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Online Influencer Marketing e An Effective
Marketing Technique for Strategic Branding,
Resonating Communication and
Customer Engagement

Dr. Prashant Chaudhary

Associate Professor e School of Management (PG), Dr. Vishwanath Karad MIT World Peace University, Pune, India

Abstract

The power of word-of-mouth is all omnipresent, but with the advent and proliferation of social media with its speed
of spreading the word, it's more significant than ever before. Online influencer marketing is bringing fashion brands and
customers specifically to the millennials e closer than ever before. Personality and content are what social influencers
provide to the prospective customers of a fashion brand. Having created their online niche and their follower base these
influencers are often probably like-minded individuals. Recommendations from influencers have become more effective
and can hold more weight than various impersonal forms of advertisement. A business partnership with the right
influencer could better connect the business' product to the millennials. The study dwells upon the influence of online
influencer marketing on millennials when it comes to buying fashion products and why the world of vogue is embracing
influencer marketing for reinforcing the brand identity and driving customer engagement. For fashion brands and re-
tailers, online influencer marketing is increasingly becoming a necessity to engage with customers through bloggers and
vloggers with an audience that is tailor-focused to their brand.

Keywords: Social media marketing, Influencer marketing, Key opinion leader, Fashion marketing, Content marketing,
Brand engagement and customer engagement etc.

1. Introduction

A famous proverb, “a picture is worth a thou-
sand words” is true for major retailers/

brands and small businesses in the fashion and
apparel industry. Because the notion of fashion is
built on the view that aesthetics is instrumental in
building a fashion brand and hence the marketers
are highly reliant on visually appealing and aspira-
tional content. That's where influencer marketing
through social media also comes into the picture.
Influencer marketing is also called Key Opinion
Leader (KOL) marketing by the experts and mar-
keting professionals. It is continuously rising
alongside the rising relevance of social media, live
streams, VR communities and online video games,
Metaverse, AR (Augmented Reality) and VR (Virtual

Reality) gadgets and cloud computing capabilities
Etc. (Godinho, 2022).
Influencer marketing is designed to engage with an

existing community of followers that often are the
target audience, on a social media platform. It's a
type of social media marketing that uses endorse-
ments and product mentions from influencers, which
are individuals who have a dedicated social following
and are viewed as experts within their niche. Hence
Influencer marketing is a form of business collabo-
ration of brands/organisations with influential per-
sonalities to promote their offering. The feedback
from end users and influencers of end users is
essentially acting a source of valuable insights for the
brands (Joshi, Singh, Kakkar, Kaur, & Kukreja, 2018).
Influencers are typically specialists in their niches.

These people have dedicated and engaged groups of
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followers on social media. They are known simply
as “social media influencers.” These individuals who
act as influencers typically influence an audience
that a brand/organisation might be trying to reach,
and can be helpful in marketing to those buyers
(Chen, 2019; Newberry, 2019; Raiyani, 2016). Today,
social media is allowing apparel brands to not only
showcase their products in a visually appealing and
compelling manner but to interact with their
favourite personalities/brand advocates as well
(Chaudhary, 2016).
Fashion plays an important role in lifestyle and

many people spend a significant proportion of
disposable income on fashion-related products and
services. The fashion industry is a commercial
behemoth with the sphere of activity of selling
apparel, accessories, fragrances and cosmetics etc.
with the attached stature of each coveted brand.
Before the digital revolution, designers, retailers and
fashion businesses were highly dependent on tele-
vision commercials and magazines to help them
reach customers and endorse their vogue collections
and private label brands (Chaudhary & Sharma,
2022).
This article analyses the impact of social media

and influencers on buying behaviour of millennials
towards these products. The advent and swift pro-
liferation of social media and technology have led to
a growing inclination among millennial consumers
towards diverse fashion influences and they tend to
dress either to fit in with their peers or to articulate
self-identity and conform to society (Naser Valaei &
S.R. Nikhashemi, 2017).

2. Current business scenario and growth of
influencer marketing

Today, social media is firmly anchored in con-
sumers changing habits in keeping themselves
updated with the latest fashion trends. The evolu-
tion of technology and social media has allowed all
consumers to have a voice (Chaudhary & Pandey,
2021, pp. 1e21; Pandey, Chaudhary, & Darda, 2021).
Fashion is now far more democratic, there is a
marked shift in the way people buy fashion prod-
ucts and these trends have got huge impetus post
COVID-19 (Shukla, Tomer, & Singh, 2021). Cus-
tomers are following numerous Instagrammers and
bloggers who appeal to their aesthetic, and many
dedicated magazines are challenging the status quo
of traditional fashion publishing and setting a
different agenda for diverse audiences. (Kay &
Corner, 2017, July 9).
In 2018, Facebook had over 2 billion monthly

users, with YouTube, Instagram, and Twitter trailing

behind with 1.5 billion, 800 million, and 330 million
users respectively. With these numbers, it's
comprehensible that social influencers can reach
large followings (Ravish, 2022). (Refer to Fig. 1).
According to the report published by GroupM

INCA and exchange4media Group, expenditure on
influencer marketing in India is growing at a CAGR
of 25 per cent and it is expected to reach ₹ 2,200
crores by 2025 (Kumar & Padmanabhan, 2021;
Ambwani 2022). The social media platforms collec-
tively have exerted a strong influence on society, the
way people interact, changing people's communi-
cation habits, shaping their perceptions, redefining
the meaning of the word “friend” and in turn,
altering their buying behaviour as well. For
instance, the micro-influencers e typically having a
following of less than 25,000 e are bringing better
results as compared to the macro-influencers owing
to their abilities, skills, expertise and unique appeal
(Hutchinson, 2021).
According to Neilson (2015, September 28), the

millennials consume media differently than their
older counterparts, exercising greater control over
when and where they watch, listen and read con-
tentdand on which device. But even if they rely less
heavily on traditional channels, their trust and
willingness to act on these formats remain high.
While an integrated, multi-channel approach is best
across all generations, it carries even more impor-
tance when reaching Millennials (Chaudhary,
Singh, & Sharma, 2021).
Today, it is observed that the dependence of

millennials on social media is growing the leaps and
bounds, and it is increasingly being integrated into
their lives. They are becoming more influenced by
what they see online than ever beforedespecially
when it comes to fashion. There was a time when
social media didn't exist and during those days
fashion insights were mostly consumed through
catwalks, movies and magazines. Fashion was kept
exclusive through these controlled channels and
spheres, managed by fashion designers and maga-
zine editors.
While glossies and catwalks remain an integral

part of today's fashion world, fashion has been
democratised and being more fluid and interactive.
Because of the proliferation of various social media
portals/pages, the world of fashion retailing is free
and larger than it has ever been. They are not only
engaging with friends and family members but also
following the influencers. These influencers now
have the power to influence their buying decisions
and fashion is the area where it is happening
extensively. With fashion influencers in every
fashion type, millennial consumers have a huge
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amount of fashion inspiration available on the social
media channels like Facebook, Instagram and the
likes. This scenario has changed the way fashion
brands connect and engage with their core audience
(Chaudhary, 2016).
Another form of social media that is very popular

with fashion-conscious millennials is blogging.
Fashion blogs have grown to be one of the most
effective ways of sharing insights, experiences and
recommendations through various platforms and
forums. Blogs are one very effective way of mar-
keting products straight to the target customer at a
low cost. Today, word of mouth can be launched at
scale with user-generated content (UGC) platforms.
It's all about bringing real people to the forefront of
marketing, as an essential part of the marketing
media mix that can help to advertise overcome its
trust deficit. Influencers have emerged as one of the
effective marketing tools as they are perceived as
authentic and unbiased by their followers (Panwar
& Khan, 2020; Rawat, 2021).
The trust between influencer and audience can

likely sway purchase decisions to a business' benefit.

This means that magazines, advertising campaigns
and other outbound marketing tools don't have the
influence that they once had. Instead, the user-
generated content, influencers' views, reviews and
insights and peer recommendations are resonating
with the millennials and are more accessible than
they once used to be. This article adopts a mana-
gerial perspective to get insights on how influencer
marketing is playing an instrumental role in
branding and retailing fashion-related products and
hence enhancing customer engagement, with
reference to millennials. This article delves deep
into how the world of vogue is embracing influencer
marketing for reinforcing the brand identity and
driving customer engagement.

3. Views and opinions of experts and
practitioners

In today's digital era it has been found that millen-
nials are seldom influenced by advertising and other
traditional promotional tools and techniques. These
traditional channels are often perceived to be well-

Fig. 1. Social media users (Ravish, 2022). Source of the Image e https://www.whizsky.com/amazing-social-media-statistics-and-facts/.
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planned, biased and sometimes even misleading.
Today, buyers are continuously bombarded with
countless cold calls, spamemails, andpop-up adverts,
so they're increasingly feeling to get disconnected
from irrelevant and un-personalised marketing. Mil-
lennials are less likely to respond to impersonal mar-
keting campaigns and activities. As savvy users of
social media, they are expecting informative content
and marketing that is personalised to them (O’Leary,
2018).
Social media marketing typically uses social

media channels (Facebook, Twitter, Pinterest,
Instagram, YouTube, Googleþ, etc.) to market a
product or service, the strategy is called Social
media marketing. It is a process wherein strategic
content is produced and broadcasted to draw in
traffic for a website or to gain the attention of buyers
over the web using different social media platforms.
It is also called “content marketing”, which can be
briefly described as, delivering the content that your
audience is seeking or delivering the content that
will resonate with your target audience, in an inte-
grated way. This also involves influencer marketing,
wherein “key nodes” are identified and the content
generated by them is leveraged within related
communities, known as influencers (Kalakata,
Anand, & Saxena, 2021). (see Table 1).
Influencermarketing can be defined as a process of

identifying and activating individuals who have
expertise in the subject area and hence hold an in-
fluence over a specific target audience who can in-
fluence potential buyers. With these capabilities, the
influencers become a part of a fashion brand's mar-
keting campaign, essentially aimed at increasing
reach, sales, engagement and loyalty.
Influencer marketing involves working with

influential personas, for instance, a blogger or user
with a high social following. The objective is to in-
crease awareness of a brand or influence the pur-
chasing patterns of a target audience. It is a form of
marketing and relationship building activity, which
rests on the content that drives value through reach,
relevance and resonance. An influencer doesn't
need to be a big celebrity; it can be any profile that
can add value to a brand. Generally, this value is

measured in terms of the volume of followers (Das,
2022).
This is becoming an important concept in digital

targeting, which also involves affiliate marketing.
This involves earning a commission by promoting
and/or recommending products/brands of a com-
pany, organisation, seller or merchant. The affiliate,
also known as the publisher, typically promotes one
or multiple affiliate products and tries to attract and
convince potential customers of the value of the
merchant's product so that they end up buying it.
While celebrities are usually public figures with a
massive number of flowers and fans, influencers are
creating advertorials on social media or blogs.
Sometimes they earn monetary benefits in exchange
for writing or promoting products and/or services,
which is also called “affiliate marketing”. (Lisich-
kova & Othman, 2017; Neil Patel, 2019).
Influencer marketing works as it is like getting a

fashion tip from a buddy. Seeing the people admire
or look up to wearing a particular outfit or using a
certain product is a vote of confidence in a brand
that makes the potential customers more likely to
purchase the particular product or interact with the
brand in the future. This sense of community is
something that brand accounts struggle to deliver; a
third party is needed to validate the products for
consumers. (Poncelin, 2021; Brahma, 2022).
The young, professional and passionate new

generation of bloggers and vloggers has emerged
from social media. Social media with tens of thou-
sands of users provides a platform for these influ-
encers to create and share content, which enables
them to make an impact on their audience/fol-
lowers. It also allows them to analyse the audience's
response to their content and hence modify it
accordingly. Influencing even a small fraction of
these users can make a big difference for the fashion
brand that is being endorsed by the influencer(s).
Beauty, fashion, make-up and lifestyle brands are
also using vloggers' power to engage in social
campaigns. The bloggers and vloggers typically
know the pulse of their audience and give insights/
inputs about the product that resonates with them
(Chakraborty, 2016; Saptarshi, 2016).
According to Suchi Mukherjee, founder of Lim-

eRoad, one of the biggest USP (Unique Selling
Proposition) of LimeRoad is the active participation
and engagement of its target audience. Women use
the platform in making it more personalised for
themselves. Limeroad has more than 40,000 users
across India, who upload thousands of styles per
month on the portal. These women users are
shoppers themselves and they tend to create
numerous “ensembles and looks”, which are called

Table 1. Leading social media platforms generally used for fashion-
oriented businesses (Peterson, 2018).

Facebook For targeting men and women of all ages

Pinterest For targeting women in their mid-twenties
to mid-forties

Tumblr For targeting teens and young adults
Instagram For targeting men and women ages 18-40
Polyvore For targeting young women with having an

interest in art and fashion
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“stories” by Limeroad. This kind of engagement
gives them a feeling of expressing their creativity
and also leads to community building (Mukherjee,
2019).
Autumn Wilberg in the article/blog titled, “How

Social Media and its Influencers are Driving Fashion”
has stated that, out of Instagram's total users, almost
200 million follow at least one fashion account. The
writer further affirms that 45 percent of Instagram
users in Britain pronounced that they follow these
fashion accounts to obtain inspiration for new looks
theycanbuyorcreate for themselves.Theyalso tend to
share their looks with #fashion and #ootd (outfit of the
day) featuring in millions of posts often. The writer of
this article further mentions the findings of a research
study and reiterates that 71 percent of people were
more likely to make an online purchase if the product
or service has been recommended by others (peer
recommendation). In addition to this, 84 percent of
millennials were likely to be influenced into making a
purchase based on the user-generated content by
strangerswhohave experienced theproduct or service
before (Wilberg, 2018).
Fashion retailer ASOS invites its fans to upload

their pictures using the hashtag #AsSeenOnMe. The
selected or the best ones go up on the ASOS web-
site, inspiring millions of people with their looks.
Similarly, fashion e-tailer KOOVS runs a trendy
“style ambassador programme” where participants
get exposure to the glamorous world of fashion,
which also includes a chance to study in London. In
return, these young ambassadors give the brand a
share of their precious and happening timelines,
which eventually leads to a WineWin for both.
Hence, User Generated Content (UGC) is not just

a fad, since millennials prefer to refer to it and
Instagram's remarkable growth is testimony to the
fact. It has been found that millennials trust UGC a
whopping 50% more than any other media. Hence,
to make your message resonate with the millennials,
it's not just sufficient to brief your creative agency,
but also to brief the targeted audience through the
influencers (Raiyani, 2016). For instance, Instagram-
influencers bring fashion inspiration for the mil-
lennials, in every fashion type.
Betty Gordon (2018) in the article titled, “What part

does social media play in the fashion industry?” states
that Instagramhasnowbecome thehubof fashionand
has opened a whole newworld for fashionmarketers.
It encourages brands to think more about “real” peo-
ple, with different bodies, skin tones and fashion
preferences. For instance, GAP's Styld. by campaign
featured several influential social media personalities
showing how they incorporateGAP clothing into their
wardrobes. This successful campaign had enormous

reach obtained by involvingmultiple influencers from
different spheres and niches (Leonard, 2017).
The content created by these influencers in the

form of blogging and/or vlogging is being referred
to by the millennials before the purchase of fashion-
related products for validating their purchasing
decisions. They go online to find reviews posted by
bloggers about the product they might be interested
in buying and by using these forums/platforms,
they ask for opinions from the blogger and other
readers, hoping to get help with their decision
making (Sudha M. & Dr Sheena K, 2017).
Video can also be used at all stages of the buying

process. Videos on socialmedia are increasingly used
as an effective tool for gaining attention, holding in-
terest, arousing desire and obtaining engagement
and action. Videos can offer potential customers
further insight into what a fashion brand does while
answering a pain point for them. Customers often
refer to case-study videos to make more informed
buying decisions, as videos demonstrate exactlywhat
a fashion brand is all about and how customers
perceive it (O’Leary, 2018).

4. Final conclusion

Because of the advent of various social media
portals, the content generated by influencers and
recommendations by peers is more valuable and
accessible to millennials. Millennials are increas-
ingly following the “fashion accounts” on various
social media sites like Facebook and Instagram to
get inspiration for looks and ensembles, which they
can buy or create themselves. These social
networking sites are helping to broadcast fashion-
related buzz with the click of a button. The photo-
graphs taken with selfie frames and shared on social
media pages are increasingly becoming more
appealing than the professionally shot image.
Throughout the buying decision-making process,
millennials tend to get attracted to relevant content,
visually striking advertisements, such as blogs,
videos, infographics, and peer recommendations.
The fashion industry is increasingly being driven by

influencer marketing than any other industry and
becoming more democratic. Influencer marketing
executed through various social media portals is of-
fering many ways of collaboration between bloggers,
vloggers and fashion brands. This is not limited to just
blog and social media posts, but it can include, Insta-
gram takeovers, event hosting, modelling or even
product/ensemble designing. Involving influencers
early in the creative process can pay off, as the influ-
encers offer ideas and insights that are relevant and
resonate with the targeted audience.
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The proliferation of fashion and lifestyle blogs leads
to the building of strong relationships between blog-
gers and followers/readers and eventually with the
brand as well. A fashion blogger is a more approach-
able, accessible and personal style icon than a celeb-
rity/model walking on the ramp or featuring in vogue
magazines. Hence, social media marketing and influ-
encer marketing are leading to the formation of a
direct relationship between brands and their con-
sumers. Taking cognizance of this shift in consumer
behaviour, fashion brands and fashion retailers are
increasingly focusing on social media marketing to
reach out to the millennials. Even the luxury brands
that once eschewed social media out of fear of brand
dilution are embracing digital marketing.

5. Implications for decision makers

Influencer marketing e specifically in the case of
fashion e is essentially “content-based” and “con-
tent-driven” activity. Adoption of influencer mar-
keting has increased during and post-pandemic and
today is an integral component of the media mix
and brand communication and marketing strategy.
Here the fashion brands and retailers need to think
about whom they are going to target, what are the
expectations, needs and preferences of their target
audience, what they care about, and which media/
channels they consume and then make informed
decisions about which content to produce. The vir-
tues like trust, credibility, expertise and authenticity
that influencers command can be leveraged by the
brands to resonate with their audiences. It attracts
the prospect, expands the reach of the brand among
the right audience, helps improve brand posi-
tioning, and enhances customer engagement.
Hence, when it comes to the content strategy,

firstly, it should be persona-driven which means it
should resonate with a specific audience the fashion
brand/retailer want to reach and target. Secondly, it
should be focused on at least one pain point the
customer is having, about that fashion product. The
more focused the content is, the better-quality
download could be achieved.
Finally, the content should be articulated, designed

and conveyed, creatively and innovatively, in a
friendly and appealing manner. It should be insight-
ful, appealing, resonating, memorable, engaging and
shareable. All this collectively assists users in their
buying decisions, resulting in improvement in
customer engagement and revenue for the business.
In the nutshell, the content from the influencers is

enough to have their followers keeping them on
their streams and timelines. Fashion brands need to

work coherently with these influencers to plug their
product or service somewhere within the influ-
encer's content, as the millennial followers are
allowing influencer generated content.

Conflict of interest

There is no conflict of interest.

References

Ambwani, M. V. (2022, February 6). Content creation: Marching
with an army of micro-influencers. The hind business line.
Retrieved from https://www.thehindubusinessline.com/
catalyst/marching-with-an-army-of-micro-influencers/
article64968237.ece.

Brahma, S. (2022, February 3). Impact of Social media on the
Fashion Industry In 2022. The Fashion Frill, (Online). https://
thefashionfrill.com/fashion/impact-of-social-media/

Chakraborty, A. (2016, June 16). Beauty bloggers and vloggers
take the beauty and wellness sector to a new high. BMC
Ecology, 22(6), 24e26.

Chaudhary, P. (2016). Retail marketing in the modern age (1st ed.).
SAGE Publishing.

Chaudhary, P., & Pandey, S. (2021). Case studydToRoots ex-
plorers: Branding experiential tourism in the digital age. Case
Centre (ET Cases).

Chaudhary, P., & Sharma, S. (2022). Private label fashion brands:
Through the lens of masstige marketing theory. Indian Journal
of Marketing, 52(6), 8. https://doi.org/10.17010/ijom/2022/v52/
i6/169833

Chaudhary, P., Singh, A., & Sharma, S. (2021). Understanding the
antecedents of omni-channel shopping by customers with reference
to fashion category: The Indian millennials' perspective. Young
Consumers. https://doi.org/10.1108/YC-05-2021-1327. ahead-
of-printb (ahead-of-print).

Chen, J. (2019, May 5). What is influencer marketing and how to build
a strategy.

Das, S. (2022, July 11). The perils of influencer marketing. ET Brand
Equity. Retrieved from https://brandequity.economictimes.
indiatimes.com/news/marketing/the-perils-of-influencer-
marketing/92764649.

Godinho, R. (2022, March 19). Powering influencer marketing in the
metaverse. The Economic Times. Retrieved from https://
economictimes.indiatimes.com/small-biz/marketing-
branding/marketing/powering-influencer-marketing-in-the-
metaverse/articleshow/90317913.cms.

Gordon, B. (2018, December 18).What part does social media play in
the fashion industry? Plusminus magazine. Retrieved from
https://www.plusminusmagazine.com/what-part-does-social-
media-play-in-the-fashion-industry/.

Hutchinson, A. (2021, December 8). Facebook publishes new guide to
influencer marketing and its rising benefits. SocialMediaToday.
Retrieved from https://www.socialmediatoday.com/news/
facebook-publishes-new-guide-to-influencer-marketing-and-
its-rising-benefit/611205/.

Joshi, M. C., Singh, J., Kakkar, A., Kaur, J., & Kukreja, M. (2018).
Avina sports: A case study of organic growth. Management
Dynamics, 18(2), 19e25.

Kalakata, A., Anand, A., & Saxena, P. (2021). Flipkart: Driving
ecommerceduringcovid-19.ManagementDynamics, 21(1), 7e13.

Kay, K., & Corner, F. (2017, July 9). Does the fashion industry still
need Vogue in the age of social media?.

Kumar, P., & Padmanabhan, A. (2021). Influencer Marketing ex-
pected to become a 2200 Cr industry with a CAGR of 25.% till 2025:
GroupM INCA Report [Press Release]. GroupM INCA.
Retrieved from GroupM INCA website: https://www.groupm.
com/newsroom/india-influencer-marketing-report/.

MANAGEMENT DYNAMICS 2022;22:36e42 41

O
R
IG

IN
A
L
A
R
T
IC

L
E

https://www.thehindubusinessline.com/catalyst/marching-with-an-army-of-micro-influencers/article64968237.ece
https://www.thehindubusinessline.com/catalyst/marching-with-an-army-of-micro-influencers/article64968237.ece
https://www.thehindubusinessline.com/catalyst/marching-with-an-army-of-micro-influencers/article64968237.ece
https://thefashionfrill.com/fashion/impact-of-social-media/
https://thefashionfrill.com/fashion/impact-of-social-media/
https://doi.org/10.17010/ijom/2022/v52/i6/169833
https://doi.org/10.17010/ijom/2022/v52/i6/169833
https://doi.org/10.1108/YC-05-2021-1327
https://brandequity.economictimes.indiatimes.com/news/marketing/the-perils-of-influencer-marketing/92764649
https://brandequity.economictimes.indiatimes.com/news/marketing/the-perils-of-influencer-marketing/92764649
https://brandequity.economictimes.indiatimes.com/news/marketing/the-perils-of-influencer-marketing/92764649
https://economictimes.indiatimes.com/small-biz/marketing-branding/marketing/powering-influencer-marketing-in-the-metaverse/articleshow/90317913.cms
https://economictimes.indiatimes.com/small-biz/marketing-branding/marketing/powering-influencer-marketing-in-the-metaverse/articleshow/90317913.cms
https://economictimes.indiatimes.com/small-biz/marketing-branding/marketing/powering-influencer-marketing-in-the-metaverse/articleshow/90317913.cms
https://economictimes.indiatimes.com/small-biz/marketing-branding/marketing/powering-influencer-marketing-in-the-metaverse/articleshow/90317913.cms
https://www.plusminusmagazine.com/what-part-does-social-media-play-in-the-fashion-industry/
https://www.plusminusmagazine.com/what-part-does-social-media-play-in-the-fashion-industry/
https://www.socialmediatoday.com/news/facebook-publishes-new-guide-to-influencer-marketing-and-its-rising-benefit/611205/
https://www.socialmediatoday.com/news/facebook-publishes-new-guide-to-influencer-marketing-and-its-rising-benefit/611205/
https://www.socialmediatoday.com/news/facebook-publishes-new-guide-to-influencer-marketing-and-its-rising-benefit/611205/
https://www.groupm.com/newsroom/india-influencer-marketing-report/
https://www.groupm.com/newsroom/india-influencer-marketing-report/


Leonard, K. (2017, March 6). The Gap’s Styld.by Campaign Uses
Bloggers to Build Connections [Blog Post]. Retrieved April 7,
2022, from Lonelybrand website: https://lonelybrand.com/
blog/the-gaps-styld-by-campaign-uses-bloggers-to-build-
connections/.

Lisichkova,N.,&Othman, Z. (2017).The impact of influencers on online
purchase intent (Master thesis). School of Business, Society and
Engineering, M€alardalen University, M€alardalen University.

Mukherjee, S. (2019, January 26). ‘Online fashion’ and ‘Profitability’
are terrible fits. Voonik and LimeRoad are fighting to alter that. [The
Economic Times.

Neilson. (2015, September 28). Recommendations from friends
remain most credible form of advertising among consumers; branded
websites are the second-highest-rated form.

Newberry, C. (2019, May 2). Influencer marketing in 2019: How to
work with social media influencers.

O'Leary, J. (2018, July 5). Why content is key to your digital marketing
strategy. Retrieved January 21, 2019, from Digital Marketing
Magazine website https://digitalmarketingmagazine.co.uk/
digital-marketing-content/why-content-is-key-to-your-
digital-marketing-strategy/4908.

Pandey, S., Chaudhary, P., & Darda, P. (2021). Case studydTO-
ROOTS: Marketing and promoting the experiential travel and
tourism. Management Dynamics, 21(2), 29e41.

Panwar, T., & Khan, K. (2020). Social listening: A strategy to bond
with the new age customers. Management Dynamics, 20(2), 1e5.

Patel, N. (2019, January 21). Affiliate marketing made simple: A step-
by-step guide.

Peterson, S. (2018, November 2). How 9 ecommerce entrepreneurs use
Instagram for massive sales [forum].

Poncelin, C. (2021, January 12). How to stay ahead of fashion
trends in the era of social media [Blog Post]. Retrieved from
Heuritech website: https://www.heuritech.com/articles/
fashion-solutions/trends-on-social-media.

Raiyani, D. (2016, May 3). Ad-dendum: Marketing with, not at people.
Financial Express. Retrieved from https://www.
financialexpress.com/industry/ad-dendum-marketing-with-
not-at-people/247222/.

Ravish, V. (2022, April 7). Amazing social media statistics and facts in
2022. Retrieved April 7, 2022, from https://www.whizsky.com/
amazing-social-media-statistics-and-facts/.

Rawat, V. S. (2021). Pandemic has recast media template. Man-
agement Dynamics, 21(1), 1e6.

Saptarshi, D. (2016, June 16). From entertainers to entrepreneurs-
meet the social media stars. BMC Ecology, 22(16), 18e19.

Shukla, A., Tomer, N., & Singh, P. (2021). System dynamics
modeling to understand the impact of covid-19 on Indian
economy. Management Dynamics, 21(2), 1e8.

Sudha, M., & Dr Sheena, K. (2017). Impact of influencers in consumer
decision process: The fashion industry. SCMS Journal of Indian
Management.

Valaei, N., & Nikhashemi, S. R. (2017). Generation Y consumers'
buying behaviour in fashion apparel industry: A moderation
analysis. Journal of Fashion Marketing and Management: An In-
ternational Journal, 21(4), 523e543.

Wilberg, A. (2018, May 10). How social media and its influencers are
driving Fashion [Blog]. Retrieved December 15, 2018, fromDigital
Marketing Magazine website: https://
digitalmarketingmagazine.co.uk/social-media-marketing/how-
social-media-and-its-influencers-are-driving-fashion/4871.

42 MANAGEMENT DYNAMICS 2022;22:36e42

O
R
IG

IN
A
L
A
R
T
IC

L
E

https://lonelybrand.com/blog/the-gaps-styld-by-campaign-uses-bloggers-to-build-connections/
https://lonelybrand.com/blog/the-gaps-styld-by-campaign-uses-bloggers-to-build-connections/
https://lonelybrand.com/blog/the-gaps-styld-by-campaign-uses-bloggers-to-build-connections/
https://digitalmarketingmagazine.co.uk/digital-marketing-content/why-content-is-key-to-your-digital-marketing-strategy/4908
https://digitalmarketingmagazine.co.uk/digital-marketing-content/why-content-is-key-to-your-digital-marketing-strategy/4908
https://digitalmarketingmagazine.co.uk/digital-marketing-content/why-content-is-key-to-your-digital-marketing-strategy/4908
https://www.heuritech.com/articles/fashion-solutions/trends-on-social-media
https://www.heuritech.com/articles/fashion-solutions/trends-on-social-media
https://www.financialexpress.com/industry/ad-dendum-marketing-with-not-at-people/247222/
https://www.financialexpress.com/industry/ad-dendum-marketing-with-not-at-people/247222/
https://www.financialexpress.com/industry/ad-dendum-marketing-with-not-at-people/247222/
https://www.whizsky.com/amazing-social-media-statistics-and-facts/
https://www.whizsky.com/amazing-social-media-statistics-and-facts/
https://digitalmarketingmagazine.co.uk/social-media-marketing/how-social-media-and-its-influencers-are-driving-fashion/4871
https://digitalmarketingmagazine.co.uk/social-media-marketing/how-social-media-and-its-influencers-are-driving-fashion/4871
https://digitalmarketingmagazine.co.uk/social-media-marketing/how-social-media-and-its-influencers-are-driving-fashion/4871

	Online Influencer Marketing – An Effective Marketing Technique for Strategic Branding, Resonating Communication and Customer Engagement
	Recommended Citation

	Online Influencer Marketing – An Effective Marketing Technique for Strategic Branding, Resonating Communication and Customer Engagement
	Abstract
	Keywords

	Online Influencer Marketing – An Effective Marketing Technique for Strategic Branding, Resonating Communication and Custome ...
	1. Introduction
	2. Current business scenario and growth of influencer marketing
	3. Views and opinions of experts and practitioners
	4. Final conclusion
	5. Implications for decision makers
	Conflict of interest
	References


