IJSART - Volume 11 Issue 11 — NOVEMBER 2025

ISSN [ONLINE]: 2395-1052

Influencer Marketing Vs Traditional Advertising:
Comparative Study of Consumer Trust

Viraj Kumbhar?, Kaveri Shankadarwar?, Aditya Kotkar?, Raj Thakur*
1.2.3,4ndira institute of management pune

Abstract- In today’s digital era, marketing strategies are
rapidly evolving from traditional advertising methods such as
television, print, and radio to modern influencer-driven
campaigns on social media. This study explores the
comparative impact of influencer marketing and traditional
advertising on consumer trust. The research investigates how
consumers perceive authenticity, credibility, and emotional
connection in both approaches. Using surveys and case
analyses, the study examines factors such as source
credibility, engagement levels, and purchase intentions.
Findings suggest that influencer marketing tends to generate
higher consumer trust due to perceived authenticity and
relatability, while traditional advertising still holds strength in
brand recognition and reach. The paper concludes that
integrating both strategies can help brands balance emotional
influence with professional credibility, ultimately enhancing
long-term consumer loyalty.
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I. INTRODUCTION

In the modern digital era, the way consumers connect
with brands has undergone a dramatic transformation.
Traditional advertising methods such as television
commercials, newspaper ads, radio promotions, and billboards
once dominated the marketing landscape. These forms of
advertising focused on reaching large audiences and building
long-term brand recognition. However, with the rise of social
media and digital platforms, consumers have become more
interactive and selective about the information they trust. As a
result, brands have shifted their focus toward influencer
marketing, where social media personalities promote products
through authentic and relatable content.

Influencer marketing is based on the idea that consumers trust
people more than companies. Influencers create a sense of
familiarity and credibility by sharing their personal
experiences with products and engaging directly with their
audience. This personal connection often makes their
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recommendations appear more genuine compared to

traditional advertisements, which are often seen as one-sided
and persuasive. Consequently, consumer trust — a crucial
element in the buying decision process — is now shaped by
both emotional connection and perceived authenticity.
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Despite the popularity of influencer marketing,
traditional advertising still plays a significant role in
reinforcing brand image, legitimacy, and mass visibility.
Therefore, understanding how each approach influences
consumer trust is essential for marketers aiming to design
effective strategies. This comparative study seeks to analyze
the differences in consumer trust between influencer
marketing and traditional advertising, highlighting the factors
that make one more credible or persuasive than the other in
today’s competitive marketing environment.

I1. LITERATURE REVIEW

The concept of consumer trust has long been a central
topic in marketing research. Trust influences not only
consumers’ attitudes toward a brand but also their willingness
to purchase and recommend products. According to Chaudhuri
and Holbrook (2001), brand trust is a key driver of brand
loyalty and long-term customer relationships. In the traditional
advertising era, trust was built through consistent brand
messaging, professional presentation, and long-term
reputation. However, with the rise of social media, the
dynamics of trust have shifted toward more personal and
interactive forms of communication.

Traditional advertising has been studied for decades
as a primary tool for mass marketing. Research by Kotler and
Keller (2016) emphasizes that traditional ads, through media
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such as television and print, help build awareness and recall
but often lack personal engagement. Audiences tend to
perceive these ads as persuasive or promotional rather than
authentic. Moreover, as consumers have become more
skeptical of commercial messages, the effectiveness of
traditional advertising in building trust has declined.

In contrast, influencer marketing leverages social
media figures who possess credibility within specific niches.
Studies by Freberg et al. (2011) and Djafarova & Rushworth
(2017) found that influencers are viewed as more relatable and
trustworthy because they communicate in a personal and
informal tone. Influencers act as opinion leaders, blending
advertising with storytelling, which enhances perceived
authenticity and emotional connection. This authenticity is a
key factor in building consumer trust and influencing
purchasing behavior, especially among younger audiences.

However, scholars also note challenges in influencer
marketing. As sponsorships increase, followers may perceive
influencers as less genuine, leading to trust fatigue (Audrezet
et al., 2020). Therefore, transparency, ethical disclosure, and
consistent personal branding are critical for maintaining
credibility.

Overall, the literature suggests that while traditional
advertising provides credibility through professional standards
and brand reputation, influencer marketing builds trust
through authenticity and emotional engagement. A
comparative analysis of these two approaches will help
marketers identify which factors most effectively foster
consumer trust in the current digital landscape.

Effective Strategies for Influencer Marketing
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11l. RESEARCH OBJECTIVES AND HYPOTHESIS
Research Objectives

The main objective of this study is to compare the
level of consumer trust in influencer marketing versus
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traditional advertising and to understand the factors that shape
this trust. Specifically, the study aims to:

1. Examine how influencer marketing influences consumer
trust through authenticity, credibility, and relatability.

2. Analyze the role of traditional advertising in building brand
credibility and consumer trust.

3. ldentify key differences in consumer perception between
influencer-led promotions and traditional advertising
messages.

4. Evaluate how demographic factors (such as age, gender,
and social media usage) affect trust levels toward both
marketing approaches

5. Suggest effective marketing strategies that integrate
influencer and traditional advertising to enhance overall
consumer trust and brand loyalty.

Research Questions

1. How does influencer marketing impact consumer trust
compared to traditional advertising?

2. What factors contribute most to trust formation in
influencer marketing?

3. Does traditional advertising still hold significant trust value
in the digital era?

4. How do consumers’ demographic and behavioral
characteristics influence their trust in these two forms of
marketing?

Hypothesis

Based on the literature review and theoretical background, the
study proposes the following hypotheses:

H1: Influencer marketing has a stronger positive impact on
consumer trust than traditional advertising.

H2: Perceived authenticity and relatability significantly
influence consumer trust in influencer marketing.

H3: Brand credibility and reputation are stronger determinants
of consumer trust in traditional advertising.

H4: There is a significant difference in trust levels across
demographic groups when comparing influencer and
traditional advertising.

IV. RESEARCH METHODOLOGY
1. Research Design

This study adopts a comparative and descriptive
research design to analyze how influencer marketing and
traditional advertising affect consumer trust. The research
aims to understand differences in perception, credibility, and
authenticity between the two marketing approaches. Both
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quantitative and qualitative methods are used to gain a
comprehensive understanding of consumer behavior and
attitudes.

2. Data Collection Method

Data for this study are collected through a structured
questionnaire survey distributed to consumers who are active
users of social media and traditional media platforms. The
questionnaire includes both close-ended and Likert scale
questions focusing on trust, authenticity, engagement, and
purchase intention. In addition, semi-structured interviews are
conducted with marketing professionals and social media
users to gather deeper qualitative insights.

3. Sampling Technique and Sample Size

A convenience sampling method is used due to the
accessibility of respondents through online platforms. The
sample includes 200 respondents, covering diverse age groups,
genders, and professional backgrounds. Respondents are
selected from both urban and semi-urban areas to ensure a
balanced representation of opinions.

4. Data Analysis Tools

Collected data are analyzed using statistical tools
such as percentage analysis, correlation, and chi-square tests
to determine relationships between variables. The data are
processed through software like SPSS or Microsoft Excel for
accuracy. Qualitative responses are thematically analyzed to
identify patterns in consumer perceptions and trust-building
factors.

5. Scope and Limitations

The study focuses on consumers who are familiar
with both influencer marketing and traditional advertising.
However, limitations include a restricted sample size and
potential biases in self-reported responses. The results are
mainly applicable to consumer goods and lifestyle brands,
which are most active in digital and traditional advertising
spaces.

Future Perspective

As marketing continues to evolve in the digital era,
the relationship between brands and consumers will be
increasingly shaped by trust, authenticity, and transparency.
The future of marketing communication lies in integrating
influencer marketing with traditional advertising to create a
balanced approach that appeals to both emotional and rational
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aspects of consumers. Influencer marketing is expected to
grow further with advancements in artificial intelligence, data
analytics, and social media algorithms, allowing brands to
identify the right influencers and measure their impact more
effectively.

Moreover, the future will likely witness a rise in
micro and nano influencers, who maintain closer and more
personal relationships with their audiences. These smaller
influencers may become more effective in building consumer
trust compared to high-profile celebrities, as their content is
seen as more genuine and relatable. At the same time,
traditional advertising will continue to hold value for
maintaining brand legitimacy, especially for large corporations
and established brands that seek wide visibility.

Consumers are also becoming more aware and
cautious of paid promotions, pushing brands and influencers to
maintain ethical transparency and disclose sponsorships
clearly. As digital literacy increases, trust will depend less on
popularity and more on authentic engagement and social
responsibility.

In the long term, the most successful marketing
strategies will be those that combine the authentic storytelling
power of influencers with the credibility and professionalism
of traditional advertising, thereby creating a holistic and
trustworthy brand experience for consumers.

V. CONCLUSION

This study highlights the significant transformation in
marketing communication and the growing importance of
consumer trust in influencing purchasing decisions. The
comparison between influencer marketing and traditional
advertising reveals that influencer marketing generally
generates higher levels of trust, especially among younger
audiences who value authenticity, personal connection, and
transparency. Influencers build emotional bonds through
relatable storytelling and direct interaction, which helps
consumers feel more connected to both the product and the
brand.

However, traditional advertising still plays a vital
role in establishing brand credibility, mass awareness, and
professional image. While it may lack the personal touch of
influencer content, it continues to be effective for reinforcing
brand recognition and maintaining consistency across large
audiences.

The findings suggest that neither form of marketing
should completely replace the other. Instead, a hybrid strategy
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that combines the authenticity of influencer marketing with
the authority of traditional advertising can create a stronger
foundation of consumer trust. This integrated approach allows
brands to connect emotionally with consumers while
maintaining professionalism and credibility.

In conclusion, as digital technologies and consumer
expectations continue to evolve, trust will remain the
cornerstone of all successful marketing efforts. Companies
that prioritize honesty, engagement, and transparency—
whether through influencers or traditional channels—will be
best positioned to build lasting relationships and achieve
sustainable brand loyalty.
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