
International Conference on Social Science, Humanities, Education, and Society Development 2025 
ISSN: 3031-7282 

Website: https://ic.upstegal.ac.id/index.php/icons   

 

134 

 

 
IMPLEMENTING INFLUENCER ENDORSEMENT STRATEGIES IN SOCIAL 

MEDIA MARKETING: A HUMAN-CENTRIC AND CULTURAL PERSPECTIVE 

 
Ratu Balqis Fatya Pebrinda Lubis1*); Sania Nurfaiza Izzati2; Niko Azril Ferdiansyah3; 

Maria Jumani Ningsih4; Devita Dwi Agus Tiana5; Regina6; Dona Fitria7 

  
1,2,3,4,5,6,7Departement of  Digital Business, Faculty of Education and Social Sciences, Indraprasta PGRI 

University 
*) Corresponding author: akisfatyalubis@gmail.com 

 

ABSTRACT The rapid advancement of digitalization has significantly influenced consumer behavior, urging 

businesses to continuously innovate and create more effective marketing strategies. One of the strategies that has 

gained popularity is influencer endorsement, which not only focuses on product marketing but also explores the 

potential of cultural and humanistic values through social media. This research aimed to explore how influencer 

endorsement, within the context of digital marketing, integrated elements of arts and humanities, and the role of 

social media in building emotional connections between brands and consumers. By taking case studies of the 

Spotless brand and the Kenku culinary brand, this study analyzed the implementation of influencer endorsement 

strategies that not only prioritized commercial gain but also enhanced cultural and emotional aspects through the 

content created. The study used a qualitative descriptive method with data collection techniques including 

interviews as primary data sources and literature review as secondary data sources. The results of the research 

indicated that influencer endorsement had not only a significant impact on sales but also enriched consumer 

experiences through more human-centered content and a stronger cultural connection, fostering a deeper bond 

between consumers and the brands.  
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INTRODUCTION 

The rapid expansion of digital technologies has drastically reshaped the landscape of consumer 

behavior, necessitating a shift in how brands communicate with their audiences. In today’s highly 

interconnected world, consumers are increasingly turning to digital platforms, particularly social media, 

for product recommendations and information, fundamentally altering the way marketing strategies are 

devised. As a result, businesses are compelled to adapt quickly to this digital transformation to remain 

competitive (Hudson et al., 2015; Kapoor et al., 2020). Traditional marketing techniques, which once 

focused on direct product advertisements, are now being replaced by more interactive and dynamic 

methods of engaging with potential customers. One such strategy that has gained significant traction is 

influencer endorsement, where brands collaborate with social media personalities to promote their 

products or services. Influencers, with their substantial followings and trusted connections with their 

audience, provide a direct and impactful way for companies to reach large, engaged consumer groups. 

This shift towards influencer marketing represents not just a commercial opportunity, but a cultural one, 

as influencer endorsements increasingly tap into the values, emotions, and shared interests of consumers, 

creating a more personal and culturally resonant brand message (Aaker, 1997). 

This research seeks to explore the evolving role of influencer endorsement in digital marketing, 

particularly how it integrates cultural and humanistic elements to build stronger emotional connections 
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between brands and their audiences. In the past, marketing strategies were often centered solely on 

driving commercial outcomes, with little regard for the deeper connections that could be established 

between a brand and its consumers. However, with the rise of social media and influencer culture, 

marketing strategies have evolved to place greater emphasis on understanding the values and emotional 

needs of the consumer (Hudson et al., 2015; Kapoor et al., 2020). This research aims to explore how 

influencer endorsement in digital marketing goes beyond simple product promotion, engaging with 

consumers on a cultural and humanistic level. By utilizing the emotional and cultural capital of 

influencers, brands are not only promoting their products but also building stronger, more personal 

relationships with their target audiences. These relationships, grounded in trust and shared cultural 

values, can ultimately lead to greater customer loyalty and long-term engagement. 

Moreover, as consumers become more discerning and demand greater authenticity from brands, 

influencer endorsement offers a unique opportunity to build genuine connections. Influencers, who are 

often seen as more relatable and trustworthy compared to traditional celebrities or advertising 

campaigns, have the ability to bridge the gap between brands and consumers (Aaker, 1997). Their 

endorsement is often perceived as more authentic because of the perceived personal connection they 

have with their followers. By leveraging influencers who resonate with their target audience's values, 

brands can create more meaningful, context-driven messages that are likely to resonate on a deeper 

emotional level. This shift from transactional marketing to relationship-building through influencer 

endorsement has become a cornerstone of contemporary marketing strategies, as brands seek to 

humanize their offerings and present themselves as more empathetic and in tune with their customers' 

needs. In addition to enhancing emotional and cultural connections, influencer endorsement also plays 

a crucial role in shaping brand identity and consumer perception (Hudson et al., 2015; Kapoor et al., 

2020). Influencers, by virtue of their personal brands and the trust they’ve built with their audiences, 

can effectively shape how a brand is perceived. When influencers align with a brand, they bring their 

own credibility, personality, and values, which, in turn, become associated with the brand. This 

alignment can help brands differentiate themselves in a crowded marketplace by tapping into the 

influencer's established reputation, creating a sense of authenticity and relatability (Aaker, 1997).. As 

consumers increasingly prioritize transparency and social responsibility, influencer partnerships that 

reflect shared values can lead to stronger brand advocacy and a more loyal customer base, reinforcing 

the idea that brands today are not just selling products but also contributing to cultural and social 

narratives that matter to their audiences. 

In addition to enhancing authenticity, influencer endorsement also offers the opportunity for 

brands to tap into diverse cultural narratives. Influencers often bring with them unique cultural 

perspectives, which allow brands to engage with a wide array of audiences and demonstrate inclusivity. 

In a globalized world where consumers are more attuned to the social and cultural dynamics of different 

communities, influencer endorsements that reflect these diverse perspectives can resonate powerfully. 

By aligning with influencers who embody the values and experiences of specific cultural groups, brands 
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not only expand their reach but also show respect for and understanding of those communities. This 

approach creates a more inclusive brand identity, which can foster trust and loyalty among diverse 

consumer segments. Ultimately, through these influencer partnerships, brands are not only driving sales 

but also participating in a broader cultural conversation that enriches both their marketing efforts and 

their relationships with consumers. 

 

METHOD 

This study employed a qualitative research approach to examine the impact of influencer 

endorsement strategies on digital marketing, particularly how these strategies integrated cultural and 

humanistic elements to foster emotional connections between brands and consumers. Two case studies 

were selected Spotless, an eco-friendly cleaning product brand, and Kenku, a culinary brand combining 

traditional and modern dining experiences due to their strategic use of influencer marketing to build 

consumer loyalty and cultural relevance. Data was collected through semi-structured interviews with 

key stakeholders, including marketing managers and influencers, alongside consumer perceptions 

gathered via open-ended surveys and social media analysis (Aaker, 1997). Thematic coding was used to 

analyze the data, allowing the research to explore how influencer endorsements contributed to 

strengthening brand-consumer relationships and aligning marketing strategies with cultural and 

emotional values. 

 

RESULTS AND DISCUSSION  

This study investigated the impact of influencer endorsement strategies on consumer experiences, 

sales, and brand loyalty, focusing on the integration of cultural, humanistic, and emotional elements. 

The findings revealed that influencer endorsements, when infused with cultural relevance and 

humanistic values, not only strengthened the emotional bond between brands and consumers but also 

enhanced the overall consumer experience. The case studies of Spotless and Kenku highlighted how 

these strategies reshaped marketing approaches by moving beyond transactional exchanges to foster 

deeper, more human-centered relationships between consumers and brands. 

This study is particularly novel in its exploration of the intersection between influencer marketing 

and cultural relevance in the context of Indonesian consumers. While previous research has explored 

the emotional impact of influencer marketing on global audiences (Hudson et al., 2015; Kapoor et al., 

2020), the role of cultural identity and local authenticity in shaping consumer behavior in Indonesia has 

been underexplored. Research by Anggraini and Putra (2020) emphasized that local influencers play a 

vital role in shaping consumer perceptions in Southeast Asia, yet there remains a gap in the literature 

regarding how these influencers, by integrating cultural narratives, foster emotional engagement and 

loyalty. The findings of this study contribute to this gap by showing how Indonesian consumers’ deep 

connection with local culture directly influences their brand loyalty and purchasing decisions. 
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Furthermore, this research introduces an innovative approach to influencer marketing by 

analyzing how humanistic values, such as sustainability and cultural heritage, are incorporated into 

influencer content. Prior studies have typically focused on either emotional engagement or cultural 

identity separately, but this research combines both aspects to explore how they work synergistically to 

influence consumer behavior. This novel perspective expands upon earlier work by Irawan and Siregar 

(2019), who highlighted the importance of cultural sensitivity in Indonesian marketing but did not fully 

examine the influence of humanistic values within influencer-driven strategies. The findings suggest 

that integrating both cultural and emotional dimensions into marketing strategies can offer brands a 

competitive advantage, especially in markets with a strong cultural identity like Indonesia. 

Impact on Consumer Experience 

The integration of cultural and humanistic values in influencer endorsements plays a pivotal role 

in enhancing consumer experience. According to Kotler et al. (2021), modern marketing strategies are 

increasingly reliant on emotional engagement, and this study reinforces the idea that brands that connect 

with their audience’s cultural identity can create a more resonant and meaningful consumer experience. 

Spotless, a household cleaning brand, demonstrates this through its use of influencers who not only 

advocated for eco-conscious products but also embraced sustainability as a lifestyle. This approach 

aligns with findings by Smith et al. (2019), who argue that marketing strategies that emphasize cultural 

and societal values are likely to foster stronger brand-consumer connections. 

Similarly, Kenku, a culinary brand, utilized influencers with deep ties to local culture, 

underscoring traditional culinary practices. As noted by Muniz and O’Guinn (2001), brands that promote 

cultural authenticity tend to enhance consumer trust and loyalty, as they resonate with values shared by 

their target audience. This study echoes such insights by showing how Kenku’s use of culturally 

informed influencers helped bridge the gap between product utility and cultural significance, enriching 

consumer experiences and nurturing brand loyalty. 

Emotional Connection and Brand Loyalty 

The emotional connection formed through influencer endorsements that highlight cultural and 

humanistic values was a key factor in fostering brand loyalty. This finding is consistent with earlier 

research by Chaplin and John (2005), which emphasizes the role of emotional branding in fostering 

long-term consumer relationships. For Spotless, the selection of influencers who highlighted 

sustainability allowed the brand to appeal to consumers who value environmental ethics, thereby 

reinforcing an emotional bond. The results of this study align with recent findings by Kapoor et al. 

(2020), who report that consumers are more likely to make purchasing decisions based on emotional 

resonance rather than traditional factors such as product features or price alone. 

Kenku's influencer strategy also reinforced this emotional bond, particularly with consumers who 

had strong ties to local culinary traditions. The results of the study suggest that when cultural identity is 

embedded into marketing messages, brands can forge more authentic connections with consumers, 
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thereby boosting brand loyalty. This is consistent with the work of Fournier (1998), who asserts that 

emotional connections between consumers and brands lead to greater consumer satisfaction and loyalty. 

Sales Performance 

Both Spotless and Kenku experienced significant sales growth following the implementation of 

influencer endorsement strategies with cultural and humanistic elements. Spotless experienced a 15% 

sales increase within three months, reflecting the success of aligning marketing with sustainability 

values. This finding is consistent with the research of Hudson et al. (2015), who argue that emotionally 

charged campaigns that reflect societal values can drive consumer behavior. Similarly, Kenku saw a 

20% increase in sales after adopting influencers who promoted local culinary traditions, aligning with 

studies by DeVries et al. (2012) that show how cultural authenticity in endorsements enhances brand 

appeal and consumer engagement. 

These results support the theory of consumer cultural value theory, which posits that consumers’ 

purchasing decisions are strongly influenced by the extent to which they identify with a brand’s cultural 

or ethical stance (Aaker, 1997). The success of Spotless and Kenku highlights the growing importance 

of cultural alignment in influencing consumer purchase behavior. By integrating cultural values into 

their marketing strategies, both brands managed to differentiate themselves from competitors, fostering 

emotional engagement and driving sales even in the absence of significant price differentiation. 

Challenges in Implementing Influencer Endorsement Strategies 

Despite the positive outcomes, this study also identifies several challenges related to the 

implementation of influencer endorsement strategies that incorporate cultural and humanistic elements. 

One major challenge is ensuring that the influencers’ messages align with the brand’s values and 

maintain authenticity. Research by Schouten et al. (2020) suggests that when influencers fail to 

accurately convey the intended cultural message, it can lead to a loss of brand credibility and consumer 

trust. In the case of Spotless, occasional discrepancies between influencers’ messages and the brand’s 

sustainability values posed risks to authenticity, echoing concerns raised by Hennig-Thurau et al. (2010), 

who emphasize the need for consistency in brand messaging. 

Another challenge identified in this study is the diverse nature of social media audiences. As 

found by Smith and Collins (2018), social media users vary widely in their preferences and cultural 

backgrounds, which makes it difficult for a single piece of content to resonate universally. Spotless, for 

example, found that influencers who emphasized sustainability appealed to environmentally conscious 

consumers but were less effective in reaching other segments. This issue highlights the importance of 

selecting influencers who not only align with the brand’s values but also possess the ability to engage 

diverse consumer groups (Marwick, 2015). 

This research underscores the value of incorporating cultural, humanistic, and emotional elements 

into influencer endorsement strategies. As evidenced by the cases of Spotless and Kenku, such strategies 

can significantly enhance consumer experience, build stronger emotional connections, and drive sales 

performance. The results of this study align with previous research by Kotler et al. (2021) and Smith et 
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al. (2019), which highlight the increasing importance of cultural and emotional engagement in modern 

marketing. However, challenges related to the alignment of brand and influencer values, as well as the 

diversity of social media audiences, should be carefully managed. To succeed in today’s competitive 

digital landscape, brands must prioritize authenticity, cultural relevance, and emotional resonance in 

their influencer marketing strategies. 

 

CONCLUSION 

This study demonstrates that influencer endorsement strategies in social media marketing not only 

boost sales but also enhance the emotional and cultural connections between brands and consumers. By 

incorporating elements of arts, humanities, and culture, these strategies create more human-centered 

content that deepens consumer engagement and fosters long-lasting relationships. The case studies of 

Spotless and Kenku highlight how influencer endorsement goes beyond commercial objectives to 

emphasize cultural and emotional bonds that strengthen consumer loyalty. Despite challenges in 

aligning messages and managing diverse audiences, the findings underscore the potential of humanistic 

and culturally-informed marketing to build authentic, meaningful relationships. As a result, influencer 

endorsement strategies that integrate cultural and humanistic values should be further developed to 

generate a lasting, positive impact for both brands and society. 
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