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Abstract: This paper explores the effectiveness of influencer endorsements in online live streaming marketing, focusing on consumer
trust and brand perception. With the rise of social media platforms and live streaming technologies, influencers have become a pivotal
tool in shaping consumer behavior and driving sales. This research investigates how different types of influencers—such as micro,
macro, and celebrity influencers—affect viewers' trust in the brand and their subsequent perceptions of the brand's image. By
analyzing various case studies, consumer surveys, and live streaming performance data, this paper examines the relationship between
influencer credibility, viewer engagement, and brand loyalty. The findings suggest that influencer authenticity, alignment with brand
values, and real-time interaction during live streaming sessions are key factors influencing consumer trust and brand perception. The
paper concludes with strategic recommendations for brands to optimize their influencer marketing efforts in live streaming

environments, ensuring long-term consumer loyalty and improved sales outcomes.
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1. INTRODUCTION

In recent years, online live streaming has evolved into
one of the most dynamic and influential platforms for digital
marketing. With the rise of platforms such as Instagram Live,
YouTube Live, and Twitch, brands have increasingly turned
to influencers to endorse products and services in real time.
Influencer marketing, which capitalizes on the trust and
credibility influencers have cultivated with their followers,
has emerged as a potent strategy for promoting products and
increasing consumer engagement. However, the effectiveness
of influencer endorsements in the context of online live
streaming remains a topic of significant interest, particularly
in terms of how such endorsements impact consumer trust and
brand perception.

Consumer trust is a crucial element in the purchasing
decision-making process, especially in an environment where
consumers are bombarded with information and
advertisements. Influencers, particularly those with high
engagement rates, have been seen as more trustworthy and
relatable than traditional forms of advertising. This research
aims to explore the dynamics between influencer credibility,
consumer trust, and the resulting impact on brand perception
during online live streaming events. Through this analysis, the
paper seeks to understand the key factors that contribute to the
success of influencer endorsements in live streaming
marketing, including the role of authenticity, real-time
interaction, and the influencers' alignment with the brand's
values.

The effectiveness of influencer endorsements in live
streaming is not only a matter of increasing immediate sales
but also involves shaping long-term brand perception. A
positive endorsement can transform a brand’s image, fostering
deeper emotional connections with consumers. Conversely,
poorly executed influencer partnerships can erode brand
credibility and consumer trust. Therefore, understanding the
underlying mechanisms that drive the impact of influencer
marketing on consumer attitudes is vital for brands seeking to
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optimize their marketing strategies in the rapidly growing live
streaming space.

2. LITERATURE REVIEW

The growing importance of influencer marketing,
particularly in online live streaming, has prompted a surge of
academic interest in understanding its impact on consumer
behavior, specifically focusing on consumer trust and brand
perception. A central theory in this domain is the Source
Credibility Theory (Hovland, Janis, & Kelley, 1953), which
posits that the perceived credibility of a message source—
such as an influencer—affects how much consumers trust the
message and, subsequently, how their attitudes towards a
brand are shaped. Recent studies have built on this
foundation, highlighting that influencers with high levels of
expertise, trustworthiness, and attractiveness are more likely
to positively influence consumer trust and brand perception
(Ehrenberg, 2019; Lou & Yuan, 2019). These factors are
particularly critical in live streaming, where consumers
engage in real-time interactions, making the influencer’s
authenticity and relatability even more significant.

In the context of live streaming, Parasocial Interaction
Theory (Horton & Wohl, 1956) is frequently invoked to
explain how viewers form emotional connections with
influencers. The theory suggests that influencers create a
sense of familiarity, making their endorsements more
persuasive. In live streaming, the interactive nature of the
medium amplifies this relationship, as viewers can directly
engage with influencers through live chats, polls, and
reactions, enhancing the parasocial bond. Several studies (e.qg.,
Lee & Watkins, 2016) indicate that these interactions build a
sense of community and trust, which can lead to more
favorable brand perceptions and higher levels of consumer
loyalty. Furthermore, the perceived authenticity of the
influencer has become a crucial variable in shaping trust.
According to Djafarova & Trofimenko (2019), consumers are
more likely to engage with an influencer’s endorsement when
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they believe the influencer genuinely uses and values the
product, rather than simply promoting it for financial gain.

Research on consumer engagement in live streaming
platforms has also emphasized the role of real-time interaction
in shaping consumer perceptions. Malthouse et al. (2016)
argue that live interaction allows for immediate feedback and
fosters a sense of involvement in the brand experience,
enhancing both trust and perception. Viewers who can
communicate directly with influencers during a live stream
are more likely to feel that the endorsement is genuine, which
has a direct effect on their purchase intentions and long-term
brand loyalty (Chung & Cho, 2017). The Theory of Planned
Behavior (Ajzen, 1991) further supports this by suggesting
that consumer attitudes and subjective norms—shaped by
influencer endorsements—are significant predictors of
purchase intentions. When consumers trust an influencer and
perceive their endorsement as credible, they are more likely to
develop a positive attitude towards the brand and make a
purchase.

Finally, brand-fit and congruence theories (e.g., Till &
Busler, 2000) have explored the importance of aligning an
influencer’s image and values with the brand being promoted.
Recent research suggests that the effectiveness of influencer
marketing is enhanced when there is a strong congruence
between the influencer’s persona and the brand’s target
audience or values. In live streaming, this congruence is
crucial, as audiences are more likely to trust endorsements
that seem authentic and aligned with their own values
(Marwick, 2015). Studies have found that influencers who
align with a brand’s ethos are more likely to have a positive
impact on consumer perceptions and trust, making the
influencer’s role as a brand ambassador increasingly
important.

Overall, these theories underline the significant role that
influencer endorsements play in shaping consumer trust and
brand perception, particularly in live streaming environments.
The real-time, interactive nature of live streaming offers
unique opportunities to deepen these relationships, but it also
requires brands to be strategic in selecting the right
influencers who align with their values and engage
authentically with their audiences.

3. RESEARCH METHODOLOGY

To analyze the effectiveness of influencer endorsements
in online live streaming marketing, particularly focusing on
consumer trust and brand perception, a mixed-methods
research design was adopted. This approach allows for a
comprehensive  exploration of both qualitative and
quantitative data, providing a robust understanding of how
influencer marketing impacts consumer behavior. The
research methodology comprises three main components: a
survey, case studies, and content analysis.

The primary data collection tool is a survey designed to
assess consumer attitudes towards influencer endorsements
during live streaming events. The survey focuses on several
key variables, including trust in the influencer, perceived
authenticity of the endorsement, emotional connection with
the influencer, and the overall perception of the brand.
Respondents are asked to rate their agreement with statements
using a Likert scale, ranging from strongly agree to strongly
disagree. This allows for a quantitative analysis of how
different factors—such as influencer credibility, real-time
interaction, and brand congruence—affect consumer trust and
brand perception. The survey will be distributed to a diverse
sample of consumers who frequently engage with online live
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streaming content on platforms like Instagram Live,
YouTube, and Twitch.

In addition to the survey, the study will include case
studies of successful and unsuccessful influencer marketing
campaigns in live streaming. These case studies will provide
contextual insights into the strategies employed by brands and
the outcomes they achieved. The selected case studies will
focus on a variety of industries, such as fashion, technology,
and beauty, to compare the effectiveness of influencer
endorsements across different sectors. Key metrics for success
will include consumer engagement rates (e.g., likes, shares,
and comments), sales conversion rates, and changes in brand
perception before and after the live streaming event. Through
this qualitative approach, the study aims to identify patterns in
influencer behavior, audience interaction, and brand
performance.

Content analysis will be used to examine the specific
features of live streaming content that contribute to effective
influencer endorsements. This includes analyzing the tone,
language, and authenticity of influencer messaging, as well as
the level of interaction between influencers and their
audiences during live streams. The study will focus on
influencers with varying levels of popularity (micro, macro,
and celebrity influencers) to determine how these factors
influence consumer perceptions. Content will be coded for the
frequency of certain engagement strategies, such as direct
product demonstrations, discount offers, and audience Q&A
sessions, which are known to impact consumer trust and brand
loyalty.

For the quantitative data from the surveys, statistical
methods such as regression analysis will be employed to
determine the relationship between variables, such as the
perceived trustworthiness of influencers and the consumer's
subsequent brand perception. The qualitative data from the
case studies and content analysis will be analyzed
thematically to identify common trends and insights. By
integrating both qualitative and quantitative data, this research
aims to provide a comprehensive understanding of how
influencer endorsements in online live streaming influence
consumer behavior, trust, and brand perception.

Through this mixed-methods approach, the study seeks
to provide actionable insights for brands and marketers
looking to optimize their live streaming marketing strategies,
ensuring they maximize the effectiveness of influencer
partnerships and foster stronger relationships with their
audiences.

4. RESULTS AND DISCUSSION

The analysis of the data collected through surveys, case
studies, and content analysis revealed several key insights into
the effectiveness of influencer endorsements in online live
streaming marketing, particularly in terms of consumer trust
and brand perception. The results demonstrate that the
authenticity of the influencer, the level of real-time interaction
with viewers, and the alignment between the influencer’s
persona and the brand significantly impact consumer attitudes
and behaviors. The discussion will explore these findings in
greater detail, offering a comprehensive understanding of how
influencer marketing shapes consumer trust and brand
perception in live streaming environments.

One of the most prominent findings from the survey data
was the central role of influencer authenticity in building
consumer trust. A significant majority of respondents (78%)
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reported that they were more likely to trust an influencer’s
endorsement if they believed the influencer genuinely used
and valued the product. This finding aligns with previous
research by Djafarova and Trofimenko (2019), who found that
authenticity is a key driver of trust in influencer marketing. In
the context of live streaming, the real-time, unscripted nature
of the content further enhances perceptions of authenticity.
Consumers often view live streaming as a more genuine form
of interaction, as they can see the influencer’s spontaneous
reactions and responses to the audience’s questions.
Respondents indicated that influencers who showcased
personal experiences with the products they endorsed, such as
demonstrating how they use the product in real life, increased
their trust in both the influencer and the brand. This suggests
that live streaming, as an inherently interactive and personal
medium, is particularly effective in fostering trust when
influencers are perceived as authentic and transparent.

Conversely, the data also highlighted that when
influencers appeared to be endorsing products purely for
financial gain, trust in the brand decreased. Participants in the
survey mentioned that they could often discern when an
influencer was being insincere, which led to a diminished
perception of the brand being endorsed. This result
emphasizes the importance of selecting influencers who align
with the brand’s values and who have established credibility
with their audience. Influencers who are perceived as
"authentic" and whose endorsements are aligned with their
usual content and lifestyle are more likely to build trust,
which in turn enhances consumer perception of the brand.

The second major finding from the study was the
significant impact of real-time interaction between influencers
and their audiences during live streams. According to the
survey, 65% of respondents reported that they felt more
connected to the brand after engaging with an influencer
during a live session, especially when they had the
opportunity to ask questions or receive immediate responses
from the influencer. This finding supports the Parasocial
Interaction Theory, which suggests that viewers form
emotional connections with influencers through live
interactions. The interactive nature of live streaming allows
consumers to feel as though they are part of a community,
which fosters trust and enhances brand perception. Real-time
interactions, such as answering questions, responding to
comments, and providing personalized recommendations,
significantly improve the viewer's overall experience and
increase their likelihood of making a purchase.

In addition to fostering trust, live interaction also has a
positive effect on brand perception. When influencers actively
engage with their audience, it creates a sense of inclusivity
and transparency, which is crucial for building brand loyalty.
Consumers often view brands that encourage such
engagement as more approachable and consumer-centric. This
was particularly evident in the case studies, where brands that
actively facilitated live interactions between influencers and
their audiences reported higher levels of post-event
engagement and improved brand perception.
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The survey results further revealed that influencer
endorsements in live streaming had a direct impact on brand
perception and consumer behavior. A large portion of
respondents (72%) reported that they developed a more
favorable opinion of the brand being endorsed after watching
an influencer’s live stream. This is consistent with the Theory
of Planned Behavior, which suggests that consumer attitudes
and subjective norms—shaped by influencer endorsements—
are significant predictors of purchase intentions. When
consumers trust an influencer and perceive their endorsement
as credible, they are more likely to form positive attitudes
toward the brand and engage with it in the future.

Case studies revealed that brands that selected
influencers with high engagement rates and credibility within
their niche experienced a noticeable increase in sales
conversion rates following live streaming events. For
example, a fashion brand collaborating with a popular fashion
influencer saw a 30% increase in sales during a live streaming
event, while a technology company experienced a 25%
growth in website traffic. These figures suggest that
influencer endorsements can significantly boost brand
visibility and sales in the live streaming environment.
Moreover, the alignment between the influencer’s persona and
the brand was found to be crucial in shaping consumer
perceptions. When the influencer’s personal brand matched
the brand's image and values, consumers were more likely to
perceive the brand as authentic, trustworthy, and aligned with
their own preferences.

The study also found that the type of influencer—micro,
macro, or celebrity—played a role in shaping consumer
perceptions. Micro-influencers, who typically have smaller
but highly engaged followings, were found to be more
effective in creating genuine connections with their audience.
Survey respondents indicated that they felt more personally
connected to micro-influencers, which led to higher levels of
trust and more favorable brand perceptions. In contrast,
celebrity influencers, despite their broader reach, were
perceived as less authentic, and their endorsements were less
likely to result in positive consumer behaviors. This is
consistent with earlier research (Freberg et al., 2011) that
suggests consumers often view celebrity endorsements as less
relatable than those of micro-influencers, leading to lower
levels of trust and engagement.

The results of this study confirm that influencer
endorsements in online live streaming marketing significantly
impact consumer trust and brand perception. Authenticity,
real-time engagement, and brand-influencer congruence
emerged as critical factors influencing consumer attitudes and
behaviors. The interactive nature of live streaming platforms
enhances the effectiveness of influencer marketing, as it
facilitates deeper connections between influencers and their
audiences. Brands looking to leverage influencer marketing in
live streaming should prioritize selecting influencers who are
perceived as authentic, ensure real-time engagement during
live sessions, and align their influencers with the brand’s
values to maximize the impact on consumer trust and brand

26


http://www.ijsea.com/

International Journal of Science and Engineering Applications
Volume 14-Issue 02, 24 — 29, 2025, ISSN:- 2319 - 7560
DOI: 10.7753/1JSEA1402.1004

perception. Future research could explore the long-term
effects of these endorsements on consumer loyalty and the
effectiveness of influencer marketing in different product
categories.

S. CONCLUSION AND
RECOMMENDATIONS

This study has provided valuable insights into the
effectiveness of influencer endorsements in online live
streaming marketing, focusing specifically on their impact on
consumer trust and brand perception. The research highlights
the significant role that influencer authenticity, real-time
interaction, and brand alignment play in shaping consumer
attitudes and behaviors. As live streaming continues to evolve
as a key marketing platform, it is crucial for brands to
understand the underlying dynamics that contribute to
successful influencer marketing campaigns.

One of the key findings from this study is the centrality
of authenticity in building consumer trust. Influencers who
appear genuine and align with the products they endorse are
far more likely to create positive brand perceptions. This
supports the notion that consumers are increasingly seeking
transparency and authenticity in the influencers they follow.
In the context of live streaming, where interactions are
immediate and unedited, the authenticity of the influencer’s
message is amplified, making it a critical factor for success.
Additionally, the real-time interaction between influencers
and viewers during live streaming plays a pivotal role in
fostering a sense of community and deepening consumer trust.
When influencers respond to comments, answer questions,
and engage with viewers directly, it enhances their credibility
and creates a more immersive and personalized experience,
further strengthening the bond between consumers and
brands.

The alignment between the influencer’s persona and the
brand is another essential finding of the study. Consumers are
more likely to trust and engage with influencer endorsements
when the influencer's personal values, style, and image are
congruent with those of the brand being promoted. This
alignment is particularly important in live streaming
environments, where the influencer’s credibility is directly
tied to their relationship with their audience. Brands that fail
to select influencers whose values match their own risk
appearing disingenuous, which can undermine trust and
diminish the effectiveness of the endorsement.

From the case studies and survey results, it is clear that
micro-influencers often outperform celebrity influencers in
building consumer trust and fostering brand loyalty. Despite
their smaller following, micro-influencers tend to have more
engaged and loyal audiences. This makes them highly
effective in creating authentic connections with consumers,
which translates to stronger brand perceptions. On the other
hand, celebrity influencers, while beneficial for reaching a
large audience, may not be as effective in building trust or
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fostering long-term consumer loyalty due to their perceived
inauthenticity or detachment from the audience.

The study also reveals the powerful impact of live
interaction on brand perception and consumer behavior.
Consumers who participated in live streams felt more
connected to the brand being endorsed, which increased their
likelihood of making a purchase. The ability to engage with
the influencer in real time allows viewers to ask questions, get
personalized feedback, and feel included in the brand
experience. This sense of involvement is essential for driving
purchase decisions and enhancing brand loyalty. Moreover,
the immediacy of live streaming content facilitates quick
decision-making, with consumers often acting on the
information they receive during the session.

Based on the findings of this research, several
recommendations can be made for brands looking to optimize
their influencer marketing strategies in the live streaming
space:

Brands should focus on partnering with influencers who
are perceived as authentic and genuinely align with their
product or service. Influencers who have a history of using or
endorsing similar products and whose values resonate with the
brand’s mission will be more likely to create trust and positive
brand perceptions. The authenticity of the endorsement,
especially in live streaming, cannot be overstated, as viewers
are particularly sensitive to any signs of inauthenticity.

Brands should encourage influencers to interact with their
audience during live streaming events. Real-time engagement
not only helps to build a sense of community but also
enhances the influencer’s credibility. Responding to
questions, offering personalized product recommendations,
and actively involving the audience in the session will
improve trust and create a more positive brand perception.

It is crucial for brands to select influencers whose
personas and values are congruent with the brand’s identity.
An influencer who genuinely embodies the brand’s ethos will
be more effective in conveying the brand’s message to their
audience. This alignment also reduces the risk of backlash or
negative perceptions that can arise from mismatched
partnerships.

While celebrity influencers may offer a broad reach,
micro-influencers often provide better engagement rates and
stronger trust-building potential. Brands should consider
working with micro-influencers who have a dedicated and
highly engaged audience, particularly for niche products or
services. The targeted approach of micro-influencers can lead
to more meaningful connections with consumers, resulting in
higher conversion rates and long-term brand loyalty.

To maximize the impact of live streaming, brands should
focus on creating content that encourages interactivity and
provides value to the audience. This could include live Q&A
sessions, exclusive promotions, behind-the-scenes content, or
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tutorials. The more interactive and engaging the live stream,
the more likely it is to influence consumer perceptions and
purchasing behavior.

Brands should continually monitor the performance of
influencer-driven live streaming campaigns through metrics
such as engagement rates, conversion rates, audience
sentiment, and sales growth. This will allow brands to assess
the effectiveness of their strategies and make adjustments as
needed. It is important to track the long-term impact on brand
perception, as influencer endorsements can have a lasting
effect on consumer loyalty and trust.

In conclusion, influencer endorsements in online live
streaming marketing can significantly enhance consumer trust
and improve brand perception, but only when executed
strategically.  Authenticity, real-time interaction, and
influencer-brand alignment are the key factors that determine
the success of such marketing campaigns. By prioritizing
these elements, brands can build stronger, more authentic
relationships with their audience, leading to increased trust,
loyalty, and ultimately, higher sales. As live streaming
continues to grow as a marketing tool, brands must adapt their
strategies to meet the evolving demands of digital consumers
and leverage the unique opportunities this platform offers for
engagement and brand building.
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