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Abstract: This research investigates the correlation among influencer credibility, platform trust, and 

consumer purchasing behavior within the realm of social media marketing, utilizing empirical data from 

the Bareilly Division. As the use of influencers in marketing grows, it's important for organizations and 

marketers to understand how their credibility affects how people act. The concept of platform trust, which 

refers to a consumer's belief in the legitimacy and security of a social media platform, has also been shown 

to affect online shopping choices. This study seeks to investigate the combined impact of influencer 

credibility and platform trust on customer purchasing behavior in the Bareilly Division. The study utilizes a 

quantitative research methodology, utilizing a standardized questionnaire to gather data from 300 

respondents across diverse social media platforms. Descriptive and inferential statistical tools are used to 

look at the relationships between influencer credibility, platform trust, and consumer buying decisions. The 

findings indicate that influencer credibility markedly affects customer purchasing behavior, particularly 

when platform trust is elevated. People are more likely to buy things that influencers they trust promote, 

especially if they trust the platform where the recommendation was made. The results of this study offer 

significant insights for marketers and enterprises seeking to utilize social media influencers to stimulate 

customer purchases. The study emphasizes the need of choosing trustworthy influencers and fostering 

confidence in the platforms utilized for product marketing. It also stresses how important it is for businesses 

to have a trusting relationship with their customers in order to make their marketing more effective. 
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