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Abstract  

Social media has become a significant platform that meets consumers' information, entertainment, and 

socialization needs in today's world. In this dynamic environment, consumer cynicism represents a 

sceptical and critical attitude developed towards brands and marketing messages. Influencer marketing 

involves the strategy of using social media influencers to promote businesses' products and services 

and is observed to have a significant impact on consumer cynicism. The study has shown that credible 

posts and influencer recommendations reduce consumer cynicism, thereby increasing brand loyalty 

and purchase intentions. Findings from a survey of 214 participants in Karabük, analyzed using 

structural equation modelling, indicate that the authenticity and realism of influencer content can 

enhance consumers' trust in businesses, significantly reducing consumer cynicism. This reduction leads 

to an increase in brand loyalty and purchase intentions. The research illuminates the interaction 

between influencer marketing strategies and consumer cynicism, emphasizing the potential of 

influencer marketing to mitigate consumer cynicism and its subsequent positive effects on brand 

loyalty and purchase behaviours. The findings of this study are particularly important in today's 

marketing understanding, where the importance of digital marketing strategies is increasing, and 

consumer scepticism is frequently observed. In this context, the research demonstrates the potential of 

the effective use of influencer marketing to create value for businesses and expand the consumer base, 

highlighting realism and trust as critical factors in influencer-business collaborations. Thus, the study 

provides awareness of how businesses can strategically use influencer marketing to impact consumer 

attitudes and decisions positively. 
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Influencer Pazarlamasında Tüketici Sinizmi: Satın Alma Niyeti ve Marka 

Sadakati Üzerine Etki Analizi  
 

 Mehmet GÖKERİK 1  

Öz  

Sosyal medya, günümüzde tüketicilerin bilgi edinme, eğlenme ve sosyalleşme ihtiyaçlarını 

karşılayan önemli bir platform haline gelmiştir. Bu dinamik ortamda, tüketici sinizmi, markalara ve 

pazarlama mesajlarına karşı geliştirilen şüpheci ve eleştirel tutumu ifade etmektedir. Influencer 

pazarlaması, işletmelerin ürün ve hizmetlerini tanıtmak için sosyal medya influencer'larının 

kullanılması stratejisini içermekte ve bu stratejinin, tüketici sinizmi üzerinde önemli bir etkisi olduğu 

gözlemlenmektedir. Çalışma, influencer'ların güvenilir gönderilerinin ve tavsiyelerinin tüketici 

sinizmini azalttığını ve bu durumun marka sadakati ile satın alma niyetlerini artırdığını ortaya 

konmuştur. Karabük'te 214 katılımcı üzerinden yapılan anket çalışması ve verilerin yapısal eşitlik 

modellemesi kullanılarak analiz edilmesiyle elde edilen bulgular, influencer içeriğinin doğruluğu ve 

gerçekçiliğinin, tüketicilerin işletmelere olan güvenini artırarak tüketici sinizmini azaltabileceğini 

göstermiştir. Bu azalma, marka sadakati ve satın alma niyetlerinde artışa yol açmaktadır. Araştırma, 

influencer pazarlama stratejileri ve tüketici sinizmi arasındaki etkileşimi aydınlatırken, influencer 

pazarlamasının tüketici sinizmini hafifletme ve bunun sonucunda marka sadakati ile satın alma 

davranışları üzerindeki olası pozitif etkilerini vurgulamaktadır. Bu çalışmanın bulguları, özellikle 

dijital pazarlama stratejilerinin öneminin arttığı ve tüketici şüpheciliğinin sıkça gözlemlendiği 

günümüz pazarlama anlayışında oldukça önem taşımaktadır. Bu bağlamda, araştırma, influencer 

pazarlamasının etkili kullanımının, işletmeler için değer yaratma ve tüketici tabanını genişletme 

potansiyeline sahip olduğunu, influencer-işletme iş birliklerinde gerçekçilik ve güvenin kritik 

faktörler olduğunu göstermektedir. Bu bağlamda çalışma, işletmelerin tüketici tutumları ve kararları 

üzerinde olumlu etki yaratmak için influencer pazarlamasını nasıl stratejik bir araç olarak 

kullanabilecekleri konusunda farkındalık sunmaktadır. 

Anahtar Kelimeler: İnfluencer Pazarlama, Tüketici Sinizmi, Satın Alma Niyeti, Marka Sadakati, 

Dijital Pazarlama  
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Introduction 

In the contemporary landscape of marketing strategies, particularly within digital 

platforms, influencer marketing has emerged as a rapidly ascending trend. This 

approach, which involves brands collaborating with social media influencers to promote 

products and services, has gained significant traction as a means to reach and influence 

target audiences. Unlike traditional advertising, influencer marketing creates a direct and 

personal communication channel between consumers and brands, offering a more 

authentic and trustworthy experience (Ki et al., 2023; Kamaldeep, 2021; Baranow, 2019; 

Gökerik, 2024). Consequently, it can potentially exert a more substantial impact on 

consumers. Influencer marketing facilitates more effective interaction between brands 

and their target audiences, enhancing awareness of products and services and ultimately 

shaping consumer behaviour (Lou & Yuan, 2019). This method plays a pivotal role in 

redefining relationships between consumers and brands and has become a critical 

element in the evolution of marketing strategies in the digital era (Chopra et al., 2021). 

Gaining increasing acceptance in the marketing world, influencer marketing offers a 

valuable communication channel for brands, providing closer, more genuine, and 

effective consumer engagement. Its effective utilization can help brands gain a 

competitive advantage and attract their target audiences more effectively. 

Consumer cynicism is growing and becoming important in modern marketing and 

advertising fields. It refers to consumers' increasingly sceptical and critical attitude 

toward marketing efforts and advertising messages. Fundamentally, consumer cynicism 

encompasses the perception that advertisers are insincere and primarily self-interested. 

These perceptions can undermine the credibility and reputation of brands in the eyes of 

consumers, negatively impacting their purchasing decisions (Chylinski & Chu, 2010; 

Indibara, 2023; Schmuck, 2022). The rise of social media has led to an even more critical 

stance towards brands and advertising content. Social media platforms expose 

consumers to more advertising messages and facilitate easier access to such content. This 

not only increases consumers' exposure to information and content but also fosters a more 

sceptical view of advertising. Consumer cynicism makes it challenging for brands to 

convey their advertisements convincingly and necessitates greater efforts to inform 

consumers better (Odou & De Pechpeyrou, 2011). In this context, brands must develop 

more transparent, honest, and value-focused communication strategies to gain and 

maintain consumer trust. Sensitivity to consumers' critical attitudes has become 

indispensable to successful marketing and advertising strategies. 

The relationship between influencer marketing and consumer cynicism is an important 

area of research in marketing literature. The authenticity and sincerity of content 

influencers present can enhance consumers' trust in brands, thereby reducing consumer 

cynicism. In this regard, the transparency and realism of influencers' content related to 

products can positively influence a brand's reputation among consumers. Conversely, 

overly commercial approaches or misleading advertisements by influencers can increase 

consumer cynicism towards brands, negatively affecting brand loyalty and purchase 

intentions (Tran et al., 2022). Therefore, understanding the impact of influencer marketing 

and its relationship with consumer cynicism is crucial for the effectiveness of marketing 

strategies (Aydın, 2021). 
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According to The State of Influencer Marketing Benchmark Report, the influencer 

marketing industry is expected to reach approximately $21.1 billion in 2023, indicating its 

rapid growth. A key factor underlying this growth is the trust of brands and consumers 

in influencer content. Additionally, the report states that 67% of brands plan to increase 

their influencer marketing budgets throughout 2023, signifying their perception of 

influencer marketing as an effective strategy. Furthermore, over 83% of survey 

respondents believe influencer marketing to be an effective form of marketing. In 

contrast, research on consumer cynicism shows a decline in trust towards brands. 

According to a Havas report, a study involving 395,000 consumers worldwide indicates 

that consumer cynicism towards brands has reached an all-time high, with only 47% of 

brands perceived as trustworthy. Additionally, 75% of consumers stated that a brand 

could disappear and easily be replaced, indicating low brand loyalty (Marketing Mag, 

2023). This study investigates whether influencer marketing can mitigate consumer 

cynicism and, if so, how it affects brand loyalty and purchasing behaviour. 

This research aims to comprehensively examine the impact of influencer marketing on 

consumer cynicism and the relationship between this impact and consumer purchase 

intent and brand loyalty. The study uses quantitative methods to extensively analyze the 

link between influencers' credibility and sincerity, consumer cynicism, and brand loyalty. 

The research aims to develop recommendations for enhancing the effectiveness of 

influencer marketing and reducing consumer cynicism. Additionally, it seeks to deeply 

explore the interactions between influencers and consumers' attitudes towards brands, 

aiming to understand better the impact of influencer marketing and its complex 

relationship with consumer cynicism. By focusing on the interplay between consumer 

cynicism and the interactions of influencer marketing, the study aims to fill existing gaps 

and contribute findings that can make marketing strategies more effective. This research 

is intended to significantly contribute to the existing literature on influencer marketing 

and help better understand how brands can influence consumers through influencer 

collaborations. 

Literature Review 

Influencer Marketing 

Influencer marketing can be defined as a marketing strategy that leverages influential 

individuals in the digital realm to promote products or services. These influencers can be 

celebrities, experts, or individuals with a substantial social media following (Gökerik, 

2024). Particularly in the current digital environment, it is recognized as an effective way 

to promote brands and products. Despite this, many marketing managers have yet to 

incorporate influencer marketing into their strategies. Therefore, further research is 

necessary to provide reliable data and information on influencer marketing, empowering 

marketing managers and teams (Rosário et al., 2023). Influencer marketing significantly 

impacts consumer lifestyles, especially among younger consumers. It aids in building 

brand loyalty based on the trust consumers place in influencers they know and admire. 

Effectively implementing influencer marketing by businesses positively affects consumer 

lifestyles (Nadanyiova et al., 2020). Influencer marketing is valuable in influencing 

consumer behaviour and can significantly impact brand image, attitudes, and purchase 

intentions. Understanding the antecedents and consequences of influencer marketing is 

crucial for marketers (Bansal & Bhati, 2022). In the tourism industry, influencer marketing 
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extends beyond the function of spreading marketing messages. It offers message 

reinforcement opportunities and reaches specific target audiences, making it an attractive 

strategy for travel marketers (Gretzel, 2017). The effectiveness of influencer marketing is 

influenced by factors such as authenticity, likability, authority, and targeting. Non-

celebrity influencers can increasingly stand out over time compared to celebrity 

influencers (Moore et al., 2018; Gökerik, 2024). 

Influencer marketing is gaining increasing influence in the digital world, significantly 

influencing consumer behaviour and brand perception. Influencers, particularly through 

social media platforms, facilitate the influence of target audiences and ease the reach of 

brands to consumers (Weiwei & Yongyue, 2021; Göktaş & Gökerik, 2024). Today, 

influencer marketing is popular in lifestyle, fashion, and beauty industries, where 

influencers' presentation styles, para-social interactions with followers, and credibility 

are key factors (Tanwar et al., 2021; Gökerik, 2018).  

Social media influencers have been observed to positively influence tourists' intentions 

to revisit, with this effect varying depending on the influencer and the target audience's 

location (Ichii & Masuda, 2022; Gökerik, 2024). Additionally, influencer marketing 

positively affects brand awareness and reputation for businesses in their initial stages, 

where the online presence of influencers, consumers' desire to imitate, and preferred 

platforms are the three main factors (Alexis et al. et al., 2022). Gender also plays a 

significant role in influencer marketing. Studies have observed that female social media 

influencers are perceived as more trustworthy and attractive, while male influencers have 

lower expertise in the products they promote (Yıldız, 2022; Erkan et al., 2019). During the 

pandemic, the influence of influencer marketing on consumer purchasing behaviours, 

particularly among younger generations, has become more pronounced (Misshka 

Guptaa, 2021). 

Within this framework, the credibility of influencers and the sense of psychological 

ownership they evoke in followers positively affect consumers' purchase intentions, 

attitudes towards advertising, and perceptions of products (Pick, 2021). Additionally, a 

study conducted in Germany and Romania found that users' perceptions of the 

trustworthiness of social media influencers vary by country (Balaban & Mustățea, 2019). 

Analyses on the future and development directions of influencer marketing show 

positive effects on brand attitudes and credibility but also highlight risks such as lack of 

transparency and potential negative impacts on consumers (Hudders & Lou, 2022). These 

studies collectively demonstrate that influencer marketing is an effective digital 

advertising tactic, and understanding its strategic use and impact is very important for 

businesses (Guoquan Ye et al., 2021). 

Consumer Cynicism 

Consumer cynicism is defined as a reflection of distrust, dissatisfaction, and unmet 

expectations that consumers feel towards businesses (Keser & Söğütlü, 2023). It is also 

considered a form of consumer behaviour adopted when consumers develop a negative 

attitude towards businesses or harbour mutual distrust towards a particular product or 

service (Basal and Suzen). Consumer boycotts refer to the act of consumers boycotting a 

particular business or product. This behaviour arises when consumers engage in such 

actions due to a specific concern or reaction. Motivations for participation in consumer 

boycotts refer to the motivations that encourage consumers to partake in such actions 
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(Indibara & Varshney, 2020). These motivations help us understand why consumers 

participate in boycotts and how they perceive the products or services of businesses. 

Research indicates that consumer cynicism can lead to consumers developing a negative 

attitude towards a particular business or sector and boycotting it. Particularly, 

motivations for participation in consumer boycotts suggest that consumer cynicism can 

significantly impact such actions (Dissanayake, 2022). This situation helps us understand 

how consumer cynicism expresses consumers' distrust and reactions towards businesses. 

Social cynicism, which reflects individuals' scepticism towards society, has also been 

determined to impact consumer cynicism (Ketron, 2016). Individuals' sceptical attitudes 

towards social order, ethical norms, or social responsibilities can affect consumer 

cynicism, leading to a more critical approach towards businesses. Therefore, the 

relationship between social cynicism and consumer cynicism is considered important in 

understanding consumer behaviours and reactions. 

Consumer cynicism is an important area of research in modern marketing and consumer 

behaviour. It is typically defined as consumers' scepticism and critical attitude towards 

brands, advertisements, and the general consumption culture. Chylinski and Chu (2010) 

state that consumer cynicism arises from repeated mismatches between consumers' goals 

or values and the actions of businesses. They also emphasize that value incongruence has 

a greater impact on the intensity of cynical behaviours. 

Kuokkanen and Sun (2016) present a framework to bridge the gap between consumer 

attitudes and actual purchasing behaviours. This framework quantitatively measures the 

effects of social desirability and cynicism on Corporate Social Responsibility (CSR) survey 

results. Fox (2020) offers a study to understand negative reactions to CSR practices, 

stating that consumer cynicism is a more stable construct for employers and job seekers. 

Indibara and Varshney (2020) state that social cynicism leads to consumer cynicism, with 

negatively motivated inference mediating this relationship and negative affectivity acting 

as a moderating factor. Tan and Tan (2007) examine Singaporean consumers' scepticism 

towards health claims and the fundamental reasons for this scepticism. 

A study on how consumer cynicism affects behaviours and perceptions in the target 

market discusses issues such as activism, criticism, and increasing trust issues towards 

brand loyalty among cynical consumers (Helm, 2006). Ketron (2016) investigates how 

consumer cynicism leads to perceived deception about body sizes and how this reduces 

consumer issues. Similar to Influencer Marketing, these studies demonstrate the role of 

consumer cynicism in modern consumer society and its effects on purchasing decisions 

and brand perceptions. 

Hypotheses Development and Research Model  

The growing field of digital marketing research has increasingly illuminated the pivotal 

role that social media influencers play in shaping consumer perceptions and behaviours 

toward brands and products. Studies conducted by Hartzel et al. (2011) and Mir (2012) 

underscore the transformative potential of brand communication when mediated 

through social media platforms. These studies elucidate that when consumers encounter 

credible posts from influencers, there is a tangible shift in their perceptions and 

behaviours towards brands, suggesting a diminution in consumer cynicism. Further 

expanding on this notion, research by Johnston et al. (2018) and Bailey et al. (2020) delves 
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into the detailed ways in which positive receptions to social media advertisements and 

influencer endorsements can significantly recalibrate consumer behaviours, endorsing 

the efficacy of strategic influencer collaborations in brand promotion efforts. 

The connection between influencer credibility, recommendations, consumer attitudes 

and purchase intentions has been the focal point of recent scholarly endeavours. In this 

vein, the research spearheaded by Ata et al. (2022) and Duffett (2017) has been 

instrumental in articulating influencers' substantial impact on consumer decision-making 

processes. This body of work is complemented by findings from Baum et al. (2019) and 

Singh (2021), which shed light on the specific dynamics of how influencers’ social media 

campaigns can pivotally influence consumer attitudes towards novel products and shape 

their purchase intentions. Additionally, Schivinski et al. (2019) contribute to this 

discourse by examining the dual influence of both firm-generated and user-generated 

content on consumer attitudes and intentions, thereby offering a comprehensive 

overview of the multi-faceted ways in which digital content strategies can foster 

consumer engagement with brand activities. In the light of all this information, H1 and 

H2 hypotheses were formulated. 

H1: Credible posts by social media influencers negatively and significantly effect on 

consumer cynicism. 

H2: Recommendations by social media influencers negatively and significantly effect on 

consumer cynicism. 

Consumer cynicism is emerging as a significant variable in market dynamics, leaving 

profound effects on brand loyalty and purchase intention. The study by Helm (2006) 

examined the behaviours of cynical consumers stemming from a general distrust in the 

marketplace and its impacts on brand loyalty. This study showed that consumer cynicism 

is associated with brand support behaviours in cases where trust issues are more 

dominant in shaping brand loyalty than satisfaction or value. Delgado-Ballester and 

Munuera-Alemán (2001) noted that brand trust is more critical in directing consumer 

loyalty and subsequent behaviours than overall satisfaction, especially in high-

involvement situations. These studies highlight the significant effect of consumer 

cynicism on brand loyalty and underscore the central role of brand trust in this process. 

Additionally, while Krishnamurthi and Raj (1991) analyzed the relationship between 

consumer brand loyalty and price elasticity, Ghanbari, Yasemi, and Abasi (2017) explored 

the connections between consumer value, brand loyalty, and purchase intention. The 

latter study revealed that brand loyalty mediates the relationship between consumer 

value and purchase intention, which influences the behaviours of cynical consumers. The 

study by Jacoby and Kyner (1973) distinguished brand loyalty from mere repurchase 

behaviour, showing that brand loyalty entails a deeper commitment and involves six 

necessary and jointly sufficient conditions. The studies by Nam, Ekinci, and Whyatt 

(2011), along with Chaudhuri and Holbrook (2001), further detail the dynamic 

relationships between brand loyalty, consumer satisfaction, and brand performance. This 

comprehensive literature review elucidates consumer cynicism's complex effects on 

brand loyalty and purchase intention, emphasizing the importance of enhancing trust 

and loyalty for brands. Based on these studies, Hypotheses H3 and H4 have been 

formulated. 

H3: Consumer cynicism negatively and significantly effects on brand loyalty. 
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H4: Consumer cynicism negatively and significantly effects on consumer purchasing 

intention. 

Figure 1: Research Model 

conclusion 

 

 

 

 

Methodology 

The research model is depicted in Figure 1. This study comprises five variables. The 

variables used in the research and the sources utilized to construct these variables are 

presented in Table 1. 

Table 1: Variables 

Variables Sources Utilized 

Credibility Erkan, I., & Evans, C. (2016). 

Recommend Mittal, A., Bhandari, H., & Chand, P. K. (2022). 

Consumer Cynicism Helm, A. E., Moulard, J. G., & Richins, M. (2015). 

Brand Loyalty Yoo, B., & Donthu, N. (2001). 

Purchase Intention Coyle, J. R., & Thorson, E. (2001). 

 

The sample of this research consists of individuals over 18 residing in Karabük, Turkey, 

who follow influencers on social media. A survey was conducted based on the research 

model prepared for the study's objectives. The survey was conducted using face-to-face 

interview techniques and a convenience sampling method. 214 surveys were collected; 

the data were analyzed using SPSS 21 and AMOS 20 statistical software. 

In the demographic composition of the survey participants, a notable gender distribution 

was observed, with females constituting 59% and males 41% of the respondents. This 

gender representation provides a balanced perspective on the perceptions and 

behaviours associated with influencer marketing across different genders. The age 

demographic was predominantly young adults, with the 18-26 age group representing 

the largest segment at 43%. This age group is particularly significant as it aligns with a 

highly active demographic on social media and is often the primary target audience for 

influencer marketing campaigns. The participants' educational background revealed that 

a majority, over half, had attained higher education levels, including undergraduate and 

postgraduate degrees. This aspect of the demographic data suggests that the sample 

consisted of relatively well-educated individuals, which could influence their 

discernment and engagement with influencer marketing content. 

Credibility 

Recommend 

Consumer 

Cynicism 

Brand  

Loyalty 

Purchase 

Intention 
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Regarding household income, the distribution among the participants did not show 

significant disparities, indicating a relatively homogeneous economic background. This 

uniformity in economic status could imply a level of consistency in the purchasing power 

and consumer behaviour within the sample. 

A critical aspect of the study was the participants' engagement with social media. The 

data indicated a high level of social media usage among the respondents, with 

approximately 80% reporting over an hour of daily usage. This high engagement rate is 

crucial as it underscores influencer marketing strategies' relevance and potential impact 

on these individuals. Frequent social media users are more likely to encounter and be 

influenced by content from influencers, making their insights particularly valuable for 

understanding the effectiveness and reach of influencer marketing tactics. 

Table 2: Demographic Characteristics 

 Frequency Percentage (%) 

Gender   

Female 127 59 

Male 87 41 

Age 

18 – 26 93 43 

27 – 42 66 31 

43 – 58 36 17 

59 and above 19 9 

Education Level 

 Elementary School 6 3 

Secondary Education 44 21 

Associate Degree 112 52 

Bachelor's Degree 37 17 

Postgraduate 15 7 

Household Income (Total) 

 0 – 17002 TL 52 24 

17002 – 35000 TL 65 30 

35000 – 50000 TL 49 23 

50000 – 65000 TL 31 15 

65000 TL and above 17 8 

How often do you use social media each day? 

0 – 1 hour 45 21 

1 – 3 hours 86 40 

3 – 5 hours 61 28 

5 hours and above 22 11 

 

Findings 

Initially, the study involved conducting validity and reliability tests for the variables 

included. Subsequently, an exploratory factor analysis was applied, followed by a 

confirmatory factor analysis to test the appropriateness of the measurement model. As a 

final step, the structural model obtained was tested. 

Measurement Model 

The research model was analyzed using Structural Equation Modeling (SEM), which is 
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recognized as an effective method for model estimation (Bentler & Chou, 1987). Before 

examining the relationships between hypotheses, an assessment of the scale's reliability 

and validity was conducted. Composite Reliability (CR) and Average Variance Extracted 

(AVE) were used to evaluate convergent validity, determining the inter-item 

relationships and their coherence within the same measurement structure. According to 

Fornell and Larcker (1981), minimum threshold values of 0.70 for CR and 0.50 for AVE 

are required. Hair et al. (2010) suggest that AVE values above 0.4 and CR values above 

0.6 are acceptable. As indicated in Table 3 of the study, all variables demonstrate sufficient 

convergent validity, with CR values exceeding 0.6 (ranging between 0.626 and 0.891) and 

AVE values surpassing 0.4 (between 0.420 and 0.592). Additionally, factor loadings for all 

variables in this research exceed the acceptable criterion of 0.30, as per Stevens (2002), 

varying between 0.47 and 0.85. 

Table 3: Factor Loadings, CR and AVE Values 

 Items Loadings CR AVE 

Credibility C1 0.668 0.852 0.592 

(SD = 1.153) C2 0.758   

 C3 0.859   

 C4 0.781   

Recommend R1 0.728 0.778 0.540 

(SD = 1.107) R2 0.716   

 R3 0.759   

Consumer Cynicism CC1 0.674 0.833 0.420 

(SD = 1.143) CC2 0.743   

 CC4 0.681   

 CC5 0.716   

 CC6 0.623   

 CC7 0.478   

 CC8 0.584   

Brand Loyalty 

(SD = 1.098) 

 

BL1 

BL2 

BL3 

0.481 

0.606 

0.700 

 

0.626 

 

 

0.463 

Purchase Intention PI1 0.762 0.891 0.420 

(SD = 0.733) PI2 0.768   

 PI3 0.790   

 PI4 0.857   

 PI5 0.759   

 

Structural Model Testing 

In the model examining the impact of influencers' credibility and recommendations on 

consumer cynicism, and subsequently the effect of consumer cynicism on brand loyalty 

and purchase intention, the fit indices are observed to be within acceptable and excellent 

levels of fit (χ2/df = 1.384, GFI = 0.901, CFI = 0.965, AGFI = 0.871, RMSEA = 0.042). 

Furthermore, it is understood that all the proposed hypotheses in the model are 

supported. 

The results particularly highlight how the posts of influencers can reduce consumer 

cynicism, which in turn significantly affects attitudes towards products and their 
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associated brands. Initially, it is observed that the credible posts of influencers (β = -0.282) 

and their recommendations (β = -0.439) negatively and significantly affect consumer 

cynicism, thereby supporting Hypotheses H1 and H2. On the other hand, consumer 

cynicism also shows a negative and significant impact on brand loyalty and consumer 

purchase intention, thus lending support to Hypotheses H3 and H4. 

These findings underscore the pivotal role of influencers in shaping consumer 

perceptions and attitudes in the digital marketing landscape. The negative correlation 

between influencers' credibility and consumer cynicism suggests that authentic and 

trustworthy influencer content can effectively mitigate sceptical attitudes among 

consumers. As indicated by the model, this reduction in cynicism subsequently enhances 

brand loyalty and purchase intentions, highlighting the interconnected nature of these 

variables in the consumer decision-making process. 

The study's insights into the dynamics of influencer marketing and consumer behaviour 

provide valuable implications for marketers. By leveraging the trust and influence of 

credible influencers, brands can navigate the challenges of consumer cynicism, fostering 

stronger brand relationships and driving consumer actions. This research contributes to 

the evolving understanding of influencer marketing's role in modern consumer 

engagement strategies, emphasizing the need for authenticity and trust in influencer-

brand collaborations. 

Table 4: Structural Equation Model Hypothesis Test Results 

 Hypothesis  E t- value p 

H1 
Credible posts by social 

media influencers 
Consumer cynicism -0.28 -4.058 *** 

H2 
Recommendations by social 

media influencers 
Consumer cynicism -0.43 -5.360 *** 

H3 Consumer cynicism Brand loyalty. -1.185 -8.752 *** 

H4 Consumer cynicism 
Consumer purchasing 

intention. 
-0.21 -2.724 .006 

Fit Measurements: X2 / d.f.: 1.384 GFI (Goodness-of-fit index): 0.901 AGFI(Adjusted GFI): 0.871 

CFI (Comparative fit index): 0.965 RMSEA: 0.042 

 

Conclusion and Discussion 

This study analyzes the impact of influencer marketing on consumer cynicism and its 

subsequent effects on brand loyalty and purchase intentions. Survey data from 214 

participants in Karabük were evaluated using structural equation modelling. The 

research found that credible posts and influencer recommendations decrease consumer 

cynicism, increasing brand loyalty and purchase intentions. Particularly, the authenticity 

and realism of influencer content can significantly reduce consumer cynicism by 

increasing trust in businesses, leading to an increase in brand loyalty and purchase 

intentions. The findings illuminate the complex interaction between influencer marketing 

strategies and consumer cynicism, highlighting the potential of influencer marketing to 

mitigate consumer cynicism and its possible effects on brand loyalty and purchase 

behaviours. These findings are especially relevant in today's digital marketing 

environment, where consumer scepticism frequently rises, and the authenticity of 
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marketing messages is questioned. Therefore, the research offers insights into how 

businesses can utilize influencer marketing to enhance success and consumer 

engagement in an increasingly competitive digital market. 

The research was analyzed through structural equation modelling. The analysis results 

show that credible influencer content can increase consumer trust, reducing negative 

attitudes toward brands. Additionally, decreasing consumer cynicism positively affects 

brand loyalty and purchase intentions. These relationships are supported by hypothesis 

testing results, confirming that influencers' credibility and recommendations 

significantly and negatively affect consumer cynicism (H1 and H2), and consumer 

cynicism negatively impacts brand loyalty and purchase intention (H3 and H4). These 

results demonstrate the positive effects of influencer marketing in reducing consumer 

cynicism and enhancing brand loyalty and purchase intentions, emphasizing the 

importance of influencers' role in digital marketing strategies. The study provides an in-

depth examination of the critical role of influencer marketing within modern marketing 

dynamics and its effects on consumer behaviours, contributing to the marketing 

literature. 

This research comprehensively examines the effect of influencer marketing on consumer 

cynicism and its indirect effects on brand loyalty and purchase intentions, achieving 

results comparable with similar studies in the literature. Studies by Nadanyiova et al. 

(2020) and Chopra et al. (2020) show that influencer marketing has a strong impact on 

consumers' behaviours and lifestyles, more pronounced among young consumers, 

supporting the influence of influencer marketing on consumer cynicism. Research by Lou 

and Yuan (2019), along with Saima and Khan (2020), emphasizes how the credibility and 

value of influencers' messages can increase consumer trust and, thereby, brand loyalty 

and purchase intentions. Studies by Pinto and Paramita (2021) and Jayasingh (2019) 

examining the effects of influencer marketing on Generation Z have shown positive 

outcomes on brand loyalty. Pick (2021) highlighted the significant role of psychological 

ownership in influencer marketing, reducing cynicism and positively influencing 

consumer behaviours. These studies' findings align with this research's outcomes, 

demonstrating the effective use of influencer marketing in reducing consumer cynicism 

and increasing brand loyalty and purchase intentions. These comparisons help better 

understand the importance of influencer marketing within digital marketing strategies 

and its effects on consumer behaviours. 

The study makes theoretical and practical contributions to marketing and consumer 

behaviours literature. Theoretically, it sheds light on the complex relationship between 

influencer marketing and consumer cynicism, revealing how influencers can significantly 

influence consumer attitudes and behaviours. This study demonstrates the potential of 

influencer marketing to reduce consumer cynicism and its positive effects on brand 

loyalty and purchase intentions, offering new perspectives for business management and 

marketing strategies. Practically, it highlights the importance of focusing on trust and 

authenticity in enhancing the effectiveness of influencer marketing campaigns. Especially 

in high-cynicism markets, credible and authentic influencer content can positively 

influence consumers' brand perception and foster long-term customer loyalty. Conscious 

decisions in influencer selection and content strategies can enable businesses to create a 

stronger and more positive impact on their consumer base. Consequently, this study 

highlights the strategic use of influencer marketing in creating value for brands and 
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expanding the consumer base, providing significant insights for academics and 

practitioners. 

The study's limitations include factors related to methodology and sample diversity. 

Firstly, the quantitative nature of the research limits the depth of understanding 

regarding the underlying reasons for consumer cynicism and the effects of influencer 

marketing. This implies that future studies supported by qualitative methods could help 

gain a more comprehensive understanding of consumer perceptions and behaviours. 

Secondly, since the study is generally limited to all influencers, caution should be 

exercised regarding the generalizability of findings to other platforms or interactions with 

micro and macro influencer types. Future research could comparatively examine the 

effects of influencer marketing across various social media platforms, shedding light on 

the unique characteristics of platforms and their effects on consumer behaviours. Further 

studies on the long-term effects of influencer marketing could help understand how the 

impacts of businesses and influencers on consumer loyalty and purchase intentions 

change over time. Lastly, more research on the ethical aspects of influencer marketing 

and how consumers' attitudes toward this type of marketing evolve could provide a 

better understanding of the influence of ethical standards and consumer expectations on 

designing and implementing influencer marketing strategies. These suggestions can 

potentially guide future research, expanding the body of knowledge in the field of 

influencer marketing and contributing to marketing practice. 
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