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FRuence MOMetng hos Bonscended 13 roke 0f © Mere
Marketing 1008, | ot SHcome 0 Oulturdl midverment thot
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represents 0 significont parcdgm thift -~ g departure from
the DOSNONG! ONe- WOy COMIMUNICOEON opgroach 10
MATUENg INerOCTve GGIoges that consittontly engoge
CONUITEns. This S30000N OPEI0OCh GMOowas Daonds 10
NOMEss the IMmenss power of Outhentiony ona
MORONOUNLY, 000G OO OND CartOnal CONNeClnrg with
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Tok cudence iy ocdivcting partenihips with Ffluencers
whose values Olign with our cherts, we unicck o gateway to
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™he fAtae of Musncer mofdetng hokds bemendous
potential for contioucus evolhution ond adoptction 10 e
Synamc gl ndscope As e Lot ahead, we orticpcts
Sl by ands That il Ihope e Induatry. Firatly, we
1000400 O NgMONad 00U 0N MIKCID-INBGNCens Who hove
O WOyt NOMODYy Q00N  Oudende.  Thede
OO0 O ON WROROMN) Mvel of DTy ond
selolotity In Drond CORGDORSON, FOSoting strong ond
PETOte Convectionm wilh hee deSooted foRowers. Thia
it amphcabes e volue of Quaiity engogement over
heor reoch, enering mone mMeaningful introctions with
AP OISOt
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fuence makesng we anEcipats the estobishment of
MONe SIINQENt regUICHIonS ONc QUICRNes, eNDuring Utmost
VOMPONeNCY GNG oGOl PAOCICeS OCTOM the Industry
Colobonaton. ond  OOt0-Griven  EAORNgE Wil reon
POONOUN. - SVOOWMYY) HONGS ONd WRLeNOME 10
PO VOIS NSRS 0N IMEnCs T Ofving oty
Sutcomes Uleraiely, the Miure of rfluencer marketing
sents i Bhe Rondh of Pvovetive trands, ogie Ffuencers,
and engoged comumers Wwho will continue %o push
touncdores, recefire monfeling ond  unlock  heah
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FRUNoes, Wil el SuDRONDS! vieweriivg Ond oyol
Aolowers, cormiatently uphokd O g level Of engogement
by delwering tendy ond meevort contert Thia
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The doys and methods of Messoge ampEAscation
G0 UNSENQOING O MOSSHE MOKSCVr 08 wo find our
CUSIOMans Mord INcined 10 1oking odvice hom
ifluencers than any othar meda we hawe
empiayed in the post. The Increased prodferction of
sockd mecha plotforms has compietely rovamped
e way people CoOMMUNoate ond engoge with
Others, especiolly Dronds. These platiorma connect
Drands with Cusiomers. WLENCors haove DOCOme
O IPtegres part of the S0CGH Mecia environmant.
They iInfiluancs Purchoape Gecisions, form views, ond
promote procucts on these socksl mecho pRotforms.
In the 1ost decode, thare hos been INcreasng
emphasis on Influencer Marketing by businessos
Sociol medka infuoncens have on eguol offoct on
CUSLOMAS thase O0ys 08 Colebritied from Cnema,
PO, QN OLHa SCLOS. INILENCErs Give Charoctor
80 the custormers judgement ond shope thelr
Rl regording the DIoduct or sarvice through
ek presance on sockal mecko plotforms, such os
Instogrom, YouTube, SNopchos, etc.

ASABONy, VUl INFUeNcers are GO DOINg used
in Industries sUch 08 QOMING. EAReramant, end
education, among others. The use of wirtuol
Infiuencars contirues 1o avolve, ond os technology
odvonces, thevy appiicotions oo espected (o
axpond in the future
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Vimuol influencers ore depscied N ONIMO-Siylo Of
photoreclatic 20 avotors that Ccon De PROgranNYYea
00 MNErOCT W Urd, DO CONENL ONd ven
pOrticipate I fve steome. They ore desgned to
QEPect 10 specific 101get Guonces, Koo the younger
generctions, ond offer severcl benefits 1o bronds,
morketons, ond Customens.

Infuencer mareting ploces on emphasis on e
INlercorraciodrss of Alfarert niches on social
meda. Bronds are Socusing on micro-infuencers o8
ey MaINan a parsonal Hond with thelr followe s
MGro-influoncers would hove o signécon ol to
phoy whan it comes 10 Duiding O posithve outiook for
a brond CONSicening aworoness, percoption, ond
COODOUONS ond It i Ihe future of INBuGNCY
MOkating. A CUOMOn MNGOGe With Sociol medo
Infiuancarn, the plationm gves the formree control of
whom they choose to lolow, and this perceved
ogency of choke further drives the Srust n
messoges Dy nhuencers The core conoept of
influoncer marketing is the element of trust thot is
DU, emobished, ond perpetudted  vinualy.
Fathermons, the Gigtal $poce Frvohws O sanse of
positive cbscurty, which is essenticl to iInfluencer
marketing These lolowers, who could olso Be
PROSPOCHIVE CUSIOMENs, eNgage with the visibie sice
of publc spoectocke NoMOined 08 0 reguiar estyle
ChoCa. MOtoMont, or ilentty.
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Bronds Fom vorous InCustries ore 0oking for influencers 1o 10k abOUL thek products and Senices
as INNuencie Marketing BECoMmes an Negral pan ol Brand marketing

The top Industries cotering to influencer marketing ore assocated with beonds In the FMCG sector,
which stonds ot 1IB.5% folowed by BFS ot 16.0% ond outomobdes at 15 9% Eoch of these industries
hos vorious products and senvices to ohways offer. Adcaitionally, Influencer marketing olong with
other forma of marketing, helps them reoch thalr target oudience effectivaly,

The fashion iIndustry ranks fourth in Bne ot 1210 The foshion ndustry hos dohvid Mo the infuencer

marketing space, ond this is only sxpected 1o grow exponenticlly in the next few years, Independent
Dronds wil 300N be of por with e-commerce giants,

Adoption of Influence
Marketing across Industries

BEFSI

Entertainment

Tech

Gaming

Fashion

. f—
@ FMCG

Food
Beauly
Automobile




Categories of Influencers

Large Base

Influencer

50 000
/m% s

INlnce: COtegones con be dintinguished
iINto theoe groups namely - karge (more than
500000 followers), medium (200000 to
500000 followers), ond smal (50,000 to
200000 folowers) base influencers
INILINcars can have different categores of
Olowar DOSEd Cepending on ther niche,
sty ond content,

There are three cotegores of followers who
folow intluencers on sociol media. The first
category is ‘niche-specific’ followers who ore
interestod in 0 particular subject of foeld such
as beauty, fashion, o tronvel. Those foliowers
OOk UP 1O INUENCHS Who Ofe Gxpirls in thek
nche ond trust thek recommendations. The
second category Is Testyle' followers who
folow influencers for thelr overal itestyle ond
personaity. They enjpoy folowing thew
doy-10-0ay activities and goining insights
IO thir ihved, The third cOlegQOty i Brand
folowers who Iollow Niuencern Decouse
they endorse Of promole O Particuiar Brand
These folowers are usually nterested n the
products or services ofered and look to the

Medium Base
Influencer

200.000

500.000
frﬁwwr

Small Base
Influencer
o). (HN)

"(N) UUU

INNLENCHS IICOMETINIaions 1o QuUIKIGNCe
Understaonding the cotegores of  on
nfuencer’s folower bose s cruckal for brands
ond businesses looking to collaborate with

themn to efectively reoch thewr target
QUONCe.

Rools remain 0 popuicr SHhveODIe CMong
oll these gerwes Influencers from the
ontectonment. goming trovel ono
outomobide genres procure the highest
engagemant rotes. Lilestyle, fashion ond
Doauty Qonres are relatively cost-efective 10
Colaborcte with and spreod the word 10
KDIQe CUSHNCES COMPONed 1O NIKhe Ganres
Bronds generaly prefer colloborating vio
corouse! Gnd story formats.



Industries




Large Base

250K+ 'g." Rate |
300K+ 3 5o, '

Contert Typa
Carousel. Reel
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400K+ 5o,

Coment Type
Story. Reel
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Instogram was the most prefenred platform for brands ot 73 8%, following that was YouTube ot 7%
These two plotionms are generolly preferred by bronds Decouse thay have O lorger user base and

ENGOGIMEnT DErCentoges 0 COMPaad 1o Other plotfoenms

Unkedin ond Twitter matched ogually of JEX These two platforms, howews, are ganing siow
recognition for influencer morketng.

Due o lock of oudience interoction and reach, blog posts are the leost preferred plotform for
INLENCer Morkating ot 2%

Popular Social S T
Media Platforms r
for Influencers
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Winter Campaign
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Customer behaviour towards Influencers

MOrketars use NBLENCer MOrkating 0N SOCIGl MeEa platforms 1O Dulld positive BIONd evoiuations
These Influencers often hove high viewership ond o lorge olowng of people who pay ciose
ottention to their content. GO% of the respondents are aware of the nfluencers on sociol medio
plotforma. Halt of them do not follow them, while the other haf consider thelr suggestions ond
recommaendotions when moking o purchase decsion.

MOSt Temcing DelONGIng to the Neat five metros are aware of the Influencees Dut Jo Nt FoIow them

NGO SUences Ore Clsd owore of the INfuencets On SOCISI MESO PICHICNTS ONG WoLlD CONSCHT
their recommendations ond suggestions.

Following and awareness
of influencers

32% b et
30% piencers o o

0 | am aware of these
30 /() influencers but | do not
follow them,
0 | am not aware of the influencers
8 /(, and | do not follow them on

sociol medio




Popular Social Media platforms
for following Influencers
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The DCIeCiad SO0 Mo UIege In rural India,
HIPeCaly Omang housewives and Eiis, serves
0% ON Mpotot develcpment of empowerment
and & o growing channed to enhance trand
AWareness or oven social equity.

Duwe 10 the high penetration of social media,
MELINCers hove Dacome crucicl lor promoting
Dronds ONg seiling products. They o O wital
ospect of on efective morketing strategy. The
contert prociuced by Influencers hos o
significont mpoct on  customer  behavios
Tharelfora, it is impartant thot their content aligns
with the Drand's niche ond values

hase Inluences hove O pPresence Ocross
vanious social meda plotionms. A majonty of
their followers follow them on Instogrom (45%),
YouTube (40%), and Snapchat (27%) This Is
folowod by Focebook (20%). Twitter (16%),
Sharechot (15%), ond Meesho (14%)

MOst of the pecpie Delonging 1O the 0ge group of
18 yoors to 24 years and residing In the five
metros follow sockal meda Influencess on
instogrom. Respondants within the oge group of
25 yoors to 35 yeors belonging 1o the smoll
mtros Icliow Infiuencers on YouTube

RECOGN dentsu Boomiet
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Influencers on YouTube may often inspire, attroct, and persucde thelr viewers to engoge

with different interesting topics including niche ones ke moto-viegging, but thot

MNGOgeMent Mmay of may not correlote directly with influencing direct commerciol

consumption of products or services, However, there is a possibllity of passive influence into

adapting certain kinds of services, products, ond packoges, such os choosing o kind of
travel Rinerary underlying and promoting specific, intended consumption,




Influencers followed in different
conlent categories




The dfferentiating foctor betweoen influencers is
the type of content they create. They con aiso be
grouped by the nche in wihich they oparone.
Poopie e 1o folow nhuencers whose content
fclis in the IDEOWING COIRGOrEL ONtEOINMaN!
(37%). Westyte (28%), foshion (28%) ond food
(2r%). This is Soliowed by heolth and fitress (20%),
technology ond godgets (20%), photograpty
(19%). ond beouty (19%)

influencer content in the cotegories of
entertainment, Mestyle, fashion, ond food

are most likely to drive consumer
purchases,

A moery of famale comtent customaerns follow
SOCIOH i INfluenCorns who Create content thot
belongs 1o the entertoinment foshion, and
beouty cotegory. Moe oudences follow
ontertonment, Westyle, ond technology &
godgets nfiuencers, Youngsters bolow 18 yoors
of oge iow influencers In the content
COtegOres Of Nt tainMment and foshon

The influencers space Is aspirationol os the
idea of engagement thrives on the sense of
disguised fomiiority and o negotiable
relctedness of certain capects, be it some
product, service, or other kind of

consumption,

RECOGN dentsu Boomiet
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While the main recson for influencer marketing hos cways been brand oworeness (62%), its
growth in the industry has led Bronds 1o starn ooking 106 MOre reasons than ond 10 INCIease thar
CURLOMGN = 10~ CURIOMN FOTIA. Tha 10D FOCHON 10 DIONGS 1O A0 INuancer Marketing is 10 10ise brand
AWANeNess. INCIEaSing BIand engogement Ond GCquiking New CUKIOMEens Come Neat ot 49% each
Followed by this, we have the purpose of Qaining rew foliowers ond growing sales ot 3% ond 3%,
respectively. Bronds hove also started influencer marketing to maintoin brond reputotion,
Increase Web traffic and improve customer sotisfoction at 28%, 26%, and WX, respectively.

Influencer Marketing Purposes

ACqQuire Now
Customars

Rose Srong

Aworerass I reCra

SOy
ncroose Brond
f oBowors Ropuaoton
MANOGOMEt
NCroose
wWeb Trafie INCreose

O SR
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Reasons Lo follow influencers

More than one-fourth of the peopie falowing sockal medio influencerns oliow them becouse they
find thelr content entertoning ond the audience gets 1o tnow about new products that a brond
lounches. They also get informotion about products and services that the influencers promote.
Peopie find the influencers” personolity iInspiring and trustworthy.

The yOunger respondents Deow 18 years of 0ge Folow $OGO! Media Influencers s thay find their
contint entarlaining Ond help in discovernng new products thot beands lounch. The okler
respondents belonging 1o the oge group of 36 years ond cbove oliow these influencers to get
irformation Ghout products Gng services.




Enteciorment, being one of the chiel
aspects of Influencer marketing
rosuits in repetition, thereby creoting
a sense of endured conAtioNNg
owOrds a poaltive euxperientiol
OISOCIOtICN wWith proctucts/snvices,
eho

Influencer morketing strotegies ore
often poworful concoctions  of
INformMotion ond  anterntainment
Whie erentoinment B mone visitle
and overtly present 08 O SPeCtoCk,
specific inlormation often perfonms
Qs 0 nuadge, Inducing on Inclement
towards O porticulor oction, in this
case, influencing cenan kinds of




Elfectivcnis
of Influencer
Marketing
among

O@W; ;;

y




¥ (s §
RECOGN dentsu Boomiet o

Effectiveness of Influencer Marketing
among customers

Very Effactive

|

(Nective

Noutral

inetfective

INLENCH MOKeting has DOCome ang of The Most HNeCTive Wyt 10 reOCh POteNtol CUSIOMEs
and Increcse brord oworeness. Weh the rise of 000l meda platioms, Hiiuencers have
amossed lorge followings of engoged and loyol oudences. By porinering with influencers,
Drands con top INto their followers' trust, bulld credbiltty, and promote ther products or senvices
In 0 Mmore outhentic and arganic way. Influencers can provide voluable INSights INo their
folowers preferences ond behavior. These insights con indorm o brand's marketing strotegy,
resuRing in highty eNgOGRMEnt fo0es, INCIEased CONVEISIoNS, and IMproved trond sentiment
URIataly, Infuencl: MOrkeling Hos peoven 10 De 0 highly slfective way for Brands 10 connect
Wth ther torgit Oudience and drive Busness growth

2



At loast JO% of our responcants sakd thot
influencer Morkating does Influence them 1o
know GbOUL O Nw Bron) O Purchass O product,
While 15% said that they are neutral when they
soe Influencer content, nobody soid that it is
highly ineffective.

AS WO axamine the stotistics, it becomaes ovident
that mdiuencer Marketing hat 0 greater IMpoct
on Gen I and millennicls than trodtional brand
marketing These two Groups ore more digholly
Inclined and tend to be more interested i trying
out trendy products.

On the othir hondd, Gen X ond Boomwns tend 10 be
MO MHCHPLve 1O Brand morketing, o3 thay find it
Mmore OUthenlic when the messoge comes
directly from the brand Furthesmore, they may
not be as comdortoble with digital media os their
younger counterports, 50 trodtionol marketing
mathods ore more effective in converting them
into customars. This highlights the foct thot the
INILENce of INfluancars on Gan I ond Mdlenniols
i5 On por with the impact of troditional marketing
methods used by bronds.
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¢ A sugar Drand warted 1o Mol on

Maeting CompPagn with an cbjective 1o Qerercte
brond oworeress ond UGC contors
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Effectiveness of influencer marketing
on each generation
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Likelihood to purchase produets/
services promolted by influeneers
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Poopie foliow iInfluencers becouse they value and
share their opinions and perspectives, ond
Deancls COnsicae the INfluencer's CpInions toward
the Brand in MOost Coses. Whan the pondemic b
the world mony people 100k o social meda
plotiorms ond goined troction. More pecple
flocked to online spaces thon usual Influencers
auring ond after the pondemic have goined
valuabie brond collaborations and hove tumned
MO 0 wWhole Market proapect in the Marketing
“dustry.

An Increasing rumber of Dusinesses ore
recognising the mportonce of vesting n
niuencer morketing, which is worth billons of
dollors. More than hall of the respondents say
IOt thary would Bi mone Bealy 10 vall of products
ordd services promotidd by influencers. Make
respondents belongng to the oge group of 36
yoors ond obove soy they would consideor the
purchase of products/services It they are
promoted Dy INBuenNCerns.

Content by InSuencers on Instogram are by

far the most Skely drivers of consumer

purchoses. Thas is fofowed Dy influencer

comtent on YouTube, Mesahd Sharechot

ond Facebook




31X of respondents say thay would octivaly soek roviews betore making purchase decisons. Thoy
would Qiso consadar Moking O purchase decision DOSed on the INlueNcers Mviews ond
FCOMMandctions. 23% of them say they would De withing 10 try Out & Nw product from o brang
Sosed on the INfluencers recommendotions.

Younger audence bolow Oge group of I8 yeors would seek out 7eviews given Dy the influencers
before making any purchase decsons. Whoereas older oudiences belonging to the age group of 36
yoars and above would ke 10 500 influencers try out products/services and woulkd make purchase
decision based on the :CoMMandotions and SUgQestions.

SHOM ONd QUK INfueNcer cortent forMmots Mg video S1ones, reels, ond sHons ore Mmost

ety o drve consumer purchases. This s jollowed Dy video content and viogs

Customer purchase altitude

-

L Octvely sosk OUt revEreT Whan seaing any nfiuencer weor /use o

DOfOre MOKING Parchose PIOOUCL] 30rvice | DECOME More
dec isons NN 1OWOras pUIchose
| moke purchose bosed on | e 10 make purchase
NHURNCer's Mrvkirws ond DO 0N SPeCEC olffars and
IOCOMEMENGotons dacounts tThe NHuencers shores

| Bkm 50 irferact with
NANCers Que requonty

WO By Ot Q DWW ProOucCt
2OoMm O Drond DOSeO ON
NRNCHS recommencotions

Macian = 7%



Authenticty

roouorry ALY
Likeabisty 2.82

Number of followers [m
radeegn) maven of vusad rvpuet vl (Al e e g prant
Bt Lt 0 rYuml sV . ot irel manef

e e wor
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Influencer attributes that
affect purchase decision




While moking 0 purthase decison, the foctor of trust
COMosS uUp Over ONd over thede doys People ore
DeCOMING awore of The joct thot Dionds use toctics
SUCH O COMENErciais and Other Morteting Octhites 1o
PrOMOte har Prodacis ONd secncet, NNHuencers have
Sevelaped G oy foliowing bosed on ther possion for
$CHC topics, ond they promote products ond
services thot they have thoroughly vetted to avold
osing credibity ond thewr Ollowors trust  Trust
DGNg DOCOMas on IMponam loctr v e
NPLONCHrs SOCKE MESa Qrowth ot wel

Possion for contort s By for the most Importont
infyoncor  ottribute  that  INfuencos  customer
parchose cecision it is prominert for poopie 10 trust
T INPLONCErs reCoOMmMandations ond suggestions
D ONe MAING O PUrthase Jecison. They olso 1ol thot

B OLENCOTS COMNE ONG POONOLY One Neitobe,
Ond pecpie ok for thee apder! opinson o they
SHmOratrato nowedge abOW the sutyoct
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Socal media influencers and oniing communities have changed the way customaerns form thewr
opinions. Thase influencars have 0 broad reach and INfluence, resuling In @ New Dreed of colebrty,
Thayy hove shoped O POICUIOr paecoption Gnd attitude in the minds of their Iolowars. Peopie rely on
their thoughts and Delefs, which fom thesr perceptions of Companies Ond enterprises

More than one-third of peopée trust influencers who have subyect expertise, wihilo 25% woukd trust the
recommendotions of celetrities and famous personolitios before making 0 purchase decision
Among females 0ged 25 1o 35 yoors, the majority would trust influencers who have subject asportise
the MOSE whan Mmaking LP Thadr Minds belome Moking ¢ purchase

The slerment of engogement that the influencer creates is more of O connection that is

porceived to be based on simiar association and lkeness of the probability that it woskd

work the some way for the consumer as well as it has worked for the influencer.

Trust in type of influencers
recommendations before purchase




Customer opinions
on influencers

M= e 23%
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Customer outlook on
social media influencers

Socol medcia influencers con b dvided Into two cotegories micro-influencers ond
mACo-iInfluencers. These groups ditfer in terms of their Choracteristics, ottributes, ond number of
fobOowars. As O redult, bronds colloborate with aifferent types of influencers, The eflectivenass ol
PAENCHT MOrRetNg depands on whether i OGS 10 O More POSItve Beond OtRude and Corporcte

reputation

“As most of the influencers | follow share the some
view 10 jook at the world and issues | om concermed
about R definitely increcses my rust in the
product/service”

~ Male, 23 years

influencers con atffect the porception of pecple
through reviews, testimoniols, user-generoted
content, etc. Morteters use influencor Mmarketing to
QONercte POstive word-of -mouth

One out of three pecpie have stoted that the
porinecship between INfluencers ond the brand
should be genuine and not feel sponsored or forced.
Peopie do consider the number of followers thot o
sociol medio influencer has ond occordingly trust
their opinions ond views. Peopie say that they would
st SOCKl Madia ndiuencers o3 they leel that they
COn ricte 10 them

Influencer marketing thrives on the concepts of 'befel, 'dream’, and ‘trust’ rother than

scrutinising or critically evoluating foctual detoills ond chollenges. Hence, it Is o key element

towords creating brand empathy where customers are mare inclined to continue with the

same experiential narrative despite other available options for involverment/ perception.
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Plays

Beauty brand
Boomlet

* A DOy DrONG WONed 10 SROCLNe O CONMPagN
20 PrOMOLe thowr aifferent produdt lounches for
ook Mmonths

+ Platform: instogrom

» Colichoratod with Decouty, stncare ond Mostyle
ntuancers

+ Deliveroble: voor

. Case Stuay
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» Data Analytics and
ROI Measurement

* Long-term Partnerships
* Reguiations and

Transparency

Crealtivity and
conlent erealion
driven

« Storytelling and brand purpose
« Personalized content

éo impact of virtual influencers
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Technology

Technology hos ployed o significant role in shoping the landscape of iInflusncer marketing. With the
rise of socikl medic plotforms ond the increasing populonty of influencers, technclogy bas
provided morketers with tools to better understand thelr oudionce, measure thelr compagn's
SUCCeSS, ONd connect with these influencers. Advanced analytics ond dota-deiven insights hove
afowed marketers to identify the most effective influencers and 108or thelr campPaigns 10 specific
LOrget CUTIRNCES. ASCIUONORY, INLENCH! PIGIAIME ANd MONALRIoCes have emarged - making it
easer 1or Bronds 10 ind ond collaboroie with televant riiusncens. As technology continues 10
advance, & is likely that we wil see Nirthor Bnovotion In infuencer marketing such os the use of

virtuol and oug 3 recity experiences.

'y
2 ' The effectiveness of the influencer marketing
campaigns using technology
The increased wuse of Al and machine Jeaming for influencer

selection, content optimisation, and audience torgeting con
WPMM“MWWW

mcwm(ﬂl}wmm
)hmmmm on mmersive
: mumwmmwm
. Mmmmmm

Virtual influencers and CGI generated content

Tho rise of vintual Influencers and CGI-gRNeoted conant
Con offer Leands G MW Woy 10 0NQOge With Gudiances.
Thess influencers ore NOL reatricied By human imiiations
and con be customised to olign with o brand's imoge and

. values




Creative evolution of
Influencer content










- -
-

-

Conclusion
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The pandermic hos cotolysed the growth of
infuencer marketing omong the huge bose of
sociol mediia users in Indio. Sockal meda
nfuencers hove o stronger efect on brand
oWOneness ond ottitude. Businosses have
focused their efonts on  pannerships  with
rfuencers who have developed loyal fallowings.
People lollow 5000l media Infuencers becouse
they find their content entertaining and they get
10 discover new products/services lounched by
the brond. Effective ond successful influencer
marketing 8 mainly Dosed on foctors ke trust,
1ICRahEty, CUEhOrRy, QUENBNICIly, NS MO,

The future of Influencer marketing is expected to
gow even more, thonks o emerging
technologies such os Virtual Realty (VR),
Augmented Reality (AR), and Mixed Realty (MR).
These technologios Ore POised 10 MevoLIONDe
omong Mmillenniols ond Generation I, who folow
sociol medio nfluencers. Brands ond morketers
ore lkely to leveroge the increasing popularity of
AR ond VR to focus on technology-driven

Influencer marketing.

N conciusion, INfuencer Marketing hos Become
O vital aspect of digital marketing strategies for
businesses of ol sires. By colloborating with
nfuencers, bronds can reach new audionces,
ncrease brond owareness, ond drive sales.
However, & is essenticl to choose the right
nfluencers, dowicp © cleor strotegy, ond
Meosure the effectiveness of your Compoigns to
ANLUTe SUCCeES. WIth the rise of 80kl media and
the continued growth of influencer marketing,
this marketing technigue will remain on integral
port of the marketing mix for years 10 come.
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DENTSU CREATIVE

Branded Content and |
Partnerships -Pee

The gool of Dentsu Creative s Bronded Content and
Potnerships 1Hom B 10 nCreass Brond visbiy
through  INAOVOlive contert  strctegy. Ths s
occompiished through doto-driven Insights, in-depth
media inowledge, ond creotive sersibiities. Growth
prospects for the BCA&P team come from content
strategy ond consulotion, which are folowed by the
IGeation ond crection of New proparties that are
Drand-scfe, erhonce rond viscon, and odd wiue
The wom eventuclly concentrales o©n creating
end-1o-end experionces thot will assst in ochieving
brond obyectives through content Ouwr expeonence
can be used to a variety of meda, Including podcasts,
portnerships with OTT shows and wob sories,
INLeNCar oNd Creatdr ColiabOIOTIONS, aNd MOre

Contoct
Modhura Ranode
+91 95606 46767

Akhil Verma

+60 78380 30228

141 OO Mdents {




Client
testimonials

P
Denitsu Creative has Gone excapetional work (or the influencer strategy and
wation of various compaigns of MG Motor. | have had the pleasure of

CORIDOOtNG With Dentsu Croatie on soverdl projects and [ o covsistontly
brpressac by thak prolesslrcli creaty. rid abily to delve autsiondng
resuts Dontsu Crootho possosses on dm.“‘"“"“'
KaNascape and hos & Proven ok record of developing sucoessiul exports
strategies for o diverse ronge of brands and industries. Thed team of
S B e for NG MOt INIancen who align
mmmnmmom3 M""W' sl OUCIINC. Thanr Opprooch is boeh
COtG-Crven) Gricd STIGTOGIG. Onsuring that the chasen Ifluencors have the
ond outhentiolty 1o effoctively ompity o
brand’s message. | ook forward 10 woriing with them on futwe pros
and driving incremantal growth 1o the success of the brand

Pahal Nopany, M6 Motors

X has BOen O Grece axpenence while working with Dentsy Creative \
They have been abig 10 Comert our bried INto aManng content
how it showid be distributed 1o masmize the Impoct Some of the
tort proces wWhich wo O with £0bar has not ony boon
amaaing in terms of the contant gualty but has also resulted in
great ROX Specially thalr Chent relationship manogemant - they
groct ROL Speciah our fioxibio reqeitemant and
DOON CDie 10 Comy our thoughts/feedback fo creotors. Looking
foward 10 warking with [N i UPCOMINg quarners as thay beap

Anshuman Agrahari, upcrod
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A quontitotive survey wos conducted omong o
somple sice of 3N respondents ocross oge

Research
groupa. gender, ond cities using strotified
canumrgegmarasssonn W @thodology

QOAION, QUONLatIiVe INterviews wore conducted
Wilth  CONBITWFE OCrOss  damogrophly ond
geograpty. ~T |

Boomiet conducted survey with o sampie size of ! |
100 influencers and 40 clents. iy | .
Resecarch period Jonuary 2023 7.5 ' |

This resecrch aporn is @ coliaborctive elfort by . |

the teoms from Recogn of dentsu Indio, —_— e 1
Boomiet, and Digital Behaviour Initiotive ot I "3 | j

Deihi and Payel C. Mukhorjoe ot INT-Dedhl B 11 R

Design Synopsis

The design concapt 10f this report stams from the idea of using animal 1roits Mminimaolly 10 Crecte
unique, striking yet famidior visucls that showcose the vivid workd of influencer morkating. By
Incorporating Generotive Al tools such as MdJourney, we were able to eapilore o wide gormut of
interesting possibiities.

For the visuol epresenotion of dato, we Strove 10 Credie and Bod with cesthatics thot ore both
plecsing ond functionally elfecthve, This cllows reoders 10 ENQOGe with the doto in ¢ MoW

Maaningful ond Crective way,
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-
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About Recogn

Recogn, the research-based consulting division of
dontsu Inclia, has complemented the ogency's
knowsedge of digitcl media over o pedcd of 10 yeors
with the undersionding of SgIal Gudiences. Recogn
provides marketers with deeper insights into the
minds of consumerns ond helps crecte more focused
marketing strateges. Recogn provides end-to-end
research senices, inciuding customized primary
reRarCh o the domaing of Mmarketing srotegy.
brond strGtegy., ond product ond comenunication
strategies, among others.

About Dentsu
International

Port of Dentsy Group, Dentsu International s ©
Ptwork Sesigred for what's naat, helping chents
preciict ond plon for disruptive future oppotunitios
and create new paths 1o growth in the sustainoble
economy. Dentsu defivers peopie-focused solutions
and services o drive better business ond socletal
outcomes. This is delivered through five global
lecdership brands - Carat, Dentsu Creotive, dentsu X,
IMCAPRCT, andd Merkia, eOCh with deep SPeciolisms.
Dantsu Intermationals rodicoly coliaborotive team of
diverse creatoes unfies people, clerts, ond
capabitties thwough horzontal creativity to help
clonts create culture, chonge society, and invent the
future. Powered by 00X renewable energy, Dentsu
INLNALONA! OPerctas in over 145 markets workinwice
with more than 46000 dedicoted speciclists. The
Petwork portners with 81 of the top 100 global
odvertisers.
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Boomlet

Influsnce: Marketing has picked up In recert times
and has proven 10 be o strengthened media tool In
orcer to connect Brands with thewr oudiences. We ot
Boomiet Medka, work towoeds re-defining the
approoch under which conceptucize, ideate &
achieve the brand's desirable goal on the basis of the
I8l strotegy thot Serves relavonce 10 Help rsonats
with BOth the Brondd ondd 25 voried 1orget uience.
We provide end 10 end solution, dola analyss with
unique strategy. influencers con Influence the
decision of huncreds ond thousands of pecple
around the giobe but choasing the right Influencer to
your brand i where Boormiat Media stonds the Dest
Our 1008 and anclysis eports heips the trond 10
exOctly understond thelr voluable investrrent and
thedr frusiul ochleverments.

WAW DOIMNLCO

Digital Behaviour
Initiative at II'T Delhi

Digitol Behavior Inftiotive ot T Delhi oims 1o work 0s 0
NON-POItSan, OCOGMTEC rSearch-based inlonmation
tonk in India thot engoges ond informs the public
QLOUL kery OPects of human Lahavicr of COGAIton in
the digtal workd. The initictive and this report were
mode in colloboration with Dr. Sumitava Mukhedjoe ot
NT Doy ond Dv. Poyel C Mukkhered ot NT- Delhi.
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https://www.boomlet.co/
http://www.digitalbehavior.iitd.ac.in/

JINFLUENCER MARKETING
IN INDIA
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