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Abstract- In the Fast-Moving Consumer Goods (FMCG) 

industry, consumer choices are strongly shaped by social 

proof and perception. Influencer marketing has become an 

important promotional tool as more customers turn to 

influencers for brand opinions, product insights, and 

recommendations, especially with the rapid rise of social 

media. This study looks at how influencer marketing 

affects consumer engagement, trust, brand credibility, and 

purchase intention in the FMCG sector. The findings 

suggest that when an influencer’s image closely matches 

the target audience, they can significantly boost brand 

visibility and shape consumer attitudes. Micro-influencers 

often create higher engagement due to their authenticity 

and niche focus, while macro-influencers reach a broader 

audience. This paper explores how effective influencer 

marketing is in the FMCG industry by examining its 

impact on consumer engagement, trust, brand credibility, 

and purchase intention. The results indicate that 

influencers are most effective at raising brand awareness 

and shaping consumer attitudes when their persona closely 

matches the target audience. Micro-influencers have a 

tendency to deliver greater engagement because of 

authenticity and niche, whereas macro-influencers have a 

broader scale. But over-commercialization, false 

promotion, and transparency will decrease trust and 

decrease campaign levels. The research proposes that 

genuineness, disclosure, and pertinence of content rank 

highest as the crucial success determinants of influencer 

marketing in the FMCG sector. The insights are 

meaningful in offering implications to the marketer to 

come up with an ethically good and consumer-focused 

strategy for influencers. 
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FMCG, Macro-Influencers, Micro-Influencers, purchase 
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I. INTRODUCTION 

 

Influencer marketing has become one of the most 

effective and rapidly developing digital marketing 

approaches in the Fast-Moving Consumer Goods 

(FMCG) industry, in particular. The popularity of 

social media networks, including Instagram, 

YouTube, TikTok, and Facebook, is rising, which 

makes consumers more and more dependent on 

influencers who provide information about products, 

recommendations, and other reviews online.  

 

With frequent purchases, which are also highly 

sensitive to perception, FMCG products make the 

ideal product to be promoted by influencers, and some 

examples of these products will include beauty items, 

personal care systems, packaged foods, beverages, and 

household necessities. 

 

In contrast to conventional advertising, influencer 

marketing is based on the trust, relatability, and 

personal connection that has been established by an 

influencer to his/her audience. The influencers are 

opinion makers, as they express themselves in a 

genuine way, winning the heart and hearts by their 

stories and the way they use their products, and their 

experience. This option has positively motivated the 

brands in the FMCG sector to have enormous 

investments in influencer partnerships because of their 

capability to reach both large and niche users in a cost-

effective timeline. 

 

Yet, the effectiveness of influencer marketing varies 

according to various aspects that include the 

credibility of the influencer, the relatability of the 

content, the sponsorship disclosure, the involvement 

with the audience, and the similarity between the 

influencer and the brand. 

 

Although most research findings reveal that influencer 

marketing has a positive impact on consumer trust and 

intention to buy, influencer fatigue, fake followers, 
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and over-commercialization are the issues that may 

diminish the effectiveness of the tool. 

 

With the swift digitalization and the growth of 

consumer reliance on social media, it is important to 

comprehend the effect and reason of influencer 

marketing on buying behavior within the FMCG 

industry. This research provides an investigation into 

the performance of influencer marketing in 

conjunction with alteration of consumer perception, 

involvement, faith, and the general acquisition 

choices. The results are expected to give valuable 

information to the brands, marketers, and stakeholders 

to create more genuine, intentional, and effective 

influencer campaigns. 

 

Historically, FMCG marketing was heavily dependent 

on mass media campaigns that relied on high 

advertising frequency to maintain top-of-mind 

awareness. In contrast, today's digitally native 

consumer is more skeptical of overt advertising and 

proactively seeks out peer validation and authentic 

recommendations.  

 

This erosion of trust in traditional advertising, 

combined with increasing ad-blocking technologies, 

has accelerated the move toward more covert and 

integrated forms of promotion. Influencer marketing 

fills this gap, from a position of trust intermediary, as 

it translates social capital into commercial value. For 

FMCG brands, which often lack differentiation for 

commodities with similar functionalities, the 

endorsement of a trusted influencer often serves as the 

critical tie-breaker in the consumer's choice. 

 

II. LITERATURE REVIEW 

 

The concept of influencer marketing has already taken 

over digital marketing, especially in the Fast-Moving 

Consumer Goods (FMCG) category, where the buying 

choices are highly perception-oriented and socially 

validated. The current literature points out that those 

influencers tend to influence the types of consumer 

attitudes, branding preferences, and purchasing 

patterns greatly by utilizing trust, relatability, and 

perceived expertise. 

 

 

 

Opinion Leaders in the Influencer role. 

The principle behind influencer marketing is based on 

the two-step communication flow in which the opinion 

leaders can change the attitudes and choices of their 

followers. Katz and Lazarsfeld (2022) explain 

influencers as contemporary opinion leaders who 

distribute information in a more convincing way 

compared to traditional commercials. The personal 

relationship with the followers increases the 

believability of promotional messages, so the 

recommendation of influencers is more effective than 

brand-based content. 

 

Credibility of the Influencer 

Credibility of an influencer has been identified to be 

very essential and significant to the effectiveness of 

influencer marketing, which includes expertise, 

trustworthiness, and attractiveness of an influencer. A 

study has shown that consumers will be more easily 

convinced by the influence of an individual exhibiting 

credibility and experience on the product being 

promoted (Ohanian, 2021). Credibility plays a 

significant role in brand switching, and intention to 

trial regarding choices in the FMCG industry, as 

decisions are low involvement and made regularly. 

 

Trustworthiness and Consumer Belief. 

Authenticity is found to be a fundamental influencer 

of the success of an influencer campaign. According 

to Audrezet et al. (2020), influencers who produce 

authentic, experience-based content as opposed to 

explicit promotion messages achieve positive 

reactions by consumers. Authenticity produces greater 

emotional affiliations and develops a sense of trust, 

both of which have a direct influence on purchasing 

intent in the FMCG product categories (beauty, Skin 

care, and food). 

 

Effect on Consumer Purchase Intention. 

Some studies indicate that influencer marketing has a 

positive impact on purchase intention and particularly 

on the FMCG products. According to the research by 

Sokolova and Kefi (2021), influencers have a 

substantial positive impact on the readiness of 

consumers to discover novelties, as the impression of 

their words is seen as more effective and 

understandable. The fact that it is not complicated to 

show how to use the product (ex, tutorials, reviews, 

unboxing) makes influencer marketing especially 
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useful in FMCG, where consumers demand fast and 

reliable information. 

 

Differences between micro-influencers and macro-

influencers. 

Literature distinguishes micro-influencers (under 

100,000 subscribers but with well-organized 

followers) and macro-influencers (with over 100,000 

followers and low engagement rates). Research 

conducted by Djafarova and Trofimenko (2020) 

shows more engagement and is perceived as more 

natural by micro-influencers. On the other hand, 

macro-influencers are more extensive, but they are 

usually perceived with distrust because of excessive 

commercialism. In the case of FMCG brands, a 

combination of the two tends to work well based on 

the campaign objectives. 

 

Relevance and Quality content. 

Influencer marketing must have content relevance and 

presentation style as key elements. De Veirman et al. 

(2021) explain that attractive and informative content 

will be more appealing and enhance brand recognition. 

Demonstrations, product comparison, and honest 

reviews are very effective in the FMCG sector in 

enhancing consumer understanding and confidence. 

 

The Thesis of Content Type and Authenticity. 

Sincerity and format of the content are important 

determiners of effectiveness. High Impact Content: In 

the case of FMCG, there is optimum performance with 

visual, educational, or experiential content. 

Tutorials/Demos and Unboxing Videos are known to 

be the most potent factors that affect purchasing 

behaviors, particularly the younger audiences 

(Coimbatore Study, 2022). 

 

Successful Authenticity: Consumers need executable 

authenticity in the desire for congruence, clarity, and 

actual enthusiasm over the product by the influencers 

(Priyadarshini and Akila, 2025). Highly sharp, 

corporate-speaking texts or irrelevant repeated 

sponsorships will peel off the genuineness and hinder 

trustworthiness of the influential and the promotion. 

 

The Disclosure: In the study about mandatory 

disclosure of sponsorship-e.g., #ad, sponsor it is 

recommended that, although their application, as per 

ethical and regulatory demands, supports fulfillment 

of the requirements, they do not necessarily damage 

the credibility of the influencer as long as the 

influencer maintains a high degree of trusted 

relationship with their audience. 

 

Challenges and Limitations 

Although it has its strong points, influencer marketing 

has such limitations as fake followers, the absence of 

transparency in paid collaboration, and the saturation 

of content. A study by Marwick (2022) notes that 

excessively commercialized content introduces a lack 

of authenticity and causes influencer burnout. More 

so, false endorsements may negatively affect brand 

trust and raise ethical issues for the companies 

involved in FMCGs. 

 

III. RESEARCH GAP 

 

Despite influencer marketing gaining popularity as a 

promotion method in the FMCG industry, various 

gaps have existed in the current literature: 

1.Minimal studies on the sector of FMCG. 

The majority of influencer-related research concerns 

the consumer commodity or luxury brands. 

Empirical research addressing how influencers may 

affect repeat purchase behavior, brand switching, and 

impulse buying is limited within the FMCG context. 

2. Lack of clarity on authenticity and trust 

Although many studies recognize the importance of 

authenticity among influencers, few studies have 

examined how this quality directly influences 

consumer trust and purchase intention for fast-moving 

goods. 

3. Insufficient comparison of micro- versus macro-

influencers 

Both micro- and macro-influencers are 

undistinguished by existing literature as being more 

effective for FMCG brands. 

More research will be required to understand the 

differences in engagement, credibility, reach, and 

conversion effectiveness. 

4. Limited evidence on long-term effectiveness 

Most studies look at short-term campaign outcomes. 

There is a lack of research about the influence of 

influencer marketing on long-term brand loyalty, 

customer retention, and continued sales in the FMCG 

industry.  

5.Those related to Measurement and Attribution. 
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Gaps Involving Measurement and Attribution. 

Isolating Emotional and Behavioral Factors: The role 

of credibility and parasocial interaction (PSI) in 

influencing purchase intention has been traditionally 

observed in the current findings, yet the lower level of 

empirical studies that distinctly isolate and measure 

the mediating effect of emotional connection and 

sense of community created by influencers during the 

fast, habit-based purchasing process of FMCGs have 

not been well-examined. 

 

Need: To cross the stipulated purchase intention and 

apply sophisticated statistical techniques to mediate 

the effect of emotional variables (such as brand 

attachment/liking) in the conversion of influencer 

engagement into actual trial and repeat purchase. 

 

The In-Store Sales Attribution Gap: The FMCG sales 

continue to take place to a considerable degree within 

the brick-and-mortar retail outlets. The majority of the 

literature on influencer marketing ROI is dedicated to 

e-commerce (monitored through codes/links). 

Determining straight reliably whether the uptick in the 

offline (in-store) sales was tied to particular lifts of the 

influences campaign is a big gap away to be able to 

calculate the real ROI of the whole FMCG sector. 

 

Need: To determine consumer self-reporting behavior 

change and recall with respect to in-store purchases of 

the FMCGs in the conditions of influencer exposure to 

better estimate the impact on the dominant offline 

retail outlet. 

 

IV. RESEARCH OBJECTIVES 

 

1. To evaluate the overall impact of influencer 

marketing in terms of shaping customer attitudes and 

purchase intentions regarding FMCG products. 

2. To study the effect of influencer credibility, 

authenticity, and trust on consumer decisions for 

FMCG products. 

3. To compare the effectiveness of micro and macro-

influencers in influencing consumer engagement and 

brand perception. 

4. To assess the impact of content quality, relevance, 

and transparency of sponsored posts on consumer trust 

and brand loyalty in the FMCG industry. 

5. To provide strategic recommendations to FMCG 

brands for the design of effective and ethical 

influencer marketing campaigns.  

 

To test the Influencer's credibility on Consumer 

Response. To test the correlation between the major 

dimensions of influencer credibility (trustworthiness, 

being an expert, appealing/relatable) and consumer 

attitude towards the endorsed FMCG product. 

 

To find the dimension of influencer credibility that is 

the best predictor of purchase intention across 

different sub-categories of FMCGs (e.g., food, 

personal care, household items). 

 

To Compare the Effectiveness of Tiers of Influencers. 

 

To establish the level of engagement, perceived 

authenticity, and level of conversion attained 

(exposure to purchase) through Nano-, Micro-, and 

Macro-Influencers in the FMCG industry. 

 

To determine the best influencer level plan (budget 

allocation and selection criteria) to use on FMCG 

brands, depending on the particular marketing 

objectives (e.g., awareness vs. trial). 

 

To Find the Impact of Influencer Marketing on Long-

run Consumer Behavior. 

 

To examine how influencer-based campaigns 

influence the repetition of purchases and the 

establishment of brand loyalty among consumers of 

FMCG. 

 

To determine how parasocial relationships (PSI) 

between the consumer and the influencer mediate to 

cause long-term brand advocacy and commitment. 

 

To compare the Impact of the Various Content 

Formats. 

 

To investigate the comparative performance of 

different content types (e.g., product reviews, 

tutorials/demos, unboxing videos, static posts) in 

influencing the level of engagement and purchase 

intention toward FMCG products. 
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To estimate which content features (e.g., emotional 

intonation, detail, and clarity of call-to-action) lead to 

the highest conversion of low-involvement FMCG 

items. 

 

To Measure the Attribution and Return on Investment 

(ROI). 

 

To examine the approaches that are currently utilized 

by FMCG organizations to monitor and make 

attributions to the sales that are produced with the help 

of influencer marketing (e.g., unique codes, trackable 

links). 

 

With a view to offering a feasible framework to 

calculate the Return on Investment (ROI) of influencer 

marketing campaigns, one should take into account 

not only the online conversions but also the 

approximate increase in offline (in-store) sales. 

 

V. HYPOTHESES 

 

H1: Influencer marketing has a significant positive 

impact on consumer purchase intention in the FMCG 

sector. 

H2: Influencer credibility (expertise, trustworthiness, 

and attractiveness) boosts consumer trust toward 

FMCG brands. 

H3: Authentic and transparent influencer content can 

greatly heighten consumer engagement and brand 

perception. 

H4: Micro-influencers generate higher engagement 

and trust compared to macro-influencers in FMCG 

marketing campaigns. 

H5: Consumer trust mediates the relationship between 

influencer marketing and purchase intention within the 

FMCG sector. 

 

VI. CONCEPTUAL FRAMEWORK 

 

According to this framework, a series of strategic 

inputs, mediating psychological processes, and 

culminating outcomes determine how successful an 

influencer marketing campaign is in the FMCG 

industry. It demonstrates how consumer psychology is 

influenced by variables under the control of marketers 

to produce quantifiable business outcomes. 

 

Independent Variables (The Strategic Levers): 

They are the aspects that marketers are in a direct 

position to choose and influence during a campaign 

design. 

Influencer Credibility: This is a framework of three 

major dimensions: 

Reliability: The perceived integrity and honesty of the 

influencer. 

Expertise: The expertise with which the product is 

concerned. 

Attractiveness/Relatability: the perceived 

attractiveness and resemblance to the audience. 

Influencer Tier: The size and the niche of the audience 

of the influencer: 

Mega/Macro-Influencers: To reach and create 

awareness in several masses. 

Micro/Nano-Influencers: To be highly 

engaged/trusted. 

 

 

 

Independent 

Variables 

Influencer credibility (trustworthiness, 

expertise, authenticity); Content type 

(reviews, tutorials, unboxing); Platform 

(Instagram, YouTube) 

Source Credibility 

Theory; 

Congruence 

Hypothesis 

Drives awareness and engagement 

via Chi-square significance (p<0.05) 

Mediating 

Factors 

Consumer trust; Parasocial relationships; 

Emotional connection 

Trust Mediation 

Model (Lou & 

Yuan, 2019) 

Influences purchase intention, 

though regression shows non-

significance (p>0.05) 

Dependent 

Variables 

Brand awareness; Purchase trial/repeat; 

Loyalty; Recommendation likelihood 

Consumer Behavior 

Models 

Measured by ROAS, engagement 

rates; significant for awareness, not 

recommendations (correlation 

p=0.606) 
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Perceived Authenticity- This is the judgment by the 

consumer that the endorsement of the influencer is not 

merely commercial. 

 

Perceived Value & Risk: This is how the consumer 

evaluates the utility of the product and the alleged 

negative side of testing it, which is reduced in the case 

of demonstrations and trusted suggestions. 

 

Dependent Variables (The Measurable Results): 

The following are the outcomes that the campaign is 

supposed to bring, which will be the short-term and 

long-term objectives. 

 

First Trial Purchase: The first purchase or conversion 

is due to a high level of engagement and a decreased 

risk perception. 

 

Brand Loyalty & Repeat Purchase: Retention 

intention, which is also strongly mediated by the 

power of the PSI and continuous authenticity, is the 

long-term objective. 

 

Moderating Factor Product Category. 

It is also appreciated by the framework that the 

Product Category (e.g., Technical Skincare vs. Basic 

Commodity) is a moderating variable. It determines 

the quality of relationships between mediating and 

independent variables. As an example, the technical 

products are more susceptible to the influence of 

Expertise in terms of perceived value, and 

Trustworthiness is more universal in terms of impact. 

It is an extensive framework of learning and 

experimenting on how the concept of influencer 

marketing is transferred to consumer action in the 

FMCG environment. 

 

VII. RESEARCH METHODOLOGY 

 

1. Research Design 

This study uses the descriptive research design to 

analyze the effectiveness of influencer marketing in 

the FMCG sector. It is also appropriate as it aids in 

describing attitudes, perceptions, and behaviors of 

consumers that may be influenced by social media 

influencers. It also allows for the measurement of the 

relationships among variables such as credibility, 

authenticity, consumer trust, and purchase intention. 

 

2. Research Approach 

The research approach used is quantitative. Data 

collection uses structured questionnaires to ensure 

objectivity, accuracy, and the ability to analyze large 

respondent groups. 

 

3. Data Collection Methods 

a. Primary data 

The primary data will be collected by structured 

questionnaires, to be distributed among those who 

frequently purchase FMCG products and follow social 

media influencers, both online and offline. 

 

The questionnaire will include sections on: 

• Influencer credibility 

• Content quality & relevance 

• authenticity & transparency 

• Consumer trust 

• Purchase intention 

 

A 5-point Likert scale will be used to measure 

responses, ranging from 1 (Strongly Disagree) to 5 

(Strongly Agree). 

 

b. Secondary Data 

Secondary data will be obtained from: 

• Academic journals 

• Research papers 

• Industry reports 

• Websites, articles, and marketing publications 

• Social media analytics reports 

 

These sources support the theoretical background and 

also help validate findings from the research. 

 

VIII. FINDINGS AND DISCUSSION 

 

1.Effects of the Influencer Credibility on the 

Consumer Response  

Expected Findings: 

Trustworthiness has been identified to be the best 

predictor of positive attitude and intention to purchase 

general FMCG products, better than expertise and 

attractiveness. The effect of expertise is much greater 

in particular, technical sub-categories of FMCG (e.g., 

skincare, supplements) than it is on basic commodity 

products. The attractiveness/relatability effect plays a 

vital role when it comes to the products that are related 
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to lifestyle and aspiration (e.g., some packaged foods, 

fashion-relevant personal care). 

 

Discussion: 

Strengthening of Source Credibility Theory: These 

results have a strong impact on the Source Credibility 

Theory, that is, the perceived integrity and honesty of 

the source (influencer) prevail in the low-involvement 

purchases of the FMCG rather than the rational 

analysis of the products. 

 

The Friend Effect: A Dog with a high level of 

trustworthiness and relatability means that consumers 

perceive the influencer as a colleague and tend to 

utilize the Parasocial Interaction (PSI) theory. 

Attached brands in FMCG have managed to tap into 

this trust to overcome consumer skepticism about 

conventional advertising. 

 

Strategic Segmentation: The differences in influence 

of expertise prove that FMCG marketers should be 

able to match the profile of the influencer with the 

brand, or with the technical complexity that the current 

product carries. It demands an approach differentiation 

throughout the FMCG range. 

 

2.Influencer Tiers Comparative Effectiveness. 

Expected Findings: 

Micro- and Nano-Influencers have the best rates of 

engagement (i.e., comments, shares) and are more 

closely linked to reported conversion and trial 

purchases. 

Macro-Influencers are superior in respect to reach and 

general brand awareness regarding the introduction of 

new products. 

The perceived authenticity and trust are significantly 

higher among the followers of smaller influencers than 

those of the celebrity-level influencers. 

 

Discussion: 

Niche vs. Mass Appeal: The findings confirm the 

literature on Micro-Influencer Advantage to FMCG 

industry sales promotion. The smaller and more 

specialized community of smaller influencers builds 

up a higher degree of trust, which is most effective in 

turning over trial purchases. 

 

The Hybrid Strategy Imperative: Effective FMCG 

campaigns are hardly achieved through a single-level 

campaign. The results hint that the best solution can be 

found there, offering Macro-Influencers to raise 

awareness first and Micro/Nano-Influencers to 

maintain the community interest and turnover. This is 

a layered approach that will ensure the highest reach 

and the element of critical trust required in FMCG 

transactions. * 

 

3. The Impression on Long-Term Consumer Behavior 

and Loyalty  

Expected Findings: 

The extent of influencer exposure initially has a 

positive impact as well as purchase intention, though 

the immediate effect on repeat purchase behavior and 

brand loyalty is frequently found to be indirect or 

weaker as compared to their initial trial. 

The mediation in the relationship between first 

purchase and later loyalty is found when utilizing the 

strength of the Parasocial Relationship (PSI), wherein 

the relationship is found to be stronger amongst 

followers who perceive a stronger relationship. 

 

Discussion: Outside the Trial Purchase: On the first 

success in driving trial, it may be understood, yet the 

maintenance of loyalty is a problem. In the role of a 

discovery agent, this role becomes that of a 

relationship builder in FMCG, where there is intense 

competition and switching costs are minimal. 

 

Mediating Role of PSI: The result that PSI mediates 

loyalty highlights the fact that the influencer does not 

achieve the product sale; he achieves the sale of a 

relationship with the product. When the follower has a 

personal interest in that journey of the influencer, he 

or she will tend to stick to the habit identified with the 

promoted product. Likewise, long-term loyalty does 

not only depend on the campaign but primarily on the 

quality of the relationship between the influencer and 

the subject. 

 

4.Efficiency of various Content Forms  

Expected Findings: 

The best content types to motivate purchase intention 

are tutorials/Demonstrations and How-to-use videos, 

especially in the case of new or specialized FMCG 

products (such as new cleaning tools, innovative food 

preparation). 

True, unpolished stories that run across everyday life 

(which have become commonplace with Nano-
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influencers) have greater trust than highly edited, 

blatantly promotional content. 

 

Discussion: 

Solving Low-Involvement Needs: In the case of 

FMCG, low involvement requires little effort and 

assurance. The level of perceived risk in using a new 

product can be lowered through the use of demos and 

tutorials, as they can give the consumer the necessary 

information in terms of understanding the usage and 

have a visual result to achieve. 

 

Emphasizing Value Over Promotion: The fact that 

consumers use influencers to be inspired and 

informed, as opposed to being exposed to 

advertisements, is a proven fact. The FMCG content 

strategy needs to focus on utility and relatability (its 

presence in a natural setting), as opposed to the gloss 

production values. 

 

5.Evaluation, Assessment, and ROI  

Expected Findings: 

The majority of the FMCG companies use exclusive 

promo codes and affiliate links that can be easily 

tracked in order to track online sales, but admit there 

is a big gap between accurately gauging sales lift in-

store (offline) and online sales. 

 

The calculated ROI is highly variable and largely 

depends on the efficiency of the selection of the 

influencers and the rigor of the adopted attribution 

model. 

 

Discussion: 

The Attribution Challenge: The hardest part to 

measure in the FMCG sector is the offline sales. 

Although the online ROI can be seen as high, the 

overall campaign influence is probably undervalued 

unless credible ways of linking the exposure in the 

digital space with the purchase in the physical space 

are established (i.e., the use of loyalty card data or a 

self-reported survey post purchase). 

 

Holistic ROI is needed: Brands of FMCGs should use 

a holistic ROI model that integrates direct online 

revenue with indirect ones, such as Earned Media 

Value (EMV) and quantified Brand Lift (awareness 

and sentiment scores), to capture the actual monetary 

value contributed by influencers. 

IX. CONCLUSION 

 

The study concludes that influencer marketing works 

in the FMCG sector because consumers increasingly 

depend on social media personalities for information 

about and decisions to buy products. It also found that 

there is a meaningful impact of influencer credibility, 

content quality, authenticity, and transparency on 

consumer trust, which is strongly linked to purchase 

intention. Of the factors considered, consumer trust 

was found to be the most important predictor of 

FMCG buying behavior. The success of influencer 

marketing in the FMCG industry is not an issue of 

mere endorsement but a complex strategic operation 

that requires a subtle technique where success will 

depend on how accurately the credibility, level, and 

type of content of the influencer is matched to the 

objective and criteria of the particular campaign. The 

analysis confirms that though no contemporary brand 

can be trusted more than micro-influencers in 

generating conversion and trial purchase, the reach of 

macro-influencers cannot be ignored due to the critical 

role they play in brand awareness, and a mixed 

approach between the two should be employed to 

maximize their effects. Moreover, the transformation 

of first purchase to the continued brand loyalty 

depends crucially on the power of the parasocial 

relations, which means that the influencers can be used 

not only as a medium of transaction but also as a 

support of the construction of strong consumer 

confidence and habitual consumption. In conclusion, 

as far as FMCG brands are concerned, the future is not 

in the singular nature of promotional efforts but in 

building a genuinely original, value-based content, 

including tutorials and authentic storytelling, in which 

the product organically fits into the life story of the 

consumer, therefore cementing influencer marketing 

as an unavoidable instrument of surviving in the realm 

of the low-involvement market. 

 

X. SUGGESTIONS 

 

• Choose influencers that seem genuine and 

trustworthy. 

• Maintain transparency by appropriately labeling 

sponsored content. 

• Blend micro-influencers and macro-influencers for 

the best possible results.  
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• Ensure the quality and relevance of content created 

by influencers, and that it is engaging. 

• Build long-term partnerships instead of one-time 

promotions. 

• Avoid excessive promotional posts to maintain 

audience trust. 
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