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SOCIAL MEDIA INFLUENCERS AS DIGITAL ENTREPRENEURS

Dr. P. Jayanthi

Assistant Professor, PG Department of Commerce — CA,
Nallamuthu Gounder Mahalingam College, Pollachi,
Coimbatore, Tamil Nadu

Abstract

The rapid expansion of social media has transformed influencers into significant digital entrepreneurs who
create, manage, and scale online businesses across various sectors. Unlike traditional entrepreneurs, social
media influencers leverage personal branding, audience trust, and digital platforms to generate income and
build enterprises. This paper aims to analyze the role of social media influencers as digital entrepreneurs using
primary data collected from respondents across different age groups, professions, and educational backgrounds.
The study examines awareness, business models, opportunities, challenges, and future potential of influencer-
driven entrepreneurship. The findings indicate a growing acceptance of influencers as legitimate entrepreneurs,
though sustainability and ethical concerns remain key challenges.
Keywords: Social Media-Influencers-Digital Platforms-Entrepreneurs

Introduction

Digitalization has significantly reshaped entrepreneurial activities by enabling
individuals to create businesses through online platforms with minimal capital investment.
Social media influencers, once considered mere content creators, have evolved into digital
entrepreneurs by monetizing their influence through brand collaborations, product
launches, consulting services, and digital content monetization.Influencer entrepreneurship
is no longer limited to a specific profession or student group; it spans across industries such
as fashion, education, health, finance, entertainment, and technology. This study provides a
broader perspective by analyzing public perception of influencers as digital entrepreneurs.

Review of Literature

Kaplan and Haenlein (2010) emphasized the transformational role of social media in
enabling user-generated content and interactive communication, which laid the foundation
for influencer-driven businesses. Their study highlighted how social media platforms act as
enablers for personal branding and entrepreneurial engagement.Khamis, Ang, and Welling
(2017) examined the phenomenon of self-branding and identified influencers as “micro-
celebrities” who strategically monetize online visibility. Their research established a direct
link between influencer culture and entrepreneurial activity.Audretsch (2018) discussed
digital entrepreneurship as a driver of economic growth, emphasizing innovation, low entry
barriers, and scalability. The findings support the idea that influencers function as
independent entrepreneurs within digital ecosystems.Freberg et al. (2011) analyzed
influencer credibility and concluded that perceived expertise and trustworthiness
significantly influence consumer attitudes. This reinforces the entrepreneurial value of
influencer branding.Recent studies by the OECD (2020) noted that influencer-led ventures
contribute to employment generation and innovation but also face challenges such as
regulatory ambiguity and income volatility.
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Statement of the Problem

Although influencer-based entrepreneurship is expanding rapidly, there is limited
empirical evidence on how the general public perceives influencers as entrepreneurs.
Questions remain regarding their credibility, income stability, ethical practices, and long-
term sustainability. Abidin (2016) explored influencer practices and found that authenticity
and audience trust are key assets that differentiate influencer entrepreneurs from traditional
advertisers. The study highlighted how trust-based engagement enhances commercial
success. This study attempts to identify the level of awareness of social media influencers as
digital entrepreneurs and to examineopportunities and challengesthat are associated with
digital entrepreneurs.

Objectives of the Study
The following are the objectives of the study:
e To study the level of awareness of social media influencers as digital entrepreneurs
e To analyze popular business models adopted by influencers
e Toidentify opportunities created by influencer-driven entrepreneurship
e To examine challenges and risks associated with this form of entrepreneurship
e To assess public perception regarding the sustainability of influencer
entrepreneurship

Research Methodology

The study is based on primary data. The data is collected through a well structured
questionnaire. It contains questions relating to awareness, perception, income sources of
influencers, opportunities, challenges and sustainability of influencer entrepreneurship. A
sample of 120 respondents has been selected by adopting convenience sampling method. Simple
Percentage has been used to analyze the data.

Findings

The findings of the study are divided into four parts namely,awareness, perception,
income sources of influencers, opportunities, challenges and sustainability of influencer
entrepreneurship are depicted in the following paragraphs.

Awareness of Influencers as Digital Entrepreneurs
Table: 1: Awareness of Influencers as Digital Entrepreneurs

Awareness Respondents Percentage (%)
High 70 58.0
Moderate 35 29.0
Low 15 13.0

From the above table, it is found that majority of respondents (58.0%) have high
awareness of influencers functioning as digital entrepreneurs.

23



Empowering Smart India Through Al and Innovation in Finance and Marketing

Perception of Influencers as Entrepreneurs
Table: 2: Perception of Influencers as Entrepreneurs

Opinion Respondents Percentage (%)
Yes 68 57.0
Partly 32 27.0
No 20 16.0

From the above table, it is observed that more than half of the respondents recognize
influencers as entrepreneurs.

Major Income Sources of Influencers
Table: 3: Major Income Sources of Influencers

Source Respondents Percentage (%)
Brand Sponsorships 45 38.0
Advertising & Monetization 25 21.0
Own Products/Services 32 27.0
Affiliate Marketing 18 14.0

From the above table, it is indicated that brand sponsorships are perceived as the
primary income source for influencers.

Opportunities Created by Influencer Entrepreneurship
Table: 4: Opportunities Created by Influencer Entrepreneurship

Opportunity Respondents Percentage (%)
Self-employment 42 35.0
Low Startup Cost 30 25.0
Global Market Access 28 23.0
Innovation & Creativity 20 17.0

From the above table, it is found that influencer entrepreneurship is widely viewed as a
source of self-employment.

Challenges Faced by Influencers
Table: 5: Challenges Faced by Influencers

Challenges Respondents Percentage (%)
High Competition 34 28.0
Income Instability 40 33.0
Platform Dependency 26 22.0
Ethical & Legal Issues 20 17.0

From the table, it is said that income instability is the most significant challenge faced by
respondents.
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Sustainability of Influencer Entrepreneurship
Table: 5: Sustainability of Influencer Entrepreneurship

Opinion Respondents Percentage (%)
Yes 52 43.0
Maybe 38 32.0
No 30 25.0

From the table, it is observed that while many respondents believe influencer
entrepreneurship is sustainable, a notable proportion remains uncertain

Suggestions
Based on the findings of the study and the following suggestions are put forth.
e Influencers should diversify income streams to reduce risk.
o Ethical guidelines and transparent disclosures must be strengthened.
o Digital entrepreneurship training should be promoted for all age groups.
o Policymakers should frame regulations supporting influencer-led businesses

Conclusion

Social media influencers have emerged as a new class of digital entrepreneurs, reshaping modern
business practices through innovation, personal branding, and platform-based commerce. The
analysis of primary data indicates growin§ public recognition of influencer entrepreneurship,
alongside concerns related to sustainability and ethics. With Eroper regulation, skill
development, and strategic planning, social media influencers can establish long-term, sustainable
digital enterprises that contribute significantly to the digital economy.
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