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ABSTRACT

Introduction: the article examined international, national, and local evidence on the impact of influencers—mainly on Instagram—on
young people’s purchasing decisions, with a focus on fashion and beauty. It reviewed theses and articles that used qualitative, quantitative
and mixed approaches to examine how the trust, credibility and familiarity projected by content creators guided consumer choices and
strengthened brand recognition. Development: it identified that international studies confirmed a significant influence of influencers
on purchase intent and behaviour, while national and local studies showed influencers as strategic partners who provided information
on prices and promotions, reduced doubts and presented trends. It also showed that Instagram operated as the main consultation pla-
tform, complemented by YouTube and Facebook. It was described that influence acted throughout the decision-making process: from
recognising a need and searching for information to evaluating alternatives and purchasing/post-purchase, mitigating perceived risks
(performance, financial, social and psychological). Among millennials, engagement—measured by reach, interaction and positive eva-
luation—functioned as a proxy for persuasive effectiveness and loyalty building. Conclusion: the findings supported the conclusion that
influencer marketing was effective in driving visibility, consideration and conversion among young consumers. It was recommended to
prioritise collaborations with micro- and macro-influencers aligned with positioning, define performance metrics (weighted engagement,
referral traffic and conversion) and ensure advertising transparency. Possible limitations such as sampling bias and platformn dependency
were noted, so it was proposed to expand product categories and incorporate longitudinal designs to strengthen generalisation and
model mediations such as trust and perceived quality.

Keywords: Influencers; Instagram; Millennials; Purchase Decision; Fashion.

RESUMEN

Introduccién: el articulo examind evidencia internacional, nacional y local sobre la incidencia de los influencers —principalmente en Ins-
tagram— en la decisién de compra de jovenes, con foco en moda y belleza. Reviso tesis y articulos que abordaron, mediante enfoques
cualitativos, cuantitativos y mixtos, como la confianza, la credibilidad y la familiaridad proyectadas por los creadores de contenido orienta-
ron las elecciones de los consumidores y fortalecieron el reconocimiento de marca. Desarrollo: identificd que los estudios internacionales
confirmaron una influencia significativa de los influencers en la intencién y el comportamiento de compra, mientras que los trabajos
nacionalesy locales mostraron a los influencers como socios estratégicos que informaron sobre precios y promociones, redujeron dudasy
presentaron tendencias. Asimismo, evidencié que Instagram operd como principal plataforma de consulta, complementada por YouTube
y Facebook. Se describié que la influencia actud a lo largo del proceso de decision: desde el reconocimiento de necesidad y la busqueda
de informacion hasta la valoracién de alternativas y la compra/poscompra, atenuando riesgos percibidos (de desempefio, financieros,
sociales y psicolégicos). Entre millennials, el engagement —medido por alcance, interacciéon y valoracién positiva— funcioné como
proxy de eficacia persuasiva y de construccion de lealtad. Conclusion: el conjunto de hallazgos respaldé que el marketing de influencia
resulté efectivo para impulsar visibilidad, consideracion y conversion en jovenes consumidores. Se recomendod priorizar colaboraciones
con micro y macroinfluencers alineados al posicionamiento, definir métricas de desempefio (engagement ponderado, trafico referido
y conversién) y asegurar transparencia publicitaria. Se sefialé como limites posibles sesgos de muestreo y dependencia de plataformas,
por lo que se propuso ampliar categorias de producto e incorporar disefios longitudinales para robustecer la generalizaciéon y modelar
mediaciones como confianza y calidad percibida.

Palabras clave: Influencers; Instagram; Millennials; Decision de Compra; Moda.
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INTRODUCTION

At the international level

Caceres et al.(1) in their thesis: The Impact of Instagram Influencers on the Clothing Purchase
Decision of Young People. (Undergraduate thesis). Universidad Argentina de la Empresa. Buenos
Aires, Argentina. Its general objective was to determine the influence of influencers on the clo-
thing purchase decision of young people who use social networks, specifically Instagram. For the
development of this research, a qualitative exploratory approach was used through triangulation,
using interviews, surveys, and questionnaires with 344 people who use Instagram regularly. This
study concluded that influencers have a significant influence on the clothing purchase decision of
young people, verifying that companies that invested in online advertising on Instagram obtained
greater recognition among people and increased their sales level.

Pérez et al.(2), in their research: Influencer marketing in fashion. Study of the new consump-
tion model on Instagram among university millennials. (scientific article) Its purpose was to un-
derstand the fundamental digital marketing strategies in fashion companies and to analyze the
interaction processes between influencers and young university millennials who use Instagram.
For this purpose, 1 study was developed that involved 2 phases: in the 1st phase, the content of
comments made by users on 48 posts by macro and micro influencers for the brands Garnier,
Marie Dalgar, Freshlycosmetics, L'Oreal, Awlab, and Puma was analyzed; and in the second phase,
a survey was conducted with a sample of people born between 1982 and 1999, users of Instagram
and other social media who are interested in fashion and beauty consumption. The study conclu-
ded that influencers are an attractive point for university millennials and 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. This research was taken into account
because it serves as a guide in the interaction processes between influencers and followers.

Pérez et al.(3) in their thesis: Influencer engagement, a communication strategy that con-
nects with the millennial generation. (Undergraduate thesis). University of Alicante. Alicante, Spain.
Its objective was to understand the effectiveness of communication with Influencers or influen-
cer engagement as a marketing technique. For the development of this research, a qualitative
approach at an exploratory-descriptive level was considered, classified as a systematic review. This
study concluded that influencer engagement is an increasingly frequent and effective strategy
because influencers share content, have personality, have become professionals in prominence and
reputation on social networks, and have a highly segmented target audience. It was appropriate
to consider this research, since, by consisting of a systematic review and being exploratory and
descriptive in approach, it offers a solid theoretical basis for the present research.

At the national level, Cortegana et al.(4), in their thesis: “Influencers in the purchase decision
of sports fashion: study of the consumption of Adidas, Nike, and Puma brands by millennials in
Lima.” (Undergraduate thesis). Pontificia Universidad Catélica del Peru. Lima, Peru. They set out as
a general objective to analyze the relationship between Adidas, Nike, and Puma influencers and
the purchase determinants used in the adapted model of Bae, Pyun, and Lee. For this purpose,
they developed 1 study with qualitative and quantitative approaches, using tools such as a focus
group with 10 people, virtual ethnographic observation, semi-structured interviews, and in-depth
interviews. On the other hand, they also used quantitative-approach tools through surveys admi-
nistered to 350 people. The study concluded that the factors “price,” “habit,” “attractive trends,” and
“confusion” are related to the influencer because the latter makes prices and discounts known;
creates and displays fashion trends, resolves consumers’ doubts, and provides recommendations.
Finally, the influencer proves to be a strategic partner of the company because it generates loyalty
between the consumer and the brand. This research was taken into account because it allows for
understanding the phenomenon in the country and in the sector, in addition to providing empi-
rical knowledge about this new marketing strategy that has been studied at the national level for
only a short time.

Rodriguez et al.(5), in their thesis Digital Influencers, a Key Element in the Purchase Decision
for Makeup Products among Millennials from NSE A and B in Zone 7 of Metropolitan Lima. (Un-
dergraduate thesis). Universidad Peruana de Ciencias Aplicadas. Lima, Peru. Its objective was to
identify the role played by digital influencers in the purchase decision for makeup products among
millennials from NSE A and B in Zone 7 of Metropolitan Lima. To this end, they conducted a study
with a mixed, qualitative, and quantitative approach. The sample comprises 385 women aged 18 to
35 years from socioeconomic levels A and B in Zone 7 of Metropolitan Lima. In the first qualitative
research stage, they conducted in-depth interviews and a focus group; and in the second quantita-
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tive research stage, they conducted surveys. In this study, it was concluded that digital influencers
are an important factor with respect to the makeup purchase decision among millennials, and it
was found that the 3 most important variables are: the valuation of trust and satisfaction generated
by influencers, purchase due to promotion and brand prestige; and finally, purchase due to quality
and connection with celebrities. This research was considered because it allowed identifying key
factors such as valuation of trust, satisfaction generated by influencers, promotion, and quality in
the purchase decision. These qualities could have scope, also considering garments.

Fernandez (6), in their undergraduate thesis, Impact of fashion bloggers on the purchasing
decision of clothing from independent design brands among young women from Lima. (Undergra-
duate thesis). Universidad Peruana de Ciencias Aplicadas. Lima, Peru. Its objective was to analyze
the impact of considering fashion bloggers as one marketing strategy, specifically for Peruvian
independent design clothing brands. To achieve this purpose, a correlational-level study with a
mixed-methods approach was developed. The sample consisted of 384 young women from Lima
aged 18 to 25 who followed fashion bloggers and belonged to socioeconomic levels A and B of
metropolitan Lima. It was concluded that, thanks to technological advances, new communication
channels, such as social media, have been generated that make it possible to meet consumer de-
mand. In this way, fashion bloggers constitute an effective factor for the growth of independent
design clothing brands in Peru. It is advisable to take this research into account due to the way
the research is approached, considering the participation of 3 important agents: a fashion blogger,
an entrepreneur with an independent design clothing brand, and a group of young women from
Lima interested in fashion, using the snowball sampling technique, through which the initially
selected participants propose and help find the remaining members of the sample. Its results will
be useful for contrasting with the present study’'s own results.

NuUfez et al.(7) in their thesis: Influencers on the Social Network Instagram and Their Impact
on the Purchase Decision of Fashion Items among Millennials in the Social Sciences Area of the
Universidad Nacional de San Agustin de Arequipa in the First Semester of 2019, Metropolitan Are-
quipa. (Undergraduate thesis). Universidad Nacional de San Agustin de Arequipa. Arequipa, Peru.
Its purpose was to establish the incidence of influencers, considered new actors, in the purchase
decision of fashion apparel. For this purpose, a descriptive-correlational study with a non-experi-
mental cross-sectional design was developed, applying one questionnaire to 388 students belon-
ging to the millennial generation. This study concluded that millennials consider the opinion and
recommendation of influencers when deciding to purchase one fashion item. In addition, they
consider that these new actors improve the positioning and sales of fashion brands. This research
was considered because, in addition to verifying the influence of influencers on the purchase de-
cision, it considers that these referents are also responsible for brand positioning.

Farfan et al.(8) in their thesis Consumption influenced by social media and its relationship
with psychodemographic variables, case of followers of Peruvian fashion bloggers. (Undergraduate
thesis). Universidad San Ignacio de Loyola. Lima, Peru. Its objective was to verify whether there is
a relationship between consumption preferences influenced by social media and one set of psy-
chodemographic variables, obtained from Twitter and YouTube for followers of Peruvian fashion
and style influencers. To achieve this purpose, a mixed-methods research study was developed
in two stages. The first stage consisted of collecting the opinions of followers of Peruvian fashion
bloggers, and the second stage is based on numerical data collected from a group of Twitter users.
Additionally, focus groups were considered for 10 participants and online surveys to 384 women
followers of influencers. It was concluded that there is indeed an inverse association between con-
sumption influenced by social media and the leadership of fashion and style influencers recognized
by female followers on Twitter.

Falla (9) in their thesis, Peruvian digital fashion influencers and their relationship with fashion
brands: analysis of interactions with their followers on social networks. (Undergraduate thesis).
Universidad de Piura. Piura, Peru. Its purpose was to review influencer marketing actions among
the most important digital fashion influencers in Peru. For this purpose, a quantitative research
study was developed, in which registration forms would be carried out and a social media mea-
surement and monitoring tool called Quantico Trends would be used. At the end of the research,
it is concluded that the power of the digital fashion influencer depends on the reach they have,
the number of interactions with their followers, and the positive ratings of their comments. It is
also concluded that Instagram is the platform from which influencers obtain a greater number of
followers every day.
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At the regional and local levels

In their thesis EI marketing mix y su relacién con la decisién de compra de clientes de la
empresa Representaciones Montero EIRL-Tarapoto, 2015 (Tesis de pregrado). Universidad Nacional
de San Martin. Tarapoto, Peru, Carrillo et al.(10) aimed to determine the association between the
marketing mix comprising the 4 P’s (product, price, promotion, and place) and the purchase de-
cision of the customers of the aforementioned company. For this purpose, a correlational, non-ex-
perimental study was conducted, using a survey with questions related to the marketing mix and
the purchase decision, administered to 57 customers. This research concluded that low and com-
petitive prices positively influence consumers’ purchase decision; furthermore, the commmunication
strategy should consist of good personal commmunication, “word-of-mouth communication”, and
should be bidirectional, honest, and positive. Finally, the most important factors in purchasing
behavior are social factors, cultural factors, and the technological factor. This study demonstrates
the importance of communication strategies in consumer purchasing behavior. For this reason,
it is important that the brand knows where and when to communicate messages to its target
audience, the best time to promote it, and how competitor companies promote.

DEVELOPMENT

Use of influencers

The use of influencers is a marketing tool and a social relationship resource that brands can
count on to achieve their goals. An influencer is a person with the power to exert dominance in
other people’s purchasing decisions; not only because of their authority or knowledge but also
because of the relationship they have with their followers. They can be celebrities, industry experts
and intellectuals, bloggers and content creators, as well as micro-influencers. Celebrities were the
original influencers with an important role, but with a participation that has been decreasing;
industry experts and intellectuals are those whose position or opinion on a given brand is impor-
tant due to their certifications, position or experience in some specialty sector; and bloggers or
micro-influencers represent the majority of the influencer marketing group and have a space on
social networks. The latter type is being recognized and valued by brands due to the close, authentic
and active relationship with their followers.(11)

Diaz (12) argues that influencers play a significant role in certain segments in their purcha-
sing decision-making; these individuals are characterized as opinion leaders, with the ability to
exert influence over decision-making. They constitute the central element that commmunicates or
connects the brand with the consumer, thus becoming an important asset in the digital medium.
Influencers, moreover, are characterized by the following traits: their communication capacity,
because they convey a message with natural, simple, and effective language; their familiarity, be-
cause they create trust with their community of followers and because of their expertise in a given
subject; and their knowledge, which they can demonstrate through their publications. Their main
function is to filter the zettabytes of data generated to make it digestible for consumers, and they
work with brands through 2 forms: earned influencer marketing, in which there is direct interaction
between the influencer and the product, that is, the influencer uses and enjoys the product; and
paid influencer marketing, in which they are used to persuade consumers to consume a product
or service.

According to LID de Marketing Directo (13), the use of influencers allows information about
products or services to be generated with the help of social networks. Influencers generally spe-
cialize in a topic or category and frequently interact and share opinions and ideas with other users
(14). They exert an impact on fashion, beauty, or lifestyles and are capable of mobilizing thousands
of followers, conditioning purchase decisions, and setting the pace on the network. Influencers
are bloggers, celebrities, YouTubers, etc., who use social networks and have become dominant
figures in online marketing because of their large number of followers and interactions. Rebate
(15) argues that they are accessible and authentic people who are credible on a specific topic and
act as prescribers of a trend. In turn, Ramos (11) states that they are people who generate content
that can be framed within the concept of testimonial advertising. Their main quality is the ability
to convey sincerity, naturalness, and closeness to their followers. Likewise, they can be considered
third parties in the supply chain, such as retailers, manufacturers, etc., or, as they are also called,
value-added influencers, such as journalists, professional advisors, industry analysts, and academics.

https://doi.org/10.62486/net202346 4


https://doi.org/10.62486/net202346

Manuel Sanchez-Alarcon et al. SAP Netnography. 2023;1:46

Most frequently used social media platforms by influencers

According to a study carried out by Ipsos (2018), the social networks most used by Peruvians
are Facebook (92%), Whatsapp (64%), Twitter (23%) and Instagram (14%). Datum International (2018)
states that 94% of companies use social networks as a means of communication, 43.2% use them
to serve their customers and 21.6% are looking to venture into these platforms.

The most popular social networks used by influencers, in order, are as follows: Instagram,
where 2 types of posts are made: wall posts, which are permanent, and stories, which last only 24
hours. Both types can display content sponsored by brands, with the latter being more success-
ful for advertising. Second is YouTube, the leading platform in video format, where many brands
choose to sponsor their products. Finally, Facebook is included, as it is the social network most
used by Peruvians.

The Importance of Using Influencers

The importance of using influencers lies in their ability to influence their followers’ decisions.
Because their position or opinion serves as a reference, brands consider them important for esta-
blishing collaboration agreements in order to improve brand positioning. Focusing on one person
has a greater impact than a simple advertisement or the inbound or content marketing that a
brand can produce; moreover, it offers the company access to an audience that would otherwise
be impossible to reach. The most important aspect of the relationship between the influencer
and their audience is the trust and transparency that the former conveys. In this way, influencers
generate various benefits for the company, such as the reputation they can contribute to its brand
or business, access to their community through different platforms, and authority regarding their
opinions in their communities’ purchasing decisions.(16)

Reality becomes visible through statistical data. In a study conducted in Spain in 2018, it
was found that 9 out of 10 consumers have purchased a product on the recommendation of one
influencer, and this is even more evident in the fashion and consumer technology sectors.(17) This
finding is verified in the statement by Socialpubli, which highlights the significant importance
of influencers in fashion, where it has completely altered the public’s perception, not only with
proposals for “daily outfits” but also with the way clothing is purchased. Influencers, making use
of social media, are the main source of information about the latest news from different brands.
In this way, followers have the opportunity to see the reviews and the score of different garments,
fully trusting the recommendations and opinions of the influencer.

The importance of fashion influencers lies in the fact that they constitute a fundamental pie-
ce for a brand to reach its target audience. A brand should have the figure of an influencer for the
following reasons: first, their videos and comments are not considered direct advertising because
their followers feel identified with their tastes and affinities; second, it is possible to see the pro-
duct and learn its characteristics, thus the community can see the texture, usefulness, and quality,
and above all can see another person using it; third, they use colloquial language similar to that
of a friend when advising you about a product; fourth, they humanize your brand thanks to active
communication with their followers; fifth, they increase the number of potential customers; and,
finally, sixth, they improve the brand'’s online reputation because they are the ones who comment
on positive aspects of a brand or company.(18)

Consumer behavior

Consumer behavior consists of the study of the various factors involved when people choose,
purchase, use, or dispose of products, services, or ideas to satisfy their needs and desires. Its main
focus is understanding human beings, their needs, desires, emotions, etc. To this end, it seeks to
understand the reasons why a consumer decides to purchase a specific product category, as well
as to identify the rational and emotional processes when selecting a brand (19).

According to Alvarado, Lopez, & Garcia, consumer behavior refers to the study of the processes
involved in the choice, purchase, and consumption of people’s products and services for the satis-
faction of their desires and needs. It consists of a complex activity, since it is influenced by a large
number of internal and external factors, such as cultural, social, and psychological factors. For its
part, Hotmart maintains that consumer behavior changes according to the era and social context.
Currently, the ten main characteristics of today’'s consumer are the following: they seek solutions to
their problems on the internet, they do not like being bombarded with advertising, they compare
brands to better evaluate cost-benefit, they prefer to make purchases without much bureaucracy,
they want to feel part of a community, they consider it important to know other people’s opinions
about a product, they are interested in learning about new market trends, they are influenced by
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people they admire, they take care of ecologically correct products by avoiding waste, and they
consider security important when making a purchase.

Purchase decision process

Talaya, as cited in Martinez,(20) maintains that the purchase decision process comprises four
phases: the first is recognition of the need, which consists of identifying the problem that genera-
tes the need; the second is the consumer’s search for information, in which the consumer, upon
becoming aware of the existence of a lack, reviews information both internally (past experiences
and own knowledge) and externally (information from friends and family or specialized media); the
third phase is the evaluation of alternatives, where the consumer evaluates the different possibilities
available for making the purchase according to the identified criteria and their individual beliefs,
establishing attitudes that determine purchase intention and behavior. Lastly, the fourth phase is
the purchase decision and evaluation, which occurs after selecting the most suitable option among
the alternatives, where the consumer acquires the product or service and begins the feedback
process related to the evaluation of the purchase made, and which serves as a supporting factor
for future purchase decisions.

Dimensions of the purchase decision

This is among the most decisive phases of the purchasing process, since it is the stage at
which the person will decide whether or not to make the purchase. This is the most relevant and
complex link in the process, the end of a mental journey aimed at making the right choice, because
after the purchase is completed, all that remains is to assume the risks and make an assessment
through consumption. Different factors come into play in the purchase decision. Each of these
dimensions that form part of the questionnaire is described below.

Pre-purchase evaluation

Sheth argues that pre-purchase evaluation is made up of fully planned purchase (the product
and brand were already chosen prior to the moment of purchase); partially planned purchase (the
consumer has already decided which product to buy, but the brand will be determined at the mo-
ment of making the final purchase); and unplanned purchase, which occurs when the consumer
decides the product and the brand to buy at the point of sale itself.

Attitude of the social environment

Azjen states that the attitudes of other people who are part of the social environment could
also have implications when deciding to purchase a product. Depending on the consideration or
admiration that the consumer feels toward that person, it could reduce or reinforce the consumer’s
preference for a certain brand.

Conjunctural factors

Made up of work, the consumer’s income level, product expectations, as well as affective
situation, these are factors that form part of the conjuncture that could also have effects on the
purchase decision.

Risk assessment

Taylor, for his part, argued that the buyer may perceive risks that could lead to changes in
their purchase decision. 5 types of risks are usually considered: performance risk, when the pro-
duct does not fulfill the expected function; financial risk because there is no coherence between
the high price and the value offered by the product; physical risk, since the use or consumption
of the product could cause harm to health or the environment; social risk when the consumer’s
family members or close contacts do not approve of the purchase; and psychological risk when
the consumer is not satisfied or feels very bad for having made the purchase.

Definition of basic terms
Conative or behavioral component

The behavioral component is defined by Schiffman et al.(21) as the predisposition to action
experienced by the individual, being the last component of the attitude model, which refers to the
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probability or tendency for an individual to perform a specific action or behavior toward the brand.

Purchase decision

It is conceptualized as the procedure for collecting and processing data to evaluate and select
the best possible option in order to solve a problem and make a decision at the time of purchase.(22)

Facebook

It is a social network that has allowed millions of users to interact with each other around
the world; it was created by Mark Zuckerberg and was a means for students to identify themselves
and help each other.

Generation

It refers to people who, according to their date of birth, may belong to a type of generation;
the initial period of a birth range that ends with the decline of the birth range is considered a ge-
neration.

Influencers Mglobal (16) argues that influencers, also referred to as influential marketing,
are people who have emerged from their YouTube, Instagram, Twitter, Blogs, Facebook channels,
among others, capable of achieving popularity or visibility for a brand. These individuals have gai-
ned credibility thanks to their figure and specialization in a certain category. This credibility and
trust have led them to become brand ambassadors, making their role increasingly important in
companies’ marketing plans.

Instagram

It is an online community whose objective is to provide a space for people to communicate
through stories by means of photos; it is currently a tool widely used by companies to interact with
their target audience.(23)

Social media marketing

Social media marketing refers to the process of obtaining website traffic or attention throu-
gh social media sites. Social media marketing programs generally focus on creating content that
attracts attention and encourages readers to share it with their social networks.(24)

Millennials

BBVA (25) defines the term “Millennials” as the group of young people born from the 80s
onward who are part of a digital and hyperconnected generation. These young people are characte-
rized by being multiscreen consumers (capable of engaging with several platforms simultaneously);
being prepared and entrepreneurial, who not only aspire to obtain university degrees and stable
employment, but are also willing to undertake ventures with innovative ideas; being tolerant and
social with a critical and demanding sense, being aware of the global situation and having values
such as transparency, collaboration, commitment, and tolerance.

According to Comunicaweb (26), millennials or Generation Y share the following characteris-
tics: they are highly qualified, with higher education and commmand of languages; they have high
purchasing power due to their high educational level; they are fully connected since they are part
of technological change; they tend to reward their satisfaction with a given brand by offering it
loyalty; and, finally, they are demanding in their purchasing decision. For its part, Cegos Online Uni-
versity (27) maintains that millennials tend to have an optimistic, open, heterogeneous character,
with academic training and a style of their own, and this is reflected in their high consumption
of leisure and technology. This is a segment that translates the consumption of products into a
way of getting to know others and defining their own personality. In addition, it considers that the
most important thing is not the products or services themselves but the brand and the message
it conveys.

According to Umanfa, millennials are part of an Americanized model of young people in their
20s characterized by being born in free democracies, having encouraging parents, and growing up
in a context full of opportunities for advancement. This generation is characterized by connectivity
and access to the internet; however, there are economic and social gaps that mark differences
within this group. This author also proposes 5 types of millennials: the connected, who see access
to connectivity as useful and part of their context; the idealists, who see the global context as an
opportunity to change the world; the teachies, with active participation through technology; the

https://doi.org/10.62486/net202346 7


https://doi.org/10.62486/net202346

Manuel Sanchez-Alarcon et al. SAP Netnography. 2023;1:46

old school, with values similar to those of previous generations; and finally, the limited, whose main
motivation is survival, since they may have limited access to education, connectivity, and work.

Influencers and millennials

Millennials are individuals who guide their purchasing decisions according to social media.
They are fickle, versatile, and volatile in their consumption choices. For this reason, brands need an
alliance with influencers to achieve “engagement” or commitment with consumers.(25) Influencers
are part of an important segment because this segment allows the creation of marketing strate-
gies, with fashion, technology, and consumer products being the most relevant sectors. Because
social media are one of the main media and millennials are the main Internet consumers, solid and
active communication can be established between both parties.(27) Thus, the role of influencers
is increasingly significant, reflecting millennials’ use of them for communication purposes. There
are 4 reasons why young people follow influencers: inspiration and aspiration, proximity, learning
about new trends, and interesting and entertaining content. The first characteristic is that millen-
nials perceive influencers as a positive change for society because of the message they convey; the
second is the desire to be close to a person they admire; the third is the need to stay fashionable;
and finally, the fourth is the pursuit of entertainment.

YouTube

It is an online platform that belongs to the services of Google Inc. It is the most popular pla-
tform for uploading videos; various types of videos can be uploaded to it, including educational,
comedic, sports, news, and gameplays, among others. In turn, this platform also offers the option
to conduct live streams, or “lives,” easily. It is a very simple platform to use, since with a Google or
Gmail account, users can access it and upload their own content (videos) at any time.(28)

According to Umanfa, millennials are part of an Americanized model of young people in their
20s, characterized by having been born in free democracies, having encouraging parents, and
growing up in a context full of opportunities for advancement. This generation is characterized by
connectivity and Internet access; however, economic and social gaps mark differences within this
group (29,30,31). This author also proposes 5 types of millennials: the connected, who see access
to connectivity as useful and part of their context; the idealists, who view the global context as
an opportunity to change the world; the teachies, who participate actively through technology;
the old school, whose values are similar to those of previous generations; and finally, the limited,
whose main motivation is survival, as they may have limited access to education, connectivity, and
work (32,33).

Influencers and millennials

Millennials are individuals who guide their purchasing decisions according to social media.
They are fickle, versatile, and volatile in their consumption choices. For this reason, brands need an
alliance with influencers to achieve “engagement” or commitment with consumers.(25) Influencers
are part of an important segment because this segment allows for the creation of marketing stra-
tegies, with fashion, technology, and consumer products being the most relevant sectors. Because
social media constitute one of the main media and millennials are the main Internet consumers,
solid and active communication can be established between both parties.(27) Thus, the role of
influencers is increasingly significant, reflecting millennials’ use of them for communication pur-
poses. There are 4 reasons why young people follow influencers: inspiration and aspiration, proxi-
mity, learning about new trends, and interesting and entertaining content. The first characteristic
is that millennials perceive influencers as a positive change for society because of the message
they convey; the second is the desire to be close to a person they admire; the third is the need to
stay fashionable; and finally, the fourth is the search for entertainment.(34,35)

YouTube

It is an online platform that belongs to the services of Google Inc. It is the most popular pla-
tform for uploading videos; videos of diverse content can be uploaded to it: educational, comedic,
sports, news, and gameplays, among others. In turn, this platform also offers the option to conduct
live streams, or “lives,” easily. It is a very simple platform to use, since with a Google or Gmail account,
users can access it and upload their own content (videos) at any time.(28)
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CONCLUSIONS

The synthesized evidence consistently demonstrates that influencers—especially on Ins-
tagram and, to a lesser extent, YouTube and Facebook—significantly influence the purchasing
decisions of young consumers, with particular strength in fashion and beauty categories. The
reviewed international and national studies, using mixed and qualitative approaches, converged
on the finding that trust, perceived credibility, familiarity, and authenticity of the influencer ope-
rate as triggers of attention and persuasion, while variables such as price, habit, attractive trends,
reduced confusion, and brand prestige mediate conversion. At the local level, it was corroborated
that the influencer acts as a strategic partner by expanding recognition, stimulating sales, and
strengthening loyalty, while facilitating the exploration and evaluation of alternatives during the
decision-making process.

From the perspective of consumer behavior, influence is integrated into the classic stages
(need recognition, information search, evaluation of alternatives, and decision/post-purchase),
providing social signals and quality heuristics that reduce perceived risks (performance, financial,
social, and psychological). Among millennials, who are highly connected and oriented toward
digital communities, “engagement” functions as an operational indicator of effectiveness: reach,
interaction, and positive evaluation sustain the influencer’s prescriptive capacity. The curatorial
function of content—reviews, usage demonstrations, and recommendations—turns these actors
into informational filters that narrow asymmetries between brand and audience.

From a managerial perspective, the findings suggest prioritizing collaborations with mi-
cro- and macroinfluencers aligned with the positioning and specific segments, establishing clear
metrics (weighted engagement, referral traffic, and conversion), and ensuring advertising trans-
parency and ethical appropriateness. It is advisable to combine organic and paid content and to
design attribution experiments that distinguish short-term (visibility) and medium-term (loyalty)
effects. Limitations include self-selection bias in the sample, platformn dependence, and algorithmic
variability; therefore, future research should expand product categories, incorporate longitudinal
designs, and model mediations (trust, perceived quality) and moderations (NSE, gender, influencer
type) to strengthen the external validity of the results.

https://doi.org/10.62486/net202346 9


https://doi.org/10.62486/net202346

Manuel Sanchez-Alarcon et al. SAP Netnography. 2023;1:46

REFERENCES

1. Caceres G, Perea da Silva T, Torres M, Vazquez M. El impacto de los influencers de Instagram en la decision.
Tesis de pregrado. Buenos Aires: Universidad Argentina de la Empresa; 2017.

2. Pérez Curiel C, Luque Ortiz S. El marketing de influencia en moda: estudio del nuevo modelo de consumo
en Instagram de los millennials universitarios. AdComunica Rev Estrateg Tend Innov Comun. 2018;(15).

3. Pérez Condés M, Concepcién Campillo A. Influencer engagement: una estrategia de comunicacién que
conecta con la generacién millennial. Alicante: Universidad de Alicante; 2016.

4. Cortegana Barrantes A, Gonzales Aybar A, Gonzales Rondén Y. Influencers en la decisién de compra de
moda deportiva: estudio del consumo de marcas Adidas, Nike y Puma de millennials de Lima. Lima: Ponti-
ficia Universidad Catélica del Per(; 2018. Disponible en: http://tesis.pucp.edu.pe/repositorio/bitstream/hand-
le/20.500.12404/13236/CORTEGANA_BARRANTES_GONZALES_AYBAR_GONZ%C3%81LES_ROND%C3%93N.pdf
5. Rodriguez Lazarte S, Cayo Meiggs A. Los influencers digitales, pieza clave en la decisién de compra de pro-
ductos de maquillaje en millennials del NSE Ay B de Lima Metropolitana. Lima: Universidad Peruana de Cien-
cias Aplicadas; 2019. Disponible en: https://repositorioacademico.upc.edu.pe/bitstream/handle/10757/626098/
CayoM_A.pdf

6. Fernandez Yarin S. Impacto de las fashion bloggers en la decisién de compra de prendas de vestir de mar-
cas de disefio independiente en jovenes limefas. Lima: Universidad Peruana de Ciencias Aplicadas; 2018.
Disponible en: https://repositorioacademico.upc.edu.pe/bitstream/handle/10757/624253/FERNANDEZ_VYS.pdf
7. Nufiez Palomino D, Ticona Cortavitarte V. Los influencers de Instagram y su repercusion en la decisidon de
compra de articulos de moda en los millennials del drea de sociales de la Universidad Nacional de San Agustin
de Arequipa. Arequipa: Universidad Nacional de San Agustin; 2019. Disponible en: http://repositorio.unsa.edu.
pe/bitstream/handle/UNSA/9438/CCnupadjl.pdf

8. Farfan Miranda S, Zapata Hoffmann V. Consumo influenciado por el social media y su relacién con variables
psicodemograficas. Tesis de pregrado. Lima: Universidad San Ignacio de Loyola; 2018.

9. Falla Rubio M. Los fashion influencers digitales peruanos y su relacién con las marcas de moda. Tesis de
pregrado. Piura: Universidad de Piura; 2019.

10. Carrillo Contreras A, Garcia Arévalo V. El marketing mixy su relacién con la decisién de compra de clientes
de la empresa Representaciones Montero EIRL Tarapoto, 2015. Tarapoto: Universidad Nacional de San Martin;
2018. Disponible en: http:/frepositorio.unsm.edu.pe/bitstream/handle/11458/2801/ADMINISTRACI%C3%93N%20
%20AnNita%20Flor%20Carrillo%20Contreras%20%26%20Veri%20Garc%C3%ADa%20Ar%C3%A9valo.pdf

11. Ramos J. Marketing de influencers. Guia completa. Berlin: XinXii; 2019. Disponible en: https:/books.google.
com.pe/books?id=qcyMDWAAQBAJ

12. Diaz Iglesias L. Soy marca: quiero trabajar con influencers. Influencer marketing. Barcelona: Profit; 2017.
13. LID. Diccionario LID Marketing directo e interactivo. Madrid: LID; 2012.

14. Blanco Fernandez C. Objetivo: Influencer. Espafia: Arcopress; 2016.

15. Rebate C. Influencers: todo lo que necesitas saber sobre influencia digital. Barcelona: Empresa Activa; 2017.
16. Mglobal. Qué es un influencer y qué aporta a tu estrategia de marketing. 2017. Disponible en: https:/mglo-
balmarketing.es/blog/que-es-un-influencer-y-que-aporta-a-tu-estrategia-de-marketing/

17. FAPE. La importancia de los influencers en los consumidores. Asociacién Espafiola de Fabricantes de
Pequefos Electrodomésticos. 2018. Disponible en: http://e-fape.com/2018/01/23/la-importancia-losinfluen-
cers-los-consumidores/

18. LowpostActive. Los influencers de moda y su importancia para tu marca comercial. 2020. Disponible en:
https://lowpostactive.com/blog/los-influencers-de-moda-y-su-importancia-para-tu-marca-comercial/

19. Marketinginteli. Comportamiento del consumidor. 2020. Disponible en: https://www.marketinginteli.com/
documentos-marketing/sim-sistema-de-informacion-de-marketing/comportamiento-del-consumidor/

20. Martinez Valverde JF. Sistema de Informacién de Mercados. Madrid: Ediciones Parainfo; 2018.

21. Schiffman L, Lazar L. Comportamiento del consumidor. 10 ed. Pearson; 2010. Disponible en: https:/Avww.
academia.edu/6116556/Comportamiento_del_Consumidor_Schiffman_10a_Ed

22. Koma R, Jha M. Consumer buying decision models: A descriptive study. Int J Innov Appl Stud. 2015;6(3):335-
51. Disponible en: https://www.researchgate.net/publication/305727378_Consumer_buying_decision_model-
s_A_descriptive_study

23.Huey L, Yazdanifard R. How Instagram can be used as a tool in social network marketing. 2014. Disponible
en: https://Mww.researchgate.net/publication/265377226_How_Instagram_can_be_used_as_a_tool_in_so-
cial_networking_marketing

24. Bansal R, Masood R, Dadhich V. Social Media Marketing — A Tool of Innovative Marketing. J Organ Manag.
2014;3(1):1-7. Disponible en: https:/AMww.researchgate.net/publication/318225418_Social_Media_MarketingA_
Tool_of_Innovative_Marketing

25. BBVA. ;Quiénes son los millennials, una generacion Unica? 2018. Disponible en: https://www.bbva.com/es/
quienes-millennials-generacion-unica/

26. Comunicaweb. Millennials: definicién y caracteristicas. 2020. Disponible en: https:/Mww.comunica-web.
com/verarticulo-millennials-que-esdefinicion-caracteristicas_833.php

27. Cegos Online University. Qué son los millennials y por qué son importantes para las empresas. 2020. Dis-
ponible en: https:/Mww.cegosonlineuniversity.com/que-son-los-millenials-y-por-queson-importantes-para-
las-empresas/

https://doi.org/10.62486/net202346 10


https://doi.org/10.62486/net202346

Manuel Sanchez-Alarcon et al. SAP Netnography. 2023;1:46

28. Cayari C. The YouTube Effect: How YouTube Has Provided New Ways to Consume, Create, and Share Music.
Int J Educ Arts. 2015;12(6). Disponible en: https://www.researchgate.net/publication/234579002_The_YouTu-
be_Effect_How_YouTube_Has_Provided_New_Ways_to_Consume_Create_and_Share_Music

29. Diario Gestidn. El 30% de jévenes compra productos recomendados por los influencers. Gestion. 2018. Dispo-
nible en: https://gestion.pe/economia/30-jovenes-compra-productos-recomendadosinfluencers-239500-noticia
30. Hernandez R, Fernandez C, Baptista P. Metodologia de la Investigacion. México: McGraw-Hill; 2014.

31. Martinez L. Influencers de moda en Instagram. Merca2. 2019. Disponible en: https://www.merca2.es/in-
fluencers-moda-instagram/

32. Mercado Negro. Influencers con mayor engagement en PerU. 2018. Disponible en: https:/mwww.mercado-
negro.pe/digital/influencers-quienes-tienen-mayor-engagement-en-peru/

33. Msh entretenimiento. Los influencers de internet mas conocidos del Peru. 2019. Disponible en: https:/mwww.
msn.com/es-pe/entretenimiento/famosos/los-influencers-de-internet-m%C3%Als-conocidos-del-per%C3%BA/
ar-AAEtCiw

34. Navarro Ravello L. Etapas del proceso de decisién de compra. Agencia MK Blog. 2018. Disponible en: https://
www.agenciamk.com/blog/etapas-del-proceso-de-decision-de-compra/

35. Scofield M. Influencers de moda en Instagram: cuanto ganan. Harper’s Bazaar. 2019. Disponible en: https://
www.harpersbazaar.com/es/cultura/ocio/g27874938/influencers-moda-instagram-sueldo/

https://doi.org/10.62486/net202346 m


https://doi.org/10.62486/net202346

Manuel Sanchez-Alarcon et al. SAP Netnography. 2023;1:46

FUNDING

The authors received no funding for the development of this research.

CONFLICT OF INTEREST

The authors declare that there is no conflict of interest.

AUTHORSHIP CONTRIBUTIONS

Conceptualization: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice
Vela-Reategui, Pierre Vidaurre-Rojas.

Data curation: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Reategui, Pierre Vidaurre-Rojas.

Formal analysis: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Redtegui, Pierre Vidaurre-Rojas.

Investigation: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Redtegui, Pierre Vidaurre-Rojas.

Methodology: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Reategui, Pierre Vidaurre-Rojas.

Project administration: Julio Manuel Sanchez-Alarcdn, Gleiser Yoshrlin Chavez-Campos, Seidy Janice
Vela-Reategui, Pierre Vidaurre-Rojas.

Software: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Redtegui, Pierre Vidaurre-Rojas.

Supervision: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Reategui, Pierre Vidaurre-Rojas.

Validation: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Redtegui, Pierre Vidaurre-Rojas.

Visualization: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice Vela-
Redtegui, Pierre Vidaurre-Rojas.

Writing — original draft: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Campos, Seidy Janice
Vela-Redtegui, Pierre Vidaurre-Rojas.

Writing — review and editing: Julio Manuel Sanchez-Alarcén, Gleiser Yoshrlin Chavez-Camypos, Seidy
Janice Vela-Reategui, Pierre Vidaurre-Rojas.

https://doi.org/10.62486/net202346 12


https://doi.org/10.62486/net202346

	Digital influence and purchasing decisions among millennials: evidence from fashion and beauty
	INTRODUCTION
	At the international level
	At the regional and local levels

	DEVELOPMENT
	Use of influencers
	Most frequently used social media platforms by influencers
	The Importance of Using Influencers
	Consumer behavior
	Purchase decision process
	Dimensions of the purchase decision
	Pre-purchase evaluation
	Attitude of the social environment
	Conjunctural factors
	Risk assessment
	Definition of basic terms
	Conative or behavioral component
	Purchase decision
	Facebook
	Generation
	Instagram
	Social media marketing
	Millennials
	Influencers and millennials
	YouTube
	Influencers and millennials
	YouTube

	References
	Funding
	Conflict of interest
	Authorship contributions


