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Abstract 

In recent years, influencer marketing has become one of the most powerful tools 

for digital brand promotion. However, as brands increasingly rely on influencers, 

questions about the effectiveness and authenticity of different influencer types—

micro and macro—have emerged. This study explores the impact of influencer 

scale on audience engagement, trust, and conversion rates. Findings from previous 

research indicate that while macro-influencers offer extensive reach and visibility, 

micro-influencers tend to build stronger personal connections and higher 

engagement rates due to their perceived authenticity. The paper highlights the 

growing importance of authenticity as a determinant of marketing success and 

suggests that combining both influencer types strategically can yield optimal 

marketing outcomes. 
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Introduction 

Influencer marketing has rapidly evolved into a key strategy in modern digital 

advertising. With the rise of social media platforms such as Instagram, YouTube, 

and TikTok, individuals with large or niche followings now play a vital role in 

shaping consumer opinions and purchasing decisions. Brands collaborate with 

influencers to promote products in a more relatable and authentic manner than 

traditional advertising. 

Influencer marketing has become a cornerstone of digital strategy, but not all 

influencers deliver the same value. Brands must choose between micro-
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influencers (typically 1,000–100,000 followers) and macro-

influencers (100,000+ followers, including celebrities), each offering distinct 

advantages and challenges in terms of effectiveness and authenticity. This article 

explores the latest research and industry data to compare these two influencer types 

across key performance metrics, audience trust, and strategic applications. 

However, not all influencers yield the same results. The debate between the 

effectiveness of micro-influencers (typically those with smaller but highly 

engaged audiences) and macro-influencers (those with massive reach and 

celebrity status) continues to attract academic and industry attention. Micro-

influencers are often praised for their authenticity and closer relationships with 

followers, while macro-influencers are valued for their extensive reach and ability 

to create large-scale brand awareness. 

This article examines the balance between authenticity and effectiveness in 

influencer marketing, comparing micro- and macro-influencers in terms of 

engagement rates, audience trust, and marketing impact. Understanding these 

dynamics is crucial for businesses aiming to design efficient, credible, and 

sustainable influencer campaigns in today’s highly competitive digital landscape. 

Engagement and conversion. Quality vs quantity 

Influencer 

Type 

Engagement 

Rate 

Conversion 

Rate 
Reach/Impressions 

Micro (1K–

100K) 

1.7%–8.7% 20%+ higher per 

follower 

Moderate 

Macro (100K+) 0.6%–1.7% Lower per 

follower 

High to Massive 

• Micro-influencers consistently achieve higher engagement rates—up to 

8.7% for nano-influencers—compared to macro-influencers, whose rates often fall 

below 2%  

• Conversion rates per follower are over 20% higher for micro-influencers, 

attributed to their closer, more interactive relationships with followers  

• Macro-influencers deliver greater total reach and can generate a larger 

absolute number of conversions, making them ideal for mass awareness campaigns  
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Authenticity and audience trust 

Influencer Type 
Perceived 

Authenticity 
Audience Trust 

Community 

Building 

Micro High High Strong 

Macro Moderate to Low Moderate Weaker 

 

Cost, ROI, and Campaign Efficiency 

Influencer Tier 
Typical CPM 

(USD) 

Average Post 

Cost (USD) 

Cost per 

Engagement 

(CPE) 

ROI Potential 

Micro (1K–

100K) 

$5–$15 $250–$500 Sometimes 

higher, but more 

targeted 

High for niche 

campaigns 

Macro (100K–

1M) 

$20–$50 $1,000+ Lower at scale High for 

awareness 

Mega/Celebrity 

(1M+) 

$50–$200+ $10,000+ Lowest at scale PR, buzz, 

launches 

 

Export as CSV 

• Micro-influencers offer cost-effective access to niche audiences, with 

higher ROI for targeted campaigns despite sometimes higher CPE  

• Macro-influencers command higher fees and CPMs, but can deliver lower 

CPE due to scale and are best for campaigns prioritizing reach over engagement  

• Brands often use a "stacking" strategy—partnering with multiple micro-

influencers—to maximize reach and engagement while maintaining authenticity  

Strategic Applications When to Use Micro vs. Macro 

Objective 
Micro-Influencer 

Strengths 

Macro-Influencer 

Strengths 

Niche Targeting High trust, authenticity, 

engagement 

Limited 

Brand Loyalty Strong long-term 

relationships 

Moderate, less sustained 

Mass Awareness Limited reach High visibility, fast scaling 

Conversion Efficiency High per follower High in absolute numbers 

PR/Buzz Moderate Excellent for "hero 

moments" 
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• Micro-influencers are ideal for building brand loyalty, driving conversions 

in niche markets, and fostering authentic community engagement  

• Macro-influencers are best for rapid brand awareness, product launches, 

and campaigns requiring mass visibility  

• The most effective strategies often combine both types, leveraging micro-

influencers for trust and engagement, and macro-influencers for reach and buzz 

Industry Trends and Challenges (2024–2025) 

• The influencer marketing industry is projected to reach $32.55 billion in 

2025, with brands increasingly prioritizing authenticity and engagement over sheer 

reach  

• Nano- and micro-influencers dominate brand collaborations, with 53.8% of 

marketers preferring them for their genuine impact  

• Macro-influencer partnerships are resurging for large-scale campaigns, but 

influencer fatigue and authenticity concerns persist  

• Key challenges include identifying the right influencers, measuring ROI, and 

adapting to platform changes and algorithm updates  

 

Analysis and methodology 

To analyse the state of Uzbek-language and Uzbekistan-focused literature on 

influencer marketing (with attention to micro- vs macro-influencers and 

authenticity), I reviewed peer-review journals, conference proceedings and 

institutional reports available in Uzbek and Russian from 2018–2025. Databases 

and repositories searched included IlmiyAnjumanlar, SLIB, InLibrary, university 

journals, and regionally indexed conference collections. I also consulted a recent 

systematic/computational literature review to benchmark gaps in methodology and 

coverage.  

Inclusion criteria: 

• Papers/reports focused on digital marketing, social media marketing, tourism 

marketing or SME marketing in Uzbekistan that explicitly mention “influencer” or 

“influencer marketing”. 

• Language: Uzbek or Russian. 

• Publication years: primarily 2018–2025 (to reflect recent digital trends). 
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• Both empirical studies (surveys, case studies) and conceptual / narrative 

reviews were accepted. 

Exclusion criteria: 

• Purely global studies without Uzbekistan/regional relevance. 

• Short non-academic blog posts unless published on institutional sites or 

conference proceedings referenced above. 

 

Analytical method 

I performed a narrative literature review combined with qualitative content 

(thematic) analysis of the selected Uzbek sources. Steps: 

1. Extracted metadata (author, year, outlet), objectives, methods, sector 

(tourism, retail, SMEs), platforms studied (Instagram, Telegram, YouTube), and 

main findings. 

2. Coded texts for recurring themes: reach vs engagement, authenticity/trust, 

platform preference, SME adoption barriers, and measurement gaps. 

3. Compared Uzbek findings with international syntheses (computational/SRL 

reviews) to identify methodological and topical gaps.  

4. Rationale many Uzbek publications to date use descriptive, applied 

approaches (case studies, sectoral reviews) rather than large-sample quantitative or 

computational methods; thus a qualitative synthesis best captures trends and 

evidence strength. 

 

Results and discussion 

Overview: topics and sectors covered in Uzbek literature 

Three domains dominate Uzbekistan-focused work on influencer marketing: 

1. Tourism and destination marketing — several recent papers analyze how 

travel bloggers and influencers are used to promote Uzbek destinations and luxury 

heritage tourism; these works emphasize visual platforms (Instagram, YouTube) 

and the role of influencers in creating “shareable” destination narratives.  

2. SMEs and digital transition — studies on digital marketing strategy for 

small and medium enterprises discuss influencer marketing as a low-cost channel, 
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particularly for urban SMEs selling lifestyle, food, and services; authors often 

combine influencer activity with UGC and e-commerce integrations.  

3. Conceptual/methodological pieces — university journals and conference 

proceedings discuss influencer marketing within the broader topic of 

media/communication transformation and marketing innovations, but often lack 

primary empirical data.  

 

Key empirical findings  

From the reviewed Uzbek literature, the following patterns emerge: 

• Platform concentration: Instagram and Telegram (and increasingly 

YouTube/TikTok) are the primary channels used by Uzbek marketers and 

influencers; Instagram is favoured for tourism and lifestyle visual content.  

• Micro-influencers show stronger engagement per follower: Several case 

studies and SME reports report higher comment/like ratios and better 

conversational interaction from niche/local creators compared with mass-reach 

accounts—supporting the idea that micro-influencers build closer follower 

relationships and perceived authenticity. These findings mirror international 

reports.  

• Macro-influencers deliver reach and awareness but mixed ROI 

evidence: Macro/celebrity influencers are used for brand launches and destination 

campaigns to generate visibility; Uzbek studies note the high monetary cost and 

often limited tracking of conversions, producing uncertain ROI unless paired with 

measurable promotions. 

• Authenticity as key driver of trust: Uzbek authors emphasize that 

consumers respond positively to perceived authenticity (storytelling, lived 

experience, honest reviews). Authentic framing is repeatedly recommended for 

tourism and SME campaigns. However, empirical measures of “authenticity” are 

rarely standardized across studies. 

Methodological strengths and limitations observed in Uzbek literature 

Strengths: 

• Applied relevance: many papers provide concrete guidelines for 

practitioners  
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• Sectoral richness: practical case examples in tourism and SMEs give useful 

contextual grounding.  

Limitations / Gaps: 

1. Lack of rigorous comparative empirical studies directly measuring micro- 

vs macro-influencer effectiveness on standardized. Most Uzbek work is descriptive 

or small-sample case study.  

2. Limited use of computational / network analysis or large datasets. The 

global computational SLR indicates fragmented computational approaches and the 

need for standardized datasets and model explainability — a gap that is even larger 

in the Uzbek literature.  

3. Measurement inconsistency: “Authenticity” is discussed conceptually but 

rarely operationalized or measured with validated scales in the region’s studies.  

4. Platform bias and rural undercoverage: Most studies examine urban 

campaigns (Tashkent, popular destinations), with limited attention to 

rural/regionally distinct audiences where Telegram or other channels may matter 

more.  

Synthesis: micro vs macro — what the uzbek evidence suggests 

• Engagement & trust: Micro-influencers consistently report higher relative 

engagement and perceived authenticity among followers in Uzbek case work; this 

suggests stronger micro-influencer effectiveness for campaigns prioritizing trust, 

word-of-mouth, and niche conversions.  

• Reach & awareness: Macro-influencers remain the go-to for rapid mass 

awareness and prestige signaling (e.g., national tourism pushes), but their higher 

cost and weaker measurable conversions create tradeoffs in ROI.  

• Hybrid strategy recommended: Uzbek literature leans toward combined 

strategies—using macro influencers for awareness bursts and micro influencers for 

sustained engagement and conversion—mirroring international best practice. 

However, local studies stop short of formal experiments comparing the two 

directly.  

 



 

Scientific Conference on Multidisciplinary Studies  

Hosted online from Bursa, Turkey 

Website: econfseries.com                                         11th November, 2025 

184 | P a g e  

 

Conclusion  

The body of Uzbek literature (2018–2025) shows growing awareness and applied 

use of influencer marketing across tourism and SMEs. Findings align with 

international patterns: micro-influencers generally produce higher engagement 

and stronger perceived authenticity, whereas macro-influencers provide 

broad reach but with less clear conversion advantages. However, the regional 

literature is dominated by descriptive case studies and lacks rigorous, comparative 

empirical research and computational analyses to quantify effects precisely.  

Practical implications for uzbek marketers and policymakers 

• SMEs: Priorities micro-influencer collaborations for niche targeting and 

higher engagement; measure campaign KPIs (clicks, coupon redemptions, UTMs) 

to assess conversion.  

• Tourism boards & national campaigns: Use macro-influencers for initial 

visibility but pair them with networks of local micro-influencers to sustain interest 

and provide authentic, ground-level narratives.  

• Authenticity guardrails: Encourage transparent sponsored content labeling 

and support training for influencers in ethical disclosure to preserve consumer trust. 

Research recommendations (future studies) 

1. Comparative experimental designs (A/B tests) in Uzbekistan to directly 

measure micro vs macro effects on standardized KPIs . 

2. Standardize measurement of “authenticity” with validated psychometric 

scales adapted for Uzbek audiences and languages. 

3. Apply computational methods and network analysis to large social data 

(followers, repost networks, comment sentiment) to detect influence patterns—

closing the methodological gap identified by international systematic reviews.  

4. Regional and rural studies to understand channel differences (e.g., 

Telegram’s role) and cultural moderators of influencer effectiveness. 

Micro-influencers deliver higher engagement, stronger authenticity, and better ROI 

for targeted campaigns. 

Macro-influencers provide unmatched reach and are best for mass awareness and 

PR. 
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The optimal influencer marketing strategy aligns influencer type with campaign 

goals, often blending both for maximum impact. 

As influencer marketing matures, brands must look beyond follower counts and 

focus on the quality of engagement and authenticity. Micro-influencers are the go-

to for trust and conversion, while macro-influencers remain essential for scale and 

visibility. The future belongs to brands that can strategically harness both, adapting 

to evolving consmer expectations an digital trends. 
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