
© 2024 JETIR June 2024, Volume 11, Issue 6                                                                       www.jetir.org (ISSN-2349-5162)  

JETIR2406781 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org h760 

 

EXPLORING THE IMPACT OF AI INFLUENCERS 

IN DIGITAL WORLD 
Karthik Madnal1, Vinish Pujari2, Asst. Prof. Bindy Wilson3 
1,2Keraleeya Samajam’s Model College, Khambalpada Road, Thakurli, Dombivli (East), Kanchangaon,Maharashtra 3 Guide, Keraleeya 

Samajam’s Model College, Khambalpada Road, Thakurli, Dombivli (East), Kanchangaon, Maharashtra 

 

ABSTRACT 

The influencer marketing landscape is evolving with the rise of AI influencers – computer- generated characters 

designed to engage with audiences online. This paper explores the impact of AI influencers, examining user 

perceptions, their effectiveness in marketing, and potential ethical considerations. 
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INTRODUCTION 

Consumer behavior has undergone a paradigm shift in the digital age. The effectiveness of traditional advertising 

techniques has decreased as people increasingly go to reliable online sources for advice and motivation. Because of 

this, influencer marketing is now at the leading edge of modern advertising techniques. Customers go to people they 

believe to be real, relatable people for advice and ideas, which has created a thriving network of human influencers 

on a variety of social media sites. 

But a new phase in the growth of influencer marketing is about to begin. A new generation of influencers is 

emerging thanks to artificial intelligence (AI): artificial characters that have been developed to attract audiences and 

maximize the impact of social media engagement. Unlike their human counterparts, these AI influencers are not 

constrained by biases or physical limits. They have the amazing capacity to be precisely adapted to hobbies and 

demographics, providing organizations with an exceptional chance for extremely focused advertising campaigns. 

The paper explores the potential of AI influencers to transform brand marketing tactics by examining their varied 

effects. We will examine how these online personas impact buying decisions, alter the workings of trust in the 

digital era, and ultimately affect influencer marketing in the future. In order to help consumers and marketers alike 

travel this fascinating yet unexplored region, this research will critically examine the opportunities and problems 

posed by AI influencers. 
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 he rise of AI influencers parallels the exponential growth of social media platforms and the increasing reliance on 

digital channels for communication, entertainment, and commerce. Platforms like Instagram, TikTok, and YouTube have 

witnessed the proliferation of AI influencers, garnering millions of followers and generating substantial engagement rates. 

These digital personalities captivate audiences with their visually stunning imagery, curated lifestyles, and compelling 

narratives, thereby accruing immense popularity and influence within the digital ecosystem. As social media continues to 

evolve, AI influencers are poised to play a pivotal role in shaping online conversations, consumer preferences, and brand 

perceptions. 

 

METHODOLOGY 

 
1) ETHICAL IMPLICATIONS OF AI INFLUENCERS 

AI influencers present a range of high-quality moral issues that need to be looked into. The first and most important 

issue is the matter of transparency. Often, people may not realize that they are dealing with an AI-generated person 

instead of an actual individual. This has implications as visitors may feel tricked after realizing that their 

engagements were with AI. With this lack of transparency, it is not only the AI influencers themselves but also the 

people who employ them who stand to be suspected by viewers. The potential for trust deficit illustrates why 

audiences ought to be well informed about these social media stars. 

Manipulation is yet another serious problem. AI influencers are set to advertise items or ideas with no personal 

thinking or experience. In spite of the idea that can make consumers believe they are real and truthful; it will also 

have a negative influence on their purchasing decisions and behaviors. In addition, AI influencers have the capacity 

to create highly targeted messages based on an enormous amount of personal data; this makes marketing more 

effective but also increases the chances of exploiting consumer vulnerabilities through narrowly focused 

manipulative advertising strategies. 

AI influencers are also confronted with privacy concerns. In the end, these computerized characters are constantly in 

need of a lot of personal information so as to generate engaging and customized content. The way this data is 

obtained, stored and utilized raises doubts. It means that AI influencers may become embedded into them without 

their knowledge or understanding leading to privacy breaches and potential malfeasance of data employed for this 

purpose. Additionally, there’s an issue of accountability. When an AI influencer spreads falsehoods or causes injury, 

it is not clear who should be held liable – the creators, the AI using companies or hosting platforms? This 

complexity highlights the importance of well-defined guidelines and ethical norms that will ensure responsible use 

of AI influencers while protecting consumer rights. 
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2) PSYCHOLOGICAL EFFECTS OF AI INFLUENCERS ON SOCIAL MEDIA USERS 

According to a recent study comparing the psychological impact of AI influencers with influential people on social 

media, they found significant differences in behavior and emotions Unlike human influencers, AI influencers were 

perceived as they are less authentic and detached. It is this mindset that has led to negative relationships between 

users and AI influencers that have eroded trust and discouraged them from interacting with them. In addition, they 

felt that AI influencers lacked the ability to provide genuine emotional support or empathy necessary for meaningful 

interaction with fans. 

The researchers also noted concerns from participants about privacy and data security when dealing with AI 

influencers. They feared that their information could be used for targeted advertising or other purposes that 

would increase distrust and suspicion. This fear changed users’ perceptions of how to interact with an AI influencer 

therefore damaging trust and brand loyalty. But influential people are appreciated for being authentic, relatable, and 

emotionally connected. The survey findings showed that users feel encouraged, motivated, and highly 

appreciated by influential people which simultaneously leads to greater engagement and promotes brand loyalty in 

the dense. Quite the opposite of the above, AI influencers have a much different effect on individual 

perceptions than a human influencer does, making it important for marketers to recognize this difference when 

developing social media strategies. 

 

3) CULTURAL REPRESENTATION IN AI INFLUENCERS 

Artificial intelligence (AI) influencers are becoming popular in digital spaces, and have had a significant impact on 

cultural representation and inclusion. Often seen as digital avatars on social media platforms, these AI influencers 

can mimic human behavior, interact with followers, and promote products and ideas 

One of the main advantages of AI influencers is their ability to gain positions. Developers can design these avatars 

to represent a wide variety of races, body types, genders, and cultures. These intentional diversifications can help 

fill the gaps left by traditional media, which often under- represents minority groups. For example, AI influencers 

like Lil Michela, a digital personality of Brazilian and Spanish descent, deliver images that resonate with a large 

audience. 

However, the inclusion of AI influencers also raises some concerns. In many cases, the creators of these AI 

personalities come from similar populations, introducing the possibility of bias in the expression of different 

features. If left unchecked, these symbols can perpetuate stereotypes rather than challenge them. In addition, AI 

influencers lack real-life experiences and struggles, which can lead to superficial representations of complex 

cultural identities. 

Despite these challenges, AI influencers can positively impact digital spaces by promoting diversity and inclusion. 

They provide a unique opportunity to explore many aspects of human identity and express them in new ways. For AI 

influencers to truly enhance cultural representation, their creation must involve careful consideration of groups and 

positions themselves. 
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4) REGULATORY CHALLENGES OF AI INFLUENCERS 

AI influences, or appendage persons created with stirred intelligence, are on the rise on ethnic media. However, 

their rise presents single legal and regulative challenges that must be guardedly considered. 

Intellectual Property Rights; A key issue is determining willpower of enlightened attribute created by AI influences. 

Unlike human influences who make their own stories,' the products created by AI are the provider of recursive 

programming. 

This raises questions; who owns the enlightened attribute rights—the developer, the society that owns the AI, or the 

AI itself? Clear guidelines was needed to activity these proprietorship rights. Support Disclosure; To check client 

transparency, influences should have disclosed when they pay for their place on support. 

In AI influences, the lines can be blurred. It should be made clear whether the AI influencer’s recommendations are 

valid or supported. Regulators need AI influences to suggestion the same revealing rules as human influences to 

hold trust and enhancer with audiences. Responsibilities; Identifying AI influencer responsibilities is other 

compound issue. 

If an AI influencer promotes grievous practices or makes misleading claims,' it’s not clear who is accountable. Is it 

a developer as well as a brand using AI, or a choline hosting an AI influencer? Establishing clear obligation 

guidelines is base to protecting consumers and holding those who merit it accountable. 

 

BENEFITS OF AI INFLUENCERS 

 
1. Precision Targeting: With the help of AI influencers, brands can affect predefined audiences with remarkable 

precision. Through AI, companies can design virtual characters that respond dependant on the interest and age of the 

targeted group to make sure they get interested in the content which is posted. For instance, a firm wishing to target 

youthful fashion seekers in the market can create an AI influencer who represents the contemporary fashion trends in 

the society. This perfect match guarantees that the marketing messages that are being passed have a close touch with 

what the audience would love. 

It still has to be noted that, in contrast to human influencers, whose scope of work and effectiveness may differ, AI 

influencers targeted are able to be tailored specifically to the consumers’ preferences. This approach is more 

effective as compared to other conventional marketing strategies because the content posted is derived from a 

specific group and is more likely to appeal to the viewers. Overall, engagement rates are superior, and they record 

more conversions because the intended audience is in touch with the content. 

Furthermore, through data analysis and instant feedback, AI influencers are in the position to change their content to 

what the audience finds appealing more often than once in a while. It helps make ongoing improvements that keep 

the marketing approaches optimal and therefore, have sustained attention and better outcomes over time. 
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2. Consistent Brand Messaging: The AI influencers are even better at keeping coherence with every message 

that they promote, making them a boon for any brand. People, no matter how careful, might share something in a 

brand’s feed that was not intended or does not align with the brand’s vision, by mistake or on purpose because of 

the person’s beliefs. AI influencers on the other hand, are predetermined to provide a solution that is loyal to the 

brand image, ethos and objectives thus providing contents that are a good reflection of the brand’s vision. 

Such a level of integration assists in development of a firm and clearly defined corporate image that can easily be 

associated by the consumers of the given brand. The customers can make sense of the messages, when these are 

consistent and repeated regularly, the brand is reinforced. Kramer, A., & Stephens, K. Thus, it can be stated that, 

when the content of the messages is unified, the brand is consistent, and it is vital for the reliability and dependable 

image in the market. 

However, there is no individuality among artificial intelligence influencers and as such, they are not prone to 

making decisions that will cause harm to the brand or make wrong decisions as may be witnessed with the human 

influencers who may engage in wrongdoings that may tarnish the image of the brand. This reliability will help in 

ensuring that there is no wavering of the brand image and that the messaging is on track. 

Also, only AI influencers can contribute to the exhaustion of the messaging which sometimes might be seen as too 

formal or otherwise irrelevant. This means that AI influencers are programmed in such a way that they emulate the 

characteristic that the brand possesses in order to complement the overall personality of the brand to influence the 

audience and ensure that marketing messages delivered are both compelling and effective. 

 

3. Cost Efficiency: Investing in an AI influencer could have led to meaningful long-term savings for brands. 

Although the first growth of an AI influencer might have involved a real cost, this disbursal is a quick limb to the 

savings accrued over time. Unlike human influences,' AI influences did not need to be paid salaries or fees for each 

post. 

They also do not need to be paid for travel, outfits, or other logistics often required for human influencer 

campaigns. Once created, AI influences can be used in crosswalk aggregated campaigns without bilinear costs,' 

making them a cost-efficient provide for ongoing marketing needs. 

Furthermore,' AI influences could have unendingly worked without breaks, vacations, or the risk of illness, 

ensuring uninterrupted use with the audience. This serial offset maximizes the yield on investing as the AI influencer 

could have elevated products and draft with succeeding 24/7.Overall, AI influences offer a financially propertied 

utility to human influences, providing brands with a budget informal option for long-term marketing strategies. 
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QUESTIONNAIRE 

 
1) Have you ever encountered an AI influencer online? 

2) How trustworthy do you find AI influencers compared to human influencers? 

3) How appealing do you find AI influencers compared to human influencers? 

4) Have you ever purchased a product or service based on an AI influencer's recommendation? 

5) How do AI influencers compare to human influencers in their ability to connect with you on an emotional 

level? 

6) When considering product recommendations, do you feel AI influencers offer more personalized 

suggestions tailored to your interests and needs? 

7) Are you always able to distinguish between a human influencer & AI influencer? 

8) Would you be more likely to trust a product recommendation from an AI influencer if you knew it was based 

on extensive data analysis? 

9) How important is transparency about the use of AI technology in influencer marketing to you? 

10) In your opinion, should there be regulations or guidelines in place specifically addressing the use of AI 

influencers in marketing? 

 

 

RESULTS 

 
1) When people were asked have you ever encountered AI Influencer then 61.3% people were agreed, 16.2% 

people were neutral and 22.5% were disagreed. 

2) When people were asked how much trustworthy do you find AI influencers compared to human influencers 

then 18.8% people were Trustworthy, 66.3% people were neutral and 15% were Not Trustworthy. 
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3) When people were asked how much appealing do you find AI influencers compared to human influencers 

then 27.5% people were Trustworthy, 52.5% people were neutral and 20% were Unappealing. 

4) When people were asked have you ever purchased a product or service based on an AI influencer's 

recommendation then 33.8% people were Trustworthy, and 66.3% were Unappealing. 

 

 

5) When people were asked to compare AI influencers with human influencers in their ability to connect with you 

on an emotional level than 21.3% people were More Effective, 51.2% were equally effective, and 27.5% were Less 

Effective. 

6) When people were asked considering product recommendations, do you feel AI influencers offer more 

personalized suggestions tailored to your interests and needs then 7.5% were strongly agree, 47.5% were agree and 

rest of 36.3% people were neutral. 
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7) When people were asked whether they always able to distinguish between a human influencer & AI influencer then 

56.3% people were always able to distinguish and 43.6% people were not able to distinguish. 

8) When people were asked whether a like to trust a product recommendation from an AI influencer if you 

knew it was based on extensive data analysis then 50% were likely to trust, 35% were Neutral and 15% were not 

likely to trust. 

 

9) When people were asked the use of AI technology in influencer marketing then 57.5% people said it’s 

important, 25% were neutral and 17.5% were said it’s not important. 
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10) When people were asked whether there should there be regulations or guidelines in place specifically 

addressing the use of AI influencers in marketing then 63.8% were agreed, 25% were neutral and 36.2% people 

said nothing. 

 

 

 

HYPOTHESIS TESTING 

 
Hypothesis testing is a sort of statistical reasoning that includes analyzing data from a sample to derive inferences 

about a population parameter or probability distribution. First, a hypothesis is created regarding the parameter or 

distribution. 

This is known as the null hypothesis, abbreviated as H0. After that, an alternative hypothesis (denoted Ha) is 

defined, which is the opposite of the null hypothesis. Using sample data, the hypothesis- testing technique 

determines whether H0 may be rejected. The statistical conclusion is that the alternative hypothesis Ha is true if H0 

is Rejected. 

For this paper, 

Null hypothesis (H0): Whether AI Influencers in Digital World. 

Alternative hypothesis (Ha): Else it not be AI Influencers in Digital World. 

TEST (STATISTICS) There are many tests available to determine if the null hypothesis is to be rejected or not. 

Some are: 

1. Chi-squared test 

2. T- test (T-test) 

3. Fisher’s Z test. 

For this paper, we will be using a 2 tailed t-test. A t-test is an inferential statistic that determines if there is a 

significant difference in the means of two groups that are related in some manner. 
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Sr. No Data Response 

1 61.3 Yes 

2 18.8 Neutral 

3 52.5 Neutral 

4 66.3 No 

5 51.2 Equally Effective 

6 47.5 Agree 

7 56.3 Yes 

8 40 Probably 

9 37.5 Important 

10 45 Agree 

Mean(x) 47.64 
 

Standard 

deviation(s) 
13.52366 

 

 

Level of significance = 0.05 i.e. 5%Level of confidence = 95% 

The chance of rejecting the null hypothesis when it is true is the significance level 

A t-score (t-value) is the number of standard deviations away from the t-mean. Distribution’s. The formula to find t-

score is: 

t = (x-μ) / (s/√n) 

where x is the sample mean, μ is the hypothesized mean, 

s is the sample standard deviation, and n is the sample size. 

The p-value, also known as the probability value, indicates how probable your data is to have happened under the 

null 

hypothesis. Once we know the value of t, we can find the corresponding p-value. If the p-value is less than some 

alpha level (common choices are .01, .05, and .10) then we can reject the null hypothesis and conclude AI 

influencers have a significant impact Calculating t-value: 

Step 1: Determine what the null and alternative hypotheses are. Null hypothesis (H0): AI influencers have no 

significant impact Alternative hypothesis (Ha): AI influencers have a significant impact 
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Step 2: Find the test statistic. 

In this case, the hypothesized mean value is considered 0. t = (x-μ) / (s/√n) = (47.64-0) / (13.52366/√10) 

= 11.1398 

t-value = 11.1398 Calculating p-value: 

Step 3: Calculate the test statistic's p-value. 

The t-Distribution table with n-1 degrees of freedom is used to calculate the p-value. In this paper, the sample size is 

n =10, so n-1 = 9. 

By plugging the observed value in the calculator, it returns a p-value. In this case, the p-value returned is less 

than 0.0000014471676. 

Since this p-value is less than our chosen alpha level of 0.05, we can reject the null hypothesis. Thus, we have 

sufficient evidence to say that AI influencers have a significant impact. 

 

FINDINGS 

 
1) 61. 3% of respondents have recognized AI influencers at some point online which indicates the increasing 

utilization of these new media influencers. 

2) Only 18. Concerning its credibility, only 8% of the respondents depended on artificial intelligence 

influencers and it is less capable of engaging users at an emotional level than most human influencers. 

3) 47. 5% of respondents think that AI influencers offer more targeted content in terms of product promotion, 

based on their interests. 

4) 57. While keeping it relevant to the case study, specifics of the results that should be presented: 5% of users 

consider that the transparency about AI in marketing is important, and 63. Applicants: 8% would like to see laws for 

ethical usage because of the issues that are associated with influence and privacy. 

5) Thus, the precise regulation of the malpractices in the advertisement related to the patronage of intellectual 

property rights, sponsorship information, and authorization of deceptive claims are to be considered to safeguard the 

consumers as well as to retain the trust in the interactive marketing. 

 

CONCLUSION 

 
AI influencers are another vector as they are aimed at certain people and ensure coherent messaging, they are 

relatively cheap. But they also have several ethical problems, psychological problems, and some regulatory 

problems. Transparency, manipulating and invading the consumer's privacy, for instance, are some of the strategies 

that need to be readdressed to ensure that consumers are on the right side of the curtain. However, the psychological 

effects can best explain the difference between perceiving a user and a human influencer that can impact brand 

associations and cognitions for brand loyalty. Culture as an asset of representation and as a problem 
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as well, which is why the culture must be handled. This has seemed to call for new definition inputs on ownership, 

disclosure, and accountability, particularly within the framework of a regulatory system. As seen, there are some 

pros in using AI influencers that cannot be disregarded: AI influencers are accurate to the target setting in terms of 

time to guarantee it gets to the right target audience which is important to brands that are struggling to compete in the 

vast online space. 
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