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[bookmark: _Toc236399831][bookmark: _Toc233129306][bookmark: _Toc238019785]Chapter 1:
[bookmark: _Toc236399832][bookmark: _Toc238019786]Introduction
[bookmark: _Toc233129307][bookmark: _Toc236399833][bookmark: _Toc238019787]1.1 Background of the Study
One of the biggest social media tactics for the last 10 years is influencer marketing. Social media sites like Instagram, YouTube, TikTok, Facebook and X have grown at a rapid speed and have revolutionised the way brands can communicate with their consumers (Nair and Kumar, 2023). One of the key social media marketing strategies is Influencer marketing (IM), which helps business organisations or brands to collaborate with popular individuals who can increase brand visibility, awareness, and exposure (Gambhir and Asfaq, 2023). It is one of the most used promotional methods that helps to generate trustworthiness among targeted audiences by collaborating with their preferred influencers. Here, popular public figures promote a brand’s products and services through key features and strategies of digital marketing that grow brand authenticity, connection with customers, and increase the sales rate of the business. Overall, it remains significant to influence the purchasing behaviour of customers.        
The number of influencers and sponsored content for digital platforms has increased significantly as it is becoming more popular than ever to use influencers (Fainmesser and Galeotti, 2021). People of all stature, whether big-shot celebrities, macro influencers, micro influencers or nano influencers, are now being engaged by businesses of all sizes. All these have helped the influencer marketing industry to boom. Consumers can often see multiple brand endorsements and paid partnerships, or promotions, in their social media feeds (Zniva, Weitzl and Lindmoser, 2023). However, overexposure to much sponsored or marketing content may generate difficulties or confusion among audiences to select the genuine or trusted brand. This means that audiences might be less likely to take the interruption of their time and accept the message from the influencer or become sceptical about the motives of the product endorser.
Generating relevance, gaining consumers' trust, and increasing brand visibility are some key factors of such marketing. Trust has an impact on the consumer's perception of marketing messages, assessment of brands and decision to purchase (Lou and Yuan, 2019).  Therefore, consumers may feel a lack of interest in the brand and irritated due to overexposure to sponsored content. However, influencer marketing saturation indicates overexposure of promotional content on targeted audiences' social media feeds. As per the study of Ki et al. (2021), saturated influencer marketing may degrade consumers' trust, engagement, and loyalty to a brand. Hence, the research is going to explore the impact of influencer marketing saturation on the consumers’ attitudes toward brand trust. Besides that, similar content generation and frequent exposure of that content in front of targeted audiences also play a major role in content saturation.   
[bookmark: _Toc233129308][bookmark: _Toc236399834][bookmark: _Toc238019788]1.2 Research Problem
Despite the wider population of Influencer marketing, brands are still struggling to refrain from content saturation and lower the negative impact of their brand exposure. The business is going to address the main problem of influencer marketing saturation and its impact on consumers’ perception and brand activities.  According to the research of Moreira et al. (2021), influencer marketing is a part of social media marketing which is adopted by most of the brands to market their products or services and increase brand visibility. There is limited research who addressed the saturation issue of influencer marketing, which is going to be addressed by the current research. 
As a consequence, the users are constantly fed with a lot of content from lots of influencers on different platforms. Formerly, it was believed that influencer marketing was one of the best ways to create real and pertinent brand messages with influencers; and with the growing trend of sponsored posts and brand collaborations, there has been an influx of influencer marketing saturation (Vaidya and Karnawat, 2023). However, too much promotional content has led to issues with trust and authenticity regarding the influencers' messages; consumers can see through being marketed and feel that they are not getting a sincere recommendation. It is an interesting shift of opinion for brands that want to continue having a good relationship with their intended customers.
The study issue is the blurriness of the picture regarding the influence of influencer saturation of the influencers on the consumer's trust and attitude towards the brand in today's digital era of today. The use of influencers and excessive advertising by a brand has been only lightly discussed in literature, despite this being considered a positive approach towards changing consumer behaviour (Al-Mu’ani et al., 2023). It has been detected that the frequent appearance of similar content through social media platforms generates reluctance among consumers to connect with that brand. As a result, such content saturation brings a negative impact on brand value and consumers' purchasing decisions (Torres et al., 2019). Hence, it indicates that research on the influence of influencer marketing saturation on brand activities and consumers' behaviour is highly essential. However, due to the presence of limited research papers on such a selected subject, it generates complexities to gain clear knowledge or an idea on such a topic. Hence, the selected research is going to address such a problem and conduct complete research on the selected problem.   
[bookmark: _Toc233129309][bookmark: _Toc236399835][bookmark: _Toc238019789]1.3 Research Aim and Objectives
Aim:
The current research aims to analyse the effect of influencer marketing (IM) saturation on the behaviour of brands and consumer trust. 
Objectives: 
· To evaluate the idea of influencer marketing saturation in the era of digital marketing
· To explore the role of influencer collaboration in consumers' trust in digital marketing
· To analyse the way influencer marketing saturation changes consumers' behaviour and trust in a business
· To recommend some strategies to eliminate saturation and improve the quality of influencer marketing   
[bookmark: _Toc233129310][bookmark: _Toc236399836][bookmark: _Toc238019790]1.4 Research Questions
1. What is influencer marketing and how does it impact consumers' perception? 
1. What role is played by influencer collaboration in consumers' trust in digital marketing?
1. How does influencer marketing saturation change consumers' behaviour and trust in a business
1. What recommended strategies can be adopted by modern business organisations to address the marketing content saturation issue?
[bookmark: _Toc233129311][bookmark: _Toc236399837][bookmark: _Toc238019791]1.5 Rationale of the Study
Influencer marketing has become widely popular in the modern era as most business organisations are using digital marketing strategies to promote their product and services to increase brand visibility and consumer engagement. According to the research of Kayambazinthu Msosa et al. (2025), influencer marketing plays a significant role in influencing consumers' purchasing decisions and developing a positive or trusted attitude towards the brand. Such a marketing strategy becomes a robust tool for generating customer acquisition and driving more responses from targeted audiences. Researchers Gross and von Wangenheim (2022) argued that overexposure of advertisement content in front of customers results in saturation that brings a negative impact on consumers' behaviour and mindset related to the advertised brand. It indicates that such an advertising method has both positive and negative aspects that directly impact consumers' behaviour. Hence, it indicates that the selection of such a widely popular marketing topic becomes highly rational for the current study.  
The research also remains rational as the selected marketing strategy generates some rigid content and repetitive promotional content that brings content saturation in the case of marketing. The study of Coutinho et al. (2023) illustrates that due to overexposure to marketing content, consumers face difficulties in detecting the valuable and preferable product that brings reluctance to purchase from a brand. However, it generates questions about the trustworthiness, reliability, and authenticity of the businesses or their products. As a result, it decreases consumer trust and lowers brand transparency, which makes the current research highly rational. As trust is a critical component in driving consumer engagement, purchase intent and long-term brand relationships, it is necessary to understand what drives mistrust to prevent it from happening (Kapitan et al., 2021). The objective of this research is to discover the effects of the saturation of influencer marketing both on consumers' perception and on the influence in altering their trust in the endorsement of influencers' repeated exposure.
In addition, this study is significant in relation to the fact that it seeks to uncover how much the saturation and dissociation of the usage of influencer marketing have on brand attitudes and consumer behaviour (Dmytro Kobets, 2024). Customer brand relationships do include the attitudes of the brand, which have a significant influence on brand preference, brand loyalty, or even buying decisions. It has been explored that positive influence from influencers on a brand increases their engagement and sales rate of the business.  Researcher Tali (2024) illustrates that due to a lack of trustworthiness in marketing content and limited reliability on the brand, consumers find it difficult to be influenced through influencer marketing content. Despite that, in the current era of digital marketing along with social media marketing, IM is increasing rapidly. It brings a competitive advantage to brands by increasing their market visibility. Hence, it is highly rational to focus on the selected topic in the current research.   
Besides that, the research focuses on the relationship between consumer trust and influencer marketing, which seems to be rational enough as marketing content is subject to generating trustworthiness among targeted audiences. Researchers Han and Balabanis (2023) indicate that creating trustworthy, relevant, and suitable marketing content is crucial to avoid content saturation and generate trustworthiness among customers. It can be stated that, in the rapidly growing digitally advanced business environment, influencer marketing plays a pivotal role; but maintaining a proper frequency of content appearing can be significant enough to influence consumers' decisions. Overall, the research remains highly rational as it explores the role of such marketing and the impact ot generate on consumers’ and brand activities at the time of content saturation.  












[bookmark: _Toc236399838][bookmark: _Toc233498112][bookmark: _Toc233498192][bookmark: _Toc238019792]Chapter 2: 
[bookmark: _Toc236399839][bookmark: _Toc238019793]Literature Review
[bookmark: _Toc233498113][bookmark: _Toc233498193][bookmark: _Toc236399840][bookmark: _Toc238019794][bookmark: _Toc233498114][bookmark: _Toc233498194][bookmark: _Toc236399841]2.1 Introduction
The chapter reviews numerous academic studies on influencer marketing saturation and its effect on customer trust and brand mindset. With the rapid growth of online media and the increasing use of influencers in products, numerous customers may become weary, sceptical, and suspicious of excessively backed content. Transparent revelation of data in backed content further reinforces the trust fashioned by the influencer's genuineness. Moreover, the study highlights the importance of selecting trustworthy and genuine influencers, transparent campaigns, and building long-term trust-based relations. This chapter helps achieve the main objective of the analysis through previous research, theories, models, critical contrasts, research gaps, and conceptual Frameworks.
[bookmark: _Toc238019795]2.2 Concept of Influencer Marketing
Influencer marketing is now a significant digital marketing strategy, in which products are promoted through people with high online presence, credibility, and influence. These influencers comprise superstars, influencers, micro-influencers, and nano-influencers. They typically present products directly through reviews, classes, stories, roles, or short videos, which seem more trustworthy and satisfactory than traditional promotion. Lou and Yuan (2019) noted that the efficiency of influencer marketing depends on the price, trustworthiness, and trust of the communication. Likewise, Torres, Augusto and Matos (2019) applied practical Structural Equation Modelling to 307 online influencer groups and found that influencer attractiveness meaningfully affects customer brand evaluation and acquisition intention. As a consequence, influencer advertising has become a real medium of current digital communication. However, excessive backed content is leading to influencer advertising saturation, which can reduce customer trust and upsurge suspicion and scepticism.
[bookmark: _Toc233498115][bookmark: _Toc233498195][bookmark: _Toc236399842][bookmark: _Toc238019796]2.3 Growth of Influencer Marketing on Digital Platforms
A strong adoption of digital marketing is noted in the modern era due to increased social media and online platform usage among customers. As a result, brands are using collaboration methods with renowned influencers to promote their product and services across different digital and social media platforms like TikTok, Facebook, and Instagram. Influencers play a significant role in this respect, as they have loyal groups and can easily and casually communicate with customers. Galeotti (2021) notes that the development of social media has turned influencer advertising into a several billion-dollar industries, where attention, trustworthiness, and social influence generate commercial value. Ultimately, Gambhir (2023) also mentions that influencer marketing supports increasing product awareness, client engagement, and building longstanding relationships. GENZ clients, in particular, are effortlessly influenced by online characters. However, an extreme number of sponsored movements can overwhelm customers with information, which can lead to a reduction in their belief and negative attitudes towards the product.
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Figure 1: Global influencer marketing value 2015-2025
(Source: Statista, 2025)
Figure 1 demonstrates the rapid development of the worldwide influencer marketing industry from 2015 to 2025. The value of this marketplace has grown from US$1.7 billion in 2015 to US$32.55 billion in 2025, representing a development of almost 19 times. Growing has accelerated particularly since 2020, increasing from US$9.7 billion in 2023 to US$21.1 billion in 2024 and success US$24 billion in 2024. Furthermore, influencer marketing expenditure in the United States is predicted to reach US$7.1 billion in 2024 (Statista, 2025). This reliable growth shows that products are embracing influencer advertising as a significant digital strategy. In contrast, over exposure of such marketing content may generate difficulties for consumers to select the right brand and develop trust in a particular product or service. 
[bookmark: _Toc233498116][bookmark: _Toc233498196][bookmark: _Toc236399843]

[bookmark: _Toc238019797]2.4 Influencer Marketing Saturation
An over-saturation issue is noted in the case of influencer marketing when brands generate too much content by collaborating with influencers and promoting them across different platforms. According to the research of Lindmoser (2023), influencer marketing helps to promote business products and content by targeting specific customers. However, over exposure of promotional content generates saturation that makes a negative impact on consumers' minds, as it generates difficulties among consumers to find the right or trusted brand. Despite that, the research of Li (2022) indicates over use of promotional content performs as negative publicity that that generate question on consumers' minds regarding the trustworthiness of the brand. As most of the brands are creating digital or online content, it results in marketing saturation by appearing in content numerously to similar audiences. Overall, marketing content saturation plays a negative role in influencing consumers' behaviour and engagement with the brand.        
[bookmark: _Toc233498117][bookmark: _Toc233498197][bookmark: _Toc236399844][bookmark: _Toc238019798]2.5 Consumer Trust in Influencer Marketing
The majority of consumers ensure that brand authenticity is highly important to them to generate trust and influence purchasing decisions. However, most of the brands generate fake influencer content that degrades consumers' trust. According to the study of Mohan (2021), the communication skills, presentation skills, and body language of influencers play a significant role in generating trustworthiness among targeted audiences. Hence, it indicates that influencers' appearance and communication highly correlate with consumers' trust.  Okonkwo (2023) notes that authenticity is vital in influencer advertising; without it, the raise resembles conventional publicity and loses its personal plea. Therefore, influencers’ advertising saturation can reduce customer trust, which is likely to lead to negative insights about the promoted product.
[bookmark: _Toc233498118][bookmark: _Toc233498198][bookmark: _Toc236399845][bookmark: _Toc238019799]2.6 Brand Attitude and Consumer Perception
Brand attitude indicates the way the brand actually behaves when it presents itself in front of targeted customers while promoting its products or services. A positive brand attitude fosters favour, loyalty, and acquisition intention, whereas a negative attitude reduces the product's reputation and customer interest. Influencer advertising only has an optimistic impact when customers find influencers dependable and observe their content as pertinent. The majority of the research indicates that influencers only promote products and services of the brand to generate revenue for the brand rather than understanding consumers' issues and needs. Such an attitude generates negative brand perception and hinders connection with influencers. As illustrated by Agarwal (2024), a positive brand attitude towards consumers' requirements increases brand value and trustworthiness. In contrast, overexposure to fake content generates an adverse impact on consumers' mindset and lowers their engagement with the brand.    Urošević (2026)'s measurable analysis conducted on 304 responses found that influencer trustworthiness and customer perception meaningfully affect product attitudes and purchase choices. Therefore, choosing the right influencer and sympathetic consumer viewpoint is vital for successful digital advertising.
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Figure 2: Perceived trustworthiness of influencer recommendations worldwide 2024
(Source: Statista, 2024)
The figure demonstrates the level of customer trust in influencer recommendations in six republics in 2024. Here, Brazil logged the highest trust rate of 87%, representing the high efficiency of influencer advertising. The above-mentioned figure indicates that 77% of US people, 78% of Australian people, and 72% of people think influencer marketing makes a direct impact on consumers' trustworthiness. Besides that, Brazil has the highest trust in such marketing at 87%, which is also mentioned in the above-mentioned figure. it has been found Overall, these results demonstrate that consumers usually find influencer recommendations dependable, highlighting the importance of selecting credible influencers in cumulative brand sentiment and purchase meaning (Statista, 2024).
[bookmark: _Toc236399846]

[bookmark: _Toc238019800]2.7. Theoretical Framework (Models)
Technology Acceptance Model 
The Technology Acceptance Model, industrialised by Davis, clarifies how users receive and use new skills. There are two factors of the TA Model, including “perceived ease of use and perceived usefulness”. Researcher Liu (2025) highlights two prominent issues related to the TAM, including IT adoption and its implications. However, its consequences are noted due to content saturation in the case of marketing. It can be stated that, based on influencer advertising, consumers mostly adopt marketing content when they find it valuable, trustworthy, and applicable in their real life. However, extreme sponsored posts and influencer advertising saturation reduce the practicality of the content. Barbosa (2026) presented that while the influence of influencer trustworthiness decreased after the epidemic, the influence of customer engagement augmented. Therefore, TAM explains that customers accept influencer satisfaction if it is proven to be valuable and easy to customise, but excessive raises can reduce that acceptance.
[bookmark: _Toc233498120][bookmark: _Toc233498200]Stakeholder Theory
According to Stakeholder Theory, an association should consider the welfare of all stakeholders, not just owners. The theory also highlights that organisational ethics influence their stakeholders and consider their interests in organisational goals. The main participants in influencer marketing are products, influencers, customers, online media platforms, and governing bodies. Singh (2023) mentions that many administrations work together with influencers to rebuild an optimistic brand image following a crisis; However, excessively paid companies can reduce follower belief. Overall, the stakeholder theory indicates, “business should create value for all parties involved, including customers, employees, and the community”.  
Resource-Based View (RBV) Theory 
The RBV theory explains the significance of maintaining valuable, organised, rare, and inimitable resources of a business organisation. According to the study of Kshetri (2021), the RBV theory indicates that managing proper organisational resources is essential to gain competitive advantages and strengthen internal resources of the business. Based on the current research, it can be stated that, applying such theory, business organisations can manage their valuable marketing resources that are inimitable. As a result, such resources lower marketing saturation issues and improve the tendency to gain higher consumer trust or engagement. However, excessive influencer marketing saturation reduces the individuality and effectiveness of this strength. Therefore, marketers should select suitable influencers and adopt sole and creative movement strategies instead of combining the same type of advice.
Diffusion of Innovation Theory
Diffusion of Innovation Theory clarifies how new ideas, crops, or technologies slowly spread through civilisation and gain acceptance. Influencers act as view leaders in this process, as they rapidly communicate new crops and trends to groups and influence adoption choices. Huang (2024) points out that in this model, the dispersal of innovation, message media, period, social arrangements, and the five phases of executive, information, persuasion, decision, application, and confirmation play significant roles. However, extreme influencer advertising saturation can lead to scepticism among customers and reduce the receipt of new harvests. Mammassis (2025) has shown that engaging, educational, and consistent digital plans with brand individuality increase product visibility. Therefore, products should use influencers intentionally and strategically to maintain consumer attention and innovation.
SERVQUAL Model
SERVQUAL is a model for measuring service excellence, based on five scopes: reliability, assurance, tangibles, understanding, and responsiveness. Zeithaml, Parasuraman, and Berry developed this framework in the 1980s, in which the gap between client expectations and experience controls service excellence (GeeksforGeeks, 2024). Although SERVQUAL is characteristically used in service advertising, it is also useful for examining influencer advertising, as influencer content shapes customer prospects and brand knowledge. Assurance refers to his information and sureness. Tangibles include the excellence of images, videos, and visual content. Empathy offers insight into whether the influencer comprehends the needs of the spectators, and receptiveness refers to communication with groups through comments, replies, and appointments. Owning these qualities nurtures purchaser trust and a positive product attitude. However, excessive sponsored posts can make content less dependable and less understanding.
[bookmark: _Toc233498124][bookmark: _Toc233498204][bookmark: _Toc236399847][bookmark: _Toc238019801]2.8 Critical Comparison of Previous Studies
Previous investigate demonstrations that influencer marketing can upsurge customer trust, positive attitudes toward the product, and acquisition intention when influencers are trustworthy, sincere, and easily perceived by customers. According to numerous investigators, customers respond positively to influencer references because they seem more individual and trustworthy than traditional publicity. Joyce (2024) examined research available in online periodicals and libraries and found that customers trust the recommendations of influencers. Furthermore, they observe them as well-informed and sincere, and that those recommendations influence their appointment and buying choices. However, recent investigations have also highlighted the bad effects of extreme monetisation, frequent brand raises, and influencer advertising saturation. Duarte (2025) mentions that over-promotion reduces genuineness, transparency, and trustworthiness, leading to customer cynicism, advertisement fatigue, and negative product perceptions. 
[bookmark: _Toc233498125][bookmark: _Toc233498205][bookmark: _Toc236399848][bookmark: _Toc238019802]2.9 Research Gap
Most of the research focuses on the use of influencer marketing strategies and its benefit to business organisations. However, there are limited research papers that focus on marketing saturation and its impact on consumers’ trust. As a result, it generates a major research gap here, which is going to be addressed by the present research. The majority of the research papers have focused on strategies related to influencer marketing, However, a limited discussion on the impact of marketing content saturation on brand attitude and actions. This also becomes a major research gap. Overall, the present study is going to address such a research gap to improve further knowledge. Bonus (2022) examined five influencer marketing rudiments and found that the influencer's digital presence, customer desire to emulate, and those five stages had a significant effect on increasing startup brand consciousness and reputation. Therefore, the present study attempted to fill this significant gap in existing research by examining the interrelationships between influencer advertising saturation, customer trust, and product attitude.
[bookmark: _Toc233498126][bookmark: _Toc233498206][bookmark: _Toc236399849]





[bookmark: _Toc238019803]2.10 Conceptual Framework
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Conceptual Framework
(Source: Self-created)
[bookmark: _Toc233498127][bookmark: _Toc233498207]This conceptual framework clarifies the association between influencer marketing saturation and its buyer effects. The present conceptual framework indicates key dependent and independent variables. Based on the above-mentioned conceptual framework, it can be stated that “Influencer Marketing Saturation” is the dependent variable here. Such an independent variable indicates over exposure of digital marketing content across different digital media or social media platforms. Besides that, key dependent variables are ‘Consumers’ trust’, ‘Brand attitude’, ‘Purchasing intention’, and ‘customer engagement’. Here, the dependent variable ‘Consumers’ trust’ helps to measure consumers' reliance on marketing content that is delivered by selected influencers. Then, another dependent variable, ‘Brand attitude’, indicates the behaviour of the brand towards fulfilling consumers' requirements. Then, ‘Purchasing intention’ indicates the willingness of targeted audiences to make purchase decisions after experiencing promotional content. Finally, the dependent variable ‘customer engagement’ indicates consumers’ actual response towards brands' marketing or promotional content.       
[bookmark: _Toc236399850][bookmark: _Toc238019804]2.11 Summary
It can be summarised that the present literature review chapter illustrates the perception of influencer marketing and its significance in the modern era. The present chapter explores that most of the business organisations are adopting a digital marketing strategy and launching promotional content through collaborating with popular influencers to increase brand visibility. Such a marketing strategy attracts consumers' attention and influences their decision related to product purchasing. However, Excessive exposure of marketing content to a similar audience results in content saturation. However, such a situation generates a negative impact on consumers' purchasing behaviour. Different theoretical implementations are done within the present research, including stakeholder theory, TAM, RBV theory, and diffusion of innovation theory. Besides that, some research gaps related to such marketing saturation are traced within the present chapter. Therefore, this study examines the negative effects of excessive influencer advertising and the benefits brands create by creating more sincere and sustainable digital advertising strategies.














[bookmark: _Toc236399851][bookmark: _Toc238019805]Chapter 3
[bookmark: _Toc236399852][bookmark: _Toc236399861][bookmark: _Toc236345142][bookmark: _Toc238019806]3.1 Research Philosophy
Research philosophy is a basis that regulates how information will be fashioned, interpreted, and analysed throughout the study. It influences the academic's conception of realism and information, the methods applied, and the interpretation of findings (Dudovskiy, 2024). This study accepts the philosophy of positivism, as the association between influencer marketing capacity, customer trust, and product attitude is studied using quantitative data collected through an organised survey. Based on positivism, reality can be known through observation, statistical study, and indication. Administering the same queries to everyone reduces bias and increases the reliability, impartiality, and validity of the findings. Wilk-Jakubowski (2023) presented that Instagram influencer marketing has a positive impact on customer belief, brand attitude, and acquisition intention, although there are some limitations to generalisation as it is not conceivable to reach all applicable.
[bookmark: _heading=h.haq2d7sq4t7g][bookmark: _Toc236399853][bookmark: _Toc236345134][bookmark: _Toc238019807]3.2 Research Approach
The study applies a deductive research technique. In this technique, theories and ideas from previous studies are first studied and then confirmed through actual information collected from respondents. Rather than making new models, existing information connected to influencer marketing, shopper beliefs, and product attitudes was measured through review results. Theoretical foundations of influencer advertising effectiveness, customer trust, purchase meaning, and product awareness were taken from the literature review, and an organised survey was developed based on that. Shaw (2022) has shown that there is theoretical confusion in entrepreneurship research due to different punishments and research methods. 
[bookmark: _heading=h.hopsmcd9fae7][bookmark: _Toc236399854][bookmark: _Toc236345135][bookmark: _Toc238019808]3.3 Research Design
This study adopted a quantitative research design, as its aim was to study customer opinions about influencer advertising saturation through numerical information. In a quantitative study, trends, associations, and patterns of numerous variables can be identified through statistical analysis. Survey approaches are applied to collect information quickly, and a structured survey with closed-ended queries is applied so that all members answer the same queries. Asad (2024) presented that the skill and amiability of digital media influencers have a significant impact on brand belief, but the effects of genuineness and draw are not significant; product trust increases brand promise and brand loyalty, and brand standing significantly affects this connection. 
[bookmark: _heading=h.2hud2q7uqku0][bookmark: _Toc236399855][bookmark: _Toc236345136]
[bookmark: _Toc238019809]3.4 Questionnaire Design
A structured survey using Google Forms was applied as the main tool for the study. This stage was chosen due to its convenience of online distribution, its collaboration across plans, and the easy compilation of responses for examination purposes. The survey consisted of a total of 30 queries, the first 8 of which focused on collecting demographic data such as age, gender, educational attainment, revenue, ethnic identity, and type of digital media usage. The next 22 queries delved into matters such as the extent of influencer advertising, customer trust, and attitude toward products. These enquiries used a five-point Likert scale, ranging from ‘strongly disagree’ to ‘powerfully agree’. To increase comprehensibility, accuracy, and reply rates, the queries were formulated clearly and impartially and were logically intended.
[bookmark: _heading=h.tmpd0glsdd1y][bookmark: _Toc236399856][bookmark: _Toc236345137][bookmark: _Toc238019810]3.5 Population
The target population for this analysis was social media operators who are familiar with influencer advertising and online promotional content. Because influencer marketing is most usually conducted on platforms like Instagram, Facebook, YouTube, TikTok, and X (formerly Twitter), these operators are the most appropriate for investigation. Chethanraj (2025) mention that social media has shaped new opportunities for industries to reach out to targeted clientele. This relative study analysed the effectiveness, aids, challenges, customer behaviour, and impact of social media advertising and influencer advertising on customer purchase decisions, trust, and product attitudes. 
[bookmark: _heading=h.w9iwcpavs3wf][bookmark: _Toc236399857][bookmark: _Toc236345138][bookmark: _Toc238019811]3.6 Sampling Technique
The analysis used convenience sampling, which is a technique of choosing participants based on their availability and willingness to contribute, rather than a random assortment process. Convenience sampling was selected because of its skill to collect information quickly and profitably within period and resource constraints. The review link was shared digitally through online media platforms and individual contacts, so that eligible persons could voluntarily contribute to the study. Although suitability sampling does not give every person in the population an equal chance of being designated, it is still usually used in academic studies, particularly digital consumer studies. 
[bookmark: _heading=h.tho5xge6yiej][bookmark: _Toc236399858][bookmark: _Toc236345139][bookmark: _Toc238019812]3.7 Sample Size
A structured survey shaped using Google Forms was applied as the main tool for the study. This platform was selected due to its suitability for online transfer, its compatibility across plans, and the automatic gathering of responses for study purposes. The survey consisted of a total of 30 queries, the first 8 of which focused on collecting demographic info such as age, gender, educational attainment, revenue, ethnic identity, and type of digital media usage. The next 22 queries delved into matters such as the extent of influencer marketing, customer trust, and attitudes toward products. These queries apply a five-point Likert scale vacillating from ‘strongly disagree’ to ‘strongly agree’. 
[bookmark: _heading=h.zful1gh8uoof][bookmark: _Toc236399859][bookmark: _Toc236345140][bookmark: _Toc238019813]3.8 Data Collection
The main data in this study were gathered through online Google Forms surveys. The survey link was shared on digital media and various online communication platforms, and contributors freely completed the survey at a convenient time from a personal computer, tablet, or smartphone. Based on Research (2024), UGC on social media is an important source for investigators to examine opinions, behaviour, and platform traits. Google Forms automatically saves all replies, reducing information entry errors and keeping data organised. After the survey is completed, the information is exported for statistical analysis and made available through pie charts, bar diagrams, and percentage distributions to examine trends and patterns of members. 
[bookmark: _heading=h.pxvarjmaxmaj][bookmark: _Toc236399860][bookmark: _Toc236345141][bookmark: _Toc238019814]3.9 Ethical Considerations
Ethical principles were adhered to at every stage of the study to ensure the human rights, concealment, and safety of the contributors in this study. Participation in the survey was totally voluntary, and the purpose of the review was explained before concluding the surveys. Based on the British Educational Research Association (2024), maintaining respect is essential for research memberships and investigators and best ethical practice. Members could withdraw from contribution at any time without giving any reason. No names, addresses, or contact data were collected, and all data were securely stored and investigated for academic research purposes only. As the fallouts are presented in summation, it is not possible to classify any separately. In this method, the ethical standards of investigation have been completely maintained through discretion, anonymity, voluntary participation, and accountable data organisation.

[bookmark: _Toc238019815]Chapter 4: Data Analysis and Findings 
[bookmark: _heading=h.1x6o0c4tuwka][bookmark: _Toc236399862][bookmark: _Toc236345143][bookmark: _Toc238019816]4.1 Introduction 
[bookmark: _heading=h.csptleinwdlj][bookmark: _Toc236399863][bookmark: _Toc236345144]The findings found from the quantitative examination show that the effect of influencer marketing overload on buyer belief and brand insolence exists in this chapter. The analysis is built on the responses collected from 120 participants who completed a designed questionnaire. The collected data is presented with complete, vivid statistics, percentage-based explanations, and graphical analysis by pie charts and bar charts (Dandona et.al., 2025). The conclusions are organised according to the research aims, where accused faces, social media usage designs, influencer marketing contact, customer trust, and brand attitude responses are studied. The chapter is expected to find key patterns in customer perceptions and gauge how snowballing influencer marketing overload impacts authority, engagement, and purchasing behaviour.
[bookmark: _Toc238019817]4.2 Analysis of Respondents 
[image: Forms response chart. Question title: 1. Please select the age group that best applies to you. Number of responses: 120 responses.]
Figure 1: Age Distribution of Respondents in Influencer Marketing Study
Figure 1 presents the age distribution of 120 respondents probing influencer marketing fullness and its effects on customer trust and brand insolence. The main group remained aged 35–44 years (43.3%), followed by 45–54 years (35%) and 25–34 years (11.7%). The findings specify a strong signal from developed social media workers who involve influencer elevations. This supports analysis of how different age groups notice marketing saturation, influencer integrity and brand attitudes.
[image: Forms response chart. Question title: 2. Please select the gender you identify with. Number of responses: 120 responses.]
Figure 2: Gender Distribution of Respondents in Influencer Marketing Study
 Figure 2 illustrates the gender distribution of 120 respondents analysing influencer marketing saturation and the situational effects on customer trust and brand boldness. The results show that female contributors represented the middle-of-the-road with 86.7%, while male plaintiffs described for 11.7%. A small amount chosen not to divulge their gender. The grades deliver insight into customer attitudes toward influencer elevations across gender groups.

[image: Forms response chart. Question title: 3. What is your highest level of education?. Number of responses: 120 responses.]
Figure 3: Educational Background of Respondents in Influencer Marketing Study
Figure 3 presents the educational profile of 120 respondents examining influencer marketing saturation and the situational effects on customer trust and brand insolences. The chief group held an Undergraduate Degree (31.7%), followed by Postgraduate Degree holders (26.7%). Respondents with A-levels (13.3%), Vocational qualifications (11.7%), and GCSEs (9.2%) were also characterised. The diverse education levels provision analysis of how customers critically gauge influencer reliability, promotional overload and brand discernment.
[image: Forms response chart. Question title: 4. What is your approximate household income?. Number of responses: 120 responses.]
Figure 4: Household Income Distribution of Respondents in Influencer Marketing Study
[image: Forms response chart. Question title: 5. What is your ethnic group?. Number of responses: 120 responses.]Figure 4 offers the household income distribution of 120 respondents examining influencer marketing capacity and its properties on shopper trust and brand perceptions. The largest pay group was £20,000–£39,999 (28.3%), trailed through accused receiving less than £20,000 (18.3%) and £60,000–£79,999 (15.8%). Furthermore, 15% earned £40,000–£59,999, while 11.7% preferred not to disclose their revenue. The varied revenue picture assistances appraise how financial factors inspiration answers towards influencer elevations and purchasing behaviour.
Figure 5: Ethnic Background of Respondents in Influencer Marketing Study
Figure 5 shows the ethnic composition of 120 respondents. The majority identified as White (92.5%), though smaller groups were characterised by Asian or Asian British and those who prefer not to say categories. The answers highpoint defendant diversity when analysing aspects of influencer marketing overload, buyer trust and brand perceptions.
[image: Forms response chart. Question title: 6. How often would you say you use social media?. Number of responses: 120 responses.]
Figure 6: Social Media Usage Frequency Among Respondents
Figure 6 illustrates social media usage frequency amongst 120 respondents. The majority used social media every day (52.5%), followed by multiple times a day (32.5%). High usage levels designate recurrent exposure to influencer content, supportive investigation of influencer marketing saturation, customer trust and brand influences.
[image: Forms response chart. Question title: 7. How long do you spend on social media weekly?. Number of responses: 120 responses.]
Figure 7: Weekly Social Media Usage Duration Among Respondents
Figure 7 presents weekly social media usage duration among 120 respondents. The main group spent more than 5 hours weekly (30.8%), shadowed by 2–3 hours (16.7%) and 4–5 hours (15.8%). High tradition indicates better contact to influencer marketing gratified, causal to perceptions of capacity and customer retorts.
[image: Forms response chart. Question title: 8. Select any social media platforms that you use frequently:. Number of responses: 120 responses.]
Figure 8: Frequently Used Social Media Platforms Among Respondents
Figure 8 presents the social media platforms frequently used by 120 respondents in relation to influencer marketing capacity and customer attitudes. Facebook was the most used platform with 83.3% (100 respondents), followed by Instagram with 60.8% (73 respondents) and YouTube with 52.5% (63 respondents). TikTok accounted for 29.2% (35 respondents), viewing the position of main digital stages in influencer marketing contact. The findings indicate that customers encounter influencer preferences across multiple stages, growing potential fullness and influencing faith near branded content.
[image: Forms response chart. Question title: 9. I feel that there are too many influencer promotions on social media. Number of responses: 120 responses.]
[bookmark: _heading=h.vbbz9icrqx6r][bookmark: _Toc236399864][bookmark: _Toc236345145]Figure 9: Perception of Excessive Influencer Promotions on Social Media
Figure 9 examines consumer perceptions of influencer marketing saturation. The answers show that 45% agreed and 29.2% strongly agreed that there remain too many influencer promotions on social media. This suggests that unnecessary sponsored content might cause advertising fatigue and influence customer trust towards influencer marketing.
[image: Forms response chart. Question title: 10. I see more influencer marketing now than I did several years ago. Number of responses: 120 responses.]
[bookmark: _heading=h.lwlfcfd650y7][bookmark: _Toc236399865][bookmark: _Toc236345146]Figure 10: Growth of Influencer Marketing Compared with Previous Years
Figure 10 demonstrates increasing consumer awareness of influencer marketing growth. The results indicate that 56.7% strongly agreed and 32.5% agreed that they see additional influencer marketing than beforehand. This suggests fast growth of influencer campaigns and augmented exposure, contributing to perceptions of promotion saturation.
[image: Forms response chart. Question title: 11. I often see different influencers promoting the same or similar products. Number of responses: 120 responses.]
[bookmark: _heading=h.cbdwwsa2le8q][bookmark: _Toc236399866][bookmark: _Toc236345147]Figure 11: Repetition of Similar Influencer Product Promotions
[bookmark: _heading=h.hzhkppkpzp19][bookmark: _Toc236345148]Figure 11 highlights consumer knowledge of recurring influencer promotions. The findings show that 55% agreed and 22.5% strongly agreed that influencers endorse similar products. This recurrence might reduce perceived uniqueness, weaken influencer authenticity and destructively affect consumer attitudes to frequently endorsed brands.
[image: Forms response chart. Question title: 12. I try to avoid paid influencer promotions and sponserships. Number of responses: 120 responses.]
[bookmark: _heading=h.6ei512lf7net][bookmark: _Toc236399867][bookmark: _Toc236345149]Figure 12: Avoidance of Paid Influencer Promotions and Sponsorships
Figure 12 analyses customer responses to paid influencer promotions. The results specify that 45% agreed and 33.3% strongly agreed that they try to circumvent sponsored satisfied. This suggests swelling advertising fatigue and reveals how influencer marketing saturation can decrease spectators' engagement with P.R. mails.
[image: Forms response chart. Question title: 13. I feel that brands rely too heavily on influencer promotions. Number of responses: 120 responses.]
[bookmark: _heading=h.61vog9myqzne][bookmark: _Toc236399868][bookmark: _Toc236345150]Figure 13: Perception of Brand Dependence on Influencer Promotions
Figure 13 examines whether customers believe brands rely unreasonably on influencer marketing. The findings demonstrate that 47.5% agreed and 15% strongly agreed with this statement. This indicates that overdependence on influencers might reduce brand exceptionality and raise concerns about authenticity within digital advertising approaches.
[image: Forms response chart. Question title: 14. I usually purchase products that influencers promote. Number of responses: 120 responses.]
[bookmark: _heading=h.a06ahmwwi8jb][bookmark: _Toc236399869][bookmark: _Toc236345151]Figure 14: Consumer Purchase Behaviour Towards Influencer-Promoted Products
Figure 14 analyses whether consumers purchase products promoted by influencers. The conclusions demonstrate that 43.3% disagreed and 21.7% strongly disagreed with buying influencer-promoted products, though only 7.5% agreed. This specifies that influencer preferences do not consistently directly influence customer buying decisions.
[image: Forms response chart. Question title: 15. I trust the quality of products is good, if I see an influencer is using or promoting them. Number of responses: 120 responses.]
[bookmark: _heading=h.6o7sfhmupam4][bookmark: _Toc236399870][bookmark: _Toc236345152]Figure 15: Trust in Product Quality Through Influencer Promotion
Figure 15 assesses whether influencer endorsements upsurge confidence in product quality. The results demonstrate that 49.2% disagreed and 22.5% strongly disagreed that influencer promotion upsurges trust. This suggests customers progressively question influencer trustworthiness and need added evidence before long-term product references.
[image: Forms response chart. Question title: 16. Influencers are honest when they promote products. Number of responses: 120 responses.]
[bookmark: _heading=h.9guj2tp8eosy][bookmark: _Toc236399871][bookmark: _Toc236345153]Figure 16: Perceived Honesty of Influencers When Promoting Products
Figure 16 examines perceptions of influencer honesty. The findings indicate that 35% disagreed and 29.2% strongly disagreed that influencers are authentic when endorsing products, though 30% remained neutral. This highlights concerns about legitimacy and the impact of salaried partnerships on customer trust.
[image: Forms response chart. Question title: 17. I prefer and trust influencers more when they disclose paid posts. Number of responses: 120 responses.]
[bookmark: _heading=h.xghjmbqdnb6q][bookmark: _Toc236399872][bookmark: _Toc236345154]Figure 17: Trust in Influencers Through Paid Partnership Disclosure
Figure 17 examines whether disclosure of paid posts improves influencer trust. The answers show that 38.3% remained neutral, while 32.5% disagreed and 14.2% strongly disagreed. This shows mixed buyer opinions; portentous photos alone might not fully assuage fears around influencer authenticity.
[image: Forms response chart. Question title: 18. I do not trust the authenticity of influencers with too many sponsorships . Number of responses: 120 responses.]
[bookmark: _heading=h.fujk63fgkakd][bookmark: _Toc236399873][bookmark: _Toc236345155]Figure 18: Impact of Multiple Sponsorships on Influencer Authenticity
Figure 18 scrutinizes whether unwarranted sponsorships reduce influencer authenticity. The findings show that 49.2% agreed and 20% strongly agreed that too several backings reduce trust. This validates that influencer marketing saturation destructively affects seeming authority and weakens customer self-confidence in promotional references.
[image: Forms response chart. Question title: 19. I am more likely to buy products from influencers who promote less brands or the same brand. Number of responses: 120 responses.]
[bookmark: _heading=h.hy4hy0ye0kkp][bookmark: _Toc236399874][bookmark: _Toc236345156]Figure 19: Preference for Influencers Promoting Fewer Brands
Figure 19 analyses customer preference for influencers who endorse less brands consistently. The findings designate that 33.3% agreed, while 35% remained neutral. This proposes customers may value dependable firms, as fewer alliances can appear more authentic and recover trust towards influencer endorsements and related brands.
[image: Forms response chart. Question title: 20. My trust in influencers decreases when they promote competing brands. Number of responses: 120 responses.]
[bookmark: _heading=h.ozb6gzchq4ua][bookmark: _Toc236399875][bookmark: _Toc236345157]Figure 20: Impact of Promoting Competing Brands on Influencer Trust
Figure 20 observes whether promoting competing brands decreases customer belief in influencers. The findings demonstrate that 37.5% agreed and 13.3% strongly agreed that trust is reduced when influencers endorse opposing brands. This suggests erratic brand partnerships might negatively disturb influencer reliability and customer perceptions.
[image: Forms response chart. Question title: 21. Seeing too many influencer sponsored posts, reduces my interest in purchasing the products they are promoting. Number of responses: 120 responses.]
[bookmark: _heading=h.aqjx5t8clv88][bookmark: _Toc236399876][bookmark: _Toc236345158]Figure 21: Effect of Sponsored Post Saturation on Purchase Interest
Figure 21 analyses whether excessive sponsored influencer posts decrease purchase interest. The results designate that 44.2% agreed and 19.2% strongly agreed that too many supported posts decrease obtaining interest. This highlights that influencer marketing saturation might create customer fatigue and harmfully influence procurement intentions.
[image: Forms response chart. Question title: 22. I do not trust that influencers use the products they promote, even if they say they do. Number of responses: 120 responses.]
[bookmark: _heading=h.qurs1hnemolw][bookmark: _Toc236399877][bookmark: _Toc236345159]Figure 22: Trust in Influencer Product Usage Claims
Figure 22 investigates whether customers trust influencers’ claims about promoted products. The answers demonstrate that 57.5% agreed and 16.7% strongly agreed that they do not trust such claims. This indicates rising scepticism towards influencer legitimacy and sponsored product approvals.
[image: Forms response chart. Question title: 23. I am less likely to buy from brands which rely heavily on influencer promotion, instead of using a mix of different marketing approaches, such as newspaper, TV advets etc.. Number of responses: 120 responses.]
[bookmark: _heading=h.xftztz3o9795][bookmark: _Toc236399878][bookmark: _Toc236345160]Figure 23: Preference for Mixed Marketing Approaches
Figure 23 examines customer brashness towards brands trusting heavily on influencer marketing. The results demonstrate that 42.5% agreed and 13.3% strongly agreed that they choose brands using a combination of advertising approaches. This suggests undue influencer influence might reduce brand integrity and customer trust.
[image: Forms response chart. Question title: 24. Influencer marketing helps me to discover new brands or more about brands I already know. Number of responses: 120 responses.]
[bookmark: _heading=h.iqklxkwnz2a1][bookmark: _Toc236399879][bookmark: _Toc236345161]Figure 24: Influencer Marketing and Brand Discovery
Figure 24 evaluates whether influencer marketing helps customers discover brands. The discoveries designate that 34.2% agreed and 6.7% strongly agreed that influencers provide brand discovery, though 36.7% remained neutral. This recommends influencer marketing can upsurge awareness but may not continually generate strong customer engagement.
[image: Forms response chart. Question title: 25. I am more likely to remember brands promoted by influencers. Number of responses: 120 responses.]
[bookmark: _heading=h.b0ixefbg4dso][bookmark: _Toc236399880][bookmark: _Toc236345162]Figure 25: Brand Recall Through Influencer Promotion
Figure 25 examines whether influencer promotions recover brand recall. The conclusions show that 26.7% agreed and 4.2% strongly agreed that they reminisce about influencer-promoted brands, though 38.3% disagreed. This shows influencer experience can recover cognisance, but saturation may limit constructive brand relations.
[image: Forms response chart. Question title: 26. It is typically very obvious when influencers are only promoting products for money, compared to when they genuinely like them. Number of responses: 120 responses.]
[bookmark: _heading=h.exdxz7szd8z3][bookmark: _Toc236399881][bookmark: _Toc236345163]Figure 26: Recognition of Financial Motivation Behind Influencer Promotions
Figure 26 examines whether consumers can identify when influencers endorse products mainly for monetary reasons. The findings demonstration that 48.3% agreed and 19.2% strongly agreed that paid inspirations are visible. This indicates customers are fetching more serious of influencer legitimacy and subsidized brand communications.
[image: Forms response chart. Question title: 27. Influencer posts feel the most authentic when they mention both positives and negatives of the products they promote. Number of responses: 120 responses.]
[bookmark: _heading=h.v107e6u85xmu][bookmark: _Toc236399882][bookmark: _Toc236345164]Figure 27: Authenticity Through Balanced Influencer Reviews
Figure 27 analyses customer insights of authentic influencer content. The results indicate that 53.3% agreed and 15% strongly agreed that appraisals counting together positive and negative facets appear more authentic. This highlights the importance of transparency and well-adjusted communication in building customer trust.
[image: Forms response chart. Question title: 28. Even if I see an influencer advertisment for a product, I still do my own research before purchasing it. Number of responses: 120 responses.]
[bookmark: _heading=h.3zobkfvpdcgm][bookmark: _Toc236399883][bookmark: _Toc236345165]Figure 28: Consumer Research Before Purchasing Influencer-Promoted Products
Figure 28 examines whether consumers conduct extra research after viewing influencer advertisements. The results show that 45% strongly agreed and 40.8% agreed that they perform their personal research before purchasing. This validates that influencer marketing influences consciousness but does not entirely determine procurement decisions.
[image: Forms response chart. Question title: 29. Brands which collaborate with too many influencers feel less unique. Number of responses: 120 responses.]
[bookmark: _heading=h.mzoefj8qr8ls][bookmark: _Toc236399884][bookmark: _Toc236345166]Figure 29: Impact of Multiple Influencer Collaborations on Brand Uniqueness
Figure 29 examines whether extreme influencer collaborations reduce brand uniqueness. The conclusions demonstrate that 48.3% agreed and 17.5% strongly agreed that brands collaborating with too many influencers appear less unique. This suggests influencer marketing saturation might weaken brand diversity and consumer discernment.
[image: Forms response chart. Question title: 30. New brands and products which I see promoted by too many influencers often feel like a scam. Number of responses: 120 responses.]
[bookmark: _heading=h.2rk7vhijnddm][bookmark: _Toc236399885][bookmark: _Toc236345167]Figure 30: Perception of Over-Promoted Brands as Less Trustworthy
[bookmark: _heading=h.zcxds9ndubac][bookmark: _Toc236399886][bookmark: _Toc236345168]Figure 30 observes whether products promoted by too many influencers seem mistrustful. The findings demonstrate that 50.8% agreed and 22.5% strongly agreed that over-promoted products might feel similar to a scam. This indicates that unwarranted influencer introduction can destructively disturb buyer trust and brand boldness.
[bookmark: _Toc238019818]4.3 Social Media Platform Usage and Influencer Marketing Exposure
[bookmark: _heading=h.xhid2eha722p][bookmark: _Toc236399887][bookmark: _Toc236345169]4.3.1 Frequency of Social Media Use
[bookmark: _heading=h.8b47ahakbb5l][bookmark: _Toc236399888][bookmark: _Toc236345170]High levels of social media use frequently expose users to influencer-driven sponsored content, brand associations, and product endorsements, which, although cumulative the success of influencer promotion, also pose risks for the blowout of distortion, mental health and body image issues, unprincipled promotion, stereotyping, and summary customer faith. Han and Balabanis (2024) show that recurring exposure to such satisfied shapes customer perceptions through authority, trust, and recognition; however, the situation also upsurges apprehensions around over-promotion and reality.
4.3.2 Time Spent on Social Media Weekly
[bookmark: _heading=h.1kakx1m7uku3][bookmark: _Toc236399889][bookmark: _Toc236345171]As users spend more time on social media each week, they remain constantly exposed to influencer-generated ads, sponsored operations, and commercial content, which influences their perceptions of influencer marketing capacity. At the similar time, parasocial associations, sponsorship, authenticity, meeting, and viewers, brand, content, influencer, social, and technological factors play an important role in influencer customer response. Joshi et al. (2025) noted that while consistent audience engagement, stage vitality, and the supposed value of content improve the success of influencer marketing, they also make additional promotional communication tests.
4.3.3 Popular Social Media Platforms Used
Popular social media platforms such as Facebook, Instagram, and YouTube play an important role in creating effective communication amongst influencers and make, as each platform’s features, personalised content, visual storytelling, and cooperative engagement touch the influencer–follower association otherwise. Lou, Kim, and Zhou (2023) found that platform geographies, user satisfaction, and parasocial associations increase the success of advertising. As a result, these popular platforms help make influencer marketing and well connect with customers finished more personalised and engaging crusades.
[bookmark: _heading=h.tkaen4db87oi][bookmark: _Toc236399890][bookmark: _Toc236345172]4.3.4 Relationship Between Social Media Exposure and Influencer Marketing Saturation
Cumulative exposure to influencer marketing on social media and repeating alike crusades influence customer trust, perceptions of validity, and influencer marketing saturation. Excessive commercial content can decrease the influencer's integrity; So brand-influencer worth arrangement, transparency in sponsorship, relatability to the customer and skill in the product are vital. Ardley et al. (2024) have revealed that these elements uphold the influencer's validity and credibility; As a consequence, contact needs to be accomplished judiciously to avoid adverse consumer responses due to over-promotion.
[bookmark: _heading=h.ovm8p56sdpk1][bookmark: _Toc236399891][bookmark: _Toc236345173][bookmark: _Toc238019819]4.4 Findings Related to Influencer Marketing Saturation and Growth
[bookmark: _heading=h.u3wt84djzidq][bookmark: _Toc236399892][bookmark: _Toc236345174]Research Objective 1: Influencer Marketing Saturation and Digital Advertising Environments
Research findings propose that the increase in influencer marketing doings is principal consumers to be bare to more supported content and boring campaigns, which can lead to a sense of promotion overload. The division between genuine endorsements and paid endorsements is becoming progressively blurred as brand-sponsored movements upsurge. Jhawar, Varshney and Kumar (2024) show that the cumulative commercialisation of influencer content further blurs this line; as a consequence, extreme influencer activities can suggestively affect shoppers’ perceptions of care, appointment, and marketing fullness on social media.
[bookmark: _heading=h.6cbqel7uwxgz][bookmark: _Toc236399893][bookmark: _Toc236345175]Research Objective 2: Influencer Activities and Consumer Trust Towards Brands
Research answers designate that influencer credibility, authenticity, transparency, product expertise, and customer relatability play significant roles in shaping customer trust in the brand and the endorsed product. Endorsements remain more expected to be acknowledged when the sponsorship’s salaried relationship is undoubtedly revealed, and the maker, influencer, and customer values ​​are aligned. Ardley et al. (2024) have shown that these elements bolster the influencer’s credibility; therefore, trust-based partnerships remain more effective in upholding customer trust and brand trustworthiness than other approaches.
[bookmark: _heading=h.m3uvn3ya88e][bookmark: _Toc236399894][bookmark: _Toc236345176]Research Objective 3: Impact of Influencer Saturation on Consumer Attitudes and Purchase Decisions
Research findings indicate that repeated influencer campaigns affect brand individuality, credibility, customer attitudes, and acquisition meanings. Though quality content, influencer credibility, genuineness, apparent similarity with customers, and psychological closeness are helpful in starting optimistic perceptions of a product, extreme and tedious commercial messages can reduce customer interest. Mulkerrin and Dogru Dastan (2024) presented that dependable and expressive influencer–consumer relationships remain significant for upholding an optimistic brand image and hopeful, favourable acquisition behaviour.
[bookmark: _heading=h.oawa30xmp2nq][bookmark: _Toc236399895][bookmark: _Toc236345177]Research Objective 4: Strategies to Improve Influencer Marketing Effectiveness
The research findings propose that brands must prioritise authenticity, suitable influencer selection, transparent communication, and long-term company relationships to upsurge the efficiency of influencer marketing. Influencer popularity, data, trustworthiness, and alignment with the target audience positively affect customer response and acquisition intention. Mishra (2024) has shown that these factors play an important part in customer obtaining conduct; so, trust-based and relevant influencer collaborations, rather than additional elevations, are more effective in upholding brand trust, appointment, and lasting relations.
[bookmark: _heading=h.p0qp194o9ilw][bookmark: _Toc236399896][bookmark: _Toc236345178][bookmark: _Toc238019820]4.5 Critical Analysis of Findings: Influencer Marketing Saturation, Consumer Trust and Brand Attitudes 
The research findings indicate that though influencer marketing consumes develop a major digital marketing approach, its fast expansion has shaped the task of marketplace saturation. In the review, 56.7% of respondents strongly agreed, and 32.5% agreed that they see more influencer marketing today than before; likewise, 45% agreed, and 29.2% strongly agreed that influencer movements on social media are extreme. Shukla (2023) exhibited that the level of customer trust in influencers differs across stages; as a result, unwarranted operations can lead to ad exhaustion and reduce buyer appointment, even though they raise brand reach.
The analysis reveals an important association between influencer marketing saturation and customer trust. While influencer commendations upsurge product awareness, 49.2% of plaintiffs disagreed, and 22.5% strongly disagreed that they increase trust in the excellence of the product. At the same time, 49.2% agreed, and 20% strongly agreed that supplementary sponsorships decrease the reliability of the influencer (Duffek et.al., 2025). The education, grounded on the analysis of the outlooks of many stakeholders, shows that legitimacy, transparency, uniformity, real product experience, and arrangement amongst the brand, influencer and work are important to maintain customer trust in the long term.
Research results indicate that influencer marketing saturation influences customer attitudes and purchase behaviour toward brands. Though influencer operations assist brand discovery, excessive teamwork can decrease brand particularity and integrity. 48.3% of survey respondents agree, and 17.5% strongly agree that cooperating with supplementary influencers makes the brand texture less unique; Besides, 50.8% agree, and 22.5% strongly decide that over-promoted products can look doubtful. Jia, Fu and Dai (2024) found that sponsorship discovery increases trust in influencers, which upsurges constructive product boldness and purchase intentions.
Overall, the research conclusions recommend that the success of influencer advertising be contingent on the excellence, authenticity, and strategic organisation of the movement rather than the quantity. Though influencer campaigns remain accommodating in building brand awareness and reaching a wider audience, excessive partnerships can undesirably impact customer trust and brand trustworthiness. Hutter et al. (2024) found that influencer collaboration is significant for making authentic, charming, and community-based content. Therefore, transparent sponsorship exposé, selecting the right influencers, and upholding long-term relationships help decrease saturation and size sincere and bearable brand-consumer relationships.
[bookmark: _heading=h.8e7d62grgrlb][bookmark: _Toc236399897][bookmark: _Toc236345179][bookmark: _Toc238019821]4.6 Summary of Key Findings
It was demonstrated through the findings that contact with influencer marketing has increased significantly, resulting in greater awareness of sponsored content amongst regulars across social media platforms. Influencer marketing fullness was acknowledged by plaintiffs as an emerging concern, with monotonous promotional events being professed as issues affecting legitimacy and credibility. Customer trust was starting to be compromised by excessive support, and harmful effects on brand insolence were experienced (Muniz et.al., 2024). The rank of transparency, genuine endorsements, and discriminating influencer firms was gradually valued by customers. Therefore, it is recommended that eloquent associations must be prioritised by brands rather than excessive advertising activities in order to preserve consumer self-assurance and create lasting relations.





[bookmark: _heading=h.du2w7khqmzn][bookmark: _Toc236399898][bookmark: _Toc236345180][bookmark: _Toc238019822]Chapter 5: Conclusion, Limitations and Recommendations
[bookmark: _heading=h.xo5rqn31cutl][bookmark: _Toc236399899][bookmark: _Toc236345181][bookmark: _Toc238019823]5.1 Introduction
In this chapter, the general conclusions are drawn based on the study conducted on the effect of saturation of influencer marketing on the customer's level of trust and their boldness toward the brand. The assessment is made of whether the aims and objectives of the study have been attained by analyzing the findings of the literature review and the survey questions. The chapter also gives practical recommendations for businesses and influencers that can assist them in branding their influencer marketing plans more well-organized (Han and Balabanis, 2023). Furthermore, it highlights the limitations of the learning and sets instructions for future study.
[bookmark: _heading=h.rbadtxuuck1t][bookmark: _Toc236399900][bookmark: _Toc236345182][bookmark: _Toc238019824]5.2 Conclusion
Achievement of Research Aim
The main objective of the study was to inspect the influence of influencer marketing saturation on customers' trust and boldness toward brands in the setting of digital marketing. As exposed by the examination of the literature review and the consequences of the questionnaire, the investigation has succeeded in attaining this objective (Ago and Duarte, 2025). The results exposed that though influencer marketing remains a good publicity tool, the high number of sponsored posts and endorsements may weaken consumers' trust and have a negative influence on their insight into the promoted brands.
Achievement of Research Objectives
Firstly, the aim was to measure the growth and fullness of the influencer marketing trend on digital platforms. It was recognized that stages including Instagram, TikTok, YouTube, and Facebook offer considerable opportunities for influencer marketing. Nonetheless, an augmented amount of backed partnerships has led to marketing capacity, making people more cautious when overwhelmed by publicity gratification (Joshi et al., 2025). Secondly, it was obligatory to classify whether there is any association between the saturation of the influencer marketing tendency and customer trust. In fact, contact with backed posts and authorizations could make clientele feel less self-assured about the legitimacy of the product (Steils, 2022). More specifically, members stated higher trust in influencers who are transparent about their sponsorships, reliably endorse products, and maintain authentic relations with their audience.
The third objective is to control the influence of saturating influencer marketing on the brand boldness and behaviour of customers. According to the study, brand boldness is definitely wedged when the influencer owns credibility, genuineness, and information concerning the brand (Herrando and Martín-De Hoyos, 2022). On the other hand, too many raises, as well as the authorization of competing brands, damagingly influence the brand boldness, acquisition intention, and faithfulness of clientele. Hence, it can be decided that the achievement of influencer marketing is not exclusively contingent on the admiration of the influencer, but on the authentic relationship as well (Azhar, 2025). The fourth and final objective was to deliver recommendations on how to recover from the repetition of influencer marketing.
Overall Conclusion
Therefore, this study demonstrates that influencer marketing remains a valuable digital marketing tool if the latter is used sensibly. While there is no hesitation that companies can gain from advanced brand visibility and customer participation, overmarketing might harm the authenticity of influencer partnerships and result in advanced skepticism among customers, moving consumer trust and arrogance to the brand. Hence, preservative credibility, honesty, and constancy in influencer marketing partnerships play a significant role in safeguarding ongoing marketing achievement (Han and Balabanis, 2023). It should be noted that the study adds to the current literature by discovering the relationships between these three factors.
[bookmark: _heading=h.izp0nk8qj25p][bookmark: _Toc236399901][bookmark: _Toc236345183][bookmark: _Toc238019825]5.3 Recommendations
Prioritise Authentic Influencer Partnerships
Firms should stand in lasting companies with influencers who share similar values, have a broad clientele, and have gratitude that would be appropriate for the promoted brand. Genuine companies are more likely to build up purchaser trust and create sustainable appointments than one-off publicity efforts that include several dissimilar brands (Zniva, 2023).
Improve Transparency and Sponsorship Disclosure
A brand and an influencer must always reveal any paid partnership and disclose honest creation appraisals. Clear communication assists in increasing customer trust and reducing feelings of being cuckolded (Boerman, 2022). Appraisals should be authentic and comprise real-life skills and not just publicity content.
Reduce Marketing Saturation
The use of extreme influencer marketing should be avoided in favor of a proper equilibrium of influencer marketing and other procedures of communication, such as social media ads, content advertising, and communal relatives. Minimizing jobless raises and leading campaigns with diverse influencers at the same time can stop the exhaustion of customers (Dhun and Dangi, 2022).
Monitor Consumer Trust Through Analytics
Organisations must continually assess their campaign performance based on customer replies in terms of consumer response, appointment levels, and sentiment analysis. This will allow organisations to detect any loss of trust amongst customers, as well as recover the excellence of campaigns and influence approach (Nistor, 2025).
[bookmark: _heading=h.9u5lrviyb1xc][bookmark: _Toc236399902][bookmark: _Toc236345184][bookmark: _Toc238019826]5.4 Research Limitations
A number of limitations must be taken into account in the explanation while assessing the results obtained in the sequence of the investigation carried out. Firstly, the research complicated the use of a quantitative questionnaire distributed to 120 people. This sample may not sufficiently reflect the opinion of the whole population of customers. Secondly, being cross-sectional in its project, the investigation is only allowable for assessment of consumers’ arrogance at a specific moment in time; thus, no temporal subtleties could be experienced (Libai et al., 2025). Thirdly, it is also essential to note that the data was if on self-reporting and may have been subject to conscious bias on the part of the defendants.
[bookmark: _heading=h.rb1oconj4g1w][bookmark: _Toc236399903][bookmark: _Toc236345185][bookmark: _Toc238019827]5.5 Future Research
Future research can be completed on superior and more diverse examples from numerous nations to improve the generalisability of the findings. Further, investigators can conduct investigations in a mixed-method format using surveys together with interviews to collect more data concerning consumer insights (Ago and Duarte, 2025). Studies concentrating on the longitudinal tendencies of customer trust and contrasts between various social media platforms or businesses can deliver more data about the saturation of influencer marketing.
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[bookmark: _heading=h.tuksd715h02v][bookmark: _Toc236399907][bookmark: _Toc236345189]Q1. Please select the age group that best applies to you.
· Under 18
· 18–24
· 25–34
· 35–44
· 45–54
· 55 and above
[bookmark: _heading=h.r8ch2vowm0gh][bookmark: _Toc236399908][bookmark: _Toc236345190]Q2. Please select the gender you identify with.
· Female
· Male
· Non-binary
· Prefer not to say
[bookmark: _heading=h.nu33aocxicxs][bookmark: _Toc236399909][bookmark: _Toc236345191]Q3. What is your highest level of education?
· GCSEs or equivalent
· A-levels or equivalent
· Vocational/Technical Qualification
· Undergraduate Degree
· Postgraduate Degree
· Master’s Degree
· Other
[bookmark: _heading=h.695rryidhpni][bookmark: _Toc236399910][bookmark: _Toc236345192]Q4. What is your approximate household income?
· Less than £20,000
· £20,000–£39,999
· £40,000–£59,999
· £60,000–£79,999
· £80,000–£99,999
· £100,000–£149,999
· £150,000–£199,999
· £200,000 and more
· Prefer not to say
[bookmark: _heading=h.rmj8exxh5nq5][bookmark: _Toc236399911][bookmark: _Toc236345193]Q5. What is your ethnic group?
· White
· Asian or Asian British
· Black, Black British, Caribbean or African
· Arab
· Mixed or Multiple Ethnic Groups
· Prefer not to say
[bookmark: _heading=h.odlv7pm1qe1y][bookmark: _Toc236399912][bookmark: _Toc236345194]Q6. How often would you say you use social media?
· 1–2 times per week
· 3–4 times per week
· 5–6 times per week
· Every day
· Multiple times a day
[bookmark: _heading=h.z8cbarmlfx5s][bookmark: _Toc236399913][bookmark: _Toc236345195]Q7. How long do you spend on social media weekly?
· 0–1 hours
· 1–2 hours
· 2–3 hours
· 3–4 hours
· 4–5 hours
· More than 5 hours
[bookmark: _heading=h.ukb0z6y3yi6e][bookmark: _Toc236399914][bookmark: _Toc236345196]Q8. Select any social media platforms that you use frequently.
· Instagram
· TikTok
· YouTube
· Facebook
· X (Twitter)
· Snapchat
· LinkedIn
· Other
Q9. I feel that there are too many influencer promotions on social media. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q10. I see more influencer marketing content now than I did several years ago. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q11. I often see different influencers promoting the same or similar products. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q12. I try to avoid paid influencer promotions and sponsorships on social media. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q13. I feel that brands rely too heavily on influencer promotions to advertise their products. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q14. I usually purchase products that influencers promote. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q15. I trust the quality of products when I see an influencer using or promoting them. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q16. I believe influencers are honest when they promote products. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q17. I prefer and trust influencers more when they clearly disclose paid advertisements or sponsorships. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q18. I do not trust the authenticity of influencers who promote too many sponsored products. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q19. I am more likely to purchase products from influencers who promote fewer brands or maintain long-term relationships with the same brands. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q20. My trust in influencers decreases when they promote competing brands. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q21. Seeing too many sponsored influencer posts reduces my interest in purchasing the products being promoted. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q22. I do not trust that influencers actually use the products they promote, even when they claim they do. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q23. I am less likely to purchase from brands that depend heavily on influencer marketing instead of using a combination of different promotional methods. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q24. Influencer marketing helps me discover new brands or learn more about existing brands. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q25. I am more likely to remember brands that are promoted by influencers. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q26. It is usually obvious when influencers promote products mainly for money rather than because they genuinely like them. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q27. Influencer posts appear more authentic when they discuss both positive and negative aspects of the products they promote. 
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree
[bookmark: _heading=h.pshrpnbb3wou][bookmark: _heading=h.3tk77xstmzfl][bookmark: _Toc236399915][bookmark: _Toc236345215]Q28. Even after seeing an influencer advertisement, I still conduct my own research before purchasing a product.
· Strongly Disagree
·  Disagree
·  Neutral
·  Agree
·  Strongly Agree
[bookmark: _heading=h.rqyxuchgza18][bookmark: _Toc236399916][bookmark: _Toc236345216]Q29. Brands that collaborate with too many influencers appear less unique.
· Strongly Disagree
·  Disagree
·  Neutral
·  Agree
·  Strongly Agree
[bookmark: _heading=h.6mpvn8hj51dk][bookmark: _Toc236345217] Q30. New brands and products promoted by too many influencers often appear less trustworthy or like a scam.
· Strongly Disagree
· Disagree
· Neutral
· Agree 
· Strongly Agree
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18. I do not trust the authenticity of influencers with too many sponsorships
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19. I am more likely to buy products from influencers who promote less brands or the same brand
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20. My trust in influencers decreases when they promote competing brands
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21. Seeing too many influencer sponsored posts, reduces my interest in purchasing the products

they are promoting
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22.1do not trust that influencers use the products they promote, even if they say they do
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23. 1 am less likely to buy from brands which rely heavily on influencer promotion, instead of using a

mix of different marketing approaches, such as newspaper, TV advets etc.
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24. Influencer marketing helps me to discover new brands or more about brands | already know
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25. 1 am more likely to remember brands promoted by influencers
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26. It is typically very obvious when influencers are only promoting products for money, compared to

when they genuinely like them
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27. Influencer posts feel the most authentic when they mention both positives and negatives of the

products they promote
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28. Even if | see an influencer advertisment for a product, | still do my own research before

purchasing it
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29. Brands which collaborate with too many influencers feel less unique
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30. New brands and products which | see promoted by too many influencers often feel like a scam
120 responses

@ Strongly Disagree
@ Disagree

@ Neutral

@ Agree

@ Strongly Agree
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INDEPENDENT VARIABLE
Influencer Marketing Saturation

Refers to excessive exposure to sponsored content,
repeated brand endorsements, and promotional activities
by influencers across digital platforms.
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