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ABSTRACT

The technological advancement is growing rapidlytha contemporary era of digitalization or induatization. It has
brought multiple revolutionary changes which hamgicant implications for mankind. Social mediarketing is one of
the most significant inventions of digitalizatidhis achieving the attention of researchers in tiplé perspectives. So, the
present study aims to assess the role of the sowdia influencer in product advertising and acdinm In the current
practical investigation, case research of Iraq iegented. In order to determine the factors affertihe social media
influencer and product advertising, quantitativepapach has been utilized. The results of the ingason reveal that the
social media influencers have been emerged aseamaldel for the social media users which provitiest guidance for
online marketing. The findings also demonstrate sueial media influencers provide the brand withuable customers
for the long time. The limitation of the study pd®ms the future researchers to extend the scopeesdarch by

investigating these factors in Irag.
KEYWORDS:Social Media, Prices, Product Marketing, Social Néebhfluencer
INTRODUCTION

The progressive area of information technologyhis $ocial media, and its effect is rising day wite passage of time.
Now the critical role is playing by social mediar fproduct advertising through accomplishing theyeétéed audience.
Though, the idea of effects is a fairly innovatplienomenon. The advancement and publicity of tbdymt marketing are
participated by the social media influencers [1jeif capabilities and strong grip on the productlisfinction position in
society can be effected the costumers by the inflee Though, the attention attained by persorsutiir social media
platforms is known as influencers [2-3]. Digitalime is at its top in the modern era, so the digiffect in product
advertising is dynamically escalating [4-5] .Additally, estimates that organizations capitalizeighdr quantity in
influencers since influencers can meaningfully ioyer the maintainable improvement of organizationdbmnds. As
social media is getting widely held in the youthhas been moved into method from a particular.idésugh, it has
additional numerous theoretical extents [6]. Soamddia advertising which includes value-addingerattion or self-
promotion. In self-promotion, a targeted audientérand directly achieves is gained by merely mtingethe products.
Though, the theory adopts that brands use invemtigeucts and endorse them by influencers or célebito escalate

customer preservation [7].

The present circumstances of the brand or orgaoiré indicated by self-promotion strategy indesatBrands

may reach the desired position in a competitiveketaby investing continuously, promoting througffliencers, and
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adding value. Human behavior exhibits three keyedtisions: normative beliefs, controlled belief ohdedoral belief.

Humans act in accordance with their beliefs [8]e Tinindset of customer is controlled by social medfiaencers through
manipulating them by their authority and knowledgesocial media platforms. It suggests that saviadlia influencers
are important factors in successful advertising medeasing client retention [9-10]. Influencers sotial media have a
role in influencing buyer decisions. According te tauthor, more buyers are becoming interestedtémriet purchasing
after hearing from any influencers throughout ti@ensequently, numerous enterprises engaged dehlselebrities and
intended numerous systems to achieve customerdifiaing their services and products [11-12]. Detmes the impact
of influencer marketing on a customer's purchasenin The author demonstrates that the relationshipfluencer and

buyer is influenced by numerous phases of shopmng, influencer and buyer behavior varies from estag stage—

influencer personality and customer excitementsot#ach phase [13-15].

With the fast use of information technology, socrakdia influencers have arisen as role models and
transformative leaders. People like them, espgciakknagers and students, as this group of ageoie mdaptable to
change and influences others. Therefore, a briflgssmciation between brand and consumers serigideamed by social
media influencers build. Credibility is seen asitahaspect in an individual's personality, makhim trustworthy among
his peers. Similarly, when noticed in the persdpalf social media influencers, the function ofditslity multiplies [16-
17]. Consumer retention and purchase behaviomflteehced by all social media personalities. Mamijofvers have been
found to have used bogus accounts. There are nusé@ngestigations which have revealed that thecafiin product
marketing is played by role of social media infloen but there is some degree of literature on. It a result, the
present academic study will give a case study ad lin order to identify social media influencersd aheir various
characteristics for successful product marketinhak a detrimental impact on a celebrity's eftectheir fans [18-20].In
this modern era of digitization, firms and orgatizas are focusing on increasing purchase retenfion this, brands
employ an indirect approach of customers' infororahontraditional interactions with brands. The mgoal of a social
media influencer is to communicate a brand's messadts customers in such an appealing way thaaptures their
attention right away. Correspondingly, the presaademic study examines the link between producketiag trust and
credibility. The work also intentions to assess thet of the depend ability effeoh product advertising in Irag. Mainly,
the current work will have important inferencesnfrmumerous standpoints. Because the research eghdése rising
relevance of social media stages in advertisingilitgive valuable counsel for social media u##iz through emphasizing
evidence or significance related to product adsirgi. The work will also emphasize the effect af Hge aspect and its
link with personality. Thus, numerous groups of agk be the objective of the current investigatitor studying the
evidences. Furthermore, it will assist upcomingestigators in identifying gaps in the literaturenfr earlier studies as

well as enabling them to use the scientific redeanethod.
METHODOLOGY

The research onion model was used in this studietermine the effective outcomes of the researdstipns. Suanders
introduced the research anion model (2007), whissified the investigation technique into manyelsy A best
understanding to the researcher is provided thessrd and respondents concerning the investigafisra result, in the
framework of current academic study, the curremiptér will emphasize all of those stages. Therenamerous groups of
investigation philosophies, including interpretivispositivism or realism. Though, positivism phipsy is applied in

current work. Baskarada and Koronios (2018) repgltfiat social science barriers and challengesxiered by positivist

| NAAS Rating: 3.09— Articles can be sentéditor@impactjournals.us |




[ Role of Social Media Influencer in Product MarketingA Case Study of Handmade SME'S Vendor Products indr 13

philosophy. The assessable evidence is extremedgngal for positivism. Quantitative research isemied more
trustworthy than qualitative research since it eagpla scientific methodology. For every researdiviag, quantitative
data is a reliable source of knowledge. Conseqyesukh information is being utilized to make stifgmassumptions and
theories. The deductive method was utilized in shigly because it is additional trustworthy, nedrbglata analysis, and
supports the construction of social philosophy.deductive investigation, the formulation of suppiosis is mostly
dependent on quantitative or statistical data. Egusntly, positivism is often assumed as the ingason viewpoint in
deductive method or plan. Data in deductive ingedtbn progresses from broad to specific. A broggothesis is built
based on the collected data in a logical way, wisdhen tested against the research topic's teehexpertise. The exact
methodology use is required by the quantitativegtesf this research study. The present researtiassed on internet
polls. The questions for the survey are tailorethtostudy's data collecting and analytic goale ®hline surveys can be
used by researchers forgetting data from diffemirces in the small period. Ascertain people gerehensive to
participate in investigations that allow them tedlibse their capabilities connected to their orgations or works, the
people' identities are kept anonymous while thénenkurvey is being conducted. Respondents caity ezsgage in
research-based surveys easily to the privacy & thelan, 2007). In current work, a quantifiabletinod is utilized

mean while it emphases on given that precise ceimria to the investigator on a assumed study aéc.top

Current academic investigation use the data cadleanethod is "Snow Balling." Moreover, this invigstion
used modest random sampling in a snow balling spati As the current investigation purposes to emarttie role of
social media influencers in advertising of produthsis, modest random test group is appropriatedaent investigation
as it is obvious that when the investigator arbiireexpresses the people’s group for samplingjdlivers equivalent
opportunity and chance to each distinct to contebin the study. It eventually decreases the pritibab of prejudices in
investigation (alvi, 2016).The present academidytas a sample size of 150 people from Hyderaloaih, who are of
all genders and ages. The current scholarly stetigdr on a Google-based online poll of Indian intatis. A survey
relevant to the study goals is created using Gobgles to collect data. Rendering to Mukhtar et2820), collecting and
using data from Google documents is simple andr.cléa method contributors author has assumed snbimdpaand

opportunities sampling approach.
RESULTS AND DISCUSSIONS

The purpose of this research is to examine thenagegti over the survey data in order to examine ffexts of social
media influencers in product marketing, notablyrag. In Iraqg, the present academic study usedstineey approach to
collect data from 150 respondents. The LIKERT 5lesdas been used by the current study. Voluntasisbia the
dependence of contribution of respondents. Addiignin the current investigation study, the rezgm of the contributors
on the subject of numerous objects of the work bellindicated by graph. Thus, the chapter will\dglithe discussion on

the graphs and responses of participants.
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Figure 1

The graph above depicts the gender breakdown pbngients in the current academic study. In thig pelarly
equivalent numbers of female and gender contrilsut@re detected. However, the above graph revélagedarticipant’s

percentages that are male 49% and female are 51%.

The contribution of many age groups is represeintedbove graph. The current academic investigatias
utilized fifteen percent of participants from beltwenty years age group. Fifty three of contribsitvere between twenty
from twenty four years. In the same way, thirteérantributors were between forty one to sixty yeage group. In the
conclusion, eighteen of the members in the cusrmy are more than sixty years.
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Have you ever getinfluenceed by the promation of
different products marketing
160
140
120
100
80
60
40 /
20 A
0 4
Frequency ! Percentage
B Yes 150 100%
H No 0 0%

Figure 2

The respondents used the percentages of numeroias m@dia boards on indicated by the above grapb.total
number of people that took part in this survey W&8. Facebook is used by 31% of people on a redudais. The
percentages of Instagram and YouTube users were &8%@27%. Six percent of people responded to thg btads.
Twitter has a lower percentage of users than Beaglers, with only about 5% of people using it. @thecial media
networks, on the other hand, have the lowest rife mercent replies. The graph above depicts theepéage of people

who use social media. All of the respondents @incial media, as seen in the graph.
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Figure 3

The graph above shows whether respondents wilirmamto follow the influencers that they alreadijda. As a
result, 43% of people powerfully disagree that thély no longer follow their influencers in the upming time. The
causes are numerous, including the fact that inflaes are untrustworthy and unable to deliver usiefiormation.
Similarly, 18 percent just disagree with the staamthat they will no longer follow their social dia influencers.
However, 13% of people are undecided about théirduactions in relation to social media influesgehus they remain
neutral on this statement. The proportion of peegie agree to follow their effectors in the upcogitime is the same as
the percentage of neutral people, which is 13%. ¢éi@w fourteen percent of those polled stronglyadrthat they would
follow their influencers in the upcoming time. Asrasult of the proportion of different possibilgiethe majority of

respondents do not want to follow their social raddfluencers for a variety of causes.
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Figure 4
CONCLUSIONS

Globalization and internationalization are bringimglew of new problems and changes to peopleralinal the world.
Because of the advent of industrialization and sfdead use of information technology, globalizatias seen a major
transformation in a variety of industries. Digitation and information technology have usherechenrhodern era. The
usage of information technology is at an all-tinighh and the focus is turning to social media. Turection of influencer
in product marketing has emerged as one of the rfiegitures in the realm of social media. Customens prefer to
purchase online owing to their hectic schedulesyTtan't overlook the importance of influencersorand promotion
during their online purchasing trip. Therefore, therent work has been carried out to estimatg#gréormance of social
media influencer for increasing the item advergsifurthermore, the current practical investigatias delivered the case
analysis of Iraq. Numerous extents of social méuflaencers in perspective of item advertising haeen emphasized in
the current practical investigation. The invesiigmtonion model, which is an in effect investigatiparadigm for
foregrounding the operative outcomes and discosereas used in this study to investigate thesecésp&or data
collection, survey methodologies were used, anda dahs gathered from 150 inhabitants of Hyderabadjal
Furthermore, various ethical factors were decidethis study, such as the respondents’ data beipgdafe and no one
having access to the data. The first purpose optbsent academic investigation was to calculaedle of reliability of
social media influencer in product advertising.tiegrants in the survey were asked questions irotd investigate this
subject. The discoveries of the review propose thatreliability of social media influencer is thdangerous cause for
shaping the acquisition choice of client and tatzeappreciated clients for a lengthy time. Theouies of this study also
show that influencers must maintain their credipifior a variety of causes. One of the most impurtaspects of
credibility is the ability to build strong bonds obnnection with their followers. So it eventuadigcalates the level of
reliability and trust between influencer and theifower. According to the survey's findings, thajority of respondents
trust their social media influencers. Because efittfluencer's credibility, their advice and voies successful for their
followers. As a factor of the promotion of a brantEputation among customers, social media inflelesnare examined.
For the sake of their followers, they must be tmasthy. If followers believe their social media luéncers are
trustworthy, they will buy the firms' items thatlwbe promoted by their most probable social medfauencers. As a
result of the research, it has been establishedthieatrustworthiness of social media influencexrsaicritical factor in

attaining customer retention and brand reputatibime results of the poll show that for social medifluencers,
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dependability is just as crucial as other qualitike trustworthiness and credibility. Furthermotbge findings also
demonstrate that there is close inter-relation amibese factors. Furthermore, the data show tresetlvariables are
closely linked. As a result, the influencer's cbéldy is determined by the information they suppdytheir followers. The
data also reveal that the majority of respondeatg on the information provided by their influenserAs a result,
influencers must treat this as a top priority idearto improve the brand's reputation or consuroégrgial rate. Based on
the foregoing facts, it is clear that influencelaypa significant role in today's digitalized warldiso, influencer’s deliver
a important link between the customers and puragasirand. Therefore numerous features includingibiléy,

trustworthiness or reliability should be the kepnaif social media influencer to gain.
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