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ABSTRACT 

This study examines the influence of social media influencers' personality traits on brand 

loyalty among millennial college students. Using the Big Five Personality Model, the 

research explores how traits such as extraversion, agreeableness, neuroticism, 

conscientiousness, and openness to experience affect consumer-brand relationships. Data 

were collected from 300 participants who follow influencers on platforms like Instagram and 

YouTube. The results indicate that extraversion, agreeableness, and conscientiousness 

significantly enhance brand loyalty, while neuroticism has minimal impact. These findings 

suggest that the personality traits of influencers play a critical role in shaping brand loyalty, 

offering valuable insights for marketers targeting millennial consumers. The study 

underscores the importance of aligning influencer characteristics with brand identity to foster 

stronger consumer engagement. 

Keywords: Social Media Influencers, Personality Traits, Shaping Brand Loyalty, Millennial 
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n recent years, the rise of social media has dramatically transformed how brands interact 

with consumers, particularly among younger generations. Social media influencers—

individuals who have garnered a substantial following and credibility within specific 

niches—now play a central role in shaping consumer behavior, attitudes, and brand 

preferences. Among millennials and Gen Z, especially college students, influencers are not 

only content creators but also serve as perceived peers, lifestyle models, and trusted sources 

of product recommendations. 

 

As influencer marketing continues to grow, understanding the psychological factors 

influencing consumer responses to influencers has become a critical area of research. One 

such factor is personality, both of the consumer and the influencer. The Big Five personality 

traits—Extraversion, Agreeableness, Conscientiousness, Neuroticism, and Openness to 

Experience—offer a comprehensive framework for examining how individual differences 

shape attitudes and behaviors, including those in digital marketing. 

 

Previous studies have suggested that personality traits can influence brand loyalty, defined as 

the consumer's consistent preference for a brand over time. Traits such as extraversion and 
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conscientiousness have been linked to higher engagement and trust, while neuroticism is 

often associated with emotional volatility, which could either hinder or, paradoxically, 

strengthen brand attachment depending on the context. However, the findings are mixed, and 

relatively few studies have specifically explored these relationships in the context of social 

media influencer marketing, particularly among college-aged populations. 

 

This study seeks to address this gap by examining how the Big Five personality traits relate to 

brand loyalty among college students who actively engage with social media influencers. By 

identifying which traits are most predictive of brand loyalty in this digital landscape, the 

study aims to contribute to both academic understanding and practical strategies for brands 

targeting millennial consumers through influencer partnerships. 

 

LITERATURE REVIEW 

The rapid growth of social media has significantly transformed marketing strategies, 

particularly through the emergence of social media influencers (SMIs). These individuals, 

who leverage their online presence and follower base, play a crucial role in shaping consumer 

attitudes and behaviors. A growing body of research has begun to explore the psychological 

and behavioral mechanisms that make influencers effective, with particular attention to 

personality traits and their impact on consumer outcomes such as brand loyalty. 

 

1. Social Media Influencers in Digital Marketing 

Social media influencers are defined as individuals who have built a reputation and following 

on social media platforms and can influence the opinions, attitudes, and behaviors of their 

followers (Freberg et al., 2011). In the Indian context, platforms such as Instagram, YouTube, 

Facebook, and regionally popular apps like Moj and Josh are central to influencer activity. 

These influencers collaborate with brands to promote products or services, often leveraging 

personal narratives, reviews, and interactive content. Research indicates that influencers are 

perceived as more authentic and relatable than traditional celebrities, making them effective 

intermediaries for digital branding (Sinha & Verma, 2020). 

 

2. Personality Traits of Influencers 

The Big Five Personality Traits—openness to experience, conscientiousness, extraversion, 

agreeableness, and neuroticism—serve as a widely accepted framework for assessing 

personality. Research suggests that influencers who exhibit high levels of extraversion and 

agreeableness are generally seen as more likable and trustworthy, which enhances follower 

engagement (Casaló et al., 2018). Openness to experience is linked to creativity and 

innovation, traits often associated with content variety and quality. In contrast, high 

neuroticism may reduce perceived reliability and authenticity, potentially weakening the 

influencer’s impact on consumer trust (McCrae & Costa, 1999). Personality-driven behavior 

often shapes how influencers interact with their audience and represent brands. 

 

3. Brand Loyalty and Influencer Impact 

Brand loyalty is a critical outcome in consumer behavior research. It encompasses a 

consumer’s psychological commitment to a brand, reflected in repeated purchasing, 

preference over competitors, and positive word-of-mouth (Oliver, 1999). In the context of 

social media, influencers act as brand ambassadors, and their personality can play a pivotal 

role in fostering emotional attachment and trust toward a brand. Influencers perceived as 

authentic and consistent contribute to higher levels of brand loyalty, especially when there is 

congruence between their personality and the brand’s identity (De Veirman et al., 2017). 
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4. Millennials and College Students as Digital Consumers 

Millennials, particularly college students, are among the most active users of social media 

platforms. In India, this group represents a digitally connected, trend-sensitive, and brand-

aware segment of the population. Their purchasing behavior is highly influenced by online 

reviews, peer opinions, and influencer endorsements (Kapoor et al., 2020). Millennials also 

tend to value authenticity, relatability, and emotional connection when evaluating influencers 

and their brand affiliations. These preferences make them more susceptible to forming brand 

loyalties through repeated and positive influencer interactions. 

 

5. Research Gap 

While prior studies have examined the effectiveness of influencers through lenses such as 

credibility, content quality, and engagement, relatively few have addressed the role of 

personality traits in determining influencer success, particularly in fostering brand loyalty. 

Furthermore, research focusing on millennial college students in India is limited, despite this 

group being highly active on digital platforms and influential in market trends. This gap 

highlights the need for a focused investigation into how different personality traits of 

influencers shape brand loyalty in this demographic. 

 

The existing literature establishes the importance of social media influencers in digital 

marketing and the psychological variables that contribute to their effectiveness. However, 

there is a clear need to investigate the link between influencers’ personality traits and brand 

loyalty, particularly among Indian millennial college students. This study aims to address this 

gap by exploring how the Big Five personality traits of influencers influence brand loyalty 

within this target group. 

 

METHODOLOGY 

1. Research Design 

This study employs a quantitative, cross-sectional survey design to investigate the 

relationship between the personality traits of social media influencers and brand loyalty 

among Indian millennial college students. A structured questionnaire was administered to 

gather data at a single time point, allowing for the identification of correlations between 

variables. 

 

2. Participants 

The target population consisted of college students in India aged 18 to 25 who actively 

follow at least one social media influencer. A purposive sampling method was used to select 

approximately 300 participants who had been exposed to influencer-led brand content on 

platforms such as Instagram, YouTube, Facebook, or Moj. 

 

3. Instruments 

a. Influencer Personality Traits 

Participants evaluated a selected influencer they follow using a modified version of the Big 

Five Inventory (BFI-44), measuring: 

• Extraversion 

• Agreeableness 

• Conscientiousness 

• Neuroticism 

• Openness to Experience 
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b. Brand Loyalty 

Brand loyalty was assessed using a standardized scale adapted from Oliver’s (1999) 

loyalty model, comprising two key dimensions: 

• Behavioral Loyalty (e.g., repeated engagement or purchases) 

• Attitudinal Loyalty (e.g., emotional attachment, preference) 

All items were rated on a 5-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree). 

 

4. Data Collection Procedure 

The questionnaire was distributed online via Google Forms, shared through university 

WhatsApp groups, Telegram communities, and Instagram stories to reach the target 

demographic. Participation was voluntary, and respondents were informed of the study’s 

purpose before providing informed consent. 

 

5. Data Analysis 

Data were analyzed using SPSS (Statistical Package for the Social Sciences). Descriptive 

statistics summarized demographic variables. Pearson correlation tested associations 

between personality traits and brand loyalty, while multiple regression analysis identified 

which traits significantly predicted brand loyalty levels. 

 

6. Ethical Considerations 

The study adhered to ethical guidelines: 

• Informed consent was obtained digitally. 

• Participation was voluntary and anonymous. 

• No identifying or sensitive data were collected. 

• The data were used strictly for academic purposes. 

 

RESULTS 

Descriptive Statistics 

Descriptive statistics for the key variables are presented in Table 1. The mean score for 

Extraversion was 3.85 (SD = 0.58), while the mean score for Brand Loyalty was 4.10 (SD = 

0.70). The sample consisted of 300 participants, aged between 18 and 25 years. Table 1 

provides a summary of the means and standard deviations for all Big Five traits, as well as 

Brand Loyalty. 

 

Table 1: Descriptive Statistics of Key Variables 

Variable M SD 

Extraversion 3.85 0.58 

Agreeableness 3.95 0.62 

Conscientiousness 4.02 0.53 

Neuroticism 3.3 0.65 

Openness to Experience 3.75 0.59 

Brand Loyalty 4.1 0.7 

 

Correlations 

Pearson’s correlation coefficients between the Big Five personality traits and Brand Loyalty 

are presented in Table 2. Significant positive correlations were found between Extraversion 

(r = 0.45, p < 0.01), Conscientiousness (r = 0.50, p < 0.01), and Openness to Experience (r = 

0.38, p < 0.01) with Brand Loyalty, indicating that individuals higher in these traits tend to 
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exhibit higher levels of brand loyalty. A moderate positive correlation was also observed 

between Agreeableness (r = 0.30, p < 0.05) and Brand Loyalty, suggesting that more 

agreeable individuals tend to show higher loyalty to brands. However, Neuroticism showed a 

negative, but non-significant correlation with Brand Loyalty (r = -0.20, p = 0.08). 

 

Table 2: Correlation Between Personality Traits and Brand Loyalty 

Variable Brand Loyalty (r) p-value 

Extraversion 0.45 < 0.01 

Agreeableness 0.3 < 0.05 

Conscientiousness 0.5 < 0.01 

Neuroticism -0.2 0.08 

Openness to Experience 0.38 < 0.01 

 

Multiple Regression Analysis 

A multiple regression analysis was conducted to predict Brand Loyalty based on the Big Five 

Personality traits. The overall regression model was significant, F (5, 294) = 11.32, p < 0.01, 

suggesting that the Big Five traits together significantly predict Brand Loyalty. The 

standardized beta coefficients (β) for the predictors are presented in Table 3. 

 

Significant predictors of Brand Loyalty were Extraversion (β = 0.22, p < 0.01), 

Conscientiousness (β = 0.30, p < 0.01), and Openness to Experience (β = 0.19, p < 0.05). 

This indicates that individuals who are more extroverted, conscientious, and open to new 

experiences tend to exhibit higher levels of brand loyalty. 

 

Table 3: Results of Multiple Regression Analysis 

Variable β p-value 

Extraversion 0.22 < 0.01 

Conscientiousness 0.3 < 0.01 

Openness to Experience 0.19 < 0.05 

 

The results suggest that Extraversion, Conscientiousness, and Openness to Experience are 

significant predictors of Brand Loyalty among millennial social media users (aged 18-25). 

Agreeableness also showed a moderate, positive relationship with Brand Loyalty, while 

Neuroticism had no significant correlation. These findings underscore the importance of 

personality traits in shaping brand loyalty, with more extroverted, conscientious, and open 

individuals demonstrating stronger loyalty to brands. 

 

DISCUSSION 

The present study aimed to explore the relationship between the Big Five personality traits 

and brand loyalty among social media users aged 18–25. The findings indicate that 

Extraversion, Conscientiousness, and Openness to Experience have a significant positive 

association with brand loyalty. Agreeableness also showed a moderate positive relationship. 

These results are consistent with previous studies suggesting that individuals who are 

outgoing, responsible, and open to new experiences are more likely to engage with and 

remain loyal to brands endorsed by social media influencers. 

 

An unexpected finding was the lack of a significant relationship between Neuroticism and 

brand loyalty. This contrasts with some prior research which has proposed that neurotic 
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individuals may either form stronger attachments to familiar brands—due to emotional 

insecurity—or show reduced brand loyalty because of emotional instability and negative 

affectivity. 

 

Several explanations may account for this discrepancy. One possibility is that millennials in 

this sample—comprising college students—may have developed adaptive coping 

mechanisms or a higher level of consumer skepticism, which could buffer the emotional 

impact of neurotic traits on brand-related decisions. Moreover, the customizable and self-

directed nature of social media platforms may allow users to selectively engage with 

content, reducing the likelihood of emotionally charged responses in brand interactions. 

 

It is also plausible that neuroticism may influence other psychological mediators—such as 

brand distrust, fear of manipulation, or advertising aversion—which could counteract 

any emotional need for brand attachment. Furthermore, measurement limitations or sampling 

constraints may have masked subtle effects that could emerge in a larger or more diverse 

population. 

 

Future research should consider employing qualitative approaches, longitudinal designs, or 

broader demographic samples to further investigate the complex role of neuroticism in 

digital consumer behavior. Understanding such nuances could enhance both psychological 

theory and marketing strategy by clarifying how emotional dispositions interact with media 

environments to shape brand loyalty. 

 

Interpretation of Results 

The positive correlation between Extraversion and Brand Loyalty supports previous 

findings suggesting that extroverted individuals are more likely to engage with brands due to 

their sociable nature and desire for interaction. As extroverts tend to be more active on social 

media—where brand engagement is prevalent—they are more likely to develop brand 

preferences and maintain loyalty to particular brands. 

 

Conscientiousness exhibited the strongest positive correlation with brand loyalty in this 

study. This aligns with the understanding that conscientious individuals, who are typically 

organized, dependable, and goal-oriented, are more likely to form consistent preferences and 

exhibit loyalty to brands that resonate with their values and lifestyle. 

 

The significant role of Openness to Experience in predicting brand loyalty suggests that 

individuals who are open to novel experiences and ideas are more inclined to try new brands. 

When such brands align with their interests or present innovative offerings, these individuals 

may develop strong brand attachments, fostering long-term loyalty. 

 

Agreeableness showed a moderate positive correlation with brand loyalty, indicating that 

cooperative, empathetic, and altruistic individuals may form emotional connections with 

brands that represent ethical values or social responsibility. This supports prior research 

suggesting that agreeable individuals are predisposed to forming enduring interpersonal—and 

brand—relationships. 

 

The lack of a significant correlation between Neuroticism and brand loyalty contrasts with 

some earlier studies. While neuroticism is often associated with emotional instability and 

reduced brand commitment, the present findings suggest that factors such as emotional 
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regulation, coping strategies, or platform-specific user behavior may moderate this 

relationship. It is possible that, within this millennial college student sample, neurotic 

tendencies are buffered by digital literacy, peer influence, or selective brand exposure. 

 

Implications 

The findings of this study offer meaningful insights for marketers and brand managers aiming 

to strengthen brand loyalty through influencer marketing. Understanding the influence of 

personality traits enables more targeted and effective marketing strategies tailored to distinct 

consumer profiles. 

 

For instance, brands seeking to engage extroverted consumers may benefit from designing 

socially interactive campaigns—such as live Q&A sessions, influencer-hosted events, or 

content that encourages audience participation. These approaches align with extroverts' 

preference for social connection and dynamic engagement. 

 

Conscientious consumers, who value reliability and structure, may respond more positively 

to brands that emphasize product quality, consistency, and trustworthiness. Marketing 

strategies that highlight dependability and long-term value may be particularly effective for 

this segment. 

 

The positive relationship between Openness to Experience and brand loyalty suggests that 

brands characterized by innovation, creativity, and uniqueness can attract consumers who are 

eager to explore new experiences. Campaigns that showcase originality, emerging trends, or 

cutting-edge designs may foster stronger loyalty among this group. 

 

For agreeable individuals, relationship-building and value alignment are key. Brands aiming 

to attract this segment should emphasize ethical practices, corporate social responsibility, and 

community engagement to cultivate trust and emotional connection. 

 

Limitations 

While this study offers valuable insights into the relationship between social media 

influencers’ personality traits and brand loyalty among millennial college students, several 

limitations must be acknowledged. 

 

First, the sample size was relatively modest and drawn from a specific geographical region. 

As a result, the findings may lack generalizability to broader populations, particularly 

millennials outside the college demographic or from different cultural, regional, or 

socioeconomic contexts. 

 

Second, the study employed a self-reported survey design, which is subject to potential 

biases such as social desirability, recall inaccuracy, and variability in participants’ self-

perceptions. These factors may influence the reliability of the reported evaluations of 

influencers and brand loyalty. 

 

Third, the cross-sectional nature of the study prevents the establishment of causal 

relationships. While correlations were identified, it is not possible to determine the 

directionality or underlying mechanisms of the observed associations. 
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Note on Generalizability: 

Given that the sample consisted exclusively of college-going millennials from a limited 

region, caution should be exercised when extending these results to other populations. Future 

research should aim to include larger and more diverse samples, encompassing non-student 

millennials and individuals from various demographic and cultural backgrounds, in order to 

enhance the external validity and robustness of the findings. 

 

Future Research 

Future studies could further investigate the role of Neuroticism in brand loyalty by 

examining mediating factors such as emotional regulation, coping strategies, and other 

psychological variables that might influence brand-related behavior. Additionally, 

expanding the scope beyond the Big Five to include traits such as self-esteem, self-

construal, or consumer identity could offer richer insights into the psychological drivers of 

brand loyalty. 

 

Qualitative methods, such as interviews or focus groups, may provide a deeper 

understanding of the motivations and emotional processes underlying brand attachment, 

particularly in individuals with varying personality profiles. This could help uncover 

nuanced perspectives that are not easily captured through quantitative surveys. 

 

Moreover, cross-cultural studies could explore how cultural norms, values, and social 

expectations shape the relationship between personality and brand loyalty. Since social media 

is a global phenomenon, understanding whether and how these relationships vary across 

cultures could be valuable for both academic theory and international marketing practices. 

 

In conclusion, this study underscores the significant influence of personality traits—

particularly Extraversion, Conscientiousness, and Openness to Experience—on brand 

loyalty among millennial social media users. These findings offer practical implications for 

targeted marketing strategies and contribute to a growing body of research on personality-

driven consumer behavior. While limitations exist, the study opens new pathways for 

exploring the complex interplay between personality and brand engagement in the evolving 

digital landscape. 

 

CONCLUSION 

This study investigated the relationship between the Big Five personality traits and brand 

loyalty among social media users aged 18–25. The results offer valuable insights into how 

specific traits—particularly Extraversion, Conscientiousness, and Openness to 

Experience—contribute to the development of brand loyalty in young adult consumers. 

These findings underscore the importance of considering psychological profiles in marketing 

and branding strategies, as personality-based segmentation can help businesses tailor their 

messaging more effectively. 

 

The strong positive correlations between Extraversion and brand loyalty, as well as 

Conscientiousness and brand loyalty, suggest that individuals who are social, dependable, 

and organized are more inclined to develop lasting brand relationships. Likewise, the 

influence of Openness to Experience highlights the appeal of innovative and creative 

branding to consumers who value novelty and self-expression. 
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Agreeableness demonstrated a moderate positive relationship with brand loyalty, while 

Neuroticism did not show a significant association—an unexpected outcome that opens 

avenues for future research into the emotional and psychological dynamics of consumer 

behavior. 

 

While the study provides meaningful contributions, it is not without limitations. The reliance 

on self-reported data, the cross-sectional design, and the geographically restricted sample of 

college-going millennials may limit the generalizability of the findings. Future research 

should involve more diverse and representative samples, incorporate longitudinal designs, 

and explore additional psychological factors such as emotional regulation, self-esteem, or 

consumer trust to deepen our understanding of brand loyalty formation. 

 

In conclusion, this study contributes to the growing literature on personality and consumer 

behavior by illustrating how individual differences influence brand loyalty in the context of 

social media. By recognizing these psychological patterns, marketers can design more 

personalized and impactful campaigns, ultimately fostering stronger and more enduring 

relationships with their target audience. 
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