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Abstract
The dissertation will explore the role and impact of the authenticity of influencers and consumers' parasocial interaction on the level of consumer trust and consumer purchase behaviour in social commerce. It shows the micro-influencers and mega-influencers in Instagram, Snapchat and the emerging creator economy. The study employs a single method, secondary research with the help of academic literature and industry reports, data from public platforms, company filings and text-based thematic analysis of the chapters that have been submitted. The main message is that you can't determine the effectiveness of your influencers based on the number of followers they may have. While reach can build awareness, it is not enough to build the trust needed to increase purchase intention; it's more about the authenticity, source credibility, parasocial closeness, platform fit and transparent communication.
Real Secondary data is included to help strengthen the revised Dissertation. Contextualised by consumer identities on social media, advertising reach on social platforms, daily active users of ‘Snap' and ‘Meta Family', market size of the influencer marketing industry and creator advertising revenue. Qualitative findings are contextualised by the number of social media user identities, social platforms' advertising reach, 'Snap' and ‘Meta Family' daily active users, the size of the influencer marketing industry, and creator advertising spend. The findings imply that micro-influencers have a particularly high added value in the case of purchase based on trust and niche, and mega influencers in the case of purchase based on awareness, recognisability and aspirational positioning. Context is the platform, too: Instagram should be a place for trusting what you see, Snapchat is intuitive and immediate, and TikTok/creator economies are participatory and social-proof-based. The dissertation's findings will guide brands to select the influencers depending upon the purpose of the campaign, the fit of the audience, authenticity, engagement quality and ethical transparency instead of focusing solely on their numbers. 
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Chapter 1: Introduction
A study update of real data was added for reinforcement of the background of the study. The number of social media users around the world has also been growing, from approximately 3.20 billion users in 2018 to 5.24 billion in 2025, and the number of internet users has grown at the same time (DataReportal, 2025). This establishes that the dissertation is looking at how influencer marketing is being used in a world now ensconced in mainstream business activity as well as the "niche communication" world. The increased access to the platforms also raises the question about Instagram, Snapchat and emerging creator economies, as they are no longer just a means of communication but discovery, entertainment and shopping platforms as well.
The research problem is also viable due to the economic importance of influencer marketing. According to Influencer Marketing Hub (2025) and Statista (2025), the global influencer marketing industry was valued at an estimated US$24 billion in 2024 and will jump to an estimated value of US$32.55 billion in 2025 (IAB, 2025; Influencer Marketing Hub, 2025; Enberg, 2022). This increase indicates that brands are experimenting with influencers and creating partnerships between their influencers and themselves to be part of their marketing budgets. In general, however, it does increase the central challenge of the dissertation – it is important to establish which of the three options of visibility, authenticity, parasocial closeness or platform leads to the most trust and purchase behaviour (Statista, 2025). 
1.1 Background to the Study
Liked by its quick growth, social media has actually become a tool for companies and their clients to communicate in a different approach than before. Previously, traditional ads were of Television, print media, Radio and promotional messages, and the corporations were in control. At the same time, the brands have been able to connect with their audiences in a more personalised, immediate and interactive manner through digital platforms. For instance, the advent of Social Commerce, where social networks are not only used to communicate and promote products, but to find, review and even purchase, is one of the major issues in this transformation. Social media platforms such as Instagram, Snapchat and lately more creator-led digital platforms have evolved to the point where they make products visible to consumers through the content created by their influencers (Hajli, 2015; Haenlein et al., 2020).
Influencer marketing is one of the most powerful social commerce social media marketing tactics. The influencers are those with a virtual base, whom consumers follow and whose suggestions, content and existence on the web can affect them, their perspectives and even their purchasing decisions. There is a massive difference in the way that most social media influencers act compared to celebrities and how they approach their work. Traditional celebrities aren't the most approachable, close to the people's lives and integrate into their everyday life like most of the social media influencers. This 'feel of closeness' aids their recommendations to be more convincing. Audrezet et al. (2020) point out that the perception by the follower of the influencer's authenticity is an important engagement factor where followers believe that the influencer is real, honest and trustworthy, are an important aspect of the influence marketing value.
Additionally, there's a big gap between micro-influencers and mega-influencers in the field of influencer marketing. Micro-influencers are believed to be more likeable, community-oriented, and have smaller yet more engaged audiences. Mega influencers are the next level of influencers who, naturally, have a much larger following and reach – and, in many instances, can be a brand partnership in disguise. While the visibility and reach that mega influencers can provide is crucial, it is believed that micro influencers can offer the ability to provide greater trust with proximity to audiences. The perception by the recipient can influence the success of the endorsement and the attitude towards the spokesperson and brand, as it depends on the number of followers and the placement of the influencers (Cauberghe and Hudders, 2017).
But another concept is noteworthy in this area – parasocial interaction. A one-sided (but emotional) relationship between the viewer and a media personality. These ties become more effective and enforced through the means of social media repetitive exposure, personal narrative, face-to-face interaction and backstage information. Additionally, followers can feel more connected with their influencers because they typically post content on their daily routines, feelings, beliefs, preferences and life experiences (Aw et al., 2022). Although this is not actually a mutually beneficial relationship, the followers may think that they are getting acquainted with the influencer. This emotional involvement can have the power to affect buying behaviour, trust and loyalty. Trust in digital societies, therefore, plays a major role in participation and loyalty, and it is therefore appropriate to take an interest in the importance of parasocial relationships as a business asset where influential individuals are concerned (Casaló et al., 2010).
B2C business transactions rely on social commerce as well, and consumers turn to influencers for more advice when purchasing. Instead of evaluating a brand on its own, they tend to evaluate the individual who is promoting the brand. If the influencer is all of these things, then he or she can give the recommendations that he or she makes to a product/service that they're promoting, the same characteristics. Purchase intention is very positively correlated to source credibility and message value - the authors found that in the field of influencer marketing, these two factors have a strong influence upon purchase intentions. Therefore, other than this, Djafarova and Trofimenko (2019) remind us that the authenticity of the image impacts the credibility of the Internet information, especially on image-based Internet websites, such as Instagram. However, the success of influencer marketing campaigns also relies on followers' authentic perception and emotional engagement with content produced by the influencers (Djafarova and Trofimenko, 2019); as well as on the content quality.
Despite its rise in popularity, there are still a lot of loopholes to be filled while implementing the campaign of influencer marketing. The influencers are costly, but there's still no clarity on whether the type of influencer—blogger, Instagram maven or YouTuber—is best or how any parasocial interaction between them influences trust and whether online platforms influence engagement or events of purchases. However, much of the current literature in Instagram, as well as Western markets, has focused on Instagram in the context of leveraging the service by others, while the creator economy of platforms like Snapchat has received less academic attention. Hence, proper research on the realities of authenticity and parasocial interaction, as well as the purchase behaviour of consumers, has become timely and relevant pertaining to various influencers and platforms.
The problems discussed in this dissertation are of secondary research type. The type of secondary research in this dissertation is mono-method, which is a type of secondary research based on research of a single method. It will explore the influence of influencers' authenticity and parasocial interaction on consumer trust and consumer purchase behaviour in Social commerce, while it will also compare the performances of micro-influencers and mega-influencers in Instagram, Snapchat and the new economies of creators (Wang, 2019). 
1.2 Problem Statement
Even though influencer marketing is already an integral part of the digital strategy, its understanding of the influence of influencers on the behaviour of consumers is limited. For most businesses, the more popular their lot, the more successful they are in marketing. However, this guess could be wrong. -Visibility and reach are not the only things consumers can respond to. Additionally, they respond to seen honesty, connectedness, inner distance and belief. In other words, the audience size is necessarily the metric by which to assess the effectiveness of influencer marketing, but it is more about the relationship between the consumer and the influencer (Lou and Yuan, 2019).
The main aspect is that the issue of authenticity has not only been highly appreciated but also more and more challenging to sustain. As thriving influencers become more and more business-centric, their audience may not think that the influencers' content is authentic or that it is being sponsored by the marketers themselves. It is important to note that this is a concern with mega influencers, who are likely to have a lot of brands to work with and hence may not seem genuine. At the same time, micro-influencers are trying to be more reasonable—but it's not obvious if they become more credible—and more persuasive, although again the extent to which they become more conformist is not instantly apparent.
The second issue is the lack of consumers' knowledge of the concept of parasocial interaction in the process of generating consumers' trust and purchase intention. It has been highlighted in various studies that followers tend to form emotional bonds with influencers, but little research has been conducted on how such a bond operates in social commerce settings and the impact it has when comparing it to the different types of influencers and platforms. In addition, the events on one of the platforms can be ported directly to one of the other platforms. Each Instagram, Snapchat, and the more recent content maker ecosystems are marked by different kinds of content, discovery, interaction, and user behaviour. These differences may impact how one can act ethically, how one forms parasocial relationships and how consumers react to another.
Therefore, the void will be filled in the coming dissertation by none, existing cohesive knowledge of how the concept of influencer authenticity and parasocialisation influences the trust and purchasing behaviour in social commerce, particularly on the micro-influencer versus mega-influencer comparison on different social media platforms. 
1.3 Research Aim
This study's goal is:
To determine the impact of influencer authenticity and parasocial interaction on social commerce consumers' trust and buying behaviour. 
1.4 Research Objectives
For this purpose, the study will try to achieve the following goals:
· The purpose of this study was to examine the perception of authenticity regarding the micro and mega influencers in social commerce.
· As consumer trust in influencer-based environments is affected by Parasocial interaction, this is put in context.
· To analyse the linkage between the type of influencer and the intention and actual purchasing behaviour of the consumers.
· To assess engagement across Instagram, Snapchat and with emerging ‘creator economies'.
· To create a second-hand data-driven perception of how more effective brands can make authenticity and emotional attachment work in social commerce strategies. 
1.5 Research Questions
In this dissertation, the following research questions are used:
· How different are micro and mega influencers in social commerce in terms of authenticity?
· How does parasocial interaction affect consumers' trust in social commerce?
· How does the type of influencer influence consumers' purchase intentions?
· Are the engagement and conversion rates different across various platforms, as seen on Instagram and Snapchat? 
1.6 Rationale for the Study
The work has not only intellectual value but also a practical aspect. A considerable rise in influencer marketing has occurred in the educational sector, but opinion in the literature remains unsettled. Others focus on the credibility of the source, others on online trust and others focusing on Parasocial relationships. Less research is able to tie these together in a comparative context to consider the type of influencer and background of the platform. This dissertation aims to fill that void by bringing together the idea of authenticity, parasocial interaction, and trust and purchase behaviour into a single analysis.
Another reason for the research is the growing business value of social commerce. As companies more and more recognise that building relationships with influencers is a method of marketing, they're often not sure whether to concentrate on reach, engagement, belief, or niche audiences. Micro-influencers can establish a much more intimate and convincing communication, while mega-influencers can provide a wider awareness. These considerations are essential and must be taken into consideration by any company that wants to boost effort output and create better strategies for social media.
Additionally, as digital creator economies are constantly changing, the research becomes topical. It's the addition of new features, short-form content, disappearing stories, direct shopping options and creator subscriptions that are changing the face of consumer behaviour towards influencers. Alternate ways of communicating, such as Snapchat's is one of the new systems, and such variations can affect trust building on Instagram. A platform-sensitive analysis can be a more reasonable and accurate approach to an analysis that relies on a single channel, although (Fromm and Read, 2018). 
It is especially suitable for use in the case of a mono-method secondary research design. Since by this time a sufficient amount of scholarly and industry discourse on the topic has already been made, the secondary data will enable the researcher to integrate as many sources as possible and find common trends. It further provides the study with inputs from authentic campaign examples, the platform reports, and live social media engagements, without having to spend the time and money required to gather these primary resources. 
1.7 Significance of the Study
The significance of the research is that it could add to the theory, practice and research.
Theoretically, the study will help in the understanding of the role of authenticity in influencer marketing. It explains the role of each theory in influencing consumers' social commerce behaviours, such as the parasocial interaction theory in establishing emotional connection, EWOM, and the source credibility model in explaining consumers' decision to trust. This combined method reinforces the theoretical knowledge of the reasons why certain influencers are more convincing than others.
The research has a beneficial implication for brands, marketers, agencies, and content makers as a manager. Businesses need scientific insights into how to determine their own decisions regarding actions with micro- and mega- influencers, the perception of the value of perceived authenticity, and how to adapt their actions according to the platform. The results can be used by the companies to create more specific influencer programs, enhance the processes of trust building, and match the expectations of the audience with the brand collaborations.
The paper is also important to the realisation of the consumer aspect of social commerce. Has an awareness that consumers receive advertising, not only to but from. Rather, they reach out to the influencers on an emotional level, interact with them, and become a part of a community. These dynamics should be explored, considering the authorship of the social shopping behaviour is often not functional information per se but identity, trust and perceived intimacy (Eysenbach, 2008).
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Chapter 2: Literature Review
Addition of secondary platform data in order to make the theoretical discussion more practical and measurable, and relate to the market context. In January 2025, the platforms of YouTube, Instagram, TikTok, and Snapchat had 2.53 billion, 1.74 billion, 1.59 billion, and 709 million monthly active users, respectively, according to DataReportal (DataReportal, 2025a; DataReportal, 2025e). These aren't necessarily monthly active users; they simply represent the big reach that is available for influencer campaigns. The data also reinforces the notion that the context of platforms is important, as each platform presents different audiences at different scales and formats, and with different ways of socialising content.
Being a micro-influencer and a mega-influencer was thus understood within a connected perspective, with two ideas from the literature. The obvious first connection of reach is that it provides an opportunity to be seen, hence the importance of mega influencers and platforms with high reach. Second, authenticity and parasocial interaction determine accessibility to trust, meaning it is this factor that can account for the residual value of micro-influencers even with smaller followership. The supplementary data provides further support for the conceptual underpinnings, highlighting the need to evaluate influencers based on three criteria: reach, credibility, and engagement quality, and the fit of these influencers in platform culture. 
2.1 Introduction
The literature on influencer marketing, parasocial interaction, and consumers' purchase behaviour within the context of social commerce is explored in this chapter, focusing on micro and mega influencers. This goal is to create a theoretical standpoint to explain the effect of influencer authenticity on the engagement, trust and buying behaviour of the user. Key elements such as influencer genuineness, parasocial dynamics, and creator economies are reviewed and examined in terms of Instagram, Snapchat, and other platforms. 
2.2 Influencer Authenticity in Social Commerce
Influencer marketing has become a powerful presence in the digital marketing world, and fake comments can influence people's perceptions, raise brand visibility, and significantly impact buying choices (Vrontis et al., 2021). Social media like Instagram, Snapchat, TikTok or YouTube allow influencers to reach and engage more audiences than traditional advertising, and the influencers do a better job of it. One crucial element in influencer marketing is authenticity. Authenticity in influencer marketing is the truthfulness of an influencer, the integrity and confidence of the influencer to the followers. It's also about the content they create, the way they communicate, their personal values and transparency — among other things — that helps add to the value of the influencer's perceived authenticity. 
2.2.1 Definition of Influencer Authenticity
When it comes to social commerce, authenticity is more than just about the content. It's the notion that the influencer (person who shares content and their followers): is authentic, is seen by their followers, and is promoting or sharing information about products and services that they believe in. An influencer needs to maintain consistency in the messaging, transparency in the communications, and consistency of that messaging with the influencer's overall personal brand with the interests of followers. Audemair, de Kerviler, and Moulard (2020) note that, as well as what influencers want to share, how they are perceived and present themselves is a major factor in gaining engagement and consumers' trust (Audrezet, de Kerviler and Moulard, 2020).
The notion of authenticity resonates with another related belief, source credibility, that is, the degree to which a source (or individual, in this instance, the influencer) is seen as credible and believable. According to the definition of source credibility, provided by Hovland and Weiss (1951), several source attributes are included: the source's expertise, the source's trustworthiness and attractiveness (Ohanian, 1990). Transparency is essential in social media, and being authentic underpins credibility – especially as consumers gravitate towards ‘relatable’ messages from people they follow online and appreciate brands being transparent in their actions (De Veirman et al., 2017; Gan and Wang, 2017).
When consumers see that an influencer is genuine in creating their posts, their trust goes to the influencer's opinion and recommendations because they believe that the influencer is being transparent about their endeavours and isn't just trying to be convincing because of monetary gain. For the customers, the authenticity of the influencers makes them feel more at ease and connected to them, as they would think that the recommendations made by the influencers are unbiased and would trust them more to make a purchase accordingly (Djafarova and Trofimenko, 2019). 
2.2.2 The Role of Authenticity in Influencer Marketing
The consumption willingness of traditional media is dwindling, and the authenticity generated in influencer marketing is clear. Marketing, in its traditional form – television commercials, print advertisements, etc. – is seen as being one-sided and manipulative. In contrast, influencer marketing is a more personal and transparent method that brands can use to reach their target markets. People view the influencers as more personable and likeable than traditional marketers, particularly those who have a strong connection with their audience (Xiao, Wang and Chan-Olmsted, 2018). 
Authenticity has always proven to be a strong motivator in increasing consumer engagement. As pointed out by Researchers, consumers who feel they are able to connect with an influencer through the experience of authenticity have revealed a strong engagement with them. This “engagement” would mean likes, comments, shares and other interactions that are more likely to happen when followers believe what the influencer is sharing resonates with them or their personal opinions. Additionally, the more the consumer interacts with the influencer, the more likely they are to buy because of the influencer's recommendation (Djafarova and Trofimenko, 2019).
Authentic interactions have a way of affecting consumers' trust and willingness to buy, whether it be from an advertiser or an influencer. Authentic influencers are perceived as more reliable and, therefore, have more credibility when they promote products, making their promotions more persuasive (Audrezet et al., 2020). Likewise, in social commerce, where traditional advertising is being replaced with influencer recommendations, this credibility is important. The more followers feel that the influencers trust them and are genuine and personal, the more they are likely to believe in the authenticity and quality of the products being promoted.
Indeed, there is a direct link between transparency and authenticity. Sponsored content (Sponsored content that is disclosed) is perceived as more authentic when the influencers work with a brand in an ethical way (Casaló, Flavián, and Guinalíu, 2010). This helps to foster trust with the audience, an important tenet of long-term consistent user behaviour and sustainable relationships. By contrast, influencers who don't disclose sponsored content or who seem inauthentic and gimmicky because of their seeming corporate appearance could lose the authenticity and trustworthiness of their followers (Leite and Baptista, 2022). 
2.2.3 Micro-Influencers vs. Mega-Influencers
A major difference between influencer marketing is the difference in the amount of perceived authenticity and consumer trust that followers have in the two different kinds of influencers – micro and mega influencers. Micro-influencers have a niche audience of 1,000 to 100,000 followers, and Mega-influencers have followers with a number in millions. Two of the key differences between these two kinds of influencers are important to note when it comes to effective influencing of consumer habits.
A smaller, more personal following is also seen as more authentic, which can help micro-influencers appeal to viewers. Micro-influencers have often been considered more authentic because they follow fewer folks than their macro counterparts (De Veirman et al., 2017). Positive interactions can help establish a sense of community among their followers by addressing their comments, messages and engaging their followers closely. This one-to-one relationship fosters closer relationships with their followers and makes them feel more authentic (De Veirman et al., 2017). Micro-influencers are also generally more niche-specific, which means they can get their speed dating partner loyal and extremely engaged audiences to create particular segments like fitness, beauty, or travel. Genuine product endorsements and their content are more relatable in their writing. Therefore, micro-influencers have a higher chance of influencing consumer trust and purchase behaviour, since their followers perceive a higher exclusivity and authenticity from them (Ki and Kim, 2019).
But the issue for mega-influencers can be the perception of authenticity, as they have larger audiences. They're often more polished and professional in their content and less personal in their interactions with their followers. Many brands are known to work with mega-influencers to market a variety of different products. The partnerships are commonplace, which can give the impression that they are linking with the brand in a purely business-like fashion, thereby diminishing the firm's level of credibility (Djafarova and Trofimenko, 2019). Mega-influencers have more reach and visibility, but the reduced ‘human element' around their audience may create a daunting relationship engagement barrier with their followers, potentially impacting their consumer trust.
However, the mega-influencers do have a place in the influencer marketing world, especially with campaigns focused on extending brand awareness. They have influence and reach beyond any other, and their status as 'celebrities' or as 'experts' is commonplace. For many brands, the focus is to aim for reaching mega-influencers to gain access to a vast and wide audience and create more awareness of their brand. They might be called into doubt, but these have a huge audience and are invaluable to campaigns intent on visibility (Jin, Muqaddam and Ryu, 2019). 
2.3 Parasocial Interaction and Consumer Trust
2.3.1 Understanding Parasocial Interaction
One-to-one relationships characterised by an emotional connection which the followers share with the media personalities or influencers are termed as parasocial interaction (PSI) (Casaló et al., 2010). The peculiarity of PSI is that there is no reciprocal interaction taking place. However, followers feel like influencers are their own when they don't actually relate to them. With the advent of social media platforms like Instagram, Twitter, and TikTok, influencers share very personal content and communicate directly with their followers, which has created a lot of interest in the phenomenon (Reinikainen et al., 2020).
Unlike traditional media, social media followers engage with the influencers on an individual level. Here, influencers personalise their content and blogger narratives, provide a behind-the-scenes look at their activities, and provide private and instant symptoms into their lives, enjoying appeal and ease. Often, influencers share personal stories, behind-the-scenes content, and offer glimpses into their daily lives, fostering familiarity and intimacy. The target audience begins to “feel” the content of the influencer, and trust and loyalty are established. In the realm of social commerce, influencers have a significant role to play when it comes to consumer decisions, so this emotional bond is especially crucial (Sokolova and Kefi, 2020).
Social networks such as Instagram and Snapchat have enabled high levels of PSI, where influencers create posts about their own life, such as photos, stories and videos. This creates a greater emotional connection between the influencer and followers, making the influencers seem more approachable and relatable. In turn, PSI contributes to the creation of trust, loyalty and engagement, which is crucial to influence consumer behaviour. 
2.3.2 PSI’s Role in Building Trust and Loyalty
Trust is the key to all relationships, and PSI has a huge impact on generating trust in influencer marketing. Those who rank highest on the list of trusted influencers will reap the rewards of followers forming emotional bonds with them, with a greater likelihood of followers taking the influencers' advice. Participants and loyalty are more strongly connected to trust in an online community, as Casaló et al. (2010) claim. A brand can benefit from attaining optimal follower engagement by ensuring its supporters can connect with the influencer who is promoting their brand and take some sort of action as a result of their recommendation.
PSI also helps increase brand loyalty. Followers feel a stronger connection with the influencer in their content as they reveal personal experiences, beliefs, and opinions, or even give recommendations (Hwang and Zhang, 2018). This emotional connection leads to higher trust and an attraction of the audience towards content and endorsed products. Djafarova and Trofimenko (2019) state that the authenticity of an influencer's content is closely related to the strength of parasocial bonds, leading to consumers' purchase intentions.
By maintaining a PSI, there is an emotional bond established, which forms a sense of ‘branded loyalty' with consumers. When the influencer and follower's personal social media are linked, the likelihood of carrying the follower's commitment to recommend the brand goes up. In the case of parasitesociality, for instance, those who feel close to the people being promoted by influencers are more likely to interact with these posts and buy the items promoted by the influencer (Sokolova and Kefi, 2020). 
2.3.3 Parasocial Interaction Across Different Platforms
The dynamics of parasocial interaction differ across various social media platforms, with each having its own set of specific feature characteristics affecting how influencers interact with their followers and how followers perceive the influencers.
Instagram: Instagram is known for being visually driven with very curated material, encouraging followers to develop an emotional attachment to people they follow. In addition, the ability to provide more real-time engagement, like using Stories, further enhances parasocial connections (DataReportal, 2025b).
Because Snapchats are so fleeting, they encourage immediacy and exclusivity—an intimacy and personal connection (DataReportal, 2025c). Due to the ephemeral nature of the content (Wang, 2019), followers feel like they are part of the influencer's inner circle (Wang, 2019).
TikTok: TikTok fosters a more playful and casual PSI by combining short-form video content with viral trends (DataReportal, 2025d). It encourages embracing the creative part and tops encourage to develop parasocial relationships with their followers through common challenges and interaction, as observed in Chae (2018) (Chae, 2018).
The kind of parasocial relationship that is formed is different on each platform and can impact the success of influencer marketing campaigns (Tafesse and Wood, 2021). Brands need to understand how PSI works in different apps to ensure maximum engagement and purchase behaviour (Fromm and Read, 2018). 
2.4 Consumer Purchase Behaviour in Social Commerce
Consumer purchasing behaviour in social commerce is influenced by factors such as the authenticity of influencers, parasocial interaction (PSI), emotional connection, and the platform where marketing is done. Social commerce is a dynamic field that's still in its nascent stages, and people are more inclined to follow the lead of influencers than ads (Zarei, Asgarnezhad Nuri and Noroozi, 2019). Two key influencers in this context are authenticity and PSI that shape the trust, engagement and loyalty of consumers, and consequently their purchase intentions (Hajli, 2015). 
2.4.1 Factors Influencing Consumer Purchase Behaviour
Authenticity is an important aspect of influencer social commerce that ultimately affects how consumers make their purchases. When influencers are authentic, it allows them to build trust, increasing consumer receptivity to their promotion. Therefore, when an influencer's niche and personal brand are the same, their audience will likely view their endorsement as being sincere and thus, more likely to buy the product. Authenticity is one of the most significant factors affecting consumer engagement, meaning that consumer engagement leads to increased interactions with content and, eventually, increased purchase chances (Lim et al., 2017).
A second extremely crucial element to consider when studying the factors shaping consumer behaviour in social commerce is parasocial interaction (PSI). Consumers tend to form emotional ties with influencers through one-way connections, which makes them more likely to accept their points of view and commands. Given that influencers create one-way connections with consumers, there is a greater potential to build emotional ties, which increases a consumer's trust in the opinion and recommendations of the influencer. This loyalty can translate into sales when influencers promote products: not only because their followers take their word for it, but because they feel some connection with the influencer. Casaló et al. (2010) point out that parasocial interactions promote loyalty and lead followers to adopt actions based on influencers' recommendations (Casaló et al., 2010).
In addition to authenticity and PSI, the dynamics of the platform are also crucial in determining consumer behaviour. Every social media platform will have something specific that will affect how influencers interact with themselves. Instagram is a platform focused on images, so that users make aspirational connections with influencers, while TikTok's ease in how challenges go viral cultivates an interactive and playful connection. The influence on the nature of the platform affects the perception of the influencers by their followers, and that consequently impacts consumer behaviour with regard to product endorsements. The studies have found that various platforms provide different kinds of relationships between influencers and consumers, thus affecting their level of confidence and engagement in the relationship (Wang, 2019).
A second key aspect of consumer purchasing behaviour is the perceived value of influencers' content. Consistently producing quality, relevant content elevates trust amongst followers. Persons whose content is consistently of high quality and relatable are more likely to be viewed as credible and hence gain the trust of their followers. This trust is key in driving sales and purchases by followers of the influencers, especially when he or she talks well about a particular product or service. Recommendations from influencers whose interests correspond to the interests of their followers promote products that are relevant to their values, leading to intellectualisation and emotional reactions to purchases (Djafarova and Trofimenko, 2019). 
2.4.2 Purchase Intention and Source Credibility
Purchase intention is the probability of a consumer making a purchase of a product due to the endorsement by an influencer. One of the factors that affects purchase intention is source credibility, and it includes some factors, like trustworthiness, expertise and attractiveness. Celebrities whose authenticity and credibility are recognised can influence consumers more effectively in taking their recommendations (Ohanian, 1990).
The authenticity is one of the pivotal elements that influences the credibility of the source. Djafarova and Rushworth (2017) propose that if influencers continue to be genuine and transparent in creating content, their credibility is boosted. Consumers are more likely to trust a person when they are aware that they are an honest and open influencer. Such a trust helps to ensure that followers will make purchases as a result of those recommendations. Increased transparency of sponsored content, like when influencers clearly label ads, increases their credibility to boost purchase intentions (Djafarova and Rushworth, 2017; Weismueller et al., 2020).
The combination of transparency and authenticity is crucial for an influencer's credibility. Having credible influencers who are REAL (as in they actually believe in the product) about their relationships with brands, they are seen as more trustworthy. Followers tend to believe endorsements when the content creator recommends a product as a result of their own beliefs rather than for financial reasons, which is why they prefer to hear. Audrezet et al. (2020) found that even the one who promotes the product to make money, some of the followers are more inclined towards believing the product. This transparency fosters consumer trust, thereby influencing their purchasing decision (Audrezet, de Kerviler and Moulard, 2020). 
2.4.3 The Impact of Influencer Type on Purchase Behaviour
Whether or not it's micro or mega, the kind of influencer can play a large part in consumer purchase behaviour. Micro-influencers who have fewer followers with more targeted interests (1,000 to 100,000 followers) are generally seen as closer to customers than are mega-influencer accounts (Masuda, Han and Lee, 2022). Micro-influencers are more likely to develop a closer bond with their audience and interact with them individually, adding to their trust and loyalty. The amount of personal touch and relatability can result in more trust that the influencer will buy, and, consequently, an increased likelihood of purchase of the product or service (De Veirman et al., 2017; Li and Peng, 2021). 
Mega-influencers offer greater reach and visibility, in contrast, as they have many more followers (Schouten, Janssen and Verspaget, 2020). They can create a large-scale branding awareness, but the authenticity of what they post is doubted as the content is created with a commercial motive. The promotions of multiple brands and various types of products by mega-influencers often seem like payment, rather than them taking on an obligation to stand up for a brand. This may affect how authentic they can be seen as, which means the opposite to the extent of how much trust is put into their opinions (Djafarova and Trofimenko, 2019). Still, although these challenges exist, mega-influencers are an important asset in creating the visibility of brands, particularly when mass awareness is the goal of the campaign rather than engaging consumers.
Lou and Yuan (2019) point out that whilst mega-influencers are important for campaigns aiming to spread awareness and maximise brand recognition, micro-influencers could well hold far more sway when it comes to how consumers behave about specific types of products that call for trust and emotional connection. If you're looking to create a marketing campaign that focuses on a single product or several, then you might opt for the micro-influencer. If you're aiming for a larger-scale marketing campaign and want to promote a wide variety of products, then you may choose to use a Mega-influencer. 
2.4.4 The Role of Platforms in Influencing Purchase Behaviour
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Chapter 3: Research Methodology
The methodology was refined so that there is greater clarity as to how real secondary data were used. The study is still mono-method and qualitative since the main goal is the interpretation of meanings and relationships, not the conduct of a statistical survey. The updated chapter, though, has public numerical secondary data as contexts. These include global social media adoption, global advertising on platforms, daily active users on Snap, daily active people on Meta Family, global ad spending on creators, and the global influence marketing market. These numbers are not considered primary evidence (data from the respondents); rather, they are to support the credibility of secondary evidence and to strengthen the thematic analysis.
The additional charts also help to explain the analytical process. The chapters were uploaded to the cleaning and preparation application for text mining, and the core concepts of authenticity, trust, and parasocial interaction were counted along with references to the platform and purchase intention. This is not to replace thematic analysis, but rather it provides a clear indication of the foci the dissertation places. The methodology is thus a combination of the interpretive reading and simple description visualisation, appropriate for a second research dissertation based on the comparison of influencer type with the medium of context platforms. 
3.1 Introduction
In this research chapter, the research methodology used to accomplish this study and investigate how social commerce with a five-step social commerce paradigm (Van Horn, 2022) affects the consumer's trust and purchasing behaviour is explored, taking into account the authenticity of the influencer and their influence in the parasocial interaction. The objective of the study is to understand and compare micro & mega influencers on platforms like Instagram, Snapchat and the new creator economy. With the emergence of the concept of social commerce and its influence on consumer purchases due to influencers over advertisements, this research is a crucial one to understand the influence of authenticity and emotional connection in consumer purchases as a result of influencers. 
A mono-method secondary research method is adopted for the research with reliance on secondary literature and industry reports, along with publicly available data on social media. Secondary data is especially helpful in studying the role of authenticity of influencers and parasocial relationships because it gives insights from other people's point of view and is the result of previously obtained research data, which saves time and money (Vrontis et al., 2021). By using this approach, it is possible to gain a comprehensive view of the academic and industry literature, identifying patterns and gaining insights into influencers as a vehicle for fast, informative, believable and covertly persuasive communications driving consumer purchase behaviour. 
Digital marketing is booming—a lot of people are unaware that success is to be pursued either with the help of a micro or a mega influencer; which one should be used depends on how engaging they are, and both are rising in number, particularly on sites like Instagram and Snapchat. Gaining a deeper understanding of consumer attitude toward various types of influencers and their effect on consumer trust, loyalty and buying decisions is essential as consumer attitudes towards influencer marketing are constantly changing.
The method for conducting the research to answer Chapter 1 research questions and to help fulfil Chapter 1 research goals will be elaborated in this chapter. It will explain the philosophy in researching, research approach, research design and data collection methods, with justification of the adoption of secondary research and thematic analysis.
3.2 Research Philosophy and Approach
The research philosophy taken in this research is interpretivist research. Interpretivism focuses on trying to interpret what is going on in the social world as it is perceived by the people undertaking the process. This philosophy is appropriate for the study of consumer perception in terms of influencer authenticity and its association with parasocial interaction because they are value-laden and situation-bound.
As opposed to positivism, which is based on objective conditions and quantity, interpretativism aims to find meaning and interpretations behind the human experience. Because the study aimed to learn consumers' emotions vis-à-vis the influencers, authenticity and trust, interpretivism is connected to the study. It acknowledges that not only are there objective factors to consider in consumers' purchases of social commerce, but also there are subjective reasons such as perceived authenticity and emotional connections. 
Another approach of this study is deductive. Deductive reasoning involves starting with a theory or hypothesis and then testing the theory or hypothesis by collecting and analysing data. The source credibility theory (Hovland and Weiss, 1951) and the parasocial interaction theory (Horton and Wohl, 1956) act as a basis to explore the relationship between emotional bonds and customer trust in the influencer, as well as the impact on consumer behaviour in the sphere of this research.
The study uses a deductive approach to evaluate the theories in the field of Influencer Marketing, Parasocial Interaction and Consumer Purchase Behaviour. It will specifically measure the extent to which micro-influencers are generally more relatable and real, thus building more consumer trust, and can affect a purchase by consumers more so than their mega-influencer counterparts, who typically have larger, less personal audiences. This methodology enables a structure-mindfulness analysis of influencers' authenticity and Parasocial interactions on the various platforms and provides a comparison of the efficiency of micro and mega influencers on consumer behaviour.
Furthermore, the deductive approach results in a focused study with hypotheses that directly link to the relationships of variables, for instance, between the type of influencers (micro vs. mega), the consumers' trust and the consumer purchasing behaviour. 
3.3 Research Design
The purpose of the research design is to outline the general plan and structure of the research process – how data will be gathered, analysed, and interpreted. This type of study is a secondary research study in which data already collected, but not primarily for the study, are analysed. Secondary research is considered for five key reasons in this study: Efficiency and cost effectiveness: Powerful and extensive data is accessible and readily available from a myriad of trusted sources on influencer marketing, consumer behaviour and social commerce.
Secondary research is the process of collating and synthesising information such as academic journal articles, industry reports, publicly accessible social media information and case studies. Thematic analysis is the primary analysis used in the research design with secondary data. Thematic analysis is a qualitative technique that facilitates the detection of patterns or themes within the data, and then the interpretation of the patterns in the light of the aims of the research. Through this thematic analysis, the researcher can examine the consumers' authenticity and parasocial interactions in the literature/research and the impact these factors have on consumer behaviour.
This research will be based on three main sources of data, namely:
Peer-reviewed Journal Articles: These articles give theoretical understandings and empirical studies of influencer authenticity, parasocial interaction and customer behaviour in social commerce. The research presented by De Veirman et al. (2017) and Djafarova and Trofimenko (2019) highlights the importance of authenticity in influencer marketing and its impact on consumer engagement. These articles provide the groundwork for understanding the influence of authenticity on consumer behaviour and empirical evidence on the effect of the micro versus mega influencer.
Social Media and Marketing Companies' Industry Reports: These industry reports from social media sites and marketing companies give realtime information and trends regarding the effectiveness of Influencer Marketing. This information from sources such as Instagram and Snapchat can provide insight into how well these influencers interact with their audience, which followers are driven into their feeds, and the engagement levels, which can be used to compare with academic articles to put the numbers into perspective. For instance, Edison Research (2020) has highlighted that influencer marketing is being viewed as a major marketing initiative, with companies investing more in social commerce marketing strategies.
Case Studies: Successful case studies of influencer marketing campaigns are published and demonstrate a practical application of how authenticity and parasociality are used in an influencer campaign. For example, Fashion Nova is using mega influencers such as Kylie Jenner to tap into the reach and brand visibility of influencers. However, Gymshark’s strategy of leveraging smaller fitness influencers is an example of how these micro-influencers can build more meaningful relationships with their followers, leading to higher levels of engagement and trust.
These data materials will return themes related to authenticity, parasocial interactions, trust and consumer purchase behaviour in them during thematic analysis. This research will be able to conclude the impact of influencer authenticity and parasocial relationship on consumers' behaviour on social media, including Instagram, Snapchat and upcoming creator economies, based on the analysis of these themes across the various data sources. 
3.4 Data Collection Methods
Use of secondary data obtained from various sources will be used as a basis for the collection in this study. It is no surprise that secondary data is particularly well suited for the study, as it can provide many different views drawn from existing research, industry reports, and real-world cases of interest in relation to the authenticity of influencers and parasocial interactions with such influencers. Details regarding each of these data sources and their contribution to the research are provided in the following sections. 
3.4.1 Peer-reviewed Journal Articles
The peer-reviewed journal articles offer a solid theoretical grounding for the understanding of influencer marketing and parasocial interactions. The basis of the hypotheses in this study is the results of these articles, both empirical and theoretical. For instance, De Veirman et al. (2017) take a look at how followers impact the sense of authenticity when it comes to influencer marketing. Though they say that a micro-influencer's smaller audience makes them more authentic and relatable to their followers than a mega-influencer's larger following.
Researchers deliver a thorough review of social media influencers' influence on consumers' behavioural response by focusing particularly on authenticity as a factor influencing consumer engagement. The study shows that genuine influencers engender better engagement with their followers, whether in the form of likes, comments or shares—the three factors that indicate consumer trust the most. Studies by Djafarova and Trofimenko (2019) target Instagram influencers and their consumer purchase intentiveness based on the perceived authenticity level among the consumers. Empirical validation is provided by focusing on the foreclosed matter of how authenticity affects the behaviour of consumers.
These articles will provide a foundation for the theories and a deep familiarity with the key elements of authenticity, parasocial interactions and consumer trust. This research will aim to investigate the theories and test them on the theories established before in the context of social commerce by reviewing these sources. 
3.4.2 Industry Reports
Real-time data on influencer marketing trends can be gained from industry reports from social media platforms and marketing firms. For instance, stats available in Instagram quarterly reports indicate how well influencers perform on the platform, alongside information such as likes, followers, age, gender, and even lifestyle (beauty, fitness, fashion, etc.). These reports will help you contextualise the academic findings with quantitative data that will look at how influencers interact with their audience (Haenlein et al., 2020).
Also, reports from Edison Research and Business Insider on emerging creator economies provide insight into the effect of influencers on newer platforms like TikTok and Snapchat here. Different features of these platforms affect how parasocial relationships are formed, and it affects consumer's decisions, for example, TikTok's short-form video and Snapchat's ephemeral content.
Another field of social commerce gaining popularity is the use of influencer recommendations for successful purchasing, and in-app shopping is another trend that has been brought to light by reports above. This research examines how these dynamics of ‘authenticity' and ‘parasocial interaction' have developed over different platforms by analysing these reports. 
3.4.3 Case Studies
Case studies offer real-world instances in which a strategy for reaching consumers through authenticity and parasocial interactions is effective for driving consumer action (Xiao, Wang and Chan-Olmsted, 2018). For example, Gymshark, a gym and fitness apparel brand, has reached fitness enthusiasts with micro-influencers to create great relationships in the community. The idea behind Gymshark's strategy is to use influencers who are using the products, thus they can provide more credible and real endorsements. The case study will discuss implications for trust and purchase behaviour in terms of this authenticity.
Likewise, the example of Fashion Nova's partnership with mega-influencers such as Kylie Jenner will provide an understanding of the impact that high-level influencer partnerships can have on brands' visibility and consumer awareness. Oftentimes, the difference may be that whilst mega influencers may have a wider reach, their content might not resonate with consumers, impacting their authenticity. The impact of mega-influencers vs. micro-influencers on consumer engagement and consumer trust will be a helpful comparison when considering this case study. 
3.4.4 Social Media Metrics and Analytics
Engagement rates, follower growth and responses to the posts from the influencer will be tracked using public data from social media platforms such as Instagram Insights, Snapchat Analytics and third-party analytics service providers such as Hootsuite and Sprout Social (Hwang and Zhang, 2018). For example, Instagram Insights offers analytics on likes, comments, impressions, and shares that offer useful metrics concerning how much their consumer interactions and their parasocial aspects have to do with their consumer engagement (Koay, Cheah and Chang, 2022).
Data from these measures will be compared to the results from academic literature and case studies, thus giving a more complete picture of the effect of authenticity and parasocial relationship on consumer behaviour across various social media platforms. 
3.5 Data Analysis
In conducting the data analysis of this study, a qualitative approach is used, with a thematic analysis method. Thematic Analysis is a sensible applied technique in qualitative research, and it is based on the identification, analysis and interpretation of qualitative data patterns or themes (Braun and Clarke, 2006). This approach is particularly suitable for investigating personal and environment-bound ideas that might have various perceptions among the research participants, such as the authenticity of influencers, parasocial relations, and customers' activities within social commerce.
Next, the data familiarisation is the initial step in thematic analysis. This will include reading and rereading a variety of books and articles, which include academic, case studies, and industry reports, to gain an understanding of the depth and trends of the ideas. Upon familiarisation with the data, a researcher will go on to the coding process. Coding is structuring the data in meaningful subunits that can be analysed. The codes employed in this study will be based on the themes predetermined in the literature on influencer authenticity, parasocial interaction and consumers' trust.
We will analyse three themes: 
3.5.1 Influencer Authenticity
Authenticity in influencers relates to how well they are believed by potential customers to be honest, honest and straightforward in interacting with the individuals who follow them. Authenticity has been a recurring theme in the influencer marketing literature as it plays a critical role in consumers' perceptions and interactions with the content of influencers. Authenticity isn't merely a visual impression of sincerity, but a message of the influence that is conveyed, people's message is consistent with themselves, and the products they are promoting fit with their personal brand.
This is because micro-influencers tend to have more niche audiences and therefore are seen as more genuine than the mega-influencers. For the most part, micro-influencers provide more personalised interactions with their followers, which usually translates to more personal images and content, along with creating a sense of community (De Veirman et al., 2017). The lack of these personal encounters further enhances their authenticity and boosts the possibility of followers seeing them as credible and real. A fitness blogger who runs a page on workout equipment, for example, might seem more authentic in their content to their audience since they are likely to appear more genuine to natural (not sponsored) customers than one who is paid to advertise it. 
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Chapter 4: Data Analysis and Findings
The findings chapter benefits from a much stronger connection with external market indicators, with the themes identified in the qualitative findings emerging from the research synthesised into the findings. Awareness is clearly important, but the big numbers and the high-reach platforms are not a direct path to trust - the data certainly shows that, as you can see in the thematic findings (Influencer Marketing Hub, 2025). This aligns with the primary result that often the work of the micro-influencer fits better with the need to explain the product, to speak about personal experience or to acquire niche credibility, while that of the mega-influencer is more appropriate in the context of the need to gain visibility and cultural attention (Enberg, 2022).
Indeed, platform data indicates that the differences between the platforms affect engagement and conversion rates. Instagram boasts a massive advertised reach and is well known for its image branding, favouring aspirational influence (DataReportal, 2025b). Instagram has a higher worldwide figure for reach from ads than Snapchat, but Snap has reported a rising number of daily active users (Meta Platforms, 2024) . These figures show that while daily active users are increasing, Snapchat lags behind Instagram in terms of reaching users across the world through ads (Snap Inc., 2020; 2021; 2022; 2023; 2024; 2025; 2026). It indicates that Snapchat is still a relevant commerce platform in terms of intimacy, immediacy and creator communication that's focused on relationships, where it may not be the most reached-out platform at the moment (Meta Platforms, 2025). 
4.1 Introduction
This chapter lays out all that has been found out in secondary data analysis in the field of the authenticity of an influencer, parasocial interaction towards a consumer, consumer trust and towards consumer purchasing behaviour in social commerce. The mono method qualitative secondary research design, as described in Chapter 3, is used in the chapter. The analysis relies on secondary content sources (e.g. academic literature, industry-based discussion, Social Media analysis and case-based evidence) of micro-influencers and mega-influencers for Instagram, Snapchat and the emerging creator economy.
This chapter aims to understand the significant patterns identified in the secondary sources and make linkages between the patterns and the research aim and research questions. Thematic analysis is used in the analysis as the study is not based on numerical testing, but rather focuses on meanings, perceptions and the relationships between these. The themes emerging from this chapter are the authenticity of the influencers, parasocial interaction, consumer trust, purchase intentions, and differences in the platforms. These themes are directly related to the focus of this study, which looks into the relationship of micro-influencers and Mega-influencers with influencing consumer behaviour in social commerce.
The results indicate that other factors affect influencer marketing aside from the size of the audience. Micro-influencers can often foster greater perceptions of authenticity, trust and emotional closeness; however, reaching the masses requires the support of mega-influencers. Moreover, the data indicates that the parasocial interaction phenomenon is a link between the influencer content and consumer trust. The more a follower feels that he/she is connected with the influencer, the more likely the recommendation of the influencer is taken as a credible one. But how is it accomplished on some platforms and on others? While Instagram has been a game for someone who wants to aspire to be, Snapchat is the place for someone who wants to seem current, and future creator economies like TikTok have grown to be a playing area for someone who desires to get involved with the community (DataReportal, 2025d). 
4.2 Overview of the Data Analysis Process
An analysis of ideas repeated several times was carried out using a thematic analysis method on the secondary data, the results of which were then analysed for the relationship found among the ideas. The first phase of the process was to examine the literature and case studies regarding “authentic” influencers, “authentic” credibility as a source, parasocial interaction, and how it affects consumer buying behaviour. The second stage was determining various codes related to trust, relatability, transparency, emotional connection, follower engagement, brand fit, purchase intention, platform culture and influencer type, respectively. These codes were then brought together and clustered into higher-level, more explanatory themes of the shape of consumer behaviour in influencer-led social commerce.
The research questions were the basis for the analysis. The first research question was in relation to how true it was believed that micro-influencers were in touch with the people, as compared to mega-influencers. The first research question engaged with was about the authenticity that perceived Micro influencers and Mega influencers were in touch with people. The second studied the parasocial interaction's impact on trust of the consumer. The third analysed the effects of the type of influencers on the consumer purchasing intention. One of the studies examined if platforms like Instagram, Snapchat, and new creator-based economies exhibit different participation and conversion trends.
The secondary data suggests that parasocial interaction is very strongly linked with authenticity. Authenticity brings the influencers across the transatomic barrier to come across the viewers as honest, relatable and credible, while parasocial interaction helps develop emotional closeness between viewers and influencers. All these aspects have an impact on consumers' trust and buying behaviour. But the effect this connection has is influenced by the nature of the product, how the endorsement is conveyed, the platform and the type of influencer. 
4.3 Theme One: Influencer Authenticity as a Driver of Trust
The authenticity of influencers plays a key role in building trust, which is one of the primary themes that has been developed from the secondary data. The authenticity of influencers is defined based upon how their followers think that the person is not only sincere but also sincere, such as being similar, humorous, and consistent. This is not only important in social commerce, as a consumer may make a decision on the credibility of the person recommending a product rather than on the product's brand, but also in other internet marketing contexts. Authenticity was found to have a strong relationship with source credibility based upon findings from the literature, as consumers are more inclined to believe that transparency, sincerity and personal connection of influencers with the products they promote are authentic (Gan and Wang, 2017).
According to the analysis, people [consumers] generally believe that the micro-influencers are more real than the mega-influencers. This is primarily due to the fact that micro-influencers typically exist in more niche and smaller communities. They tend to cater to audiences who share a specific interest like fitness, beauty, fashion, parenting, gaming and/or lifestyle. This parochial interest gives them more personal relevance and may lead their recommendations to seem more personal and relevant. An accountant may feel as if the influencer really has knowledge and experience with the product and is suggesting it since it goes with their lifestyle, and not just because of a paid arrangement.
One of the other benefits of micro-influencers is that they often speak in a casual, informal and conversational tone. They're typically on less polished posts, stories and commentaries as compared to mega influencers. Because they don't face as high a production standard, it can lead to a more natural level of content. An endorsement from a micro fled is consequently likely to sound like a word of advice from a viable friend. It is crucial as consumers are becoming less trusting of clearly branded ads. The influencer who has too clearly staged or too commercial his or her content is not taken seriously by followers, and they tend to doubt his or her intent. Contrastingly, if the recommendation is a part of the influencer's genuine life, it will more likely be seen as genuine (Djafarova and Rushworth, 2017).
Contrast this with the difficulty that mega influencers may have in maintaining their authenticity. They can draw on their massive audiences and significant relationship-building around brands, making their content seem more professional and more transactional. But the analysis showed that admiration is not a path to trust as it has to go through the influencers themselves first, which mega influencers are not necessarily. Stakeholders might want to see the awareness created by a mega influencer for a particular product due to his/her influence, but that doesn't necessarily mean that followers would believe that the influencer is using and/or valuing the product. This is the case particularly when the influencer markets numerous brands that happen over a brief time.
But when it comes to the effectiveness of mega influencers, the analysis states it is not. Instead, it seems that their role is different. Mega influencers are great for visibility, getting your brand on everyone's radar, and reaching everyone (Schouten, Janssen and Verspaget, 2020). They can easily launch a product to a huge audience and generate hype. They can introduce any product to a major audience and build up the formula buzz in no time. These are benefits for brands that are looking for widespread awareness. However, the awareness does not directly correspond with trust and purchasing intention, as indicated by the data. Followers must see endorsement as authentic and self-consistent to experience trust in the endorsement itself (Jin, Muqaddam and Ryu, 2019).
One of the discoveries is that being authentic relies on WHEN YOU align. Their endorsement is more convincing if the product fits into their already established identity, values and product content style (Belanche et al., 2021). For instance, if a fitness influencer is promoting fitness products or nutritional supplements, they can be believed to be as they produce content that's similar to what you're promoting with the items they're marketing. Conversely, if a person or company is promoting a product that is out of his/her comfort zone as an influencer, the promotion can look like it doesn't fit the bill. It applies to any influencers, regardless of whether they are micro or mega, but it is more likely since their collaboration is more apparent and more common in the case of mega influencers.
Transparency was another facet of authenticity observed. When the influencer has clearly disclosed this partnership and given reasons why the product is relevant, then there is no reason why consumers don't trust it anymore (Weismueller et al., 2020). It's no different when the collaboration is clearly disclosed by the influencer, and he/she provides reasons why the product is relevant as well, so there is no reason why consumers don't trust it anymore. Transparency can, in turn, be used to aid authenticity, in that it demonstrates honesty (Leite and Baptista, 2022). However, the issue becomes one when followers think that the influencer could have a commercial motivation or may be hyping up the benefits or advantages of the product. So it's not that authenticity is only the natural part of things. It is also about the openness, consistency and responsibility in communication. 
4.4 Theme Two: Parasocial Interaction and Emotional Connection
The second larger theme is how parasocial interaction can foster trust from consumers. The concept of parasocial interaction can be explained as the one-sided interaction that the followers form with the influencers. While the influencer might not know most users, followers can feel like they know them as they continually consume the influencer's content, personal stories, daily lives, and thoughts. This results in a sense of intimacy, strengthening factors that can affect the customer's buying style and confidence.
The study shows that in the context of influencer marketing, it is considered that for social commerce, not only products must be considered. Emotional attachment, identity and perceived relationship are all influencing factors for consumers. By linking an influencer's social media posts with their followers' emotional connections, followers are more likely to trust recommendations from the influencer. The influencer goes beyond the creator of content. They become a regular finger, and their decisions and proposals make sense (Hwang and Zhang, 2018).
Many cases are those where the interaction between the micro-influencer and followers is stronger and parasocial, due to the greater accessibility offered by the micro-influencer. Respond to comments, respond to direct messages, utilise ideas in material and establish community spirit. This connection helps to enhance the sense of recognition and value in the eyes of followers. The connection can be weak or even non-reciprocal, but, nonetheless, the small interactions can make the followers feel greatly connected with the source. This can lead to greater loyalty, and people are more likely to take action with recommendations (Reinikainen et al., 2020).
Parasocial interaction may also be formed by mega influencers, though the nature of the relationship will be different (Aw et al., 2022). The establishment of a connection between the followers and the mega-influencers can happen via example, aspiration and repetition. They could think of the influencer as a celebrity or a lifestyle role model. This can result in great emotional impact, particularly in the fashion, beauty, entertainment and luxury areas. However, the engagement might seem non-personalised as the mega influencers may not be able to do so at the individual level and scales. It is often an aspirational connection that their parasocial bond is built on.
It also confirms that personal storytelling is a reinforcement of parasocial interaction (PSI). Experiences, routines, challenges, failures and behind-the-scenes content are more likely to foster emotional connection with followers, motivating them to follow the influencer. When influencers share experiences, routines, challenges, failures and behind-the-scenes content, they are more likely to develop emotional closeness with followers who will be motivated to follow the influencer. This type of text makes the influencer seem like a real human being and relatable. Product suggestions linked to viewers' individual experiences can be more persuasive. An influencer not only represents the person he is following's brand but also his personal experiences about the product - if that has helped him to solve a real need, the recommendation will appear as very useful and sincere.
But, while parasocial interaction may pose ethical problems. Followers might be more susceptible to influencing messages than others because of the emotional connection they may have to influencers. This is particularly relevant with products that have to do with health or beauty, finance or lifestyle insecurity. One downside of using influencers is that they may violate the trust their audience has placed in them by promoting products that are inappropriate or exaggerated. Thus, there is a need to communicate ethically in an influencer marketing campaign. Brands and influencers need to understand that they are able to build parasocial relationships that give rise to influence – and the power to do so must be handled responsibly.
The analysis indicates that the relationship among authenticity, parasocial interaction and consumer trust is positive and meaningful. Emotional closeness leads to more purchase intention, emotional closeness is more generated by authentic content, and trust is established by emotional closeness. This trend is particularly notable when followers feel they can relate to the influencer and that they have a familiarity with the person. 
4.5 Theme Three: Consumer Trust and Purchase Intention
The third theme is about the relationship between the types of influencers, consumer trust and the intention to purchase. As per secondary data, trust seems to be the ultimate connecting pillar between influencer communication and the behaviour of consumers. This can be exposure to the influencer, but if a consumer doesn't trust what the influencer has to say, and they don't think things about it are being done honestly or with product knowledge, then it's unlikely they'll buy the products that the influencer talks about (Lim et al., 2017).
Simply being exposed to the product doesn't create an intention to buy it (Zarei, Asgarnezhad Nuri and Noroozi, 2019). A consumer can see a sponsored post from a mega influencer and get to know the product, but doesn't necessarily act on it. More often than not, when the consumer thinks that this influencer's endorsement is believable, it leads to a decision to buy. Finally, don't only consider reach, impressions or follower numbers – that won't be the best way to measure the effectiveness of influencer marketing. It also relies on engagement and the level of trust that you have.
Micro-influencers seem to be more effective in influencing purchases of niche products. This is because their audience may have certain hobbies and care to listen to their recommendations in said hobbies. As mentioned, a skincare micro-influencer can have more of an impact on purchase decisions than a general celebrity since consumers believe that they are more knowledgeable and take an active role in the niche (Ki and Kim, 2019). The fewer followers, the smaller the audience will also be able to foster a sense of community where followers can see comments, reviews and discussions with other consumers in their minds and beliefs. This kind of social proof can boost purchasing closed conversions, too.
The power of Mega influencers is more effective for the purpose of awareness and desirability. They have the potential to generate instant visibility and brand awareness for their large audience. They can also help products be trendy or in fashion by labelling them as styles of celebrities. This can affect the buying decision, particularly in case the consumer is trending, status and/or aspiring. Yet if the endorsement is perceived as being commercial, the conversion possibility from awareness to purchase may be less.
The analysis further showed that there are significant differences in the influence exerted by products, depending on the product type. In cases of less involved products, like basic fashion accessories or beauty goods, mega-influencers can certainly garner fast interest, as the choice to invest is relatively low risk. In cases where the involvement is high, like a costly skin care product, health goods, tech or specialised items, customers might be more prone to make use of extensive and reliable recommendations. In these cases, micro-influencers may be more successful as they have the ability to describe, offer some personal anecdote and give the reassurance of a community.
What is also worth pointing out is that in the relationship, there is more to it than quantity; it's quality. People may like things (show them visibly), but they don't necessarily trust them. More involvement indicated by comments, saves, shares, questions and direct conversations. For instance, one post that has fewer likes but many detailed comments may be a sign to consumers that there is more consumer interest than one post that has thousands of likes, but few detailed comments. This lets us know that brands shouldn't go all the way to the bottom line. They should also see if the consumer is asking any questions, talking about the product, sharing experiences, etc. and if they indicate interest in purchasing the product (Koay, Cheah and Chang, 2022).
Past actions by the influencer and their consistency are also trust factors. The influencer's subscribers may perceive the influencer as reliable if they're regularly presenting products that fit their niche and giving balanced opinions. But when the influencer aligns themselves with various brands and shows their followers products that do not align with their content, it poses questions as to the credibility to the followers. This is significant as it reveals that people's intentions to purchase are based on a greater history of influencers' behaviour, rather than just one posting.
Thus, the correlation between the type of influencers and purchase intention is complicated. Micro-influencers can be used better for trust-based or niche-based sales and purchases, and mega-influencers can be used better in awareness-based sales and purchases (Li and Peng, 2021). It may be best to leverage both kinds of influencers as influencers in both roles. Mega influencers can extend the reach to a larger audience, and micro influencers can bolster the credibility, engagement and purchase confidence. 
4.6 Theme Four: Platform Differences in Engagement and Conversion
The fourth theme is on the differences between platforms. The analysis reveals that there are different types of engagements in these creator-based platforms: Instagram, Snapchat and new emerging creator economies. These differences result in alternate ways of creating authenticity and parasocial interactions.
Instagram is very rich in imagery and aspirations. Curated images, reels, stories and lifestyle content are often utilised by influencers to show off products in an appealing environment (Tafesse and Wood, 2021). This will work well on Instagram for fashion, beauty, travel, lifestyle and fitness brands. Polished content and storytelling by means of stories and live features will all be supported on this platform. But not everything on Instagram seems real, making it easy to come across content that seems very edited to not be perceived as authentic. So, achieving the perfect aspect with a genuine touch can be crucial to successful Instagram influencer marketing campaigns.
To make a meaningful product experience on Instagram, product creators can use the Instagram stories, Instagram comments and Instagram reels features with micro-influencers. They can interact with their viewers by accepting comments, Polls, Questions and DMs. Instagram, however, can be utilised by mega influencers to create large-scale visibility and trends. The content they deliver might not be used for building personal confidence or trust, but it could be used to build up the prestige of their brand and social recognition. This indicates Instagram can be helpful for both types of influencers, yet the anticipated results are different.
The ‘temporary and immediate' content style of Snapchat translates to another kind of parasocial interaction (Wang, 2019). Ever-changing content on Snapchat might lead to a perception of exclusivity. By engaging with content that hasn't been promoted by an influencer's company, followers may think they are witnessing a more intimate and authentic lens on the influencer's existence. This can enhance the sense of intimacy and emotional bonding. This makes Snapchat a good campaigning tool for those who rely on immediacy, backstage access and personal communication.
But Snapchat may not work as well to find your products long-term like Instagram because they fade away easily and aren't as searchable (DataReportal, 2025c). This translates to Snapchat could enable more relationships than product visibility, so it's a worthwhile rollout. Because of how micro-influencers work on Snapchat, it may be best to tap into someone's followers who are already connected with that person. It can stimulate prompt responses, brief offers on items and individual suggestions for style, but it can be more fragile in comparison to products (DataReportal, 2025c). 
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Chapter 5: Conclusion and Recommendations
The existing conclusion has been updated to provide data-driven recommendations. Don't just base your picks on the number of followers influencers have. The spending on influencer marketing and creator advertising has been growing in external data, but in the thematic analysis, we see that there is a need to invest more and to create better campaigns, which requires more suitable influencers. The summary for this practice is ‘first write the objective, then the campaign'. For awareness, perhaps they will need a megainfluencer or a platform featuring high reach. When it comes to trust, confidence, consideration and purchase, perhaps micro-influencers and niche creators make the better fit (IAB, 2025).
This recommendation is also "platform" dependent. Instagram is the platform to use when visual credibility, lifestyle fit and product demonstration lie at the core. Snapchat is the medium of choice where the campaign requires instant messaging, confidential and behind-the-scenes information (Snap Inc., 2025). Participative trends, origins of creators and short-form product narrative should leverage creator discovery and build social proof in TikTok and similar creator economies. In all channels, brands must work on measuring beyond likes, the number of comments, questions, saves and shared content, as well as signals for affiliating or shopping. 
5.1 Introduction
This chapter sums up the dissertation, including each of the influencer authenticity, parasocial interaction and consumer purchase behaviour in social commerce. The study attempted to investigate the comparison between a micro-influencer and a mega-influencer by analysing these two on Instagram (social media), as well as on a brand-new creator branch (a creator economy). This study aimed to explore the role of authenticity and emotional connection in consumer trust and the purchase of products by influencers in influencer marketing.
This chapter gives a summary of the findings that emerged from the analysis of the secondary data and a cross-connection with the research aim, objectives and questions. It moreover offers useful tips for brands, marketers and influencers. Lastly, the chapter explores the limitations of the study along with some recommendations for further research. 
5.2 Summary of the Study
The purpose of this study was to create a relationship between the authenticity of influencers and the trust and purchase decisions of consumers in social commerce. The mono method of qualitative secondary research was used to look into this purpose. This study did not involve primary data collection; it focused on secondary data collection from academic literature, industry based evidence and case examples and publicly available social media insights. Recurring patterns in the authenticity, parasocial interaction, trust and purchase intention and in the differences between platforms were identified using thematic analysis.
The aspect of influencer marketing in social commerce was a key factor for this research. Consumers are no longer just relying on traditional marketing or on-board advertising methods and direct brand contact. In contrast, some consumers are swayed by social media personalities that are relatable, informative and are seemingly connected emotionally with the users. This essentially brings up the subject of reconnecting with influencers through a connection that consumers can relate to and the authenticity of their content. With this, it is quite relevant to address the authenticity of influencers and the social relationship with them when the consumers are present.
It also had to face a big challenge in the field of marketing influencers. Several brands think that the more followers they have, the more successful their marketing will be. But the results indicate that this is too reductionist to be the case. While the mega influencer can provide sizzle with attention at an unprecedented scale, the micro influencer can deliver more of the juice, resulting in a level of trust, relation and engagement that may be considered. Thus, reaching out isn't the only crucial component of influencer marketing - the quality of the connection between the influencer and the audience is important to achieve success (Masuda, Han and Lee, 2022). 
5.3 Conclusion in Relation to the Research Questions
The first research question asked: What are the differences in perceived authenticity of micro-influencers and mega-influencers in social commerce?
The study revealed that many people believe that megainfluencers are not as authentic as micro-influencers. This is because these micro-influencers typically have small and niche audiences. The content tends to focus on more personal, less formal and specialist topics. Followers may not look upon them as famous brand salesmen, but as regular human persons who have actually used the products. They may be seen as normal rather than brand celebrities. It promotes their trust and credibility with the micro-influencer.
Mega influencers, for instance, are more helpful in increasing visibility and awareness. They have a big fan following, and this enables brands to get to a wider market in a short time. When they tout numerous brand or product names that aren't their typical ones, however, there can be questions regarding their authenticity. When followers believe that it is primarily an economic advantage to follow an endorsement, then the credibility of the influencer decreases. So, Mega influencers aren't bad, but their influence relies on a number of factors, such as product matching, transparency and uniformity. 
The second research question asked: How does parasocial interaction influence consumer trust in social commerce?
The study revealed that there is a significant relationship between parasocial interaction and consumers' trust. Consumers may lose their sense of balance, and the one-sidedness of the emotional bond is activated when they monitor the daily life of the influencers, experience their personal life stories, share their opinions and see their everyday lifestyle. Both the individual influencer and individual follower may not know each other personally, but the follower may be familiar with the individual influencer. This feeling level of intimacy creates a greater impression on the influencer's recommendations.
Interactions between influencers and followers will be particularly meaningful when influencers share something of themselves and are sincere in their messaging. Friends' followers are more likely to trust the influencer's recommendations if they feel that these friends know the influencer. Such trust might then impact the purchase intention. Hence, parasocial interaction serves as a linkage between an authentic influencer's personality and the consumer's actions. 
The third research question asked: What impact does influencer type have on consumer purchase intention?
The results indicated that there is definitely a difference in the type of influencer and intention to purchase. Micro-influencers can prove effective at prompting purchase intention where the product is trustworthy, explanatory and/or niche. For instance, if you are a cosmetics, fitness, skin care, lifestyle, technology or niche brand, followers will have faith in the experience and recognition of micro-influencers. 
The scope of increasing awareness, popularity, and developing a brand image is more effective through mega influencers. They are able to make products accessible to a large audience, and they can add a sense of desirability. When their content comes across as too commercial and/or not brand-relevant, though, they have a lesser chance of turning followers into buyers. So, micro-influencers are more likely to inspire trust, and mega-influencers can be more effective at gaining brand exposure. 
The fourth research question asked: Do different platforms have engagement and conversion differences, like in Instagram and Snapchat?
The study showed that there are differences to consider between platforms. Instagram enables you to do sight and longing influencer marketing. It can be used for lifestyle and fashion, beauty and fitness content for influencers to showcase products with stories, reels and images. The temporary nature of Snapchat content in the "snaps" room and the pervasiveness of “9 to 5” items give Snapchat a greater sense of immediacy and exclusivity. This can help to facilitate an emotional connection and parasocial interaction. Participation, short form, trends and user-generated discussion are facilitated in emerging creator economies, like TikTok. These sites can help make content look spontaneous and real (Chae, 2018).
This entails the brands adhering to the same social media influencer approach for all social platforms. Message, content style and type of influencer have to be platform-appropriate. Instagram is a tool that can be used to tell stories with images, Snapchat can be used to be intimate, quickly engaging, and a new type of creator economy can be used to create participatory and trend-based influence. 
5.4 Overall Conclusion
Overall, this dissertation confirms that there is a need to build emotional connection, trust and authenticity in order to be successful with influencer marketing in social commerce, and not simply rely on followers. There are so many micro-influencers and mega-influencers; all of them are useful, but for different ventures! Micro-influencers have a greater impact on contributing to the brand's trust, relatability and engagement in the community. They are better at generating reach, brand visibility and the aspirational positioning of brands by "Mega Influencers".
Authenticity is one of the paramount criteria since consumers appreciate more those who seem to be more genuine, transparent and consistent as influencers. When followers think that an influencer is a genuine user and/or a fan of the product, the message is more influential. But if the endorsement is perceived as being commercial and/or forced, the confidence and the interest of the consumer in the brand suffer.
It's also because of interfragilis, the parasocial interaction. When users feel some sort of emotional sense towards the influencer, it means they have trust in the influencer's advice and are more willing to do what the influencer says. This indicates that influencer marketing goes beyond just an advertisement and is a promotional activity as well. It's also a trust-based type of marketing that establishes a relationship between customers and the marketer through trust, identity and emotional closeness.
The study also finds that having a platform impacts influencers' effectiveness. This has translated across to the creation of Instagram, Snapchat, and the emerging economies of creators. So, any good brand needs to come up with a strategy based on the habits and expectations of the different social media platforms. 
5.5 Practical Recommendations
Just because many followers on their profile doesn't mean they're the right choice to target for a brand. Followers are not a measure of influence to purchase, trust or credibility. Choosing an influencer should be based on their past behaviour, the fit of the content being shared, and the relevance of the audience. Brands should evaluate engagement quality, audience relevance, content fit, and the track record of the influencers that they would be working with. It may be better to have a "micro" influencer who has a loyal, engaged audience rather than a "mega" influencer who has a more passive audience.
Micro-influencers are recommended by brands if one of the aims of the campaign is building trust, explaining and getting people to buy. It is the application of micro-influencers with products that can be used for personal experience, detailed recommendations and community discussion. They have a more intimate relationship with their audience, enabling them to build up an aura of authenticity, which is significant for them.
Mass awareness, visibility and brand image are a situation that calls for mega influencers. But when it comes to working with an influencer, brands need to make sure it'll match their image. Consistency in tone and style with the influencer's typical posting could be seen as fake and influence their followers to be less trusting.
When creating sponsored content, it's important to be transparent about it. If it's a partnership that does have a financial element, it needs to be clearly mentioned, or it could damage consumer trust. There's a difference between transparency and a lack of authenticity. Many times, it can help build trust as followers like it when they are told the truth.
Brands/business need to create content for platform specific content. Instagram campaigns need to revolve around the quality of the images, lifestyle fit, and engagement-based storytelling. Immediacy, exclusivity and behind-the-scenes content are all essential elements in a Snapchat campaign. Where suitable, have short form video, trends, challenges and participatory content. It is unlikely that you will get the best results if you replicate the same campaign to all platforms.
Having more likes and views is not the end of the goal for brands, as there needs to be a bigger engagement, too. Sending comments, sharing, saving, asking questions, talking directly to consumers and about their products are more telling signs of consumer interest than anything else. These are indicators that can help you see if followers are appreciating the content or if they're deciding on your products. 
5.6 Limitations of the Study
The results of this study may be limited in some ways. Firstly, it's only secondary research. In other words, primary consumer data, as well as influencer data and data from marketing decision makers, was not gathered. There is therefore limited use of literature, reports and case-based evidence in the study. The use of this approach, while being useful in determining general patterns, doesn't directly measure the opinion of a representative sample of consumers.
Second, the study is of a qualitative and of an 'interpretative' nature. It doesn't try to demonstrate through statistical testing the causal relationships between the authenticity, parasocial interaction, trust and purchase behaviour. The results, hence, describe patterns and meanings and do not provide numbers or proof.
Thirdly, Instagram is better represented within the available literature than Snapchat and emerging creator economies. Thirdly, there is more available literature relating to Instagram than to Snapchat and emerging creator economies. This has made for a balance of evidence. Instagram has been extensively studied, and newer creator platforms, such as Snapchat, have been studied less. Hence, platform comparison has only a certain amount of value, depending on the availability of pre-existing studies.
Fourth, the landscape of influencer marketing is constantly evolving. New features, algorithms, consumer behaviour factors and advertising regulations keep emerging on the platform. This indicates that attributes of this finding might change as social commerce develops. 
5.7 Recommendations for Future Research
Further studies should include the collection of primary information from the consumers and confirm the results obtained from this study. Consumers' personal feelings towards micro-influencers and mega-influencers can be analysed by looking at the survey or interviews. This would give more conclusive evidence relating to trust, emotional connection and purchase intention. 
Future research should also compare platforms more directly. Studies could examine the same type of influencer campaign across Instagram, Snapchat, TikTok and YouTube Shorts to understand which platform creates stronger engagement and conversion. This would help brands make better platform-based decisions.
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Appendix A: Data Tables Used for Figures
Global social media user identities, billions
	Year
	Value

	2018
	3.2

	2019
	3.48

	2020
	3.8

	2021
	4.2

	2022
	4.62

	2023
	4.76

	2024
	5.04

	2025
	5.24


Global internet users, billions
	Year
	Value

	2018
	4.02

	2019
	4.39

	2020
	4.54

	2021
	4.66

	2022
	4.95

	2023
	5.16

	2024
	5.35

	2025
	5.56


Influencer marketing market size, US$ billions
	Year
	Value

	2016
	1.7

	2017
	3.0

	2018
	4.6

	2019
	6.5

	2020
	9.7

	2021
	13.8

	2022
	16.4

	2023
	21.1

	2024
	24.0

	2025
	32.55


Selected platform advertising reach, January 2025, billions
	Platform
	Ad reach

	YouTube
	2.53

	Instagram
	1.74

	TikTok
	1.59

	Snapchat
	0.709


Snapchat daily active users, millions
	Year
	Value

	2019
	218

	2020
	265

	2021
	319

	2022
	375

	2023
	414

	2024
	453

	2025
	474


Meta Family daily active people, billions
	Year
	Value

	2020
	2.6

	2021
	2.82

	2022
	2.96

	2023
	3.19

	2024
	3.35

	2025
	3.58


U.S. creator advertising spend, US$ billions
	Year
	Value

	2021
	13.9

	2024
	29.5

	2025
	37.0

	2026
	43.9
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