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ABSTRACT

Artificial intelligence, or Al is really flipping the influencer marketing world upside down. With its help,
brands can truly get to the bottom of an influencer’s authenticity and gauge their impact more precisely. As
more and more companies are beginning to realize the benefits of Al-aided influencer marketing, they will be
turning towards Al tools to determine the authenticity of their content, the interest of their audience, as well
as the effectiveness of their influencer. In a recent study conducted in Sanpada, Navi Mumbai, we have asked
83 people about their attitude toward the Al's involvement in the influencer marketing process. Even though
the response showed that people have a high appreciation for Al's accuracy, there are still issues of
transparency and branding personalization involved. The data obtained indicates that the best way to improve
your influencer marketing strategy is to combine the power of personalized human creativity with the
algorithmic accuracy of Al. By combining the features of traditionally functioning influencer marketing
strategies and Al, a company can optimize its targeting and make its content truthful, thus improving the return
on investment. This study provides the first-hand data for the developing field of Al-aided influencer
marketing.
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INTRODUCTION

Integration of artificial intelligence in the influencer marketing space has now emerged as a major innovation.
Al-based tools have now given the initial capabilities to the marketers to automate the processes, increase the
precision, and measure the true impact of the influencer campaigns. The significance of the so-called
authenticity in influencer marketing can be overrated, as a growing number of people are now skeptical about
content that looks fake or too commercial. Al can now identify authentic content by analyzing the patterns,
language, and audience engagement and, therefore, provide a more objective measure than the traditional
ways.
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Real-time measurement capability of influencer effectiveness is empowering when it comes to understanding
the performance of the campaign and making informed decisions by the marketers. But, despite growing
dependence on Al, it is important to remember that such human elements as personal branding, storytelling,
and connection with the audience are key. What the influencers are doing in such a good way cannot replace
the well-structured algorithm. This study is going to explore the dual role of Al in authenticating the influencer
content and measuring its impact, while the traditional aspects of influencer marketing get to balance it.

In the wake of the rapid growth in influencer marketing, fuelled in large part by social media platforms, this
research has arguably never been more timely. With the increasing reliance on Al tools, it is important to
understand how these technologies are influencing consumer perceptions and brand strategies. This study
offers findings from a survey that was carried out in Sanpada, Navi Mumbai, to find out how customers felt
about Al's influence on influencer marketing.

REVIEW OF LITERATURE

Tuten and Solomon (2015) in Social Media Marketing discuss how social media have become essential
venues for influencer partnerships. They highlight the influence of influencers in driving consumer behavior,
emphasizing authenticity and interaction. The book contends that while Al tools are mighty, they need to be
supplemented with human judgment to maximize campaign effectiveness. Al's contribution in assessing
authenticity and influence is hence regarded as an important aspect, but human context is still fundamental in
influencer collaborations. Freberg et al. (2011) in their work Who are the Social Media Influencers? write
about how people perceive influencers and impact their function in marketing. They point out that the
credibility and trustworthiness of an influencer are paramount in generating action among consumers. Al can
be used to measure engagement and authenticity, but the study indicates that the emotional and relational
aspects of influencer content cannot be measured by Al. This research provides the foundation for how Al can
enhance influencer marketing strategies.

Lipsman et al. (2012) in The Power of 'Like' investigate how social media engagement relates to consumer
actions. They find that consumer behavior is fueled by authenticity and emotional relationships with
influencers. Al can collect quantitative data about audience engagement, but it frequently fails to capture the
quality of relationships built. This research emphasizes the complementary function Al serves in quantifying
influence, but underlines that the emotional dimension is central to the success of influencer marketing.

Aral and Walker (2012) in Creating Social Contagion discuss viral marketing strategies and how
influencers contribute to spreading consumer trends. They suggest that Al can significantly enhance the
efficiency of identifying trends and measuring their virality. However, the study warns against an overreliance
on data-driven approaches, advocating for a balance between Al’s predictive capabilities and human intuition
in content creation and influencer selection. This perspective supports the notion of blending Al tools with
traditional approaches to influencer marketing. Keller and Fay (2012) explore the importance of word-of-
mouth marketing in The Role of Influencers in Word-of-mouth Marketing. Their research argues that the
effectiveness of influencers is rooted in personal connections and storytelling. While Al can provide insights
into engagement patterns and content reach, it does not capture the nuanced relationships that influencers
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develop with their followers. This research underscores the need for integrating Al with human-driven
strategies to achieve the most effective marketing outcomes.

Caplan (2003) research on social interaction on the internet examines the impact that digital media, such as
social media, has on users' psychosocial health. This study is instrumental in the comprehension of how digital
engagement affects consumer behavior, an integral part when Al tools determine authenticity and audience
affiliation in influencer marketing. Caplan's research identifies the role played by online interactions in trust-
building, a point crucial when using Al to gauge authenticity in influencer content. Chaffey and Ellis-
Chadwick's (2019) book on digital marketing strategies provides valuable insights into the integration of Al
tools in modern marketing. Their work explains how Al enhances data-driven decisions and optimizes
marketing efforts, including influencer collaborations. This foundational resource helps contextualize Al’s
growing importance in the digital landscape, particularly its role in measuring engagement, authenticity, and
overall campaign effectiveness in influencer marketing. It emphasizes how Al is reshaping the way brands
connect with their target audiences.

Kim and Ko's (2010) paper examines the influence of social media marketing on relationships with customers
in the luxury fashion industry. Their study highlights the major role played by social media, particularly
influencers, in brand perception and consumer loyalty. This paper is crucial to understanding how Al can be
used to evaluate the authenticity of influencer content and its effect on audience engagement and brand
relationships. In contrast, Tuten (2018) offers a wide-ranging manual of social media marketing strategies to
include the use of influencer collaborations and new technologies such as Al to fuel marketing effectiveness.
Finally, Cullen and Taylor (2020) examine the ethical and pragmatic issues of Al in influencer marketing
with discussions of matters such as data confidentiality, transparency, and the reliability of Al-driven insights.
These views are crucial to grasping the moral dimensions of Al within influencer marketing campaigns.

RESEARCH PROBLEMS/QUESTIONS:

1. How confident are consumers in the ability of Al tools to assess the authenticity of an influencer’s
content?

2. What is the perceived accuracy of Al-generated data compared to traditional methods of measuring
influencer impact?

3. How significant is Al in identifying genuine audience engagement over passive followers?
4. Should brands prioritize Al tools or the influencer’s personal brand in their marketing strategies?

5. Are Al tools reliable in detecting the emotional connection between influencers and their audiences?

OBJECTIVES:

1. To assess the perception of Al tools in evaluating the authenticity of influencers' content.
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2. To understand the role of Al in measuring influencer impact and audience engagement.

3. To examine how Al tools compare with traditional methods in terms of accuracy and effectiveness in
influencer marketing.

4. To explore the challenges associated with using Al in influencer marketing, particularly in terms of
data transparency and algorithmic complexity.

5. To investigate the balance between Al-driven insights and human elements, such as personal branding
and storytelling, in the success of influencer marketing campaigns.

HYPOTHESIS:

e HO: There is no significant difference between Al tools and traditional methods in evaluating
authenticity and impact.

o HI1: Al tools are perceived as more effective than traditional methods in measuring influencer impact.
e H2: Al is crucial in identifying genuine audience engagement.

e H3: Influencer personal brand and storytelling are more important than Al in determining brand
effectiveness.

RESEARCH METHODOLOGY:

A systematic survey was carried out to collect primary data from 83 respondents in Sanpada, Navi Mumbai,
to examine the use of Al in influencer marketing. The survey contained both closed-ended and open-ended
questions, facilitating the collection of quantitative and qualitative data. A quantitative research design was
used to determine respondents' perceptions of the effectiveness of Al in assessing content authenticity, gauging
impact, determining audience engagement, and finding a balance between Al and human factors in brand
strategies. Descriptive research methods were utilized to make interpretations and analyses of the survey
responses. A basic random sampling technique was used to provide a wide perspective on the subject matter,
and the participants were between 20 and 50 years old. The questionnaire was a series of five major questions
that were formulated to measure the perceived usefulness of Al in influencer marketing, such as Al capability
to authenticate originality, quantify the influence of a celebrity, and detect true audience engagement. Analysis
of data was conducted through descriptive statistics, including frequency distribution and percentages, in order
to detect key trends and insights. Through this method, the understanding of how Al is viewed within the
framework of influencer marketing could be better discerned, along with its advantages and where
improvement can be implemented, specifically within data transparency and algorithmic sophistication.

DATA INTERPRETATION
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e Q1: How confident are you in the ability of Al tools to assess the authenticity of an influencer’s
content?

o Very confident: 22% (18 participants)

o Somewhat confident: 45% (37 participants)

o Neutral: 15% (12 participants)

o Somewhat unconfident: 12% (10 participants)

o Not confident at all: 6% (5 participants)

e Q2: Do you believe Al-generated data and analytics provide a more accurate measurement of an
influencer’s impact compared to traditional methods?

o Yes, Al provides more accurate data: 33% (27 participants)
o No, traditional methods are more reliable: 21% (17 participants)
o Both are equally effective: 35% (29 participants)

o Not sure: 11% (9 participants)

e Q3: How important do you think Al is in identifying whether an influencer’s audience is genuinely
engaged or just passive?

o Very important: 38% (31 participants)

o Somewhat important: 42% (35 participants)
o Neutral: 10% (8 participants)

o Not very important: 6% (5 participants)

o Not important at all: 4% (4 participants)

e Q4: In your opinion, should brands rely more on Al to identify influencers with high engagement, or
should they prioritize the influencer’s personal brand and storytelling?

o Al should be the primary focus: 20% (17 participants)
o Personal brand and storytelling should be prioritized: 48% (40 participants)
o Both factors should be equally considered: 27% (22 participants)

o Not sure: 5% (4 participants)
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Q5: What do you think is the most significant challenge when using Al in influencer marketing to
measure impact and authenticity?

o Difficulty in understanding Al algorithms: 25% (21 participants)
o Lack of transparency in influencer data: 35% (29 participants)

o Inability to assess the emotional connection between influencer and audience: 19% (16
participants)

o Overreliance on quantitative data: 15% (12 participants)

o Other (please specify): 6% (5 participants)

Survey Results: Al in Influencer Marketing

Confidence in Al assessing authenticity Al vs Traditional Data Accuracy

Somewhat Unconfident

Not Sure

Not Confident at All Neutral

Both Are Equally Effective

Very Confident

Al Provides More Accurate Dats

Somewhat Confident Traditional Methods Are More Relisble

Importance of Al in identifying Genuine Engagement Al vs Personal Brand in Influencer Identification

Not Very Important Neutral Bath Should Be Equally Considered
Not Important at All Not Sure

Al Should Be the Primary Focus
Somewhat Important

Very Important

Personal Brand & Storytelling Should Be Prioritized

124

© 2025, IREAT Volume: 08 Issue: 05 | May-2025


https://www.irjweb.com/

International Research Journal of Education and Technology

¥,
[LLYZI-IJ Peer Reviewed Journal

IRJEAT ISSN 2581-7795

Challenges in Using Al for Influencer Marketing -

08

Overreliance on Quantitative Data
Other

nabllity to Assess Emotional Connectior

Difficuity in Understanding Al Algorithms B

04

Lack of Transparency in Influencer Data

02

Hypotheses Overview:

1. Ho: There is no significant difference between Al tools and traditional methods in evaluating
authenticity and impact.

o Hi: Al tools are perceived as more effective than traditional methods in measuring influencer
impact.

2. Hoa: Al is essential in detecting true audience engagement.
o Ho: Al is not essential in detecting true audience engagement.
o Hi: Al is essential in detecting true audience engagement.
3. Has: Influencer storytelling and personal brand are greater than Al in defining brand success.

o Ho: Influencer storytelling and personal brand are not greater than Al in determining brand
success.

o Hi: Influencer storytelling and personal brand are greater than Al in determining brand success.

Data for Each Hypothesis:
1. For Ho (Al vs. Traditional Methods - Perceived Accuracy):

o Q2 Results: "Do you believe Al-generated data and analytics provide a more accurate
measurement of an influencer’s impact compared to traditional methods?"

= Al provides more accurate data: 33% (27 participants)
= Traditional methods are more reliable: 21% (17 participants)
= Both are equally effective: 35% (29 participants)

= Not sure: 11% (9 participants)
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= Sample size = 83
= Sample Proportion for Al more accurate: pl=0.33

= Population Proportion (po) under Ho: pO= 0.50 (Assuming a neutral stance that both
methods are equally effective)

2. For Hz (AI Detecting True Audience Engagement):

o Q3 Results: "How important do you think Al is in identifying whether an influencer’s audience
is genuinely engaged or just passive?"

= Very important: 38% (31 participants)

= Somewhat important: 42% (35 participants)

= Neutral: 10% (8 participants)

= Not very important: 6% (5 participants)

= Not important at all: 4% (4 participants)

= Sample size = 83

= Sample Proportion for Very or Somewhat Important: p1 = 0.80 (31 + 35 participants)
3. For Hs (Personal Branding vs. Al for Brand Success):

o Q4 Results: "In your opinion, should brands rely more on Al to identify influencers with high
engagement, or should they prioritize the influencer’s personal brand and storytelling?"

= Al should be the primary focus: 20% (17 participants)

= Personal brand and storytelling should be prioritized: 48% (40 participants)
= Both factors should be equally considered: 27% (22 participants)

= Not sure: 5% (4 participants)

= Sample size = 83

= Sample Proportion for Personal Brand and Storytelling Priority: pl1= 0.48

Z-Test Calculations:

The formula for a Z-test for proportions is:
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7 — P1— Po
Po(1—pn)
T
Where:
e pl =sample proportion
e p0 = population proportion under the null hypothesis
e n=sample size
Final Analysis

Ho: Reject the null hypothesis — Al tools are perceived as more effective than traditional methods in
measuring influencer impact.

Ha: Reject the null hypothesis — Al is considered essential in detecting true audience engagement.

Hs: Fail to reject the null hypothesis — Influencer storytelling and personal branding are not significantly
more important than Al in determining brand success.

INFERENCE / FINDINGS:

1.

© 2025,

Confidence in Al tools to assess authenticity:

67% of participants expressed confidence in Al's ability to assess influencer authenticity. However,
18% remain unsure, indicating a need for greater transparency and trust in Al algorithms. This suggests
a positive, yet cautious, outlook on AI’s role in authenticity validation.

Perceived accuracy of Al vs. traditional methods:

68% of respondents believe Al-generated data is either more accurate or equally effective compared
to traditional methods of measuring influencer impact. However, 21% still prefer traditional methods,
suggesting Al adoption is not yet universal in the field of influencer marketing.

Importance of Al in identifying genuine engagement:

80% of participants consider Al either very important or somewhat important for determining whether
an influencer’s audience is genuinely engaged or passive. This indicates a strong belief in Al's ability
to differentiate between authentic and non-authentic engagement.

Al vs. personal branding and storytelling:
68% of respondents believe that personal brand and storytelling should take precedence over Al when
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selecting influencers. This emphasizes the importance of human creativity and emotional connection,
even in an Al-driven landscape.

5. Challenges in using Al for influencer marketing:
The most significant challenge identified was a lack of transparency in influencer data (35%), followed
by difficulties in understanding Al algorithms (25%). This highlights the need for clearer
communication and greater accessibility in Al tools.

6. Reliability of AI tools:
While Al is seen as valuable, 18% of participants remain unsure about its effectiveness, suggesting
that further development in Al reliability is necessary. The industry may benefit from more robust and
tested Al models.

SUGGESTIONS / RECOMMENDATIONS:

1. Increase the transparency of Al tools in order to establish trust among marketers: Increase Al
transparency by providing transparent explanations of data processing mechanisms, enhancing marketers' faith
and credibility in tools.

2. Create intuitive Al interfaces to make AI more accessible and reduce complexity: Streamline Al
interfaces to facilitate ease of use, making tools friendly for marketers across all technical competencies.

3. Enhance Al's ability to analyze emotional connections between influencers and their audiences:
Enhance Al's capacity to measure emotional connections between influencers and followers to gain more
insights into engagement quality.

4. Integrate both qualitative and quantitative data for a more comprehensive view of influencer
performance: Integrate qualitative insights and quantitative metrics for a well-rounded, complete
understanding of influencer impact.

5. Make Al algorithms explainable to boost transparency and confidence: Develop Al algorithms with
explicit explanations, promoting transparency and confidence in decision-making for marketers.

6. Educate marketers about the usage of Al tools effectively: Provide training courses to make marketers
aware of how to use Al tools properly for successful influencer marketing.

7. Encourage collaborations between Al developers and influencer marketing experts: Encourage
collaborations between Al developers and influencer marketing experts to ensure tools are industry-specific.

8. Enhance data security to safeguard influencer and audience data: Enhance data security measures to
safeguard sensitive influencer and audience data, maintaining privacy and compliance.

9. Incorporate a hybrid strategy integrating AI and human imagination: Support integrating Al insight
with human creativity to streamline influencer marketing approach and performance.
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10. Press on research to develop the ability of Al to determine authenticity in real time: Finance research
aimed at further developing the ability of Al to detect authenticity in real-time to advance the integrity of
influencer marketing.

LIMITATIONS OF THE STUDY:

1. The sample for the survey was only from people within Sanpada, Navi Mumbai, which might not encompass
global and varied viewpoints.

2. A sample population size of 83 people restricts generalization of the result across a larger population.

3. Personal opinions were elicited in responses, which can be colored by personal biases and personal
experiences.

4. The study did not touch upon technical details of Al tools, e.g., machine learning algorithms and their
working quirks.

5. The research only considered Al in influencer marketing, with no consideration given to other nascent
technologies for digital marketing.

6. The survey did not take into account the differential effects of different social media platforms that can have
bearing on influencer marketing practices.

7. Responses from the participants may be affected by their previous knowledge, experience, or familiarity
with Al-based tools in influencer marketing.

HYPOTHESIS TESTING & INTERPRETATION:

H1: Al tools are found to be more efficient compared to conventional means of measuring influencer
influence.

Null Hypothesis (H0): Al tools and conventional methods do not have a significant difference in the
evaluation of authenticity and influence.

Accepted: 68% of respondents felt that data generated using Al is more precise or equally good compared to
conventional means of measuring influencer influence. The fact that most opted for Al tools suggests that Al
is perceived to be a more effective mechanism for impact measurement. Nevertheless, 21% still opted for the
old methods, meaning that there exists scope for Al to be more fully adopted. The hypothesis here is supported
by data that Al is perceived to be more effective overall, but the use of the old ways is still pertinent to some.
Thus, the null hypothesis is rejected.

H2: Al is essential in detecting true audience engagement.

Null Hypothesis (H0): Al is not essential in detecting true audience engagement.
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Accepted: 80% of participants considered Al either very important or somewhat important for identifying
genuine engagement, which supports the hypothesis. The high percentage indicates a strong belief in AI’s
ability to distinguish between active, engaged followers and passive ones. This trend suggests that Al can play
a vital role in analyzing audience behavior and ensuring the authenticity of engagement, reinforcing the
hypothesis. Therefore, the null hypothesis is rejected.

H3: Influencer storytelling and personal brand are greater than Al in defining brand success.

Null Hypothesis (HO0): Influencer storytelling and personal brand are not greater than Al in defining brand
success.

Accepted: 68% of the participants voted that storytelling and personal branding must be considered greater
than AI when choosing influencers. This evidence greatly supports the hypothesis. It implies that although Al
tools yield useful insights, human aspects such as personal branding and emotional connection with the
audience remain more valuable in the influencer selection process. The focus on human aspects underscores
the need to combine Al with creativity in order to realize the best marketing outcomes. Thus, the null
hypothesis is rejected.

In summary, all the hypotheses were confirmed, and the null hypotheses were rejected, and the survey results
displayed a definite preference of Al's application in influencer marketing while respecting the enduring value
of human insight and creativity. The survey results confirmed the effectiveness of Al in determining impact,
ascertaining engagement, and supplementing standard influencer selection processes. Nevertheless, issues of
transparency, trust, and the relative balance between human creativity and Al are still fields that need
improvement.

CONCLUSION:

Al has become a prominent influencer marketing tool through which brands can assess the authenticity of
content and impact measurement more accurately and efficiently. While Al is immensely helpful in measuring
data analysis and performance, human factors such as personal branding and storytelling remain vital to an
influencer's success. A well-balanced approach combining the power of Al with human judgment is essential
to enhance influencer marketing efforts. In order to make Al more efficient, future development will need to
work on enhancing transparency, reliability, and emotional intelligence. If these are tackled, Al tools will be
better equipped to meet the evolving needs of the industry, offering more nuanced and accurate insights for
brands wanting to maximize their marketing.
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