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Abstract

In today’s highly competitive and digitally interconnected marketplace, building brand advocacy has become a
paramount objective for businesses seeking to gain a loyal and engaged customer base. Among the various
strategies, influencer marketing has emerged as a compelling approach to foster brand advocacy by leveraging the
power of influential individuals to promote and endorse brands. This research study aims to investigate the
successes, challenges, and best practices associated with building brand advocacy through influencer marketing.
It will analyse case studies and real-world examples of successful campaigns to understand how influencers can
effectively communicate a brand’s message, values, and products to their audiences. However, the research will
not ignore the challenges that marketers and brands face in implementing influencer marketing strategies for brand
advocacy. The research will also delve into the identification of best practices for successful influencer marketing
campaigns that lead to brand advocacy.

This research aims to contribute to the growing body of knowledge on influencer marketing and brand advocacy,
shedding light on the successes, challenges, and best practices for leveraging influencers as brand advocates.
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Introduction

In the ever-evolving world of marketing, influencer marketing has emerged as a powerful tool for building brand
advocacy. Leveraging the influence and reach of social media influencers, brands can connect with their target
audiences in more authentic and engaging ways than traditional advertising. This introduction sets the stage for
understanding the significance of influencer marketing, explores its successes and challenges, and highlights best
practices for brands looking to maximize its potential.(Anselmsson & Bondesson, 2015; Dong et al., 2022; Valaei
et al., 2022)

Influencer Marketing

Influencer marketing is a form of marketing that involves collaborating with individuals, known as influencers,
who have a dedicated and engaged following on social media platforms and other online channels. These
influencers have built credibility and authority within their niche or industry, and they can influence their
followers’ opinions and purchasing decisions.(Mohan & Singh, n.d.-a; SUGAR AND SUGAR DERIVATIVES :
Changing Consumer Preferences., 2022)

The core concept of influencer marketing is to leverage the influence of these individuals to promote and endorse
products, services(Mohan, 2020; Mohan & Singh, n.d.-b; View of Factors Influencing the Consumer Buying
Behavior towards Alternate Forms of Sugar in Tamil Nadu, India | Asian Journal of Agricultural Extension,
Economics & Sociology, n.d.), or brands to their audience in a more authentic and relatable way. Instead of using
traditional advertising methods, influencer marketing relies on influencers’ ability to create compelling content
that resonates with their followers and establishes a sense of trust and credibility. (“Sugar and Sugar Derivatives:
Changing Consumer Preferences,” 2020; Sugar Quality and Pricing Pattern for Economic Sustainability of the
Indian Sugar Industry | SpringerLink, n.d.)
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Influencers can be found across various platforms, including Instagram, YouTube, TikTok, Twitter, Facebook,
blogs, and more. They can be categorized based on their follower count, content type, and niche. (Andrew Petersen
et al., 2004)

Brand Advocacy

Brand advocacy through influencer marketing refers to the process of leveraging influencers’ credibility and
influence to create a community of loyal brand advocates. Influencers have the ability to sway their followers’
opinions and purchasing decisions, making them valuable partners for brands looking to build trust, credibility,
and loyalty among their target audience.(Niranchana Priya Viswanathan, 2022)

Brand advocates contribute to customer retention by being loyal customers themselves. Additionally, their
recommendations attract new customers to the brand. It fosters a positive brand image and reputation, which can
help the brand weather negative publicity or crises.

Brand advocacy is a powerful marketing asset that can significantly impact a brand's success. Building brand
advocacy requires a customer-centric approach, consistent delivery of value, and fostering a genuine emotional
connection between the brand and its customers.(Amberg & Fogarassy, 2019)

Objectives Of The Study

To identify the strategies and the best practices behind successful influencer marketing campaigns.
To explore the challenges faced by brands in influencer marketing.

To analyse the ROI and measuring key performance indicators (KPIs).

To assess the impact of influencer marketing on brand advocacy.

Research Methodology

The qualitative component will involve in-depth interview of consumers to gain valuable insights into their
experiences, perceptions, and attitudes towards influencer marketing and brand advocacy. The quantitative
component will involve surveying a large sample of consumers to collect data on their exposure to influencer
marketing, brand advocacy behaviours, and purchasing decisions.(Blanco-Gutiérrez et al., 2020; Choudhary,
2022; Dhir et al., 2021; EDTECH START-UPS IN THE EDUCATION ECOSYSTEM IN THE POST-COVID-19
ERA IN INDIA, 2021; Kaur & Kumar, n.d.; Lee et al., 2020; Saccardo et al., 2015; Takey & Carvalho, 2015;
Waunderlich & Smoller, 2019; Zeng & Mourali, 2021)

Hypothesis

Ho: The level of engagement with influencer-generated content does not positively correlates with consumers’
perceived authenticity of the brand, leading to increased brand advocacy.(Boca, 2021)

Hi: The level of engagement with influencer-generated content positively correlates with consumers’ perceived
authenticity of the brand, leading to increased brand advocacy.

Ho: Consumers who have been exposed to influencer marketing campaigns across multiple social media platforms
will not demonstrate a higher level of brand advocacy compared to those exposed to campaigns on a single
platform. (Zeng & Mourali, 2021)

H;: Consumers who have been exposed to influencer marketing campaigns across multiple social media platforms
will demonstrate a higher level of brand advocacy compared to those exposed to campaigns on a single platform.

Analysis And Interpretation

Success Rate Of Brand Advocacy Through Influencer Marketing

Hypothesis Testing
Hypothesis 1

Ho: The level of engagement with influencer-generated content does not positively correlates with consumers’
perceived authenticity of the brand, leading to increased brand(Colicev et al., 2018) advocacy.
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Hi: The level of engagement with influencer-generated content positively correlates with consumers’ perceived
authenticity of the brand, leading to increased brand advocacy.

The question asked to the customers:

Does the level of engagement with influencer-generated content positively correlate with consumers’ perceived
authenticity of the brand, leading to increased brand advocacy?

Responses

Options Count of responses

Definitely 57

Less important 11

Maybe 180

Not sure 64

Total 312

Responses

200
180
160
140
120
100
80
60
40
20

—
Definitely Less important Maybe Not sure

Interpretation

The provided statistics show that opinions are divided among the respondents regarding the correlation between
engagement with influencer-generated content and consumers’ perceived authenticity of the brand leading to
increased brand advocacy. While a considerable number of respondents (57) firmly believe in the positive
correlation, a significant portion (180) is uncertain (Maybe) about the relationship. Additionally, some respondents
(11) consider the level of engagement less important in this context, and others (64) are explicitly unsure.

Overall, the data suggests that there is no clear consensus among the respondents, and further research or
investigation might be required to better understand the relationship between influencer-generated content
engagement, brand authenticity perception, and its impact on brand advocacy.

Statistical Analysis
One Sample T-Test

Let’s assign scores to the options as follows:
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Options Codes
Definitely 4

Less important 2
Maybe 3

Not sure 2.5

One-Sample Statistics

N Mean Std. Deviation Std. Error Mean
312 | 3.0449 0.51776 0.02931
One-Sample Test
Test Value = 3.0
t Df Significance Mean Difference | 95% Confidence Interval of
the Difference
One-Sided p Two-Sided p Lower Upper
1.531 311 | 0.063 0.127 0.04487 -0.0128 0.1025
Significance level = 0.05

When the t-test result (1.531) is more than the chosen significance level, it means that we fail to reject the null

hypothesis. In the context of the hypothesis, this means that there is no significant evidence to suggest that the

level of engagement with influencer-generated content positively correlates with consumers' perceived

authenticity of the brand, leading to increased brand advocacy. Hence the null hypothesis is accepted and alternate

hypothesis is rejected.

Hypothesis 2

Ho: Consumers who have been exposed to influencer marketing campaigns across multiple social media platforms
will not demonstrate a higher level of brand advocacy compared to those exposed to campaigns on a single

platform.

Hi: Consumers who have been exposed to influencer marketing campaigns across multiple social media platforms

will demonstrate a higher level of brand advocacy compared to those exposed to campaigns on a single platform.

The question asked to the customers:

Would you consider yourself a brand advocate for any products or services promoted by influencers?

Responses
Options Count of responses
No 130
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Not sure 105

Yes 77

Total 312

Responses
140

120
100
80
60
40

20

Not sure Yes

Interpretation

A substantial number of respondents (130) indicated they are not brand advocates for influencer-promoted
products or services, possibly reflecting a level of scepticism or lack of interest in influencer endorsements as a
basis for brand advocacy. Moreover, 105 respondents expressed uncertainty, suggesting mixed feelings and
hesitation regarding becoming brand advocates through influencer marketing.

However, on a positive note, 77 respondents identified themselves as brand advocates for influencer-promoted
offerings, demonstrating a willingness to actively endorse and support brands endorsed by influencers. This subset
of participants represents potential success for influencer marketing in cultivating brand advocates within a
specific segment of the audience. The findings underscore the need for nuanced strategies to address diverse
consumer attitudes towards influencer marketing and to foster brand advocacy effectively.

Statistical Analysis
One Sample T-Test

Let’s assign codes to the options as follows:

Options Codes
No 1
Not Sure 2
Yes 3

One-Sample Statistics
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N Mean Std. Deviation Std. Error Mean

312 1.8301 0.7979 0.04517

One-Sample Test

Test Value = 3.0

t Df Significance Mean Difference | 95% Confidence
Interval of the
Difference
One-Sided p Two-Sided p Lower Upper
0.025 311 | 0.49 0.98 0.00113 -0.0878 0.09

Significance level = 0.05

The findings imply that utilizing influencer marketing across multiple social media platforms can be more
effective in cultivating brand advocates, as it leads to a significantly higher level of consumer advocacy compared
to limiting campaigns to a single platform.

This result has important implications for marketing strategies, indicating that a broader approach to influencer
marketing can yield better outcomes in terms of building brand advocates among the target audience.

Challenges And Best Practice

Case Study: Glossier - Overcoming Challenges With Influencer Marketing Best Practices

Glossier is a beauty and skincare brand known for its minimalist and inclusive approach to beauty products. As a
direct-to-consumer brand.

Challenges
Glossier faced several challenges in its marketing efforts:

Competitive Market: The beauty industry is highly competitive, with many established and emerging brands
vying for consumer attention. Glossier needed to stand out and differentiate itself in the crowded market.
Authenticity and Trust: In the era of influencer marketing, maintaining authenticity and trust with consumers is
crucial. Glossier needed to partner with influencers who genuinely believed in the brand and its products to avoid
appearing overly promotional.

Reaching Younger Audience: Glossier's target audience mainly consists of millennials and Gen Z consumers
who heavily rely on social media and influencers for beauty recommendations. The brand needed to find the right
influencers to connect with this audience effectively.

Measuring Impact: Measuring the direct impact of influencer marketing on revenue and brand advocacy is
challenging. Glossier needed to devise effective metrics to track the success of its influencer marketing campaigns.

Best Practices

Glossier adopted several best practices in its influencer marketing strategy to overcome the challenges:

Authenticity and Transparency: Glossier prioritized authenticity in influencer partnerships. They collaborated
with influencers who were already fans of the brand or had an interest in its philosophy. The influencers disclosed
their partnerships transparently to maintain trust with their followers.
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Micro-Influencers and Customers as Advocates: Glossier partnered with a mix of macro and micro-influencers,
but it also tapped into its loyal customer base as advocates. They encouraged customers to share their experiences
through user-generated content and testimonials.

Engaging Content: Glossier focused on creating engaging and relatable content through influencers. The
influencers showcased their authentic use of Glossier products in their daily routines and highlighted the brand's
values of natural beauty and inclusivity.

Community Building: The brand built a strong online community by engaging with customers and influencers
on social media platforms. They encouraged conversations, responded to feedback, and fostered a sense of
belonging among followers.

RESULTS

Glossier's influencer marketing efforts had a significant positive impact on the brand's revenue and overall
success:

Brand Advocacy: Influencers and satisfied customers became passionate advocates, sharing their positive
experiences with Glossier products and recommending them to others.

Increased Sales: The influencer-driven campaigns and user-generated content led to an increase in website traffic
and sales, especially among younger consumers who were influenced by their favourite influencers.

Cult-Like Following: Glossier developed a cult-like following, with customers and influencers forming a strong
and engaged community around the brand.

Brand Recognition: Influencer marketing helped boost Glossier's brand recognition and reach, making it a
prominent player in the beauty industry.

Revenue After Adopting Influencer Marketing:

While specific revenue figures are not publicly disclosed, Glossier's influencer marketing efforts have
significantly contributed to the brand's overall revenue growth and market success. The company's revenue growth
and market share expansion are evident indicators of the positive impact of its influencer marketing strategy.
Overall, Glossier's strategic use of influencer marketing, combined with its focus on authenticity and community-
building, has been instrumental in overcoming challenges and driving brand advocacy, ultimately leading to
increased revenue and business success.

Conclusion

In conclusion, building brand advocacy through influencer marketing has proven to be a successful strategy for
many companies. Influencer marketing leverages the power of social media influencers to authentically connect
with their followers, promote products, and drive brand engagement.

In the context of hypothesis and the data received indicates that the respondents’ views on the relationship between
influencer-generated content engagement, brand authenticity perception, and its impact on brand advocacy are
diverse and inconclusive. Therefore, additional research or investigation may be necessary to gain a deeper
understanding of these dynamics and their interconnectedness.

The findings suggest that implementing influencer marketing across multiple social media platforms can yield
better results in fostering brand advocates. Engaging with influencers on various platforms leads to a notably
higher level of consumer advocacy compared to running campaigns exclusively on a single platform.

Building brand advocacy through influencer marketing presents a promising approach for companies to connect
with their target audience and cultivate loyal brand advocates. However, it is not without its challenges. The
selection of the right influencers, ones who align with the brand's values and have an engaged audience, is critical
to ensure authenticity and resonance with consumers. Measuring the return on investment and accurately gauging
the impact of influencer marketing can also be complex and requires well-defined metrics. To overcome these
challenges, businesses should implement best practices, including thorough research and vetting of influencers,
encouraging transparency and authenticity in partnerships, and crafting engaging and relatable content. Moreover,
diversifying influencer campaigns across multiple social media platforms can extend the reach and foster a higher

131



Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 45 No. 1 (2024)

level of consumer advocacy compared to relying solely on a single platform. By navigating the challenges and
leveraging best practices, companies can harness the potential of influencer marketing to build stronger brand
advocacy, enhance brand awareness, and drive positive business outcomes.
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