
 

 

EMPOWERING SMART INDIA THROUGH AI AND 

INNOVATION IN FINANCE AND MARKETING 
 

 

 

 

 

 

 

 

 

Dr. T. M. HEMALATHA 

Dean, School of Commerce 

Rathinam College of Arts and Science (Autonomous), 

Coimbatore, Tamil Nadu, India. 

 

Dr. A. SARAVANAKUMAR 

Assistant Professor and Head, Department of Commerce 

Rathinam College of Arts and Science (Autonomous), 

Coimbatore, Tamil Nadu, India. 

 

Dr. C. KRISHNAMOORTHY 

Assistant Professor, Department of Commerce 

Rathinam College of Arts and Science (Autonomous), Coimbatore, Tamil Nadu, India. 

 

Mr. J. JACKSONVIMALAN 

Assistant Professor, Department of Commerce 

Rathinam College of Arts and Science (Autonomous) 

Coimbatore, Tamil Nadu, India. 

 

 

 

 

 

 

 

 



 

 

Title:                                     Empowering Smart India through AI and Innovation in 

 Finance and Marketing 

 

 
Editor’s Name:                    Dr. T. M. Hemalatha  

 Dr. A. Saravanakumar  

 Mr. U. Rahul 

 
Published by:                      Forschung 

 303, Uni Homes Phase 2 

 Malrojapuram, Kandigai 

 Chennai – 600 127 

 
Edition Details (I,II,III):    I 

 
I ISBN: 978-93-92150-79-1 

 
Month & Year:                    April, 2026 

 
Copyright @                           Dr. T. M. Hemalatha  

 Dr. A. Saravanakumar  

 Mr. U. Rahul 

 
Pages: 165 

 
Price:                                     ` 480/- 

 
Disclaimer: The views, interpretations and conclusions in this book are solely those of the author(s). 

The author(s) assure that any use of AI tools has been limited only to improving grammar, spelling, and 

language quality, and not for generating substantive content. The publisher is not responsible for any 

plagiarism or AI-generated material that may appear in the manuscript. Although plagiarism and AI 

checks are performed using available tools, varying results across systems prevent absolute accuracy. 

All ethical and legal responsibilities for the content rest entirely with the author(s). 



 

 

CONTENTS 

S. 

No 
Title 

Page 

No 

1. 

A Study on Barriers to AI Adoption for Sustainable Accounting Systems in 

Indian Smes 

Dr. A. Kannammal, Vidharsana. R & Aravindh. L 

1 

2. 
Social Media and Influencer Marketing Influencer Marketing Trends 

Dr. S. Devi Kalyani, J. Danniel Solomon & Mohamed Rosan 
7 

3. 

A Study on Awareness Towards Artificial Intelligence (AI) Among College 

Students in Pollachi Taluk 

Dr. M. Deepa 

11 

4. 
Social Media and Influencer Marketing Trends 

Dr. B. Indira Priyadharshini 
17 

5. 
Social Media Influencers as Digital Entrepreneurs 

Dr. P. Jayanthi 
22 

6. 

A Study on Performance Analysis of Facebook Ads Campaign Through 

Looker Studio Dashboards 

Enugonda Arun kumar & Geeta Kesavaraj 

26 

7. 

A Study on Learning and Development Process at Proconnect Supply Chain 

Solution 

M. Hemavarthini & Dr. S. Arul Krishnan 

32 

8. 

Assessing Employee Insights on Warehouse Process Improvements and their 

Influence on Supply Chain Efficiency and Customer Satisfaction Logistics 

D. Ganesh & Dr. G. Manoj 

39 

9. 

A Study on the Impact of Operational Workflow on Customs Clearance 

Efficiency and Customer Satisfaction at Uniqline Customs Clearing 

Ravi Prakash .M & Dr. G. Manoj 

46 

10. 

Assessing Employee Insights on Warehouse Process Improvements and their 

Influence on Supply Chain Efficiency and Customer Satisfaction Logistics 

D. Ganesh & Dr. G. Manoj 

51 

11. 

A Study on Sourcing in Recruitment Impactingproconnect Supply Chain 

Solutions Limited 

Ms. Nivetha J & Dr. S. Arul Krishnan 

64 

12. 

An Artificial Intelligence Based Study on Reinforcement Learning for 

Adaptive Financial Forecasting 

B. Gokul Prasath & Dr. K. Kokila 

69 

13. 

Evaluating the Role of Artificial Intelligence in Enhancing Retention Strategies 

to Reduce Employee Turnover at G4s Secure Solutions Pvt Ltd, Chennai 

Kishore Kumar J & Dr. S. Arul Krishnan 

73 

14. 

A Study on the Evaluation of Employee Development and Organisational 

Productivity with the Industrial Automation Industry 

R. Rohith & D. Kotteswaran 

76 



Empowering Smart India Through AI and Innovation in Finance and Marketing 

 

 
17 

SOCIAL MEDIA AND INFLUENCER MARKETING TRENDS 

 

Dr. B. Indira Priyadharshini 
Assistant Professor, Department of Commerce (CA) 

Nallamuthu Gounder Mahalingam College (Autonomous), 

Pollachi, Coimbatore 

 

Abstract 
 The ecosystem of social media and influencer marketing has matured rapidly over the last five years, 

reshaping how brands reach, engage, and convert audiences. This paper synthesizes recent industry reports and 

academic/industry commentary to identify dominant trends in 2024–2025: the pre-eminence of short-form video 

and social commerce, the continued rise of micro- and nano-influencers, stricter disclosure and regulatory 

scrutiny (particularly for AI and paid content), data-driven measurement and ROI orientation, and the 

emergence of creator-first platforms and monetization models. The paper uses a narrative literature-review 

methodology drawing on market reports, regulatory guidance, and sector analyses to discuss implications for 

marketers, creators, and policy-makers. Recommendations for effective, ethical influencer programs and future 

research directions are provided. 

Keywords: influencer marketing, short-form video, social commerce, micro-influencers, FTC, creator economy, 

marketing ROI, AI-generated content 

 

Introduction 

 Social media has evolved from a place for personal sharing into a primary channel for 

discovery, entertainment, and commerce. Brands increasingly allocate marketing budgets to 

creator-led strategies because influencers offer reach, authenticity, and social proof that 

traditional advertising struggles to match. Between platform innovations (e.g., TikTok 

algorithms, Instagram Reels, YouTube Shorts) and commercial features like in-app shopping 

and affiliate tools, the lines between content, social interaction, and purchase are blurring. 

Industry projections show substantial year-over-year growth in influencer marketing spend, 

signaling that the channel has moved from experimental to core in many marketing mixes.  

 This paper examines the major contemporary trends shaping social media influencer 

marketing, reviews regulatory developments that affect practice, and provides practical and 

research recommendations appropriate for 2024–2025 contexts. 

 

Methodology 

 Given the fast-changing nature of the creator economy, this study adopts a narrative 

review approach, synthesizing recent market reports, industry analyses, regulatory 

guidance, and sector-focused commentaries published between 2023 and 2025. Sources 

include benchmark reports (e.g., Influencer Marketing Hub), platform and marketing 

industry surveys (e.g., HubSpot), regulatory materials (e.g., FTC guidance), and topical 

analyses (on short-form video, social commerce, and micro-influencer effectiveness). The 

goal is to identify convergent findings across multiple reputable sources and highlight 

practical implications rather than to present new primary empirical data. 
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Literature review and trend synthesis 

 Short-form video dominance and attention economics: Short-form video formats 

(typically 15–90 seconds) have become the dominant content type on social 

platforms. Platforms optimized for short, loopable clips capture user attention 

efficiently, driving both organic virality and paid distribution. Several industry 

reports forecast that short-form video will account for the majority of content 

consumption and brand attention in the near term, pushing marketers to reallocate 

resources toward video-first creative strategies and rapid production pipelines. 

Marketers are also repurposing content across Reels, Shorts, and TikTok to maximize 

reach.  

 Implication: Brands must build capabilities for short, story-driven creative; influence 

strategies centered on static posts are becoming less effective for broad awareness 

objectives. 

 Social commerce and in-app shopping: Social commerce the ability for users to 

discover and purchase products directly within platforms has matured into a major 

revenue driver for some brands. Features such as shoppable posts, livestream 

shopping, and creator storefronts lower friction between discovery and purchase, 

and influencer partnerships increasingly integrate affiliate links and trackable 

storefronts. Platforms are also investing in commerce infrastructure (logistics, 

payment integration) to retain value from transactions happening within their 

ecosystems.  

 Implication: Influencer campaigns are being evaluated on commerce KPIs (click-

throughs, conversion rates, average order value), not just engagement metrics. 

 Micro, nano, and community-driven influencers: While celebrity influencers 

continue to command high visibility, many brands find greater cost-effectiveness 

and authenticity with smaller-scale creators. Micro- and nano-influencers (typically 

1k–100k followers, often highly niche) tend to deliver higher engagement rates and 

more trusted recommendations among tightly focused communities. Evidence 

suggests that distributing budgets across many niche creators can yield comparable 

or superior ROI to single large-scale endorsements due to better audience fit and 

perceived authenticity.  

 Implication: Brands should evaluate “influencer mixes” — combining reach-focused 

macro influencers for awareness with many micro-creators for conversion and 

community resonance. 

 Data-driven measurement and performance accountability: Influencer marketing 

has become more measurable: UTM links, platform-native analytics, affiliate 

tracking, and advanced social listening enable attribution to conversions and LTV. 

Managers demand clear KPIs (CPA, ROAS, retention) and increasingly tie influencer 

payments to performance (hybrid models of base fee + commission). Tools and 

marketplaces that surface creator performance histories are becoming integral to 

campaign planning.  
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 Implication: Marketers must align influencer briefings with measurable outcomes 

and define attribution windows and incremental lift expectations beforehand. 

 Regulatory scrutiny and disclosure standards (including AI content): Regulators 

worldwide are ramping up attention to influencer endorsements. The U.S. Federal 

Trade Commission (FTC) reiterates that influencers and brands must disclose 

material connections and ensure disclosures are clear, conspicuous, and timely. 

Newer guidance extends to AI-generated content — the FTC and other agencies are 

scrutinizing undisclosed synthetic endorsements and deceptive practices. Non-

compliance risks reputational damage and legal penalties.  

 Implication: Compliance must be built into campaign workflows. Brands should 

require influencers to use explicit on-screen labels (e.g., “#ad”, platform disclosure 

tools) and document evidence of disclosure for auditability. 

 Creator monetization evolution and platform economics: Creator monetization is 

diversifying: sponsored content remains core, but subscription models (creator 

memberships), native tipping, paid live events, and merchandise storefronts are 

creating sustainable income streams. Platforms are also experimenting with revenue 

sharing (ad revs on short-form content) to retain creators. This shift strengthens 

creators’ bargaining power and encourages longer-term partnerships rather than 

one-off activations.  

 Implication: Brands should consider multi-year partnerships and co-created product 

lines to tap into creators' deeper engagement and business upside. 

 AI tools, synthetic creators, and ethical questions: AI is impacting content 

production (automated editing, captioning, concept generation) and enabling 

synthetic influencers or AI-assisted influencer personas. While AI can drive scale and 

efficiency, ethical issues arise when synthetic content or AI-assisted endorsements 

are indistinguishable from human-driven ones unless disclosed. Platforms and 

regulators are beginning to require transparency about AI involvement.  

 Implication: Marketers should adopt clear AI disclosure practices and evaluate the 

trade-offs between cost-saving and potential trust erosion. 

 

Results — consolidated trends for practice 

 Drawing from the reviewed literature and market reports, five practical trends emerge 

for practitioners in 2024–2025: 

1. Video-first creative is mandatory. Short-form video formats take precedence in both 

paid and organic strategies; static content is being repurposed into short clips for 

distribution across multiple surfaces.  

2. Influencer marketing is commerce-native. Influencers are integrated into 

conversion funnels via affiliate links, shoppable content, and livestream commerce; 

performance metrics are moving beyond vanity engagement.  
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3. Scale via many small creators beats one-off celebrity plays for many categories. 

Micro-influencer networks offer authentic voices and higher engagement per dollar 

in niche verticals.  

4. Compliance and transparency are non-negotiable. Disclosure rules — including 

those covering AI and synthetic content — have practical implications for creative 

execution and reporting.  

5. Creator partnerships are evolving into business partnerships. Brands are moving 

toward multi-faceted deals (co-created products, equity, long-term 

ambassadorships) that align incentives and sustain authenticity.  
 

Discussion — strategic and operational implications 

 For marketing strategy and planning: Marketers must reframe influencer programs 

as a cross-functional pillar spanning brand, performance marketing, product, and 

commerce teams. Short-form video creative pipelines require different resourcing 

(rapid ideation, creator-friendly briefs, multiple cuts). Campaigns should predefine 

success metrics (sales lift, CAC, new-customer acquisition) and use randomized 

control or geo-split testing where possible to estimate incremental impact. 

 For creator relations and talent management: Treat creators as partners: involve 

them early in product ideation, provide creative freedom within brand guardrails, 

and consider hybrid compensation (guarantee + commission). Long-term 

collaborations build authenticity and allow creators to genuinely integrate products 

into their content. Community-driven creators often provide deeper qualitative 

insights (comments, DMs) that can inform product and messaging refinement. 

 For compliance and risk management: Create standardized disclosure templates, 

require proof-of-posting and screenshots, and centralize record-keeping for paid 

partnerships. Ensure legal reviews cover platform-specific rules and new guidance 

on AI content. Audit influencer-sourced claims (e.g., product efficacy) and avoid 

exaggerated or deceptive promises. 

 For measurement and analytics: Invest in attribution plumbing: UTM tagging, 

promo codes, affiliate links, and pixel events. Use segmented analyses to understand 

which creators drive short-term conversions versus long-term brand metrics 

(consider cohort LTV). When feasible, run experimental lifts (holdout groups) to 

quantify influencer impact beyond correlation. 
 

Limitations and avenues for future research 
 This paper synthesizes industry reports and guidance up to 2025 but does not present 
new primary empirical research. Limitations include reliance on industry-published reports 
(which may emphasize commercial perspectives) and the rapid pace of platform product 
changes that could alter dynamics quickly. Future empirical studies should (a) compare the 
incremental lift of micro-influencer networks versus macro influencers across verticals using 
experimental methods; (b) examine long-term effects of disclosed AI participation on trust 
and purchasing behavior; and (c) investigate cross-cultural differences in disclosure efficacy 
and influencer effectiveness, particularly in emerging markets. 
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Conclusion 

 Influencer marketing in 2024–2025 is characterized by growth, professionalization, and 

increased scrutiny. Short-form video and social commerce are reshaping creative and 

measurement priorities, while micro-influencers and creator-first monetization models 

change how brands allocate resources. Regulatory attention — especially regarding 

disclosure and AI — requires integrated compliance workflows. For brands and creators 

who adapt (investing in rapid creative capabilities, transparent practices, and measurement), 

influencer marketing remains a powerful channel for driving both awareness and 

measurable commerce outcomes. 
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