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Abstract

The study analyses how youth perceive social media Influencers and
whether they affect their purchasing intentions and buying decisions.
It also measures influencers’ attractiveness, expertise, and
trustworthiness while communicating with consumers. In addition, the
study explores the types of digital interaction with influencers, measures
the impact of their online marketing activities on purchasing intentions,
and finds differences between youth demographic segments. A total of
350 youth participants in the United Arab Emirates (UAE) completed an
online survey evaluating influencers’ characteristics, promotional videos,
types of youth interaction with their content, and their impacts on
purchasing intentions. The findings show that youth in UAE consider
that influencers have positive personal appeals, traits, and information
support to attract their followers and encourage them to purchase.
Furthermore, the results reveal that influencers push youth to search
for more information about the products and visit marketers’ websites.
Influencers’ social media activities also affect youth’s interests, desires,
and purchase intentions by helping them assess the products.

Keywords: Influencers, social media, online marketing,
purchase intentions, youth, UAE

Introduction

Social media undoubtedly has changed the way people interact and
communicate, thus presenting new opportunities and challenges in marketing.
Social media became a marketing communication hub for companies, sellers,
advertisers, and customers. By those platforms, marketers try to shape
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customers’ brand perceptions and admirations and affect their purchase
decisions. In addition, consumers are increasingly using digital platforms to
search for information about products and services (Evans et al., 2017; Sudha
& Sheena, 2017; Byrne, Kearney & MackEvilly, 2017).

The global influencer marketing platform was valued at USD 148.04
million in 2019 and is expected to reach USD 337.74 million by 2027. Influencer
marketing is one of the most promising fields of digital marketing processes.
It has opened up a new horizon for brands and businesses to connect with
audiences. With the increasing adoption of intelligent technologies, brands
strategically approach their customers to build strong relationships. The
influencer-marketing platform has a sustainable future in many fields, including
the healthcare sector, such as lifestyle and wellness programs and medical
care (Reportlinker, 2019).

In the United Arab Emirates, e-commerce sales are estimated to grow
by an average of 23% annually between 2018 and 2022. Shopping via mobile
devices, personal computers, tablets, and connected devices is now a part of
consumers’ everyday lives. They can use newer payment methods introduced
by various providers with a safe, convenient method. The consumer
demographic in the UAE consists of a young population with high Internet and
social media usage. Almost 63% of Internet users in the UAE shop online.
These people are more likely than other consumers to spend time online; they
use their smartphones to follow their favorite influencers (The UAE e-Commerce
Landscape, 2019).

In addition to that, the UAE has a favorable environment for social
media ne-marketing with the advantages of digital adoption, consumer
demographic, infrastructure, and policies. The UAE’s total population is 9.83
million, whereas the active Internet users are 9.73 m., the mobile Internet
users are 9.6 m., and the active social media accounts are 9.53 m. Data on
social media consumption in UAE reveals that Facebook is the preferred
platform for social media users, with 8 million active users. The second
platform is Instagram, with 3.5 million users. Twitter, Snapchat, and LinkedIn
are ranked from the third to the fifth. With a daily average of 2.57 hours
people spend on social media, it has become an essential daily UAE activity
(Allison, 2020).

On the other hand, 94% percent of brands based in the UAE believe in
social media e-marketing and use influencers significantly for business
promotion. Dubai-based PR agency BPG’s reports showed that 71 % of UAE
residents between 18-40 years of age are happy to take advice online before
purchasing. Furthermore, the survey found that fashion, beauty, and food are
the most preferred areas where UAE people are likely to follow social media
influencers for recommendations (Social Media Influencers’ Survey, BPG,
2019). To protect the social values of the UAE, in 2018, UAE National Media

423



Media Watch 12 (3)

Council (NMC) issued a set of regulations that governed online activities,
including e-commerce. Under the new regulations, influencers using social
media to promote brands and businesses will need to get a media license
issued by the NMC (NMC, 2021). Based on these characteristics, the study
aims at exploring the effect of social media influencers on youth purchase
intentions in UAE by identifying the youth perception of influencers marketing,
assessing the impact of influencers marketing on purchase decisions, exploring
youth opinions about influencers posts on social media, and discovering brands
that youth depend on influencers to get information about them.

Literature Review
Influencer Marketing

Social media has become an essential digital platform for advertisers and
marketers who act to reach their consumers in recent years. Influencer
marketing could be considered as a part of marketing communication
campaigns. In a competitive market, influencer marketing offers alternatives
for brands and companies to reach consumers (Evans et al., 2017). Influencer
marketing functionalizes individuals’ or opinion leaders’ impact to drive brand
consumers’ awareness or purchasing decisions (Khamis, Ang& Welling, 2017).
It is also defined to promote or endorse a brand or product on social media
platforms by influencers (Veirman et al., 2017). Influencer marketing is also
defined as a process in which a brand identifies and activates persons with
significant influence over its target audience and markets to promote and
raise sales. Influencer marketing is a word-of-mouth marketing concept
focusing on a social context and relationship building (Sudha & Sheena, 2017).
Influencer marketing trend has established partnerships with influential people
to increase brands’ visibility on social media (Abidin, 2016). The digital equivalent
of word-of-mouth marketing focuses on using key leaders or influencers to drive
a brand’s message to the customers and change their buying behaviors (Byrne,
Kearney & MacEvilly, 2017).

Influencer marketing has four main steps: (i) identifying influencers
and rating them according to their importance, (ii) raising brand awareness
of influencers’ followers, (iii) raising awareness of target markets through
influencers, and (iv) turning influencers into brand consumers’ perceptions
(Ranga & Sharma, 2014). Brown and Hayes (2008) stated that there are three
stages of influencer marketing: (i) raising brand awareness among followers,
(ii) raising brand awareness among target consumers, and (iii) transforming
influencers into brand advocates.
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Influencer Marketing Platform

Influencer marketing on social media is one of the new channels for brands to
connect with consumers more directly and socially in their everyday life. Social
media influencer marketing has proved a high success in engaging and
targeting new audiences - beyond their interest, demographic, or location
(Gallaugher & Ransbotham, 2010; Tsimonis & Dimitriadis, 2014). Recently the
most powerful brands consider social media Influencers are their brand
ambassadors. Consumers are looking at fellow consumers to inform their
purchasing decisions or lifestyle. Companies are dynamically using influencers
as a third-party voice in their advertising campaigns. Influencers through
social networks reach the end-consumers directly, at a low cost and timely
manner. Companies use influencers’ social media communities, openness with
consumers’ attitudes, clout, and credibility (Buyer, 2016). The idea of influencer
characteristics like credibility, interactivity, and trust is the main aspect of
influencers’ marketing (Singh & Banerjee, 2018).

Glucksman’s (2017) study found that social media influencers’ success
does not rely solely on their follower count but their ability to influence followers
through authenticity, confidence, and interactivity to create a connection
between the followers and the brand. The research also noted that social
media influencers are marketing the feeling by their impression. Authenticity
and trust are the foremost practical influencer attributes and highly contested
terms that should be studied (Dhanesh & Duthler, 2019). Influencers are
powerful promotional tools due to their trend, ability, and influence on
consumption. Social media platforms manage the search, selection, and
relationships between brands and influencers (Berne & Marzo, 2020). Singh
and Banerjee (2019) on celebrity influencers’ credibility reveal that celebrity
influences consumers’ attitudes towards the brand and purchase intention;
both brand attitude and advertisement attitude built on celebrity credibility
significantly influence.

Influencers Attributes

Social media Influencers are individuals or celebrities who have amassed large
numbers of followers on their accounts as they post attractive content, videos,
and photos that highlight their lifestyle, preferences, and merchandise
preferences (Cotter, 2019). The growth of smartphone applications for content
and image sharing has fueled the rise of Influencers’ impact among their
followers by sharing experiences in the areas in which they claim expertise
(Argyris et al., 2020). Social media has brought a new type of celebrity, creates
a self-presentation, and accomplishes a creation image used to attract the
attention of a large number of followers (Marwick, 2015; Khamis, Ang, &
Welling, 2017). Influencers create visually attractive content in many niches,
including health, beauty, fitness, fashion, and life coaching (Lueck, 2015).
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Chetioui, Benlafqih, and Lebdaoui (2020) illustrated that influencers’
attitudes positively impact brand attitude and purchase intention. Perceived
credibility, trust, expertise, and congruence positively impact attitudes toward
them. Stubb, Nystrom and Colliander (2019) indicated that the credibility of
the influencer is significantly higher in affecting the consumers’ attitudes
and providing evidence toward the new products or the products they do not
have experience about, thus more than the well-known products they are
familiar with and have a previous brand and product experiences. Barbu and
Cmeciu (2019) highlighted that sympathy, trustworthiness, expertise, and
similarity are the main elements of social media influencers’ credibility. Wellman
et al. (2020) discussed the ethical guidelines that the influencers work within
them. They referred to the importance of understanding the principles guiding
sponsored content and brands and the necessity of being faithful with the
users. Influencers textually and visually exhibit their personal daily lives to
attract and maintain them; they may also engage the followers in their posts
that promote many brands (Chae, 2018).

Purchase Intentions

Many studies investigate the factors affecting purchase intentions. Ma, Littrell,
and Niehm (2012); Lee (2014); and Abner (2019) examined different types of
cognitive and behavioural factors. Erkan and Evans (2018) defined four factors
that might affect consumers’ purchase intentions: information quality,
Information credibility, usefulness, and information adoption. Gazley, Hunt,
and MclLaren (2015) mentioned the message type, customization, and
permission, as factors leading the consumers’ attitudes to enhance the
likelihood, willingness, and probability of purchase intentions.

Some Arab countries have witnessed discussions on the role of
influencers, celebrities, and e-word-of-mouth (e-WOM) in purchasing
intentions. Alnasor et al. (2016) indicated that the corporate promotional
content in its social media account affects the purchase intention. Khatab and
Ragab (2014) and Abdel Al (2015)indicated that source expertise, similarity,
and trust positively affect the online purchase intention of Egyptian youth. Al-
Dahrawy’s (2019) study on the attitudes of Arab youth towards marketing
through social media found a positive relationship between purchase intentions
and attitudes towards influencers. The researcher has stated that
attractiveness, interaction, experience, and credibility affect youth purchase
decisions. Paset (2020) showed the positive impact of purchase intention,
brand awareness, and e-WOM.
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Electronic Word of Mouth and Purchase Attitude

Behaviour can be changed in social networks context by direct experience of
observing others attitudes, enabling information flow and behavioral change
adoption (Liu et al., 2017). This increases the significant effect of influencers
on their followers. E-WOM has become an active communication tool in
influencing the consumer decision-making process. eWOM refers to potential,
actual, and former customers’ positive or negative opinions towards a product
or brand via the Internet. E-WOM is a new casual, easy, and more continuous
information service source (Joshi & Singh, 2017). It is a powerful source of
information that influences consumers’ intention to purchase by building their
perception towards a product or service (Steffes & Burgee, 2009). E-WOM
creates communication between a person, a non-commercial interaction
between sender and receiver regarding a product, brand, or service (Yolanda
& Ngai, 2011). Most Internet and social media users who join online
communities have an online trust in e-WOM; usually, they and other consumers
share their knowledge and product or service experiences (Flavian & Guinaliu,
2005; Zhao & Lavin, 2012; Hali & Khani, 2013). Thus, social media influencers
form consumers’ opinions on products and services (Chetioui, Benlafqih, &
Lebdaoui, 2020; Joshi & Singh, 2017). So, it is in the interest of the company
as well as the influencer to keep online conversations positive and persuade
other consumers to try products in a way that makes it feel as if the decision
to make the purchase was in the interest of the consumer as opposed to the
persuasion of the influencer (Lee & Youn,2009).

This study examines the impact of influencers’ marketing strategy on
consumer purchase intention in the UAE. It also explores the factors that
influence the youth in their response to the influencers’ promotional activities
on social media. For this study, the researchers set the following objectives
and research questions:

Research Objectives

(i) To identify how the youth perceive and evaluate the social media
influencers,

(ii)) To assess the effect of social media marketing influencers on youth
purchase intentions and decisions, and

(iii) To explore how the youth evaluate the promotional content that influencers
post on social media.

Research Questions

RQ1: How does the youth perceive and evaluate the attributes of social media
influencers?

RQ2: How do the marketing influencers’ promotional activities affect the
youth purchase intentions?
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RQ3: Are there significant differences among the youth demographic variables
in their marketing influencers’ evaluation, interaction, and affecting?
RQ4: Are there significant correlations between influencer attributes,
interaction, and their impact on purchase intentions and buying decisions?
RQ5: How does the youth evaluate the influencers’ promotional videos?
RQ6: What are the products that influencers most likely have the ability to
affect the youth buying decisions?

Methodology

The researchers applied the survey method to collect the information using
online resources. Astratified probability sampling method was applied to select
the respondents from the UAE community. The survey instrument was a set of
questionnaires aimed to collect data from respondents. The respondents were
requested to answer five questions relating to the study objectives. Three
experts in communication and business administration were engaged to ensure
the questionnaires’ validity and reliability. As a result, Cronbach’s alpha
coefficients of the research questions are higher than 0.70, which is acceptable
in most social science research.

All items measuring RQ1: Youth’s perception of influencers marketing were
adapted on a 5-point Likert scale ranging from (1) Strongly Disagree to (7)
Strongly Agree (a = 0.000).

All items measuring RQ2: The types of youth interaction with the influencer’s
posts were adapted on a 3-point Likert scale ranging from (1) Rarely to (3)
Always (a = 0.000).

All items measuring RQ5: How influencers affect youth’s purchase intention
was adapted on a 5-point Likert scale ranging from (1) Strongly Disagree to
(7) Strongly Agree (a = 0.000).

All items measuring RQ6: How youth describe the influencer’s videos were
adapted on a 3-point Likert scale ranging from (1) Rarely to (3) Always (a =
0.000).

We used Survey Monkey and SPSS.26 software to analyze the surveyed
data of 350 participants (57.1% females and 42.9% males). Table 1 presents
the profiles of the respondents.
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Table 1. Profile of respondents

Sample N %
Sex Male 150 42.9
Female 200 57.1
Age 18-25 190 54.3
26-35 160 45.7
Nationality Citizen 200 57.1
Resident 150 42.9
Education University Student. 200 57.1
Postgraduate. 150 42.9
Work Working 160 45.7
Not working 190 54.3
N=350

Results

Table 2 shows the sample description of the attributes of social media
influencers in marketing. The attributes are divided into three categories
based on Mean values. The first category of attributes, which have Mean
values above 3.7, is Appealing, Stylish, Approachable, Friendly and Likeable,
Warm, Fascinating, Inspire confidence in the product and the sponsored brand,
Elegant, and Attractive. The second category of attributes which have the
Mean values ranging from (3.5 to less than 3.7) is: Knowledgeable, Qualified,
Experts, experienced about products, Sincere image, text, and video, Valuable,
Answer followers’ questions, Exciting, Important and illustrate the great
experience, and Convincing and Supported by solid arguments. The third
category of attributes which have Mean values ranging from (3 to less than
3.5) is: Sympathetic, Trustworthy, Dependable, Relevant, Reliable and Honest,
Easy to contact with them, Competent, think like me, Similar to me in their
interests, and Behaves like me. Finally, the last characteristic that can be
added to that category (Mean =2.95) is Like me in personality.

Most attributes described by social media influencers in online
marketing are related to their formality, public image, or the way they appear
on social media. The second category is related to knowledge, information,
communication, interactive and persuasive abilities. In contrast, the third
category described their attributes of being trusted and similar with their
followers.
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Table 2. Youth evaluation towards influencers’ attributes

Influencers’ attributes N Mean Std. D.
Appealing 350 3.85 0.911
Stylish 350 3.84 0.795
Approachable 350 3.84 0.895
Friendly and Likeable 350 3.81 0.922
Warm 350 3.8 0.934
Fascinating 350 3.8 0.913
Inspire confidence in the product and

the sponsored brand 350 3.77 0.903
Elegant 350 3.73 0.958
Attractive 350 3.72 0.978
Knowledgeable 350 3.68 0.945
Qualified 350 3.66 0.887
Experts 350 3.65 1.028
Experienced in products 350 3.61 0.948
Sincere image, text, and video 350 3.6 0.954
Valuable 350 3.56 0.943
Answer followers’ questions 350 3.55 1.03
Exciting 350 3.55 0.949
Important and illustrate the great experience 350 3.54 0.926
Convincing and Supported by strong arguments 350 3.52 1.072
Sympathetic 350 3.42 0.845
Trustworthy 350 3.37 1.04
Dependable 350 3.36 0.994
Relevant 350 3.33 0.954
Reliable and Honest 350 3.29 1.071
Easy to contact with them 350 3.28 1.198
Competent 350 3.28 1.108
Think like me 350 3.1 1.031
Similar to me in their interests 350 3.02 1.043
Behaves like me 350 3.01 1.017
Like me in personality 350 2.95 1.006

Table 3 shows the Mean values of youth interactions with influencers,
and the effects of influencers on purchase are low. Maximum interaction was
“I seek further product information” (Mean= 2.07), indicate that searching
for additional information is more important than other types of exchange,
such as direct interaction with influencers. The second type of interaction
was “I remember the sponsored brand/product” (Mean=1.95), reflecting the
importance of the influencers’ marketing for the brand/product. Whereas “/
interact very actively with the influencers” (Mean=1.94), again shows the
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importance of using influences to convince consumers. The fourth type assures
the results of searching information as it was “/ visit the websites of the
sponsored brands by influencers” (Mean=1.96).

Table 3. Youth interaction with influencers

Interaction N Mean Std. D.
| seek further product information 350 2.07 0.721
| remember the sponsored brand/product 350 1.95 0.725
| interact very actively with the influencers 350 1.94 0.689
| visit the websites of the sponsored brands by influencers 350 1.93 0.657
| send “likes” to influencers 350 1.9 0.691
| intend to buy the product presented by the influencer 350 1.84 0.631
| make comments with emoji when | interact with the influencers 350 1.79 0.75
| share the influencers’ posts 350 1.73  0.737
| make comments mentioning the influencers 350 1.57 0.694

Table 4 shows that the respondents’ purchase intentions are mostly
determined by good recommendations and useful information from influencers
that help respondents evaluate the products. The Mean values ranged from
3.22 to 3.26. This is followed by effects on purchase decisions, positive
impressions, addressing interests, and searching for the products (Mean values
ranged from 3.17 to 3.20). Finally, the probability of purchasing, discovering
the sincerity of marketing promises, preferring the influencers’ marketing
more than other tools, and imitation comes on the third type of effect. In this
category, the mean values ranged from 2.6 to 3.11.

Table 4. Effects of influencers on purchase intentions

Effects N Mean Std. D.
| like the influencers’ recommendations 350 3.26 0.942
| found the influencers’ information is convinced (adaption) 350 3.24 0.968
| feel that the influencers handle the offer for my benefits 350 3.23 1.005
| found the influencers’ information is useful to assess the

product (usefulness) 350 3.22 0.97
The positive impressions towards the influencers enhance my

purchase decisions 350 3.2 1.116
| look for the product promoted by the influencers 350 3.19 1.074
| feel that the influencers addressing my interests 350 3.18 1.009
| found the influencers’ information is integrated (quality) 350 3.17 0.92
| probably purchase the products according to the influencers’ advice.350 3.11 1.132
| found the influencers’ information has real evidence (credibility) 350 3.08 0.881
| feel that the influencers give me a good promise 350 3.04 0.975
Influencers affect my purchase decision more than TV, radio,

and newspaper advertisements 350 3.04 1.183
| buy products that influencers are promoting to emulate or

imitate them 350 2.6 1.081

The researchers conducted a t-test to determine a significant difference
between sample demographic groups, such as evaluating influencer attributes,
interacting with influencers, and affecting purchase intentions (Table 5).
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Table 5. Differences between sample segments (t-test)

Evaluating influencers’atributes Interacting with influencers Affecting with influencers
on purchase intentions

Mean Sig. t Mean Sig. t Mean  Sig. t
Sample N
Sex
Male 150  100.42  .000 -3.67 15.77 211 -3.27  39.11  .000 -2.140
Female 200 109.40 17.45 41.67
Age
18-25 190 111.94  .542 5.923 18.19 139 6.57 41.84 724 2.333
26-35 160  97.96 14.99 39.07
Nationality
Citizen 200 109.38  .062 3.677 17.47 .000 3.344 40.84 .015 .525
Resident 150  100.38 15.75 40.21
Education
University
Student. 200 112.85  .169 7.342 18.08 .147 6.381 42.40 .847 3.605
Postgraduate. 150 95.82 14.93 38.13
Work
Working 160  95.99 .000 -7.69 15.07 121 -6.236 38.96 .000 -2.497
Not working 190  113.60 18.13 41.93

Findings in Table 5 shows that there are significant differences among

sample segments:

Influencers’ Attributes

(i) Significant differences were found between males and females in
perceiving the most important influences attributes (p = 0.00) in favor
of males (Mean=25.2).

(ii) Significant differences were found in perceiving influencer attributes
(p = 0.00), according to the working status (working/non-working) in
favor of who is working (M=23.7).

(iii) No significant differences were found between the segments of age,
education, and nationality in perceiving the attributes of the influencer

Interacting with Influencers

(i) Significant differences between citizens and residents in interacting
with influencers (p=0.00).

(ii) No significant differences were found between the segments of sex,
age, education, and work status in interacting with influencers.

Influencers on Purchase Intentions
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(i) Significant differences were found between males and females affected
by the influencers’ purchase intentions (p=0.00).

(ii) Significant differences were found between those working and those
not affected by the influencers’ purchase intentions (p=0.00).

(iii) Significant differences were found between citizens and residents
affected by the influencers’ purchase intentions (p=0.015).

(iv) No significant differences were found between age and education
segments affected by the influencers’ purchase intentions.
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The researchers conducted the Pearson correlation coefficient to
measure the strength of a linear association between youth evaluation towards
influencer attributes, youth interaction with influencers, and effects of
influencers on purchase intentions. The results showed that:

(i) Strong positive significant correlation between youth evaluation towards
influencer attributes and their interaction with the influencers (p=0.00,
r=0.74)

(ii) Strong positive significant correlation between youth evaluation towards
influencer attributes and their purchase intentions for the products/
brands (p=0.00, r=0.73)

(iii) Strong positive significant correlation between respondents interaction
with influencers and their purchase intentions of the products/brands
(p=0.00, r=0.68)

This indicates that the positive perception and evaluation towards the
influencers affect the youth interaction and positively affect the youth purchase
intentions. The study found that the respondents describe the influencers’
videos in two categories. One is related to the content and design, with the
Mean value ranging from 2.03 to 2.08. It includes Provide up-to-date
information, Fun/Entertaining, Exciting, Informative, Simple, Enjoyable. The
second category is related to its ability to convince and influence, whose Mean
values range from 1.8 to 1.98. It includes: Believable, Enthusiasm and
Inspirational, Delightful, Credible Trustworthy, Reliable, Accurate. According
to influencers’ advice, the youth’s most preferred products category is fashion,
restaurants, and beauty and fragrances. Figure 1 indicates how the influencers
affect the purchasing intentions of goods and services ranging from
entertainment to education.
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Figure 1. Types of products that youth bought according to the
advice of influencers
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Discussions and Conclusion

Influencer marketing has become one of the marketing strategies that
marketers use to promote brands. Social media influencers have a powerful
impact on consumers, especially on the young generation. They give opinions,
recommendations about brands and products. Marketing agencies and
promotional departments use influencers for mentions, reviews, and
suggestions to promote their goods and services and build relationships with
their target audience. The findings of Aaron and Breuer (2020), Deshbhag and
Mohan (2020), Wiedmann and Mettenheim (2020) revealed that the importance
of influencers in impacting consumers’ buying decisions through their
communication skills, online social presence, and sharing their lived experiences
and opinions. Furthermore, the study revealed the importance of interactivity
between consumers and influencers, making brands accessible to consumers
and helping in choosing the right product. Lin et al. (2020) also assured that
interactivity is positively related to influencers’ authenticity and emotional
attachment and directly affects brand trust.

Our study results found that influencers’ marketing on social media
plays a major role in promoting goods and services, especially lifestyle. They
produce text messages, videos, live streams, live chat, and stories and
promote brands by displaying features, telling stories, providing advice and
suggestions. As a result, influencers have become an essential viable
solution and strategy and give many tools in promoting products through a
wide range of multiple digital platforms. In addition, they influence the intent
of the purchase decision on the youth.

Belanche, Flavian, and Sanchez (2020) found that influencers encourage
their followers to search for information about promoted brands and products.
However, it depends on consumer involvement with products as it helps raise
their intentions to interact with influencers and look for information. Taillon
et al. (2020); Pick (2020); and Woodroof et al. (2020); Glucksman (2017); Jun
and Yi (2020); Chetioui, Benlafgih, and Lebdaoui (2020); Bochenek (2019);
and Han et al.’s (2020) studies have already proved the influencers’ role as
attractive persons shaping up the purchase decisions by their credibility,
attractiveness, experience and trustworthiness intentions. Furthermore, the
study demonstrates that influencers’ posts and videos contribute as instruments
for word-of-mouth marketing and enhance the attractiveness and likeability
of products and help consumers evaluate their purchase preferences.

Social media marketing influencers have a prominent role in promoting
brands in a diversified society with a stable and growing economy and business.
Social media marketing influencers have a significant impact on youth’s
purchase intentions and decisions in the UAE. They participate in building the
brand image and passing on information about the products and services.
Results show that the youth engage with social media influencers, connecting
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with them when searching for products. Furthermore, the study reveals that
influencers are reliable in influencing the purchase intentions and decisions of
the youth. The results could also serve as supporting systems while deciding
the marketing brand’s strategies and services in mapping the influencers’
requirements that should be fulfilled.
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