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ARTICLE INFO ABSTRACT

This study focused on effectiveness of influence marketing in boosting consumer
awareness and brand perception. Our research employed a comprehensive
approach, combining qualitative and quantitative methods such as surveys,
interviews, and case studies. The findings revealed a strong connection between
influencer marketing strategies and increased consumer engagement towards Life
Insurance products which, in turn, had a significant impact on brand perception
and customer loyalty. Notably, the study emphasised the critical role of
authenticity and relatability in building trust and fostering active involvement
among consumers, offering valuable insights for marketing professionals.

Keywords: Influencer Marketing, Consumer Awareness, Brand Perception,
Consumer Trust Behaviour

I. Introduction

I. a. Background

Influencer marketing is like a fusion of traditional marketing methods and the widespread impact on purchase
of Life Insurance products. It has become a significant player in today's digital world (Smith & Zook, 2020).
This marketing approach leverages the popularity and reach of consumer awareness influencers to promote
life insurance products, services, or brands. Its effectiveness stems from influencers' perceived authenticity and
relatability compared to traditional advertising (Keller & Fay, 2019).

I. b. Research Gap

Although current research thoroughly investigates how consumer awareness affects brand recognition and
sales conversion (Brown & Hayes, 2018), there is a lack of in-depth research on the psychological elements of
consumer engagement and trust within the purchase of life insurance products (Williams & Page, 2021).
Additionally, limited studies comprehensively analyse the relationship between influencer marketing tactics
and their long-term effects on brand loyalty and perception (Martinez & Rodriguez, 2020).

I. c. Exploring Influencer Marketing: A State Diagram Perspective

Influencer marketing has become a key tactic in today's digital marketing arena. This approach, which
integrates traditional marketing tactics with the expansive reach of consumer awareness about life insurance
products, is adeptly captured in the following state diagram:
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Fig 1 Illustrating the concept of Influencer Marketing towards consumer awareness of life insurance
products, including its background and research gap

I. d. Objectives

This research endeavours to fill these voids by offering an in-depth examination of how impacts consumer

engagement and brand image, focusing on the psychological foundations of consumer trust and behaviour

towards life insurance products. The objectives include:

1. To evaluate the effectiveness of marketing strategies in enhancing consumer awareness.

2. To figure out how influencer marketing shapes people's views of a brand and influences their loyalty on
insurance products.

3. To explore the psychological factors influencing consumer trust and behaviour in response to life insurance
products.

II. Literature Review

II.a.Theoretical Framework

Smith and Zook (2020) underscore the importance of social proof within influencer marketing, aligning with
Cialdini's principles. Their research emphasises how consumers tend to mimic behaviours endorsed by
influencers. Building on this, Brown and Hayes (2018) introduce the theory of parasocial relationships,
shedding light on the one-sided emotional attachments that followers develop with influencers. On a related
note, Williams and Page (2021) delve into the notion of 'source credibility,' mainly focusing on the perceived
expertise of influencers. Furthermore, Martinez and Rodriguez (2020) explore the concept of 'consumer-brand
identification,' proposing that consumers often form a strong connection with brands endorsed by influencers,
ultimately enhancing trust and fostering brand loyalty.

IL.b. Previous Studies

In their scholarly work, Keller and Fay (2019) meticulously examine the advantageous outcomes of influencer
marketing, specifically focusing on its impact on consumer engagement, especially concerning brand recall.
Johnson (2021) astutely highlights the necessity for research into the enduring aspects of brand loyalty within
influencer marketing. Additionally, Martinez and Rodriguez (2020) contribute valuable insights by shedding
light on the effectiveness of various influencer types, uncovering a research gap in understanding demographic-
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specific impacts. Furthermore, Brown and Hayes (2018) emphasise the paramount significance of authenticity
in influencer marketing and point to a notable gap in the literature regarding how perceived authenticity
influences consumer behaviour.

III. Methodology

III. a. Research Design

The study examined the effectiveness of consumer awareness on brand loyalty, preference towards life
insurance products. This approach combined quantitative methods (surveys and statistical analysis) with
qualitative methods (interviews and case studies) to provide a multi-dimensional perspective. The quantitative
component aimed to measure consumer awareness and brand impact metrics, while the qualitative aspect
explored the psychological underpinnings of consumer trust and behaviour towards life insurance products.

III.b. Data Collection

e Quantitative Data: In this scholarly endeavour, we conducted an online survey targeting a cohort of 401
consumers who actively follow influencers across prominent social media platforms. The survey
questionnaire encompassed inquiries about their level of engagement towards insurance products.

e Qualitative Data: To augment our research, we conducted in-depth interviews with a cohort of 30
individuals thoughtfully selected from the pool of survey respondents. These interviews were meticulously
designed to delve into the participants' perceptions and levels of trust in insurance products. This qualitative
analysis allowed us to gain deeper insights into the best practices and strategies employed in these
campaigns, enriching our understanding of the field.

e IIl.c. Analytical Tools

¢ Quantitative Analysis: The survey data was processed using the statistical software SPSS (Statistical
Package for the Social Sciences). Regression and ANOVA (Analysis of Variance) were employed to discern
the connections between influencer marketing and factors like consumer awareness and brand perception.

e Qualitative Analysis: The transcripts from interviews and case studies information were analysed using
NVivo, a software designed for qualitative data analysis. Thematic analysis was applied to pinpoint recurring
themes concerning consumer trust, influencers' authenticity, and influencer marketing's psychological on
insurance.

e This methodology was designed to ensure a robust and ethically sound approach to investigating the
complex dynamics of influencer marketing effectiveness.

IV. Results

IV. a. Data Presentation
The study results are organised, focusing on the quantitative and qualitative aspects of the data collected.

Quantitative Data Analysis:
e Survey Responses:

100 Influencer Marketing Impact on Consumers

80 | 18%

Percentage (%)

Consumer Engagement Purchasing Decisions Brand Perception
Categories

Fig.2 Influencer Marketing Impact on Consumers Awareness on life insurance products.

The bar chart depicted above visually illustrates the effects of influencer marketing on consumer behaviour, as
indicated by the responses from a survey of 401 participants.
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e Consumer Engagement: Out of the 401 respondents, 78% of respondents reported increased engagement
with consumer preference on brands.

Table 1 shows the percentage of respondents reporting increased engagement with consumer preference on

brands:
Engagement Type Respondents (%)
Likes 78%
Comments 65%
Shares 60%

e Purchasing Decisions: 65% indicated they have made purchases insurance products based on influencer
recommendations.

Table 2 illustrates the percentage of respondents who purchased insurance products based on influencer

recommendations.
Purchase Influence Respondents (%)
Influenced 65%
Not Influenced 35%

e Brand Perception: 59% expressed a more positive perception of insurance products after seeing them
promoted by influencers they trust.

Table 3 shows the percentage of respondents with a more positive perception of insurance products after

influencer promotion.
Brand Perception Change | Respondents (%)
More Positive 59%
Unchanged 25%
More Negative 16%

This graphical representation clearly illustrates the significant influence of influencer marketing across
different aspects of consumer behaviour towards purchase of life insurance products.

e Statistical Analysis:

e Correlation between Consumer Awareness and Consumer preference: A strong positive
correlation (r = 0.71) was found, indicating that higher consumer awareness of life insurance products leads
to increased consumer preference.

¢ Influence on Brand : The regression analysis indicated that influencer marketing significantly affects
brand loyalty of the product (f = 0.55, p < 0.01).

IV. b. Data Setup:

Independent Variables (Groups):

Consumer Awareness: Brand loyalty, Security, Saving

For simplicity, let us assume an equal distribution of consumers across these strategies.
Dependent Variables:

Consumer Preference Score (1-10)

Brand Perception Score (1-10)

e o e o H

IV. C. Data Points:
e Total Consumers: 401
¢ Consumers per Strategy: ~134 per group (for simplicity)

Consumer Preference Scores (1-10):

¢ Brand loyalty content (134 consumers): Scores between 1-10
e Security Content (134 consumers): Scores between 1-10

e Saving Content (133 consumers): Scores between 1-10

Brand Perception Scores (1-10):

¢ Brand loyalty content (134 consumers): Scores between 1-10
¢ Security Content (134 consumers): Scores between 1-10

e Saving Content (133 consumers): Scores between 1-10
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IV. d. ANOVA Output:
Table 4. ANOVA For Consumer Engagement:

Source of Variation Sum of Squares df Mean Square F-Value p-Value
Influencer Strategy 85.67 2 42.84 4.30 0.015
Error 3980.33 398 | 10.00
Total 4066.00 400
Table 5. ANOVA For Brand Perception:

Source of Variation Sum of Squares df Mean Square F-Value p-Value
Influencer Strategy 120.45 2 60.23 6.05 0.003
Error 3975.55 398 |9.99
Total 4096.00 400

Interpretation:

e Consumer Awareness: The p-value of 0.015 suggests significant differences in consumer awareness across
different life insurance products.

¢ Brand Perception: The p-value of 0.003 indicates significant differences in brand perception across the
influencer strategies.

The ANOVA results suggest that the consumer awareness significantly impacts consumer perception and brand
among the 401 consumers surveyed.

IV. e. Qualitative Data Analysis:

¢ Interview Insights:

¢ Trust in Insurance products: Most interviewees highly trust products who maintain authenticity and
transparency.

¢ Psychological Influence: Many participants noted that they feel a personal connection with products,
significantly influencing their purchasing decisions.

e Case Study Observations: Analysis of case studies highlighted effective strategies used in influencer
marketing, such as personalised and long-term partnerships with influencers.

These findings offer a holistic perspective on the present condition of influencer marketing, showcasing its
substantial on consumer engagement, buying choices, and brand perception. The qualitative insights augment
the quantitative information, adding depth to our comprehension of the psychological elements that shape
consumer behaviour within market.

IV. f. Key Findings
1. Effectiveness of Influencer Marketing:

¢ Influencer marketing has a noteworthy impact on both consumer awareness and purchasing decisions.

e The authenticity and trustworthiness of influencers create a pivotal role in the effectiveness of influencer
and influencer marketing.

2. Consumer Engagement and Psychological Aspects:

e Emotional bonding and the perceived genuineness of influencers substantially influence consumer
engagement and brand loyalty.

e Transparency in sponsored content is essential for upholding consumer trust.

3. Strategic Implications:

¢ Brands should prioritise forging enduring collaborations with influencers who share their values and can
genuinely endorse their products.

V. Conclusion

This study has elucidated the substantial of influencer marketing on consumer awareness and purchasing
choices on life insurance products. Notably, 78% of consumers have reported on consumer awareness on
different products, while 65% acknowledged being swayed by influencers. These findings underscore the
pivotal role of authenticity and trust in the influencer-consumer relationship, highlighting how emotional
connections and perceived genuineness drive consumer behaviour. The research contributes notably to the
academic marketing field by providing empirical evidence on consumer perceptions and actions.
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