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Abstract 

The purpose of the paper is to see how brand perception, brand promotion, and brand loyalty are influenced by 

the presence of influencers on social media. It is important to study these perspectives as they are behavioural 

aspects of human beings and determine the positioning of the products and the purchase decisions by users. 

These perspectives enable consumers to trust the brand and buy further. The paper is theoretical in nature and 

studies the factors considering some of the reputed journals. The findings show that brand loyalty, perception, 

and promotion are greatly influenced by influencers who are hired by companies to improve the brand image of 

the companies. 
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Introduction 

The digital age has seen tremendous growth in marketing. The digital world has enabled buyers and sellers to 

meet in one place while creating opportunities for interaction virtually [1]. Social interaction and great usability is 

the main contribution of the digital world to the users [2] and give greater autonomy to the world [3]. The different 

types of such tools include video ads and other virtual types of interaction commonly used now [4]. With the 

advent of technology and the use of digital techniques mixed reviews have been obtained which either support 

them [5], while some neutral views [6] and rest some with negative also [7]. With the advent of technology and 5G, 

there is a greater dependency on social commerce for trade. The products are just a click away from the 

customers. This is inevitable. The world is experiencing s great change where not just the means of marketing 

have changed but also the means of advertising have changed incredibly. This change has made to rethink the 

ways of advertising and marketing. New ways of marketing are indeed required because change is dynamic. One 

of the most influenced and promoted tools in today’s world is the short videos used for marketing. The short 

videos include both- the uploaded ones and the live streaming videos. The shift from text marketing to video 

marketing has done it all [8]. 

 

Digital Influencers 

The followers intend to have desires for the products they often see suggested by their influencers on short ad 

videos [9]. The influencers and followers are able to create a bond on social media by sharing their ideas and 

views and forming communities which actually creates a relationship between the influencer and the followers or 

what we call the audience on social media [10]. The bond between these influencers and followers is unique 

because, unlike the traditional celebrity ads which were only one way, this relationship is not one way since here, 

followers type and chat with their beloved influencers however influencers do not get to interact with every 

follower due to shortage of time and many followers [11]. 

Influencers play a vital role in product promotions, increasing brand loyalty, increasing the sales level, 

generating a greater audience, maintaining relationships, and yielding greater returns for the firms. These 

influencers change the perceptions, attitudes, and beliefs of consumers. Especially over the years, social media 

has given more autonomy to influencers to have a distinguished presence. The influencers within a short duration 

of time say 30 seconds change the whole perception about the brands and products. Since the influencers are 

similar faces, therefore, the audience is able to relate to them and get convinced very easily. One of the most 

demanding marketing tools available today is short video ads. They are reliable, cost-reducing techniques 

wherein brand awareness are created by influencers, and products are introduced and sold out in minutes. No 

extra charges are applicable for such videos and they additionally generate revenues for the companies. 

Moreover, regular short ad videos enable the followers to trust influencers which eventually leads to building a 

relationship between them and thereafter, making purchases [12]. The short video ads grab the interest of the 

viewers because the duration is small. Generation Z finds it easy to watch, unlike those 1-minute ads where the 

videos are being skipped because of a lack of interest. The markets are growing immensely because of these 
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short ad videos which generate millions of views for the companies. However, the literature is very restricted in 

this area of research. There is a need to develop more precise strategies to have a clear and precise message. 

 

Brand Loyalty 

A very simple yet great term to see the performance of the brands. Brand loyalty refers to the repurchase of 

brands. Customer purchases a particular brand again if he/she is satisfied with the performance of the brand. 

Good performance ensures good product quality and is able to attract customers for repurchase. Brand loyalty is 

considered more effective in the case of electronic goods where the consumers are liable to prefer other brands. 

Brand liking is highly influenced by influencers where influencers are able to create brand awareness as well as 

create a sense of likeliness in the minds of the consumers [13]. The likeliness effect motivates customers to 

purchase that brand and that product each time. The regular interaction between the influencer and follower 

authenticates the relationship and builds brand loyalty in their relationship where followers perceive influencers 

as real-life people with whom they can even share their problems as well [14]. Product engagement increases the 

percentage of product loyalty which eventually increases the product loyalty of the consumers [15]. 

 

Product Promotion 

Products are heavily promoted nowadays on social media using digital marketing tools. Short videos play an 

essential role because they are short, confined, and entertaining to the customers. Followers are able to relate 

themselves to the influencers in the short videos. The content is organized and strategized according to the 

customers. Products are given for trials and influencers upload short videos using the trial products to influence 

customers on large scale. Due to this trend, companies have actually started distributing trial mini kits to new 

customers. Influencers through short videos introduce the product. Customers get some fancy discounts on 

purchases after applying certain discount codes on purchases given by influencers. This trend is gaining attention 

now in the market. Lower prices and fancy discounts are enabling more purchase and more product popularity in 

the market. 

 

Product Perception 

Influencers greatly impact the psychology of their followers. There is a sense of psychological ownership created 

in the minds of the followers after being connected to the influencers on social media which motivates them to 

purchase the product being promoted by influencers [16]. Influencers have the ability and expertise to grab the 

attention of the audience and make them think their way. The communication mechanism is quite interesting 

where there is no requirement of any traditional celebrities and followers are easily swayed by the influencers. 

The influencers are powerful personalities who exert power on followers thereby persuading them emotionally 

and mentally to purchase products [17]. They create such perceptions in the minds of the users which make way of 

the buying behaviour. A positive perception leads to positive behaviour and creation of an urge to buying which 

is important backed by purchasing power of the consumers. 

 

Conclusion 

The companies are now investing and trusting videos and influencers to have a highly engaged audience. This is 

important to build a good perception followed by a good brand image and develop brand loyalty for the product. 

Without these elements, brands are ineffective and companies fail to persuade consumers to buy their products. 

The perception towards a brand changes when we see some positive responses from the people using them who 

are in real-time situations using the brands. There is a sense of belongingness and such a sense is important to 

influence oneself to be motivated to buy the brand. Therefore, a company should invest in brands and work on its 

promotional tools which will eventually help in building brand loyalty for the product. Great loyalties result in 

regular buying and creating customer relationships between the buyer and seller which in marketing means 

company and customers. It is absolutely correct to say the more a brand receives good loyalty and perception 

from the users, the more the future assurance of rebuying the product in the long run. These attempts are made to 

ensure the long-run productivity and profitability of the products. Consumers play an essential role in the 

evaluation of the performance of the product and their responses are automatically generated in online 

evaluations [18]. A lot of work has been carried out on other factors like E W-O-M in literature [19]. However, very 

less work has been done on other factors including hedonic factors, especially in the electronic industry. 

Therefore, such implications open the door of future researches in this field and requires some intense research 

to be carried out on hedonic factors which now play critical role in evaluating the perceptions of consumers and 

their buying decisions. The more intense research needs to focus on the behavioural factors having an incredible 

role on consumer buying behaviour in the long run. 
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