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This paper discusses the role of Instagram influencers in the buying behavior of
consumers. In today’s environment, social networks are evolving day by day and along with
social networks the number of Instagram influencers is increasing, as a result many companies

are involved in the digital world.

The purpose of this study was to determine whether Instagram influencer influences
consumer behavior. This hypothesis has been tested by two types of research. Using
quantitative research methods, Instagram users who were 18-25 years old participated in the
study, and using qualitative research, in particular in-depth interviews, in which two
influencers, micro and macro influencers, participated. Based on the results of the study, the
hypothesis was confirmed, with Instagram users participating in the study highlighting

various factors influencing behavior.

The paper also provides an overview of the situation in the field of Instagram
influencers and additional information on the key competencies that need to be improved for
Instagram influencers. You will also learn about different theories that directly affect

consumer behavior during the buying process or decision making process.

Keywords: influential people, influencers, social networks, Instagram, advertising.



