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ABSTRACT 
 

The psychological idea of social proof, which holds that people are affected by the deeds and 
recommendations of others, has made influencer marketing a crucial tactic in digital advertising. With an 
emphasis on how these metrics support the social proof mechanism, this study examines the dual roles 
that follower count and engagement play in determining the efficacy of influencer marketing initiatives. 
Recent research indicates that engagement—which reflects meaningful interactions with the audience—
may be a more important driver of consumer trust and behavior than follower count, which has historically 
been considered the major indicator of an influencer's potential reach and authority. This study looks at 
how these two elements interact and how they affect consumer choices, brand perception, and marketing 
results as a whole. The study examines whether influencers with smaller followings but high engagement 
(micro influencers) can have a greater impact than those with bigger, less engaged audiences (macro-
influencers) by reviewing existing literature and analyzing developing patterns. The study also examines 
the dynamics of social proof, evaluating the combined effects of follower count and engagement on 
consumer trust in influencer recommendations. The study gives useful suggestions for organizations 
looking to maximize influencer selection and return on investment in influencer marketing by shedding 
light on the relative significance of these variables. This study advances our knowledge of the dynamic 
influencer market and the intricate connection between follower count, engagement, and the social proof 
mechanism in shaping consumer behavior.  
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Introduction 

Problem Statement  

"The influence of follower count and engagement: Unpacking the social proof 
mechanism in influencer marketing"  

Objective of Research  

• To Examine the Role of Follower Count in Influencer Effectiveness  

• To Evaluate the Significance of Engagement in Influencer Marketing  

• To explore the interaction Between Follower Count and Engagement  
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• To Investigate the Impact of Follower Count on Influencer Credibility  

• To Assess the Role of Engagement in Driving Consumer Behavior  

Hypotheses Statement 

H0: Respondents’ do not significantly agree with commonly held notions about their prospective 
regarding the influence of follower count and engagement for Unpacking the social proof 
mechanism in influencer marketing 

H1: Respondents’ do significantly agree with commonly held notions about their prospective 
regarding the influence of follower count and engagement for Unpacking the social proof 
mechanism in influencer marketing 

Literature Review  

• An excessively high follower count can diminish an influencer's perceived authenticity. 
Consumers may view influencers with large followings as inauthentic or primarily motivated by 
monetary gain, reducing their ability to influence purchasing behavior (Lou & Yuan, 2019).  

• Follower count often serves as an initial indicator of an influencer’s popularity, attracting 
attention from marketers. However, engagement provides a deeper measure of how well the 
influencer can convert attention into action. Influencers with both a large following and high 
engagement rates tend to be the most successful in driving consumer behavior (De Veirman et 
al., 2017; Ki et al., 2020).  

• Recent studies suggest that follower count and engagement act as complementary indicators of 
social proof. High follower count can act as an initial trigger, drawing attention to the influencer, 
while engagement levels provide a more robust measure of the influencer’s ability to mobilize 
their audience (Ki et al., 2020)  

• Some scholars argue that engagement should be prioritized over follower count in assessing the 
efficacy of influencer marketing campaigns, as it provides more actionable insights into the 
influencer’s relationship with their audience (Casaló et al., 2018).  

• The literature also explores the interplay between follower count and engagement. While both 
are important, their relative impact on consumer behavior is complex. Studies have shown that a 
combination of a significant follower base with high engagement is more likely to lead to 
effective marketing outcomes (Marwick, 2015).  

Interpretation  

• Gender  

There are 23 men and 27 women in my sample. 

• Which social media platforms do you use most frequently? (Select all that apply  

YouTube and Instagram are used by the majority of respondents. 

• How often do you shop or engage with brands via social media?  

Three respondents said that they never purchase or interact with brands on social media, whilst 
the majority of respondents, 24, said that they do so infrequently. 

• How important is an influencer's follower count when deciding to trust their product 
recommendations?    

 The majority when asked how essential an influencer's following is when choosing whether to 
believe their product recommendations, 16 respondents said it was somewhat crucial and at least one 
said it was somewhat irrelevant. 

• When you see an influencer with a large following, do you perceive their opinions as 
more credible than someone with a smaller following?    

 When asked if they believe the opinions of an influence with a large following to be more 
credible than those of someone with a lesser following, the majority of respondents—19—say they agree 
and are neutral, while at least two say they strongly agree. 
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• How does an influencer's follower count impact your likelihood of purchasing a product 
they endorse?    

 The majority According to 22 respondents, the number of followers an influencer has  a 
moderately positive effect on your likelihood of buying a product they recommend. 

• How important is the engagement level (likes, comments, shares) on an influencer's 
posts when considering whether to follow or trust their product recommendations?    

 When deciding whether to follow or believe an influencer's product recommendations, the 
majority of 21 respondents express a neutral opinion about the significance of the engagement level 
(likes, comments, shares) on the influencer's posts. Minority 6 responds that it is not significant at all. 

• Do you trust an influencer more if their posts have high engagement (many comments, 
likes, shares), even if their follower count is lower  

 While one respondent strongly disagrees, the majority of 23 respondents are ambivalent about 
trusting an influencer more if their posts have significant engagement (many comments, likes, and 
shares), even if they have fewer followers. 

• Would you be more likely to follow an influencer who has a lower follower count but high 
engagement (comments, likes, etc.) than someone with a large follower count but low 
engagement?    

The majority According to 36 respondents, following an influencer with a smaller following but 
high engagement (likes, comments, etc.) is more likely than following someone with a huge following but 
poor involvement. In contrast, 14 say no to the same. 

• Which factor is more important when choosing to follow an influencer?  

 Forty-five respondents, or the majority, selected one response, and thirty-two respondents said 

they preferred both options equally.   

• Do you think that a high follower count makes an influencer appear more credible, even if 
their engagement rate is low?  

 Although 45 respondents disagreed with the statement, 55 respondents said that an influencer 
with a large number of followers appears more credible, even if their engagement rate is low. 

• Would you trust a product recommendation more from an influencer with fewer followers 
but more personalized and authentic engagement, or from one with a massive following 
but generic content?    

The majority of respondents 24 say that there are fewer followers and greater engagement, 
while nine believe that there are many followers and generic material. 

• When you see a product being recommended by an influencer with a large following, do 
you feel more inclined to buy it due to the perceived popularity or social proof?    

 Twenty responders answer yes, while thirty say no. 

• Have you ever made a purchase decision based on the number of likes or comments on a 
product recommendation by an influencer?    

 Five respondents claim they frequently rely their purchasing decisions on the quantity of likes or 
comments on an influencer's product suggestion, compared to 21 who say they do so occasionally.  

• How likely are you to make a purchase if an influencer with a high engagement rate 
shares a personal story about a product, even if they have a small follower count?    

Even if an influencer with a small number of followers offers a personal narrative about a 
product, 21 respondents claim they have a neutral opinion about making a purchase. However, ten say 
it's highly plausible. 

• How does the perceived authenticity of an influencer (whether they seem genuine or paid 
to endorse a product) affect your trust in their recommendations?  
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 Only two respondents think it is not essential at all that an influencer's perceived authenticity—
whether they appear sincere or are compensated to promote a product—affects their trust, while the 
majority of respondents, or 23 people, are neutral.  

• Do you think that an influencer with a large following is more likely to promote products 

unauthentic ally (e.g., paid endorsements)?  

 The assertion that influencers with huge followings are more inclined to advocate things in an 
unauthentic way was said to be agreed with by 28 out of the total respondents, while 22 disagreed. 

• How does an influencer’s engagement with their audience (responding to comments, 
engaging in conversations) affect your perception of their authenticity?  

According to the majority of respondents (27), influencers' interaction has little bearing on how 
real they are seen.  The authenticity of only 23 responses has decreased. 

• As a brand, would you prioritize working with an influencer who has a high follower 
count but low engagement, or one with a smaller following but high engagement?  

The majority of responders, or 17, are High follower count, low engagement in prioritize working 
with an influencer and minority Respondents i.e. 7 Priorities neither option. 

• What metrics (follower count, engagement rate, content quality, etc.) do you prioritize 
most when selecting an influencer for a campaign? What metrics (follower count, 
engagement rate, content quality, etc.) do you prioritize most when selecting an 
influencer for a campaign?  

 The majority of responses, or 18 people, prioritize the engagement rate, whereas the minority, 
or 3 people, prioritizes the number of followers. 

• Do you believe that influencers with high engagement rates are more effective in driving 
consumer actions (e.g., purchases, website visits) than those with simply large 
followings?  

 Regarding the belief that influencers with high engagement rates are more successful at 
influencing customer behaviors (such as purchases or website visits) than those with merely sizable 
followings, 33 respondents answer yes and 17 say no. 

Statistical Techniques  

For my research study, I used G* Power Program for calculating sample size.  

ANOVA test: This test is useful for testing groups of variables. So I will apply this test for testing 
the variables.  

Data Analysis  

Data collection through questionnaire was tabulated using Excel and interpretation of data was 

based on tabulation and analysis. Statistical methods such as ANOVA were used for data analysis.  

Question 1On a scale from 1 (Strongly disagree) to 5 (Strongly Agree) how much do you 
disagree or agree to the following statement 

Step 1: Hypothesis Building 

H0:  Respondents’ do not significantly agree with commonly held notions about their prospective 
regarding the influence of follower count and engagement for Unpacking the social proof 
mechanism in influencer marketing 

H1:  Respondents’ do significantly agree with commonly held notions about their prospective 
regarding the influence of follower count and engagement for Unpacking the social proof 
mechanism in influencer marketing 

Step 2: Level of Significance = 0.05  

Step 3: Data Analysis 
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ANOVA Analysis 

 
Note: ANOVA can’t apply on Frequency so I convert frequency into scores Strongly Disagree 1 to Strongly Agree 5 

 

Anova Single Factor 
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Summary 

 

Findings  

• Follower count boosts perceived popularity and credibility (social proof).  

• Engagement rate (likes, comments) is a stronger indicator of trust and authenticity.  

• Micro-influencers often outperform mega-influencers in engagement and relatability.  

• Platform differences affect how follower count and engagement are perceived.  

Limitations  

• Results may not generalize across all platforms or influencer niches.  

• Short-term focus; long-term effects not studied.  

• Self-reported data may be biased.  

• Fake engagement (bots) not accounted for.  

Conclusion  

 Follower count and engagement both play crucial roles in influencer marketing, but they operate 
through distinct psychological pathways. Follower count functions as a heuristic for popularity, triggering 
social proof, while engagement rates are a trust signal that influences authenticity and conversion. 
Brands should consider both metrics in tandem, with a growing emphasis on quality of engagement over 
quantity of followers. Future strategies should prioritize partnerships with influencers who balance reach 
with genuine audience interaction, especially within niche markets. Ultimately, effective influencer 
marketing hinges not on raw numbers, but on how these numbers translate to perceived value, 
authenticity, and credibility in the eyes of the consumer.  
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