
How Influencers Influence: The Effects of Social Media Influencers
Influence on Purchase Intention and the Differences among Generation X

and Millennials
Authors : Samatha Ss Sutton, Kaouther Kooli
Abstract : In recent years social media influences (SMI) have become integrated into many companies marketing strategies to
create buzz, target new and younger markets and further expand social media coverage in business (Lim et al 2017). SMI’s can
be defined as online personalities with a substantial number of followers, across one or more social media platforms, with
influence on their followers (Lou and Yuan 2018). Recently expenditure on influencer marketing has increased exponentially
becoming an important area for marketing opportunities and strategies in the future (Lou and Yuan 2018). In order to market
products and brands effectively through SMI’s it is important for business to understand the attributes of SMI that effect
purchase intention (Lim et al 2017) of their followers and whether or not these attributes vary across generations so to market
effectively to their specific segment or target market. The present study involves quantitative research to understand the
attributes by which influence differs across generations namely Generation X and Millennials and its effects on purchase
intentions of  these generational  groups.  A survey will  be conducted using an online questionnaire.  Structural  Equation
Modelling and Multi group analysis will be applied. The study provides insight to marketers/decision makers on how to use
influencers accordingly with their target consumer.
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