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ORIGINAL

ABSTRACT
The main objective of this research was to determine the relationship between the use of influencers and the decision to purchase 
clothing brands among young millennials in the city of Tarapoto in 2019; for this purpose, an observational methodology was used with 
a nonexperimental design with cross-sectional and correlational level, in addition, a sample of 374 millennial customers of the city of 
Tarapoto was used, for which a questionnaire was used where questions of both variables were detailed. The main findings indicated that 
there is a high level of use of influencers according to 73 %, of which instagram influencers are the most prevalent according to 59,4 % 
of the data, in addition, 73,8 % of respondents evaluated their purchase decision as good. On the other hand, it was verified that the use 
of facebook, instagram and YouTube influencers are significantly related to the purchase decision, due to the fact that in the individual 
statistical tests a p - value equal to 0,000 was found. Finally, it was concluded by accepting the research hypothesis where it was indicated 
that the use of influencers is significantly related to the purchase decision of clothing brands in millenials in the city of Tarapoto, 2019.
Keywords: Influencers; Purchase Decision; Young People.

RESUMEN
Esta investigación estableció como objetivo principal: Determinar la relación del uso de influencers con la decisión de compra de marcas 
de ropas en los jóvenes millennials de la ciudad de Tarapoto en 2019; para ello, se hizo utilizó una metodológica de tipo observacional 
con diseño no experimental con corte transversal y de nivel correlacional, además, se tuvo una muestra conformada por 374 clientes los 
millennials en la ciudad de Tarapoto, para ello, se empleó un cuestionario donde se detallaron preguntas de ambas variables. Los prin-
cipales hallazgos indicaron que se cuenta con alto nivel de uso de influencers según el 73 %, de los cuales los influencers de instagram 
son los más prevalentes de acuerdo con 59,4 % de los datos, además, el 73,8 % de encuestados evaluaron como buena su decisión de 
compra. Por otro lado, se verificó que el uso de influencers de Facebook, instagram y YouTube se relacionan significativamente con la 
decisión de compra, debido a que en las pruebas estadísticas individuales se encontraron un p – valor igual 0,000. Finalmente, se concluyó 
aceptando la hipótesis de investigación en donde se indicó que El uso de influencers se relaciona significativamente con la decisión de 
compra de marcas de ropa en millenials de la ciudad de Tarapoto, 2019.
Palabras clave: Influencers; Decisión de Compra; Jóvenes.
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INTRODUCTION

Currently, many clothing brands have focused their attention on millennials, a group of young 
people born from the 80s, whose main characteristic is to always be connected through the in-
ternet and have access to technology. These young people do not know how to live without social 
networks and influencers, accessible people who enjoy credibility and prescribers of a trend, are 
part of this experience.(1,2,3)

In the United States, young people of this generation follow influencers, and it is through 
them that they learn about and encounter new products. 50% of millennials confirm their trust 
in influencers, and 88% state that influencers really care about their interests and are authentic. 
Other reasons for following them include that they are a source of inspiration because they are 
perceived as successful people, and they inspire followers to be themselves and to feel good about 
it. On the other hand, through influencers they can learn about new trends because they like to be 
fashionable and to know what works and what does not, so that they feel confident about what 
to invest their money in. Finally, they enjoy influencers’ interesting and entertaining content in a 
more personal environment. Regarding this last factor, it is known that men in this generation lean 
toward video games (62%) and sports (41%), while women lean toward beauty (59%) and fashion 
(49%), with YouTube and Instagram classified as their favorite social networking sites.(4,5,6)

However, this reality is not limited to the United States; it is evident worldwide. The field 
of fashion is explored by many young people who rely on prescribers such as Alexa Chung from 
England, Leonie Hanne from Germany, or Camila Coehlo from Brazil, who widely share their ou-
tfits and inspiration on Instagram.(1) Victoria Nasir and Farina Opuku, in an interview conducted 
by Deutschland, maintain that influencers have simplified entry for young and local brands and 
can show more than already established brands do; moreover, they are a source of inspiration for 
many people, and their reach is so diverse that it is possible to find an account according to style 
and budget.(7,8,9,10)

The situation is similar in Peru: 86% of young people between 18 and 24 years of age are con-
nected to the internet, and most consume content from influencers (Msn entretenimiento, 2019). 
In Lima alone, 30% of young people between 18 and 35 purchase the products recommended by 
these prescribers. Likewise, in an interview, the vice-rector for university services at UCAL, William 
Wong, noted that this generation, born alongside the internet and social media, is no exception 
to the impact that influencers have on their purchasing decisions, especially when the products 
relate to fashion, travel, and entertainment. This impact is significant because, of the total number 
of young people, 48% of them review the posts of these prescribers daily and 20% every other day 
(2). This influence has been determined by criteria for celebrities and professionals that include 
the measured management of advertising, credibility, the level of engagement, content creation, 
online/offline reputation, and constant activity (3).

For its part, Tarapoto is no stranger to this reality, given that this city is among the main 
commercial capitals of the San Martín Region and the textile industry is a sector that has grown 
rapidly. The population, made up of millennials who share the same affinities for technology and 
social media, is increasingly attracted by the opinions of these influencers when making a purchase. 
After conducting an informal interview with some young millennials from the city, it was observed 
that most of them use social media when deciding the design, model, and brand of clothing to 
buy. When asked about the reasons why they trust them, they stated that influencers are experts 
in their field, convey confidence, and are authentic, in addition to setting fashion trends. Many of 
them stated that they feel disoriented when investing their money in a particular clothing brand 
before seeing their influencer’s post or video; therefore, they consider them to be a kind of guide, 
unlike television advertising, which they consider misleading (11,12,13).

In this sense, influencers may determine the purchasing behavior of these young people. 
For this reason, the purpose of this study is to demonstrate the prevalence of influencer use and 
whether influencers are significantly related to the purchase decision of these young millennials.(14)

Taking into account the above, the following question was formulated as the general pro-
blem: How is the use of influencers related to the purchase decision of clothing brands among 
young millennials in the city of Tarapoto? Therefore, the following was proposed as the general 
objective: To determine the relationship between the use of influencers and the purchase deci-
sion of clothing brands among young millennials in the city of Tarapoto, 2019. To achieve this main 
objective, specific objectives were established: To identify the prevalence of the level of influencer 
use in the purchase decision for each social network; to evaluate the purchase decision of clothing 
brands among young millennials in the city of Tarapoto; to relate the level of influencer use on 
Facebook to the purchase decision; to identify the level of influencer use on Instagram in relation 
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to the purchase decision; and finally, to relate the level of influencer use on YouTube to the pur-
chase decision.(15,16,17) Finally, the following was proposed as the general hypothesis: The use of 
influencers is significantly related to the purchase decision of clothing brands among millennials 
in the city of Tarapoto, 2019.(18)

This study had theoretical value, as it will allow the information obtained after the application 
of the instruments to be supported by the foundations of the theories considered in its develo-
pment, specifically the theory referring to the variable use of influencers by author Díaz (4). It is 
justified in practical terms, because its results will greatly help to understand the level of impact 
that influencers can have on the new millennial segment. In this way, companies, society, and all 
stakeholders involved in the sale of clothing by brands can refine their commercial decisions and 
their marketing strategies. Finally, as a methodological contribution, this research helped to create 
a questionnaire to collect and analyze data regarding the relationship between the variables use 
of influencers and purchase decision, taking into account each of the dimensions that comprise 
them.(19,20,21,22)

This study was composed of chapters, which will be detailed for a better understanding:
Chapter I addresses the review of theory, such as previous research, theoretical bases, where 

relevant information with authors is established, which were necessary for the theoretical construct 
and the definition of conceptual terms.

In Chapter II, all the methodology used was explained, establishing the type, design, and level 
of research used, as well as the population and sample of the study, and also the main techniques, 
instruments, and processing as methods addressed.

Chapter III presents the results obtained from the research, among which there are des-
criptive and inferential statistics, with which it was possible to provide answers to the proposed 
objectives; likewise, the comparison and discussion of the results obtained was established.

Finally, there are the sections that complement the study, such as the conclusions and final 
recommendations, as well as the references used and the annexes prepared for this study.

METHODS

Type and level of research

Type of research
According to Ayzanoa (5), observation, characterized as intentional, informed, selective, and 

interpretive, is one visual record of everything that occurs in reality. This principal method for ob-
taining data from reality will likewise be applied, since the study is oriented toward the analysis of 
a problem that seeks to be resolved through the development of the research.

Research level
The level at which this research was conducted was correlational because it sought to deter-

mine whether there is a significant relationship between the use of influencers and the purchase 
decision among young millennials in the city of Tarapoto.

Studies developed at a correlational level aim to understand how a variable behaves by 
knowing the behavior of another related variable. If, when a variable varies, the other also varies, it 
can be stated that they are correlated (6).

Research design

Non-experimental cross-sectional
The present research had a non-experimental, descriptive, correlational, and cross-sectional 

design, since the study variables were not manipulated; on the contrary, a record of the variable 
was made in its natural social state, in order to then describe the results of each one of them and 
finally establish the relationship, all of this within a specific period of time.
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Population and sample

Population
The study population consisted of all millennials in the city of Tarapoto, and because there 

is not one census registry for this population, it is considered to have no known sampling frame. 
According to the latest Census prepared by the National Institute of Statistics and Informatics 
(INEI)(7), the distribution by age group includes a total of 14 595 people, who are between 20 and 
25 years of age (9 010 young people) and between 26 and 30 years of age (5 585 young people).

Sample
The sample size was determined based on probabilistic sampling corresponding to simple 

random sampling, in which the following formula was used:

Figure 1. Age range of customers

The sample consisted of 374 millennial customers of clothing brands in the city of Tarapoto.
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Data collection techniques and instruments
Techniques are considered to be the set of procedures that will be aligned with a pattern 

that allowed meeting the objectives and purposes of a research. The techniques and instruments 
to be used are shown below.

Data processing and analysis techniques
Data analysis began with the tabulation of the surveys applied to the sample in SPSS 22 

software, which allowed descriptive frequency statistics to be performed that clarified the state of 
each variable; thereafter, inferential analyses were carried out using the Spearman’s Rho correlation 
statistic, which correlated 2 ordinal variables; finally, analyses of the results were established, thus 
fulfilling the purpose of this study.

Table 1. Data collection techniques and instruments

Technique Instruments Scope Sources / informants

Survey Questionnaire The 2 variables examined in the present 
study

Millennial customers of clothing brands 
in the city of Tarapoto

METHODS
The method used was inductive, starting from specific knowledge when analyzing the events 

arising from the variables and then concluding with the answer to the hypothesis posed in this 
research. This method was developed to answer hypotheses and perform demonstrations; within 
it, there are studies at descriptive and correlational levels.

RESULTS

General data

Table 2. Age ranges of millennial customers

Age Frequency Percentage

25–30 years 189 50,5

31–35 years 129 34,5

36–40 years 56 15,0

Total 374 100

Figure 2. Gender of millennial customers
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As can be observed in the findings, 50.5% of the millennials surveyed from the city of Tarapoto 
were between 25 and 30 years of age, while 34.5% were between 31 and 35 years, and only 15.0% 
were aged 36 to 40 years; that is, most of the people surveyed were aged under 30 years.

Table 3. Gender of millennial customers

Sex Frequency Percentage

Male 165 44,1

Female 209 55,9

Total 374 100

Figure 3. Level of use of influencers on Facebook

According to the results, it is verified that of the total millennials surveyed in the city of Tara-
poto, 55.9% were women, while the remaining 44.1% were male.

Descriptive results
Specific objective 01: Identify the level of use of influencers in the purchase decision by each 

social network among young millennials in the city of Tarapoto in 2019.
Use of influencers by age and sex.

Table 4. Clients who use influencers on Facebook by age and sex

Facebook Low Moderate-High Total

Age Frequency % Frequency % Frequency % Frequency %

25–30 years 35 9,4 60 16,0 94 25,1 189 50,5

31–35 years 10 2,7 34 9,1 85 22,7 129 34,5

36–40 years 9 2,4 12 3,2 35 9,4 56 15,0

Total 54 14,4 106 28,3 214 57,2 374 100,0

Sex Frequency Frequency Frequency Frequency 44,1

Male 23 6,1 58 15,5 84 22,5 165 44,1

Female 31 8,3 48 12,8 130 34,8 209 55,9

Total 54 14,4 106 28,3 214 57,2 374 100,0

In the table shown, it is observed that among millennials with a high level of use of influencers 
on Facebook, 25.1% of the overall total were between 25 and 30 years old, while 34.8% of the general 
total were women. On the other hand, for those with a regular level, taking the general quantity as 
reference, 16% were people aged 25 to 30 years, while 15.5% were male; finally, for those with a low 
level of use of this type of influencers, similarly, considering the total number of people, 9.4% were 
also people between 25 and 30 years old and predominantly female (8.3%).

https://doi.org/10.62486/net202323
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Table 5. Clients who use influencers on Instagram by age and sex

Instagram Low Regular High Total

Age Frequency % Frequency % Frequency % Frequency %

25–30 years 32 8,6 61 16,3 96 25,7 189 50,5

31–35 years 10 2,7 25 6,7 94 25,1 129 34,5

36–40 years 7 1,9 17 4,5 32 8,6 56 15,0

Total 49 13,1 103 27,5 222 59,4 374 100,0

Sex Frequency Frequency Frequency Frequency 44,1

Male 19 5,1 57 15,2 89 23,8 165 44,1

Female 30 8,0 46 12,3 133 35,6 209 55,9

Total 49 13,1 103 27,5 222 59,4 374 100,0

According to the result found, it is observed that among millennials with a high level of use 
of influencers on Instagram, 25.7% of the overall total were aged 25 to 30 years, while 35.6% of the 
overall total were women. On the other hand, for those with a regular level, taking the overall quan-
tity as a reference, 16.3% were people aged 25 to 30 years, while 15.2% were male; finally, for those 
with a low level of use of this type of influencers, likewise, considering the total number of people, 
8.6% were also people aged 25 to 30 years and predominantly female (8%).

Table 6. Clients who make use of influencers on YouTube by age and sex

YouTube Low Regular High Total

Age Frequency % Frequency % Frequency % Frequency %

25 to 30 years 34 9,1 61 16,3 94 25,1 189 50,5

31 to 35 years 9 2,4 32 8,6 88 23,5 129 34,5

36 to 40 years 8 2,1 21 5,6 27 7,2 56 15,0

Total 51 13,6 114 30,5 209 55,9 374 100,0

Sex Frequency Frequency Frequency Frequency 44,1

Male 20 5,3 67 17,9 78 20,9 165 44,1

Female 31 8,3 47 12,6 131 35,0 209 55,9

Total 51 13,6 114 30,5 209 55,9 374 100,0

The result obtained confirms this: it is observed that among millennials with a high level of 
use of influencers on YouTube, 25.1% of the overall total were between 25 and 30 years old, while 
35% of the overall total were women. On the other hand, for those with a regular level, taking the 
general quantity as a reference, 16.3% were people aged 25 to 30 years, while 17.9% were male; fi-
nally, for those with a low level of use of this type of influencers, likewise, taking into account the 
total number of people, 9.1% were also people between 25 and 30 years old and predominantly 
female (8.3%).

Table 7. Level of use of influencers on Facebook

Rating Range from Up to Frequency %

Low 4 9 54 14,4 %

Regular 10 15 106 28,3 %

High 16 20 214 57,2 %

Total 374 100,0 %

https://doi.org/10.62486/net202323
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Figure 4. Level of use of influencers on Instagram

In the previous table and figure, it can be observed that 57.2% of respondents rated the level 
of use of influencers on Facebook as high; this is because they frequently rely on them to search 
for some clothing brand options to purchase; furthermore, this allows them to evaluate each of 
the brands that interest them. On the other hand, 28.2% indicated that it is regular, and only 14.4% 
stated that the level of use of this type of influencers is low in the city of Tarapoto.

Table 8. Level of use of influencers on Instagram

Score Range from Up to Frequency %

Low 4 9 49 13,1 %

Regular 10 15 103 27,5 %

High 16 20 222 59,4 %

Total 374 100,0 %

Figure 5. Level of use of influencers on YouTube

The findings shown indicate that 59.4% of respondents rated the level of use of influencers 
on Instagram as high, because they often rely on them to search for some clothing brand options 
to buy; furthermore, this allows the evaluation of each of the brands that interest them. On the 
other hand, 27.5% indicated that it is regular, and only 13.1% stated that the level of use of this type 
of influencers is low in the city of Tarapoto. This demonstrates that this type of influencer most 
helps the purchase decision of millennials, as it obtained the highest percentage.

Table 9. Level of use of influencers on YouTube

Score Range from Up to Frequency %

Low 4 9 51 13,6

Regular 10 15 114 30,5

High 16 20 209 55,9

Total 374 100,0

https://doi.org/10.62486/net202323
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Figure 6. Total level of influencer use

According to the results, 55.9% of respondents rated the level of use of influencers on YouTube 
as high, as they frequently visit these influencers before making a purchase, and this also helps to 
evaluate the brand they observe on that platform. Conversely, 30.5% indicated that it was regular, 
and only 13.6% stated that the level of use of this type of influencer was low in the city of Tarapoto.

Table 10. Total level of influencer use

Rating Range from Up to Frequency %

Low 12 27 45 12,0

Regular 28 43 56 15,0

High 44 60 273 73,0

Total 374 100,0

Figure 7. Purchase decision by age range

According to the results, 73% of surveyed millennials stated that the level of influencer use was 
high, as they frequently access common platforms such as Instagram (the most used influencers), 
Facebook, or YouTube to verify or confirm a potential purchase of a clothing brand. Conversely, 15% 
indicated that the level of use was moderate, and only 11% stated that the level of influencer use 
was low in the city of Tarapoto.

Table 11. Purchase decision by age range

Age 25 to 30 years 31 to 35 years 36 to 40 years Total

Purchase 
decision Poor, Fair Frequency % 

Frequency %
30 8,0 % 38 

10,2 % 12 3,2 % 3 0,8 % 7 1,9 % 8 2,1 % 49 13,1 % 49 
13,1 %

Good Frequency % 121 32,4 % 114 30,5 % 41 11,0 % 276 73,8 %

Total Frequency % 189 50,5 % 129 34,5 % 56 15,0 % 374 100,0 %

https://doi.org/10.62486/net202323
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Figure 8. Purchase decision by sex

According to the data, it can be observed that those who indicated having made a good 
clothing brand purchase decision based on influencers, representing 32.4% of the overall total, 
were between 25 and 30 years old. Similarly, those who indicated that their decision was regular, 
representing 10.2% of the total, were also within 25 to 30 years old, and likewise, 8% of those who 
indicated having made a bad decision were in the same age range.

Table 12. Purchase decision by sex

Sex Male Female Total

Bad Purchase Decision, Regular Frequency % Frequency % 19 5,1 % 35 9,4 % 30 8,0 % 14 3,7 % 49 13,1 % 49 13,1 %

Good Frequency % 111 29,7 % 165 44,1 % 276 73,8 %

Total Frequency % 165 44,1 % 209 55,9 % 374 100,0 %

Figure 9. Purchase decision of millennials

As the results show, among those who indicated having made a good clothing brand purcha-
se decision based on influencers, 44.1% were women, while among those who rated it as regular, 
9.4% of the total were men, and finally, among those who rated their decision as bad, 8.1% of the 
total respondents were women.

https://doi.org/10.62486/net202323
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Table 13. Purchase decision of millennials

Rating Range from Up to Frequency %

Poor 15 34 49 13,1

Fair 35 54 49 13,1

Good 55 75 276 73,8

Total 374 100,0

According to the results, 73.8% of surveyed millennials rated their purchase decision as good, 
as they indicated that social media have allowed them to conduct an evaluation before purchasing. 
In addition, their social environment has aided their choice, which is complemented by circum-
stantial factors and by giving it value or taking certain risks. Conversely, 13.1% rated their decision 
as fair, and only the remaining 13.1% rated their purchase decision as bad in the city of Tarapoto.

Inferential results

Normality test
To identify data normality, the following statistical test was used, which also aided in selecting 

the correlation coefficient to be employed.

Table 14. Data normality test

Kolmogorov-Smirnov Shapiro-Wilk

Statistic df Sig. Statistic df Sig. Sig.

Use of influencers 0,236 374 0,000 0,811 374 374 0,000 0,000

Purchase decision 0,236 374 0,000 0,794 374 374 0,000 0,000

Decision criterion: If the p-value (Sig.) is greater than 0.050, the data have a normal distribu-
tion; otherwise (p-value < 0.050), the data do not have a normal distribution.

According to the result and considering that the sample is greater than 50 participants, only 
the results of the Kolmogorov-Smirnov test were considered. It was observed that both variables 
have a significance less than 0.050, indicating that the data are not normally distributed. Therefore, 
the use of a correlation test for non-parametric data was determined, which in this case is Spear-
man’s Rho statistic, allowing the objectives of this research to be addressed.

https://doi.org/10.62486/net202323
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Table 15. Relationship between the level of use of influencers on Facebook and the purchase decision

Level of use of 
influencers on Facebook

Purchase 
decision

Spearman’s rho
Level of use of 

influencers on Facebook 
Purchase decision

Correlation coefficient Sig. (bilateral) 
N 

Correlation coefficient 
Sig. (bilateral)

1 000 
374 

0.615** 
0,000

0.615** 
0,000 374 
1 000

N 374 374

**The correlation is significant at the 0,01 level (bilateral)

According to the evidence, the existence of a relationship between the dimension level of 
use of influencers on Facebook and the purchase decision variable was confirmed, as the statistical 
results indicated a p-value less than 0.050 and a correlation coefficient of 0.615, demonstrating that 
this relationship was direct and significant. This allowed confirming the proposed hypothesis, which 
states that there is a significant relationship between the level of use of influencers on Facebook 
and the purchase decision among young millennials from Tarapoto, showing that a high level of 
use of influencers on the Facebook platform leads to a greater positive perception in the purchase 
decision of Tarapoto millennials.

Based on the findings, the existence of a relationship between the dimension level of use 
of influencers on Instagram and the purchase decision variable was confirmed, as the statistical 
results indicated a p-value of 0.000 and a correlation coefficient of 0.638, demonstrating that this 
relationship was direct and significant. This allowed confirming the proposed hypothesis, which 
states that there is a significant relationship between the level of use of influencers on Instagram 
and the purchase decision among millennial youth. This also ratified that young customers who 
make greater use of influencers on the Instagram platform have a greater perception of having 
made a good purchase decision with the help of this type of media.

Table 16. Relationship between the level of use of influencers on YouTube and the purchase decision

Level of influencer 
use on Instagram

Purchase 
decision

Spearman’s rho
Level of use of influencers 

on Instagram Purchase 
decision

Correlation coefficient Sig. (bilateral) 
N

Correlation coefficient 
Sig. (bilateral)

1 000 
374

0.638**
0,000

0.638**
0,000

374
1 000

N 374 374

**The correlation is significant at the 0,01 level (bilateral).

Table 17. Relationship between the level of use of influencers on YouTube and the purchase decision

Level of use of 
influencers on 

YouTube

Purchase 
decision

Spearman’s rho
Level of use of 

influencers on YouTube 
Purchase decision

Correlation coefficient Sig. (bilateral) 
N

Correlation coefficient 
Sig. (bilateral)

1 000
374

0.616**
0,000

0.616** 
0,000

374
1 000

N 374 374

**The correlation is significant at the 0,01 level (bilateral).
Source: Own elaboration.

As shown in the results, the existence of a relationship between the dimension of level of 
use of YouTube influencers and the purchase decision variable was confirmed, because the sta-
tistical results indicated a p-value of 0.000 and a correlation coefficient of 0.616, which indicates 
that the relationship was direct and significant. This confirmed the proposed hypothesis, which 
states that there is a significant relationship between the level of use of YouTube influencers and 
purchase decision in young millennials; this allowed determining that millennial customers who 
make greater use of influencers through YouTube will have a better or good perception regarding 
their purchase decision.

The results of the statistical test confirmed the existence of a relationship between the varia-
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bles use of influencers and purchase decision, because the statistical results indicated a p-value 
of 0.000 and a correlation coefficient of 0.637, demonstrating that the relationship was direct and 
significant. This confirmed the proposed hypothesis, which states that there is a significant rela-
tionship between the use of influencers and the purchase decision of clothing brands among young 
millennials; this allowed accepting that the greater the use of influencers from any platform, the 
better the perception of a good purchase decision regarding a specific clothing brand purchased 
by these young people.

Table 18. Relationship between the use of influencers and purchase decision

Use of 
influencers

Purchase 
decision

Spearman’s rho Use of influencers 
Purchase decision

Correlation coefficient Sig. (bilateral) 
N 

Correlation coefficient 
Sig. (bilateral)

1 000 
374 

0.637** 
0,000

0.637** 
0,000

374
1 000

N 374 374

**The correlation is significant at the 0,01 level (bilateral).

DISCUSSION

The results for the first specific objective, which was to identify the level of use of influencers 
in the purchase decision for each social network, showed that the greatest use was of Instagram 
influencers, because they obtained a higher percentage (59.4%). These findings indicate that these 
millennial customers always use these people (influencers) as a reference to make purchases and 
evaluate their purchases simply by viewing this platform and the people who use a clothing brand 
of interest to them.(23,24,25) This result agrees with what was found by Pérez (8), who demonstrated 
that influencers are an attractive point for university millennials and that Instagram constitutes a 
consultation platform, where the most important factor is the figure of the influencer for the dis-
semination of the product and brand in the field of fashion. Similarly, these results provide support 
for what was found by Pérez (9), who indicated that the use of influencers is increasingly frequent 
and effective because they share content, in terms of notoriety and reputation on networks, and 
have a target audience.(26,27,28)

Likewise, the findings for the second specific objective, which was to evaluate the purchase 
decision of the clothing brand among young millennials in the city of Tarapoto, made it possible to 
verify that 73.8% of respondents rated their purchase decision as good; this is because they indica-
ted that they have been able to evaluate and, due to different factors, gradually assess certain risks, 
and social networks have allowed them to make good decisions. This affirms what was evidenced 
by Carrillo (10), who demonstrated that technological and social factors allow the consumers’ pur-
chase decision to be evaluated as positive.(29,30,31) This also complements what was indicated by 
Fernández (11), who mentioned that with the advancement of technology, new communication 
channels such as social networks have been generated that make it possible to meet consumer 
demand and allow more decisions that benefit the growth of clothing brands.(32,33,34)

For the evidence concerning the third specific objective, which was to relate the level of use 
of influencers on Facebook to the purchase decision, the statistical test confirmed this relations-
hip, as a p-value of 0.000 and a coefficient of 0.615 were found, demonstrating that the high level 
of frequency of visits and the ability to evaluate clothing brands through this platform are directly 
linked to the good decision from the perspective of the young people themselves. This finding is 
consistent with what was found by Cortegana et al.(12), who indicated that the use of influencers is 
related to factors such as price and attractive trends, which are aspects that enable the purchase 
decision and even generate loyalty between the consumer and the brand. This was also reported 
by Fernández (11), who demonstrated that influencers (fashion bloggers) constitute an effective 
factor for the purchase decision of the people who follow them.(35,36,37)

On the other hand, the data referring to the fourth specific objective, which was to identify the 
level of use of influencers on Instagram with the purchase decision, where with the statistic used 
it was possible to verify the existence of such a relationship, where the significance was 0.000 and 
the coefficient was 0.638, allowing to demonstrate that the greater use of this type of influencers 
by Instagram is associated with the good decision that millennial customers have made when 
choosing a clothing brand. This is in line with what was found by Falla (13) who indicated that the 
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digital fashion influencer through Instagram obtains a greater number of followers, which allows a 
greater reach and number of interactions with their followers, allowing them to decide the purchase 
of clothing on a specific brand. (38,39) Similarly, Núñez (14) indicates that the opinion and recom-
mendation of influencers is considered by millennials when deciding to buy a fashion item.(40,41)

Other findings concern the fifth specific objective, which was to relate the level of use of 
influencers on YouTube to the purchase decision. This objective was confirmed, with a p-value of 
0.000 and a coefficient of 0.616, indicating that a higher level of use of this type of influencer is 
directly connected with a better purchase decision for clothing brands from the perspective of 
millennials in the city of Tarapoto. This is similar to what was found by Rodríguez (15), who demons-
trated that digital influencers are an important factor with respect to the purchase decision among 
millennials because they show the trust and satisfaction generated by influencers, in addition to 
the prestige of the recommended brand. Similarly, Cortegana et al.(12) indicated that the use of 
influencers is related to attractive trends, which are aspects that enable the purchase decision in 
young millennials.(42)

Lastly, the results corresponding to the general objective, which was to determine the re-
lationship between the use of influencers and the purchase decision for clothing brands, were 
confirmed because the correlation test found a significance less than 0,050 and a coefficient of 
0,637, demonstrating that the greater use of influencers observed in the study is directly linked to 
a better evaluation of the purchase decision among these young people from the city of Tarapoto. 
This agrees with what was found by Cáceres et al.(16), who indicated that influencers have a signi-
ficant incidence on young people’s clothing purchase decision, verifying that companies invested 
in online advertising on Instagram. Similarly, Farfán (17) stated the existence of an association be-
tween consumption influenced by social media and the leadership of fashion and style influencers 
recognized by female followers on Twitter, which helps with the purchase decision by these young 
customers. As evidenced, the two studies compared with the findings of the present study reach 
the same conclusion: influencers in some way or another help customers, especially millennials, 
who are young people between 25 and 40 years old, to opt for a particular product or brand.(43,44)

CONCLUSIONS

It was possible to verify that the prevalence of influencer use in the purchase decision is higher 
on Instagram because young millennials frequently visit this type of social network; in addition, 
this allows them to evaluate the various options of brands in which they are interested through 
their favorite or best-known influencers.

It was identified that the evaluation of the clothing brand purchase decision among young 
millennials in the city of Tarapoto is good because they consider that, through digital tools, they 
can analyze their purchases of various branded clothing, as well as evaluate various factors and 
risks that a purchase can entail with only references from people on social media.

It was verified that the level of use of influencers on Facebook is significantly related to the 
purchase decision for clothing brands, which shows that recurrent viewing of this type of influen-
cer allows these people to make good decisions based on simple and reliable information from 
their perspective.

It was found that the level of use of influencers on Instagram is significantly related to the 
purchase decision for clothing brands, which indicates that the ability to pay attention to and view 
the recommendations of these influencers is associated with the decisions made when purchasing 
a brand.

It was stated that the level of use of influencers on YouTube is significantly related to the pur-
chase decision for clothing brands, showing that watching the content on that platform enables 
young people to make correct decisions when choosing a specific brand.

Finally, it was determined that the use of influencers is significantly related to the purchase 
decision for clothing brands among millennials in the city of Tarapoto; this demonstrated that 
when there is greater recurrence in visits and brand evaluations through these platforms, there 
will be good decisions among these customers, but from their perspective, because they were 
able to obtain what they wanted only with the references of their favorite influencers or those who 
provided a recommendation about a brand.
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