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Digital marketing using influencers has become one of the most sophisticated tools in modern digital communication. The use of social media by influencers with large numbers of followers is directly related to the success of new product and brand launches. However, for these strategies to succeed, the influencers employed by brands must possess credibility with their target audience. Sources such as Djafarova and Trofimenko (2019) and Lou and Yuan (2019) provide valuable perspectives on trust, self-presentation, and how these elements affect consumer engagement.
Djafarova and Trofimenko (2019) explore how micro-celebrities on Instagram build credibility through self-presentation and authenticity. Their study shows that consumers tend to trust influencers who appear genuine, accessible, and particularly transparent in their communication. The authors also highlight that the balance between personal and professional identity enables influencers to create stronger emotional connections with their audience. However, they note that when influencers become excessively commercialised or robotic, public trust quickly diminishes. Thus, their research draws attention to the delicate balance between commercial engagement and maintaining honesty and individual authenticity.
Conversely, Lou and Yuan (2019) argue that the value of the message and the quality of the content significantly contribute to consumer trust. Their quantitative study concluded that message credibility, informativeness, and entertainment value are crucial for building trust, especially when consumers perceive influencers as experts or opinion leaders within a specific domain. The authors emphasise that the success of influencer marketing campaigns depends not only on the influencer’s personality but also on the quality and credibility of the message itself. Therefore, for a campaign to be effective, it requires both authentic communication and strategically designed content.
When analysing both sources, several points of convergence and divergence emerge. Both studies argue that authenticity and credibility are essential for the success of influencer marketing. However, while Djafarova and Trofimenko (2019) prioritise the importance of the influencer’s self-image and emotional communication with followers, Lou and Yuan (2019) focus more on the technical aspects of communication, such as message clarity and perceived usefulness. Together, these approaches suggest that authenticity operates on two levels: personal authenticity—who the influencer is—and content authenticity—what they communicate. Consequently, brands must ensure that promotional messages align with both the influencer’s identity and the desired message quality.
Overall, both studies provide complementary insights into the psychological and communicative dimensions of influencer marketing. Collectively, they demonstrate that long-term success in this field depends on maintaining trust, consistency, and value-added content. Influencers who achieve a balance between personal authenticity and high-quality communication are more likely to sustain genuine relationships with their audience and build enduring partnerships with brands. These findings form a solid foundation for understanding the role of influencers within modern marketing.
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In today's digital age, influencer marketing has become one of the main tools brands use to reach and engage with their audience. Social media platforms like Instagram, YouTube, and TikTok have revolutionised communication strategies, enabling companies and consumers to connect through influencers they trust and identify with. Unlike conventional promotions, influencer marketing relies on authenticity and emotional connection rather than simply offering products. This essay argues that the success of influencer marketing depends primarily on the authenticity and credibility of influencers, not just their popularity or reach. It examines the importance of trust, the risks of commercialisation, and how effective partnerships reconcile ethical authenticity with achieving concrete business results.
The success of influencer marketing is directly related to credibility and authenticity; according to research, these two elements are fundamental. Lou and Yuan (2019) state that, to gain consumer trust, brands need credible and informative messages. Their study found that the public interacts more positively with influencers who provide valuable, transparent and entertaining content. Djafarova and Trofimenko (2019) highlight that the sense of authenticity conveyed by influencers on Instagram strongly affects consumer attitudes and their willingness to purchase products. Influencers who appear more accessible and maintain genuine relationships with their followers tend to create emotional bonds that ultimately foster engagement and loyalty. Both studies agree that trust remains the foundation of influencer marketing, because without it, the relationship between the influencer, the audience and the brand weakens, regardless of reach or popularity.
However, the growing demand for professional influencer training and social media marketing has raised concerns about the loss of authenticity among influencers. Abidin (2020) observes that the more influencers rely on sponsorships, the more their content tends to lose its naturalness and transparency, becoming carefully planned and generating distrust regarding the real motivation behind posts. The excess of paid partnerships leads the public to question whether influencers are genuinely promoting a brand or product because they believe in it, or simply for financial gain. Furthermore, influencers must maintain high visibility according to platform algorithms, which often results in low-quality, repetitive and unoriginal content. These behaviours can diminish the trust that originally made influencer marketing effective. Brands that collaborate with inauthentic or overly commercial influencers may face negative consequences for their reputation and customer loyalty.
In facing these challenges, the evolution of influencer marketing towards authenticity and high-quality content points towards a more sustainable future. De Veirman, Cauberghe and Hudders (2017) indicate that micro and nano influencers achieve engagement success because audiences consider them genuine, transparent and relatable, even with a smaller number of followers. Schouten, Janssen and Verspaget (2019) also highlight the importance of value congruence and ethical alignment between brands and influencers, as consumers increasingly expect marketing campaigns to reflect transparency, diversity and social responsibility. Purpose-driven marketing, in which influencers promote values alongside products, represents an effective strategy for rebuilding and strengthening consumer trust. When influencers manage to connect their personal identity with brand messages, they transform advertisements into narratives that allow audiences to emotionally identify with the content rather than perceive it as a simple sales tactic.
A relevant real-world example demonstrating how influencer marketing can impact both sales and brand perception is the partnership between Khaby Lame and Hugo Boss in the #BeYourOwnBoss campaign (Forbes, 2023). Launched in 2022, the campaign aimed to reposition Hugo Boss as a younger, more inclusive and digitally connected brand. Lame, one of TikTok’s most followed content creators, was chosen as the face of the campaign precisely because of his authentic and accessible style. Known for his understated humour and universally recognisable expressions, Lame demonstrates a unique form of authenticity closely aligned with what modern consumers value. According to Forbes (2023), the initial results of the #BeYourOwnBoss initiative showed that Hugo Boss gained four million new followers on Instagram and TikTok among users aged 18 to 34. In addition, the Hugo Boss Annual Report (2023) states that the brand recorded a 22% increase in global sales in the first quarter of 2023, marking one of its strongest periods of growth in recent years. The brand also saw a significant increase in online engagement, particularly among Generation Z, one of the main target audiences of the campaign, who responded positively to its inclusive and humorous tone.
This partnership demonstrates how it is possible to blend entertainment with elements that resonate with the audience while modernising the brand without compromising its luxury appeal. The most impactful aspect of this case is that it clearly shows how authenticity and commercial objectives can align when brands select influencers whose identities reflect their core values. Lame’s humour and genuine online presence lent credibility to Hugo Boss’s renewed image, making the brand more accessible and relevant to younger audiences. This example reinforces that modern influencer marketing goes far beyond financial gain; it requires strategic alignment between the influencer’s profile and the long-term goals of the brand. The positive results in engagement and sales highlight that collaborations grounded in authenticity can achieve measurable success in today’s digital landscape.
In conclusion, the success of influencer marketing depends not only on reach, but also on authenticity, credibility and value alignment between influencers and brands. As demonstrated by Lou and Yuan (2019) and Djafarova and Trofimenko (2019), trust remains the key pillar for consumer engagement. However, as Abidin (2020) warns, the excess of paid publications threatens this trust, pushing brands and influencers to prioritise transparency and genuine communication. The partnership between Khaby Lame and Hugo Boss illustrates how authenticity can strengthen loyalty and drive revenue growth, showing that ethical partnerships in which audiences identify with influencers generate positive outcomes for brands. Therefore, the long-term success of influencer marketing relies on balancing transparency, emotional connection and strategic communication, transforming visibility into credibility and engagement into sustained trust.
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Why Influencer Marketing Matters Today
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