrontis et al. (2021) discusses the importance of market 

agility. However, the current study provides deeper insights into how businesses actively 

use influencer marketing to maintain brand relevance during periods of disruption. For 

example, P005 highlighted, “Being able to pivot our influencer campaigns during a crisis 

quickly helps us maintain our brand presence and reputation.” This finding extends the 

understanding of how flexibility in influencer strategies enables businesses to maintain 

consumer loyalty and continue driving engagement even in the face of unforeseen 

challenges. Document D8 further supports this concept by indicating that businesses that 

adapt their influencer strategies in response to market shifts experience improved brand 

performance and consumer engagement (Fritcher, 2025). 

Moreover, the research study offers a more granular understanding of trend 

adaptation in influencer marketing, a topic that has been previously discussed broadly in 

literature. As noted by P002 and P007, businesses that closely monitor emerging trends 

and adjust their influencer strategies accordingly are more likely to stay competitive. 

These findings extend the work of Influencer Marketing Hub (2025), demonstrating that 

adapting to emerging trends is crucial for businesses to sustain engagement and 

effectively leverage new influencer marketing opportunities. 

Alignment with Conceptual Framework 

The findings of this research study are consistent with the conceptual framework, 

which incorporates theories of social influence (Cialdini, 2001) and Electronic Word of 

Mouth (eWOM) (Kalejahi et al., 2021). According to Cialdini’s (2001) principle of 

liking, consumers are more likely to trust and engage with influencers who align with 
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their values. The findings support this principle by demonstrating that when influencers 

and brands share core values, their content appears more authentic, which in turn 

increases consumer engagement and loyalty. Participant P003 emphasized, “When we 

use influencers who genuinely believe in our product, it builds credibility and trust with 

our audience.” This aligns with Cialdini’s (2001) theory, which posits that when 

consumers feel a personal connection with a brand or influencer, their likelihood of 

engaging with the brand increases. The eWOM model (Kalejahi et al., 2021) also 

underpins many findings on audience engagement and brand authenticity. Influencers act 

as trusted sources of information, amplifying brand messages through their networks.  

This organic, trusted form of marketing contributes to increased consumer trust and 

engagement. As noted by Participant P007, “When brands collaborate closely with 

influencers, they ensure the content feels authentic and truly resonates with the 

audience.” This aligns with the eWOM model’s assertion that authentic content enhances 

brand credibility, improving engagement, increasing brand loyalty, and making more 

informed purchasing decisions. 

Comparison with Peer-Reviewed Studies 

The findings of this research study align with several peer-reviewed studies, 

particularly those that highlight the importance of influencer alignment, content 

personalization, and long-term partnerships in driving engagement and brand loyalty. 

Man Lai Cheung et al. (2021) found that the more aligned an influencer is with a brand, 

the more likely their content will resonate with the target audience. This study adds depth 

to this research by demonstrating that long-term and short-term collaborations can 
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contribute to engagement. Additionally, the work of Cattaneo (2024).is supported by the 

findings, particularly regarding how personalized content drives audience interaction and 

brand loyalty. The study also introduces new insights by emphasizing the importance of 

real-time adaptability and trend monitoring in influencer marketing, concepts that were 

previously less emphasized. This finding aligns with research by Vrontis et al. (2021), 

which advocates marketing agility. However, it extends this by showcasing the critical 

role influencers play in adapting to new trends and crises. 

Critical Analysis and Implications for Business Practice 

The findings emphasize the importance of authenticity and brand alignment in 

influencer marketing. Influencer partnerships built on shared values foster trust, increase 

engagement, and enhance brand loyalty (Lou & Yuan, 2019). Cialdini’s (2001) principle 

of liking also supports this, highlighting that authentic partnerships make the brand 

message more credible and persuasive. The research study also highlights the need for 

trend adaptation and real-time strategy adjustments to maintain brand relevance in a fast-

changing digital landscape. P005’s statement, “Being able to pivot our influencer 

campaigns during a crisis quickly helps us maintain our brand presence,” reflects the 

importance of agility. Research by Vrontis et al. (2021) further confirms that businesses 

that quickly adapt to market shifts gain a competitive advantage. The report by Fritcher 

(2025) also supports this, noting that adjusting strategies to emerging trends helps brands 

maintain consumer engagement and loyalty. By aligning influencer partnerships with 

brand values and staying agile in response to trends, businesses can build long-term 

customer loyalty and drive sustainable growth. 
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Business Contributions and Recommendations for Professional Practice 

The findings of this study make a significant contribution to business practice by 

providing a deeper understanding of integrating social media influencers into marketing 

strategies within the retail industry. The research underscores the crucial importance of 

aligning influencer content with a brand’s core values, thereby fostering authenticity and 

driving consumer engagement. This alignment fosters consumer trust, loyalty, and brand 

perception, ultimately driving sustained business growth (Cialdini, 2001; Kim & Kim, 

2022). The study reveals that personalized content and strategic influencer partnerships, 

which align with a brand’s values, are crucial for fostering stronger consumer 

relationships (Lou & Yuan, 2019). Furthermore, the study reinforces that businesses must 

integrate data-driven strategies, focusing on ROI and long-term customer retention, to 

optimize influencer marketing efforts (Al-Hasan, 2024; Fritcher, 2025). 

For business leaders, these findings highlight the importance of developing 

influencer partnerships based on shared values and focusing on strategic, outcome-driven 

campaigns. The research supports the need for ongoing trend adaptation and real-time 

adjustments in influencer marketing, as consumer preferences and social media platforms 

evolve rapidly (Campbell,2020). This adaptability and a focus on authenticity create a 

sustainable framework for long-term brand success (Cialdini, 2001; Kim & Kim,2022). 

Therefore, business leaders should prioritize creating personalized, interactive, and 

relevant content that resonates with their target audience, while tracking ROI and 

adjusting marketing strategies accordingly (Aguinis, 2019). Engaging with influencers 

who authentically align with the brand’s values will ensure that campaigns feel genuine, 
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increasing consumer trust and loyalty. Additionally, the findings of this study suggest that 

influencer marketing should not be treated as a one-time engagement but as an ongoing 

partnership. 

Leaders should invest in long-term collaborations with influencers that maintain 

consistent messaging and enhance brand visibility over time (Fritcher, 2025; Shopify 

Report, 2024). By fostering these sustained relationships, brands can deepen their 

connection with consumers and generate more meaningful engagement (De Vries, 2019). 

The strategic integration of influencers within the broader marketing ecosystem, tailoring 

content to meet the audience’s specific needs, and tracking the effectiveness of 

campaigns will enable businesses to stay competitive in a fast-changing digital landscape 

(Wenting et al., 2024). These insights also offer valuable implications for the research-

scholar community. Future research could further explore the nuances of influencer-

brand alignment in different industries, examining how authenticity influences consumer 

behavior across diverse consumer demographics and sectors (Alvarez-Monzoncillo, 

2023). Studies could also investigate how businesses can optimize their use of influencers 

within the broader context of integrated marketing strategies (Bharadwaj et al., 2022).  

Given the ongoing evolution of social media platforms and influencer marketing 

practices, longitudinal research on the long-term effects of these strategies on brand 

equity and consumer loyalty would be invaluable (Fowler & Thomas, 2023). 

Furthermore, exploring how businesses can effectively manage influencer partnerships, 

particularly during crises or market shifts, could contribute to refining best practices for 

leveraging influencers in marketing campaigns (Enke & Borchers, 2021). The findings 
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from this research project demonstrate that adaptability, proactive trend monitoring, and 

coordinated planning are essential for maintaining audience engagement, brand loyalty, 

and campaign effectiveness. By implementing these strategies, retail marketing leaders 

can respond swiftly to changing market conditions, optimize influencer performance, and 

ensure consistent alignment with brand objectives even during unpredictable events. 

Implications for Social Change 

The findings from this research study on influencer marketing and its integration 

into business strategies have significant implications for social change. Through 

influencer marketing, businesses can create more meaningful and authentic connections 

with consumers, fostering positive changes in individuals, communities, organizations, 

and society. By embracing personalization, engagement, and adaptability, organizations 

can enhance brand loyalty, consumer trust, and advocacy, shaping a more engaged, 

informed, and inclusive society (Naeem et al, 2024). The following sections outline how 

these findings can lead to tangible improvements within organizations and at a broader 

societal level. 

Impact on Organizations and Institutions 

Influencer marketing can transform organizational practices effectively by 

aligning brands with their target audiences more authentically. As noted by Lou& Yuan 

(2019), personalized content and engagement strategies lead to stronger consumer 

relationships, ultimately enhancing brand trust and loyalty. Businesses that embrace these 

strategies contribute to economic stability by ensuring that their marketing efforts 

resonate with the needs and preferences of their customers (Bharadwaj et al., 2022; 
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Fritcher, 2025). Furthermore, by selecting influencers whose values align with their 

brand, organizations can establish credibility and trust, leading to sustained growth and 

improved ROI (Cialdini, 2001; Kalejahi et al., 2021). This shift in marketing practices 

has the potential to shape how businesses prioritize consumer relationships, creating a 

more customer-centric business environment that values transparency, authenticity, and 

long-term engagement over short-term gains (Alvarez-Monzoncillo, 2023). 

Public documents, such as the Fritcher (2025) (D8) and the Shopify Report (2024) 

(D5), support this view by emphasizing that businesses adopting influencer marketing 

strategies based on shared values and authentic messaging experience increased 

consumer engagement, loyalty, and ROI. These findings suggest that organizations that 

invest in building authentic, value-driven relationships with influencers can foster deeper 

connections with their audience, which translates to long-term growth and brand 

advocacy (Alwan & Alshurideh, 2022; Bharadwaj et al., 2022). This shift can result in a 

more customer-focused approach across industries, with broader implications for 

businesses operating in a rapidly evolving digital landscape. 

Impact on Communities and Societal Norms 

Beyond organizational benefits, the findings from this research study also suggest 

that the evolution of influencer marketing can have a profound impact on societal 

attitudes and behaviors. The growing emphasis on authenticity, inclusivity, and 

transparency in marketing campaigns can help break down societal barriers and promote 

diversity in consumer-facing businesses. As businesses increasingly align with 

influencers who share their values, they contribute to the amplification of diverse voices, 
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which can reshape societal perceptions around issues like representation, inclusivity, and 

authenticity in marketing (Trivedi, 2019). This transformation can lead to more equitable 

business practices, where marginalized voices have greater visibility, thus supporting 

broader social change (Bastrygina & Lim, 2023). 

However, influencer marketing can drive positive societal changes by 

encouraging more sustainable consumer behavior. As influencers promote products that 

align with social causes, sustainability, and ethical practices, they have the potential to 

inspire their audiences to adopt more responsible consumer habits. The Sprout Social 

report (2025) highlights that consumers increasingly seek brands that align with their 

personal values and demonstrate social responsibility, emphasizing the importance of 

authenticity in influencer marketing strategies. By using their platforms for good, 

influencers can help shape consumer behavior in ways that benefit communities and 

society (Alvarez-Monzoncillo, 2023; Ayari et al., 2024). This shift towards purpose-

driven marketing can have a ripple effect, encouraging more businesses to adopt socially 

responsible and sustainable practices, thus contributing to the overall betterment of 

society (Cuffie, 2022; Trivedi & Sama, 2019). 

Recommendation for Further Study 

This research study comprehensively explores how retail businesses integrate 

social media influencers (Pradhan et al., 2023) into their marketing frameworks, offering 

valuable insights into the strategies and tactics that drive consumer engagement and 

brand loyalty. However, several limitations impact the generalizability and depth of the 

findings, including the sample size, reliance on qualitative data, and the absence of a 
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longitudinal perspective. Future research could address these limitations by expanding 

the sample size to include marketing leaders from various industries and geographic 

locations. According to Al-Abdallah et al. (2024), broader studies involving diverse 

industries provide a more nuanced understanding of the global influencer marketing 

landscape.  

Additionally, expanding the scope to include quantitative and qualitative data 

would yield a more robust understanding of the impact of influencer strategies on ROI. 

The combination of survey data, performance metrics, and in-depth interviews, as 

discussed by Anjorin et al. (2024), would allow researchers to measure influencer success 

in real-time and track its long-term effects. Longitudinal studies, such as those suggested 

by Bouncken et al. (2025), would provide a deeper understanding of the lasting impact of 

influencer marketing on brand loyalty and consumer behavior, extending the current body 

of research (Man Lai Cheung et al., 2021). 

Future studies could focus on the evolving role of social media influencers in 

niche markets. As Antoniou (2024) highlighted, influencer effectiveness can vary 

significantly across different consumer demographics, and a more focused investigation 

into niche segments could shed light on how influencer marketing strategies differ in 

specialized markets. For example, influencer marketing strategies in the beauty and 

fashion industries may require different approaches than those in tech or financial sectors 

(Lushey, 2021). Additionally, understanding how influencers can adapt to emerging 

platforms, as discussed by Bastrygina and Lim (2023), is crucial for businesses aiming to 

stay competitive in the rapidly changing digital landscape. Investigating influencer 
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success on newer platforms like TikTok, Facebook, and Instagram, as explored by Barta 

et al. (2023), would help companies stay ahead of the curve and develop strategies 

tailored to the specific characteristics of each platform. This exploration could provide 

insights into how influencer marketing strategies can be adapted for various channels, 

increasing brand reach and engagement (Bastrygina & Lim, 2023).  An additional 

recommendation for future research involves exploring the psychological aspects of 

influencer marketing. As Cialdini (2001) emphasized, understanding the psychological 

mechanisms when consumers engage with influencer content can provide significant 

insights into how brands can optimize their messaging.  

Future studies could focus on how trust, authenticity, and parasocial relationships 

affect consumer behavior in response to influencer marketing (Cialdini, 2001). 

Researchers could investigate how influencers can build deeper emotional connections 

with their followers, as proposed by Elmousa et al. (2024), and how these emotional 

bonds contribute to consumer loyalty and advocacy. These psychological factors are 

crucial for brands looking to cultivate deeper relationships with their consumers 

(Elmousa et al., 2024). Exploring the ethical implications of influencer marketing, 

particularly concerning transparency and consumer manipulation, as suggested by 

Antoniou (2024), would offer a more holistic perspective of influencer strategies. As 

marketing tactics evolve, it is critical to investigate how ethical practices can be 

integrated into influencer partnerships to maintain consumer trust and satisfaction 

(Mucundorfeanu et al., 2024). Given the rapid pace of technological change and shifting 
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consumer expectations, businesses must remain proactive in ensuring that their influencer 

partnerships are transparent and ethically grounded.  

By addressing these areas, future research can build on the findings of this study 

and further contribute to refining business practices in influencer marketing. Expanding 

sample size, exploring niche markets, and delving deeper into the psychological and 

ethical aspects of influencer relationships will enhance the current body of knowledge 

and equip businesses with more targeted strategies for engaging with consumers ethically 

and effectively. 

Conclusion 

This research project provided an in-depth examination of the strategies employed 

by retail marketing leaders Kapoor& Banerjee (2023) to integrate social media 

influencers into their business marketing frameworks. The findings emphasized the 

critical importance of aligning influencer content with brand values, personalizing 

marketing efforts, and adapting to emerging trends. These strategies enhanced consumer 

engagement and fostered trust, loyalty, and long-term relationships, which are essential 

for sustained business growth. The results aligned with Cialdini’s (2001) principle of 

social influence, suggesting that consumers were more likely to engage with content that 

resonated with their values, reinforcing the role of authenticity in influencer marketing. 

The research also supported the findings of Ki et al. (2020), highlighting the significant 

role of personalized content in driving consumer loyalty, and confirmed the pivotal role 

of brand-influencer alignment in enhancing authenticity and deepening consumer 

connections (Bastrygina and Lim (2023), This call attention to the importance of 
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selecting influencers who authentically embody a brand’s values, making content more 

relatable and effective in creating long-lasting consumer relationships (Cialdini, 2001; 

Lou & Yuan, 2019).  

The research study further highlighted the importance of measuring Return on 

Investment (ROI) and tracking both short-term conversions and long-term customer 

retention in influencer marketing campaigns (Han,2023). According to Santiago & 

Castelo (2020), businesses navigated a rapidly evolving digital landscape, and ROI-

focused strategies were vital for assessing the success and sustainability of influencer-

driven initiatives. Fritcher (2025) supported this view by emphasizing data-driven 

decision-making and the role of real-time metrics in adapting influencer marketing 

strategies for long-term growth. Additionally, adapting to social media trends and 

continuously monitoring consumer preferences emerged as a key finding. This 

adaptability was crucial for maintaining brand relevance and engagement in a highly 

competitive marketplace. Vrontis et al. (2021) corroborated that businesses that remained 

agile and responsive to shifting trends were better equipped to sustain long-term success 

in the dynamic digital marketing environment. 

In conclusion, businesses that integrated these strategies into their influencer 

marketing frameworks were better equipped to drive engagement, foster long-term 

consumer loyalty, and achieve measurable business growth (Trivedi & Sama, 2019). By 

maintaining authentic influencer partnerships, consistently tracking ROI, and staying 

agile in response to emerging trends, businesses ensured that their marketing efforts 

remained impactful, relevant, and sustainable. This research study contributed valuable 
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insights into the growing field of influencer marketing (Hutchinson, A., 2025) and 

offered practical recommendations for business leaders seeking to optimize their 

marketing strategies. Future research should explore the effectiveness of these strategies 

across diverse industries and assess the long-term impact of influencer collaborations on 

brand equity and customer loyalty (Alcantara-Pilar et al., 2024). 

  



94 

 

References 

Adams, K. A., & Lawrence, E. K. (2019). Research methods, statistics, and applications 

(2nd ed.). SAGE Publishing. 

Aguinis, H. (2019). Performance management (2nd ed.). Pearson Prentice Hall. 

https://doi.org/10.4236/jss.2023.119010 

Ahmed, S., Islam, T., & Ghaffar, A. (2024). Shaping brand loyalty through social media 

influencers: The mediating role of follower engagement and social attractiveness. 

SAGE Open, 14(2). https://doi.org/10.1177/21582440241242928 

Al-Abdallah, G., Barzani, R., Dandis, A. O., & Eid, M. A. H. (2024). Social media 

marketing strategy: The impact of firm-generated content on customer-based 

brand equity in the retail industry. Journal of Marketing Communications, 1–30. 

https://doi.org/10.1080/13527266.2023.2300076 

Alcántara-Pilar, J. M., Rodriguez-López, M. E., Kalinić, Z., & Liébana-Cabanillas, F. 

(2024). From likes to loyalty: Exploring the impact of influencer credibility on 

purchase intentions in TikTok. Journal of Retailing and Consumer Services, 78, 

103709. https://doi.org/10.1016/j.jretconser.2024.103709 

Al-Hasan, A. (2024). Influencer storefronts: Impact of social media advertising 

disclosures on purchases. Journal of Systems and Information Technology, 26(3), 

418–446. https://doi.org/10.1108/JSIT-09-2023-0205 

Alkan, Z., & Ulas, S. (2023). Trust in social media influencers and purchase intention: 

An empirical analysis. Online Journal of Communication and Media 

Technologies, 13(1), e202301. https://doi.org/10.30935/ojcmt/12783 

https://doi.org/10.4236/jss.2023.119010
https://doi.org/10.1177/21582440241242928?utm_source=chatgpt.com
https://doi.org/10.1080/13527266.2023.2300076?utm_source=chatgpt.com
https://doi.org/10.1016/j.jretconser.2024.103709?utm_source=chatgpt.com
https://doi.org/10.1108/JSIT-09-2023-0205?utm_source=chatgpt.com
https://doi.org/10.30935/ojcmt/12783?utm_source=chatgpt.com


95 

 

Alwan, M., & Alshurideh, M. T. (2022). The effect of digital marketing on purchase 

intention: Moderating effect of brand equity. International Journal of Data and 

Network Science, 6(3), 837–848. https://doi.org/10.5267/j.ijdns.2022.2.012 

Ancillai, C., Terho, H., Cardinali, S., & Pascucci, F. (2019). Advancing social media 

driven sales research: Establishing conceptual foundations for B-to-B social 

selling. Industrial Marketing Management, 82, 293-308. 

https://doi.org/10.1016/j.indmarman.2019.01.002 

Anjorin, K. F., Raji, M. A., & Olodo, H. B. (2024). The influence of social media 

marketing on consumer behavior in the retail industry: A comprehensive review. 

International Journal of Management & Entrepreneurship Research, 6(5), 1547–

1580. https://doi.org/10.51594/ijmer.v6i5.1123 

Antoniou, A. (2024). When likes go rogue: Advertising standards and the malpractice of 

unruly social media influencers. Journal of Media Law, 1, 1–44. 

https://doi.org/10.1080/17577632.2024.2361517 

Arenas-Márquez, F. J., Martínez-Torres, M. R., & Toral, S. L. (2021). How can 

trustworthy influencers be identified in electronic word-of-mouth communities? 

Technological Forecasting and Social Change, 166, 120596. 

https://doi.org/10.1016/j.techfore.2021.120596 

Ayari, S., Oueslati, K., & Ben Yahia, I. (2024). Exploring the causes of unfollowing 

Social media influencers: A qualitative study. Journal of Human Behavior in the 

Social Environment, 1–19. https://doi.org/10.1080/10911359.2023.2300628 

Babbie, E. (2020). The practice of social research (15th ed.). Cengage Learning. 

https://doi.org/10.5267/j.ijdns.2022.2.012
https://doi.org/10.1016/j.indmarman.2019.01.002
https://doi.org/10.51594/ijmer.v6i5.1123?utm_source=chatgpt.com
https://doi.org/10.1080/17577632.2024.2361517?utm_source=chatgpt.com
https://doi.org/10.1016/j.techfore.2021.120596?utm_source=chatgpt.com
https://doi.org/10.1080/10911359.2023.2300628?utm_source=chatgpt.com


96 

 

Batra, L., Garg, N., & Mittal, R. (2022). The impact of social media influences on 

purchase intention. Effulgence-A Management Journal, 20(1), 27–37. 

https://doi.org/10.33601/effulgence.rdias/v20/i1/2022/27-37 

Barta, S., Belanche, D., Fernández, A., & Flavián, M. (2023). Influencer marketing on 

TikTok: The effectiveness of humor and followers’ hedonic experience. Journal 

of Retailing and Consumer Services, 70, 103149. 

https://doi.org/10.1016/j.jretconser.2022.103149 

Bastrygina, T., & Lim, W. M. (2023). Foundations of consumer engagement with social 

media influencers. International Journal of Web-Based Communities, 19(2/3), 

222–242. https://doi.org/10.1504/IJWBC.2023.131410 

Bharadwaj, N., Ballings, M., Naik, P. A., Moore, M., & Arat, M. M. (2022). New 

livestream retail analytics framework to assess the sales impact of emotional 

displays. Journal of Marketing, 86(1), 27–47. 

https://doi.org/10.1177/00222429211013042 

Borah, P. S., Iqbal, S., & Akhtar, S. (2022). Linking social media usage and SMEs’ 

Sustainable performance: The role of digital leadership and innovation 

capabilities. Technology in Society, 68, 101900. 

https://doi.org/10.1016/j.techsoc.2022.101900 

Bouncken, R. B., Czakon, W., & Schmitt, F. (2025). Purposeful sampling and saturation 

in qualitative research methodologies: Recommendations and review. Review of 

Managerial Science, 19(2), 1–27. https://doi.org/10.1007/s11846-025-00881-2 

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative 

https://doi.org/10.33601/effulgence.rdias/v20/i1/2022/27-37
https://doi.org/10.1016/j.jretconser.2022.103149?utm_source=chatgpt.com
https://doi.org/10.1504/IJWBC.2023.131410
https://doi.org/10.1177/00222429211013042?utm_source=chatgpt.com
https://doi.org/10.1016/j.techsoc.2022.101900?utm_source=chatgpt.com
https://doi.org/10.1007/s11846-025-00881-2


97 

 

Research in Psychology, 3(2), 77–101. 

https://doi.org/10.1191/1478088706qp063oa 

Brennan, N. (2025). Why influencer marketing is critical to PR. PRWeek. 

https://www.prweek.com/article/1915959/why-influencer-marketing-critical-pr 

Campbell, C., & Farrell, J. R. (2020). More than meets the eye: The functional 

components underlying influencer marketing. Business Horizons, 63(4), 469–

479. https://doi.org/10.1016/j.bushor.2020.03.003 

Cattaneo, E., & Sun, Y. (2024). Advantages and disadvantages for brands of using Social 

media influencers. Celebrity, Social Media Influencers and Brand Performance, 

79–104.https://doi.org/10.1007/978-3-031-63516-8_5 

Chopra, A., Avhad, V., & Jaju, S. (2021). Influencer marketing: An exploratory study to 

identify antecedents of consumer behavior of millennials. Business Perspectives 

and Research, 9(1), 77–91. https://doi.org/10.1177/2278533720923486 

Cialdini, R. B. (2001). Influence: Science and practice. Allyn & Bacon. 

Creswell, J. W., & Poth, C. N. (2018). Qualitative inquiry and research design: Choosing 

among five approaches (4th ed.). SAGE Publications. 

Cuffie, C. (2022). Social media marketing strategies for improving customer 

relationships (Publication No. 12961) [Doctoral dissertation, Walden University]. 

https://scholarworks.waldenu.edu/dissertations/12961 

Denzin, N. K., & Lincoln, Y. S. (2023). The SAGE handbook of qualitative research (6th 

ed.). SAGE Publications. 

De Cicco, R., Iacobucci, S., & Pagliaro, S. (2020). The effect of influencer-products fits 

https://doi.org/10.1191/1478088706qp063oa
https://www.prweek.com/article/1915959/why-influencer-marketing-critical-pr
https://doi.org/10.1016/j.bushor.2020.03.003
https://doi.org/10.1007/978-3-031-63516-8_5
https://doi.org/10.1177/2278533720923486?utm_source=chatgpt.com
https://scholarworks.waldenu.edu/dissertations/12961


98 

 

on advertising recognition and the role of enhanced disclosure in increasing 

sponsorship transparency. International Journal of Advertising, 40(5), 733–759. 

https://doi.org/10.1080/02650487.2020.1801198 

De Vries, E. L. (2019). When more likes are not better: The consequences of high and 

low likes-to-followers ratios for perceived account credibility and social media 

marketing effectiveness. Marketing Letters, 30(3), 275–291. 

https://doi.org/10.1007/s11002-019-09496-6 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., & 

Wang, Y. (2021). Setting the future of digital and social media marketing 

research: Perspectives and research propositions. International Journal of 

Information Management, 59, 102168. 

https://doi.org/10.1016/j.ijinfomgt.2020.102168 

Elmousa, H., Yee, W. F., & Cheah, J. H. (2024). Effectiveness of social media 

influencers and their impact on customers’ attitudes and buying intentions. Online 

Journal of Communication and Media Technologies, 13(1), e202301. 

https://doi.org/10.30935/ojcmt/12783 

Enke, N., & Borchers, N. S. (2021). Social media influencers in strategic communication: 

A conceptual framework for strategic social media influencer communication. In 

Social media influencers in strategic communication (pp. 7–23). Routledge. 

https://doi.org/10.4324/9781003181286 

Federal Trade Commission. (2021). Disclosures 101 for social media influencers. 

https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-

https://doi.org/10.1080/02650487.2020.1801198?utm_source=chatgpt.com
https://doi.org/10.1007/s11002-019-09496-6
https://doi.org/10.1016/j.ijinfomgt.2020.102168?utm_source=chatgpt.com
https://doi.org/10.30935/ojcmt/12783?utm_source=chatgpt.com
https://doi.org/10.4324/9781003181286?utm_source=chatgpt.com
https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-guide-508_1.pdf


99 

 

guide-508_1.pdf 

Forbes (2025). 18 emerging influencer marketing trends brands need to watch. Forbes. 

https://www.forbes.com/councils/forbescommunicationscouncil/2025/05/15/18-

emerging-influencer-marketing-trends-brands-need-to-watch/ 

Fowler, K., & Thomas, V. L. (2023). Influencer marketing: a scoping review and a look 

ahead. Journal of Marketing Management, 39(11–12), 933–964. 

https://doi.org/10.1080/0267257X.2022.2157038 

Fritcher, B. (2025). Influencer marketing report 2025: Emerging trends unveiled. Triller. 

https://trillercorp.com/influencer-marketing-report-2025-emerging-trends-

unveiled/ 

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D. (2020). 

Navigating the New Era of Influencer Marketing: How to be Successful on 

Instagram, TikTok, & Co. California Management Review, 63(1), 5–25. 

https://doi.org/10.1177/0008125620958166 

Han, X., Wang, L., & Fan, W. (2023). Cost-effective social media influences marketing. 

INFORMS Journal on Computing, 35(1), 138-157. 

https://doi.org/10.1287/ijoc.2022.1246 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic 

word-of-mouth via consumer-opinion platforms: What motivates consumers to 

articulate themselves online? Journal of Interactive Marketing, 18(1), 38–52. 

https://doi.org/10.1002/dir.10073 

Hennink, M. M., & Kaiser, B. N. (2022). Sample sizes for saturation in qualitative 

https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-guide-508_1.pdf
https://www.forbes.com/councils/forbescommunicationscouncil/2025/05/15/18-emerging-influencer-marketing-trends-brands-need-to-watch/
https://www.forbes.com/councils/forbescommunicationscouncil/2025/05/15/18-emerging-influencer-marketing-trends-brands-need-to-watch/
https://doi.org/10.1080/0267257X.2022.2157038
https://trillercorp.com/influencer-marketing-report-2025-emerging-trends-unveiled/
https://trillercorp.com/influencer-marketing-report-2025-emerging-trends-unveiled/
https://doi.org/10.1177/0008125620958166
https://doi.org/10.1287/ijoc.2022.1246
https://doi.org/10.1002/dir.10073?utm_source=chatgpt.com


100 

 

research: A systematic review of empirical tests. Social Science & Medicine, 292, 

114523. https://doi.org/10.1016/j.socscimed.2021.114523 

Hodkinson, C., Shaw, D., & Sparks, L. (2021). Influencer credibility perceived social 

presence, and consumer engagement and purchase intention. Journal of Retailing 

and Consumer Services, 61, 102547. 

https://doi.org/10.1016/j.jretconser.2021.102547 

Hudders, L., & Lou, C. (2022). A new era of influencer marketing: Lessons from recent 

inquiries and thoughts on future directions. International Journal of Advertising, 

41(1), 1–5. https://doi.org/10.1080/02650487.2022.2031729 

Hutchinson, A. (2025). Big brands are spending more on influencer marketing. Social 

Media Today. https://www.socialmediatoday.com/news/big-brands-spending-

more-influencer-marketing-report/750757/ 

Influencer Marketing Hub. (2025). Influencer marketing benchmark report 2025. 

https://influencermarketinghub.com/influencer-marketing-benchmark-report/ 

Jamil, K., Dunnan, L., Gul, R. F., Shedzad, M. U., Gillani, S. H., & Awan, F. H. (2022). 

Role of social media marketing activities in influencing customer intentions: A 

perspective of a new emerging era. Frontiers in Psychology. 

https://www.frontiersin.org/articles/10.3389/fpsyg.2021.808525/full 

Janssen, L., Schouten, A. P., & Croes, E. A. J. (2021). Influencer advertising on 

Instagram: Product-influencer fit and number of followers affect advertising 

outcomes and influencer evaluations via credibility and identification. 

International Journal of Advertising, 41(1), 101–127. 

https://doi.org/10.1016/j.socscimed.2021.114523
https://doi.org/10.1016/j.jretconser.2021.102547?utm_source=chatgpt.com
https://doi.org/10.1080/02650487.2022.2031729?utm_source=chatgpt.com
https://www.socialmediatoday.com/news/big-brands-spending-more-influencer-marketing-report/750757/
https://www.socialmediatoday.com/news/big-brands-spending-more-influencer-marketing-report/750757/
https://influencermarketinghub.com/influencer-marketing-benchmark-report/
https://www.frontiersin.org/articles/10.3389/fpsyg.2021.808525/full?utm_source=chatgpt.com


101 

 

https://doi.org/10.1080/02650487.2021.1994205 

Jin, S. V., Muqaddam, A., & Ryu, E. (2019). Instafamous and social media influencer 

marketing. Marketing Intelligence & Planning, 37(5), 567–579. 

https://doi.org/10.1108/MIP-09-2018-0375 

Kalejahi, H. K., Noubar, H. B., & Rostamzadeh, R. (2021). Developing a model to 

analyze customers’ purchasing intentions emphasizes the eWOM dimensions’ 

role in social networks. International Journal of Business Environment, 1(1), 

Article 1. https://doi.org/10.1504/IJBE.2021.10042396 

Kapoor, S., & Banerjee, S. (2023). Retailers’ Interventions, Social Media Amplification, 

Consumer and Food Brand Scandal. Journal of International Food & 

Agribusiness Marketing, 1–28. https://doi.org/10.1080/08974438.2023.2291401 

Kim, J., & Kim, M. (2022). Rise of social media influencers as a new marketing channel: 

Focusing on the roles of psychological well-being and perceived social 

responsibility among consumers. International Journal of Environmental 

Research and Public Health, 19(4), 2362. https://doi.org/10.3390/ijerph19042362 

Kothari, H., Choudhary, A., Jain, A., Singh, S., Prasad, K. D. V., & Vani, U. K. (2025). 

Impact of social media advertising on consumer behavior: Role of credibility, 

perceived authenticity, and sustainability. Frontiers in Communication, 10, 

1595796. https://doi.org/10.3389/fcomm.2025.1595796 

Li, X., He, X., & Zhang, Y. (2020). The impact of social media on business performance 

of small firms in China. Information Technology for Development, 26(2), 346–

368. https://doi-org.10.1080/02681102.2019.1594661 

https://doi.org/10.1080/02650487.2021.1994205?utm_source=chatgpt.com
https://doi.org/10.1108/MIP-09-2018-0375
https://doi.org/10.1504/IJBE.2021.10042396
https://doi.org/10.1080/08974438.2023.2291401
https://doi.org/10.3390/ijerph19042362?utm_source=chatgpt.com
https://doi-org.10.1080/02681102.2019.1594661


102 

 

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and credibility 

affect consumer trust in branded content on social media. Journal of Interactive 

Advertising, 19, 58-73. https://doi.org/10.1080/15252019.2018.1533501 

Lushey, C. (2021). Review of the book Instagram: Visual social media cultures, by T. 

Leaver, T., Highfield, & C. Abidin. Communications, 46(4), 613–615. 

https://doi.org/10.1515/commun-2020-0029 

Man Lai Cheung, Guilherme Pires, Philip J. Rosenberger III, Wilson K.S. Leung, Man 

Kit Chang (2021). The role of social media elements in driving co-creation and 

engagement. Asia Pacific Journal of Marketing and Logistics 25 October 2021; 

33 (10): 1994–2018. https://doi.org/10.1108/APJML-03-2020-0176 

Md. Nordin, S., Ahmad Rizal, A. R., & Zolkepli, I. A. (2021). Innovation diffusion: The 

influence of social media affordances on complexity reduction for decision-

making. Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.705245 

Mucundorfeanu, M., Balaban, D. C., & Mauer, M. (2024). Exploring the effectiveness of 

digital manipulation disclosures for Instagram posts on source credibility and 

authenticity of social media influencers. International Journal of Advertising, 1–

31. https://doi.org/10.1080/02650487.2024.2381973 

Naeem, M., Ozuem, W., Howell, K., & Ranfagni, S. (2024). Demystification and 

Actualization of Data Saturation in Qualitative Research Through Thematic 

Analysis. International Journal of Qualitative Methods, 23. 

https://doi.org/10.1177/16094069241229777 

National Commission for the Protection of Human Subjects of Biomedical and 

https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1515/commun-2020-0029
https://doi.org/10.1108/APJML-03-2020-0176
https://doi.org/10.3389/fpsyg.2021.705245?utm_source=chatgpt.com
https://doi.org/10.1080/02650487.2024.2381973?utm_source=chatgpt.com
https://doi.org/10.1177/16094069241229777


103 

 

Behavioral Research. (1979). The Belmont Report: Ethical principles and 

guidelines for the protection of human subjects of research. U.S. Department of 

Health & Human Services. https://www.hhs.gov/ohrp/regulations-and-

policy/belmont-report/index.html 

Odoom, R. (2023). Digital content marketing and consumer brand engagement on social 

media: Do influencers’ brand content moderate the relationship? Journal of 

Marketing Communications, 1–24. 

https://doi.org/10.1080/13527266.2023.2249013 

Patton, M. Q. (2020). Qualitative research & evaluation methods: Integrating theory and 

practice (4th ed.). SAGE Publications. 

Pradhan, B., Kishore, K., & Gokhale, N. (2023). Social media influencers and consumers 

engagement: A review and future research agenda. International Journal of 

Consumer Studies, 47(6), 2106–2130. https://doi.org/10.1111/ijcs.12901 

Pring, R. (2024). Confidentiality and the right to know. In The Politics and Ethics of 

Evaluation (pp. 8–18). Routledge. 

Pulakos, E. D. (2019). Performance management: A new approach for driving business 

results. Wiley. 

Purchase, S., & Volery, T. (2020). Marketing innovation: A systematic review. Journal 

of Marketing Management, 36(9–10), 763–793. 

https://doi.org/10.1080/0267257X.2020.1774631 

Rahimi, S., & Khatooni, M. (2024). Saturation in qualitative research: Evolutionary 

concept analysis. International Journal of Nursing Studies Advances, 6, 100174. 

https://www.hhs.gov/ohrp/regulations-and-policy/belmont-report/index.html?utm_source=chatgpt.com
https://www.hhs.gov/ohrp/regulations-and-policy/belmont-report/index.html?utm_source=chatgpt.com
https://doi.org/10.1080/13527266.2023.2249013?utm_source=chatgpt.com
https://doi.org/10.1111/ijcs.12901?utm_source=chatgpt.com
https://doi.org/10.1080/0267257X.2020.1774631


104 

 

https://doi.org/10.1016/j.ijnsa.2024.100174 

Rajput, A., & Gandhi, A. (2024). The branding power of social media influencers: An 

interactive marketing approach. Cogent Business & Management, 11(1). 

https://doi.org/10.1080/23311975.2024.2380807 

Rao Hill, S., & Qesja, B. (2022). Social media influences popularity and authenticity 

perception in the travel industry. The Service Industries Journal, 43(5–6), 289–

311. https://doi.org/10.1080/02642069.2022.2149740 

Roseveare, C. (2023). Thematic analysis: A practical guide, by Virginia Braun and 

Victoria Clarke. Canadian Journal of Program Evaluation, 38(1), 143–145. 

https://doi.org/10.3138/cjpe.76737 

Santiago, J. K., & Castelo, I. M. (2020). Digital influencers: An exploratory study of 

influencer marketing campaign process on Instagram. Online Journal of Applied 

Knowledge Management (OJAKM), 8(2), 31–52. 

https://doi.org/10.36965/OJAKM.2020.8(2)31-52 

Schafer, R., & Phillippi, J. C. (2025). Updating and Advancing Member-Checking 

Methods: Use of Video and Asynchronous Technology to Optimize Participant 

Engagement. International Journal of Qualitative Methods, 24. 

https://doi.org/10.1177/16094069251315395  

Shahzad, A., Rashid, H., Nadeem, A., Bilal, M., & Ahmad, W. (2023). Social media 

influencer marketing: Exploring the dynamics of follower engagement. Journal of 

Policy Research, 9(4), 1–8. https://doi.org/10.61506/02.00120 

Shamim, K., Azam, M., & Islam, T. (2024). How do social media influencers induce the 

https://doi.org/10.1016/j.ijnsa.2024.100174
https://doi.org/10.1080/23311975.2024.2380807
https://doi.org/10.1080/02642069.2022.2149740?utm_source=chatgpt.com
https://doi.org/10.3138/cjpe.76737
https://doi.org/10.36965/OJAKM.2020.8(2)31-52?utm_source=chatgpt.com
https://doi.org/10.1177/16094069251315395
https://doi.org/10.61506/02.00120?utm_source=chatgpt.com


105 

 

urge to buy impulsively? Social commerce context. Journal of Retailing and 

Consumer Services, 77, 103621. https://doi.org/10.1016/j.jretconser.2023.103621 

Shan, Y., Chen, K. J., & Lin, J. S. (2020). When social media influencers endorse brands: 

The effects of self-influencer congruence, parasocial identification, and perceived 

endorser motive. International Journal of Advertising, 39(1), 1–21. 

https://doi.org/10.1080/02650487.2019.1575108  

Shao, Z. (2024). How the characteristics of social media influencers and live content 

influence consumers’ impulsive buying in live streaming commerce: The role of 

congruence and attachment. Journal of Research in Interactive Marketing, 18(3), 

506–527. https://doi.org/10.1108/JRIM-08-2023-0277 

Shopify. (2024). Are you on Shopify? Are you leveraging social media? There is 

Something you need to know! National Positions. 

https://nationalpositions.com/the-most-effective-social-media-marketing-

strategies-for-shopify/ 

Sprout Social. (2025). What is influencer marketing: A strategy guide for 2025. Sprout 

Social. https://sproutsocial.com/insights/influencer-marketing-guide/ 

Tanwar, A. S., Chaudhry, H., & Srivastava, M. K. (2022). Trends in Influencer 

Marketing: A Review and Bibliometric Analysis. Journal of Interactive 

Advertising, 22(1), 1–27. https://doi.org/10.1080/15252019.2021.2007822 

Tracy, S. J. (2020). Qualitative research methods: Collecting evidence, crafting analysis, 

communicating impact (2nd ed.). Wiley-Blackwell. 

Trivedi, J., & Sama, R. (2019). The Effect of Influencer Marketing on Consumers’ Brand 

https://doi.org/10.1016/j.jretconser.2023.103621?utm_source=chatgpt.com
https://doi.org/10.1080/02650487.2019.1575108
https://doi.org/10.1108/JRIM-08-2023-0277?utm_source=chatgpt.com
https://nationalpositions.com/the-most-effective-social-media-marketing-strategies-for-shopify/
https://nationalpositions.com/the-most-effective-social-media-marketing-strategies-for-shopify/
https://sproutsocial.com/insights/influencer-marketing-guide/
https://doi.org/10.1080/15252019.2021.2007822


106 

 

Admiration and Online Purchase Intentions: An Emerging Market 

Perspective. Journal of Internet Commerce, 19(1), 103–124. 

https://doi.org/10.1080/15332861.2019.1700741 

U.S. Federal Trade Commission. (2020). Disclosures 101 for social media influencers. 

FTC Report. https://www.ftc.gov/system/files/documents/plain-language/1001a-

influencer-guide-508_1.pdf 

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social media influencer 

marketing: A systematic review, integrative framework, and future research 

agenda. International Journal of Consumer Studies, 45(4), 617–644. 

https://doi.org/10.1111/ijcs.12647 

Wenting, L., Zhao, F., Lee, J. M., Park, J., Septianto, F., & Seo, Y. (2024). How micro-

(vs. mega-) Influencers generate word of mouth in the digital economy age: The 

moderating role of mindset. Journal of Business Research, 171, 114387. 

https://doi.org/10.1016/j.jbusres.2023.114387 

  

https://doi.org/10.1080/15332861.2019.1700741
https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-guide-508_1.pdf
https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-guide-508_1.pdf
https://doi.org/10.1111/ijcs.12647?utm_source=chatgpt.com
https://doi.org/10.1016/j.jbusres.2023.114387?utm_source=chatgpt.com


107 

 

Appendix A: Interview Protocol 

 

Welcome and Introduction 

 

Hello [Participant’s Name], 

Thank you for agreeing to participate in this interview. My name is [Your Name]. I am 

conducting this interview as part of my research on the strategies marketing leaders use to 

integrate social media influencers into business marketing frameworks effectively. Your 

insights and expertise are invaluable to this study, and I sincerely appreciate your time 

and participation. 

Purpose of the Interview 

This interview aims to understand your experiences and strategies as a marketing leader 

in leveraging social media influencers to achieve marketing objectives. This conversation 

will help identify effective practices, challenges, and emerging trends in influencer 

marketing. 

Confidentiality and Consent 

Before we begin, I want to reassure you that your responses will remain confidential. 

Your name and any identifying details will not appear in the study. With your consent, 

this interview will be recorded for transcription and analysis. Do I have your permission 

to proceed with recording? 

[Pause for confirmation.] 

If you feel uncomfortable or wish to stop the interview at any point, please feel free to let 

me know. You can also choose to skip any question you do not wish to answer. 

Estimated Duration 
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This interview should take approximately [30–60 minutes]. Do you have any questions 

before we begin? 

Interview Questions 

What strategies do you use to integrate social media influencers into business marketing 

frameworks? 

Prompt: Can you provide a general overview of your approach to working with social 

media influencers? 

Strategy Development: 

How do you develop strategies for integrating social media influencers into your 

marketing framework? 

Prompt: Are there specific tools or frameworks you use in this process? 

Influencer Selection: 

What criteria do you use to identify and select social media influencers who align with 

your brand’s values and goals? 

Prompt: Do you prioritize specific metrics like engagement rates or audience 

demographics? 

Goal Alignment: 

How do you ensure influencer activities align with your company’s overarching 

marketing objectives? 

Prompt: Can you share an example of a successful campaign that achieved this 

alignment? 

Content Creation: 
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How do you collaborate with influencers to create content that resonates with your target 

audience while maintaining their authenticity? 

Prompt: How do you strike a balance between creative freedom and brand requirements? 

Integration Challenges: 

What challenges do you face when integrating influencers, and how do you address 

them? 

Prompt: Are there specific examples or lessons learned you could share? 

Measuring Success: 

What metrics or methods do you use to evaluate the success and ROI of influencer 

campaigns? 

Prompt: How do you determine whether a campaign met its objectives? 

Adaptation Trend: 

How do you stay current with evolving social media trends to keep your influencer 

strategies effective? 

Prompt: Are there particular platforms or resources you rely on to monitor trends? 

Balancing Authenticity: 

How do you balance influencers’ authenticity with maintaining consistent brand 

messaging? 

Prompt: How do you navigate situations where authenticity and brand expectations 

conflict? 

Additional Insights: 

Is there anything more regarding my research topic that you would like to share with me? 
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Prompt: Are there any strategies or best practices you’ve found particularly effective in 

this area? 

Closing the Interview 

Thank You, and Next Steps 

Thank you again for sharing your valuable insights and experiences. Your input is critical 

to understanding effective strategies in integrating social media influencers into business 

marketing frameworks. 

Follow-Up 

After this interview, I will transcribe and analyze the responses. May I contact you if I 

have any follow-up questions or need clarification? 

Closing 

Thank you once again for your time. If you have any further questions, please contact me 

at [your email/phone number].  

Have a great day! 

[Stop recording.] 
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Appendix B: Interview Questions 

The research project’s interview protocol is designed to align with the research 

question and ensure data relevance. The IRB approval number for this research project is 

01-07-25-0359490.  

 The following open-ended questions will guide the interviews: 

1. What strategies do you use to integrate social media influencers into business 

marketing frameworks? 

2. How do you develop strategies for integrating social media influencers into your 

marketing framework? 

3. What criteria do you use to identify and select social media influencers who align 

with your brand’s values and goals? 

4. How do you ensure influencer activities align with your company’s overarching 

marketing objectives? 

5. How do you collaborate with influencers to create content that resonates with 

your target audience while maintaining their authenticity? 

6. What challenges do you face when integrating influencers, and how do you 

address them? 

7. What metrics or methods do you use to evaluate the success and ROI of 

influencer campaigns? 

8. How do you stay current with evolving social media trends to keep your 

influencer strategies effective? 

9. How do you balance influencers’ authenticity with consistent brand messaging? 
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10. Would you like to share more about my research topic? 

Adhering to these IRB expectations will ensure the ethical integrity of the 

research project, protect participants’ rights, and ensure the reliability and validity of the 

research findings. These measures reflect a commitment to rigorous ethical standards and 

responsible research conduct. 
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