~ Y International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

Influencer Marketing Effectiveness vs
Traditional Advertising: An ROl Comparison
for D2C Brands

Ms. Aditi Kadam

Abstract

Direct-to-consumer brands increasingly depend on measurable marketing because customer-acquisition
costs, digital competition and fragmented attention can quickly reduce profitability. Influencer marketing
provides access to established creator communities, while traditional advertising offers scale and
controlled placement. This paper compares the potential effectiveness of the two approaches using return
on investment, customer acquisition cost, engagement, conversion, attribution and repeat purchase as key
measures. It argues that engagement alone is insufficient for evaluating influencer effectiveness. A
primary campaign-level dataset can compare spending, attributable revenue, contribution margin and
customer lifetime value. The paper also examines micro-influencers, affiliate tracking and Al-enabled
attribution. It concludes that influencer marketing may be particularly valuable where trust and niche
relevance drive purchase decisions, while traditional advertising remains useful for large-scale awareness.
The strongest strategy for D2C brands is likely to combine channels and optimize based on customer
economics rather than vanity metrics.
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1. Introduction

D2C brands must acquire customers profitably while building long-term brand value. Influencer marketing
uses creators as intermediaries between brands and communities. Traditional advertising uses mass or
targeted media to reach consumers directly.

A campaign with millions of views is not necessarily commercially successful. The key question is
whether attention produces profitable customers. Traditional media can also create substantial awareness
even when direct attribution is difficult.

2. Literature Review

Influencer research emphasizes credibility, authenticity, audience fit and perceived trust. Influencers can
reduce psychological distance because product information is embedded within content created for an
existing community.

Traditional advertising can provide reach, repetition and brand legitimacy. However, attribution may be
more difficult. D2C businesses are well positioned to compare channels because they often have direct
access to purchase data.
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3. Proposed Research Design

A study could collect 30-50 campaign observations across beauty, fashion, food, wellness and consumer
technology. Each observation should record spending, reach, impressions, clicks, conversions, attributable
revenue and customer acquisition cost.

ROI should be defined carefully. Revenue-based ROI and profit-based ROI are different. A useful profit-
based measure is attributable contribution minus campaign cost, divided by campaign cost.

Influencer campaigns can use unique codes, affiliate links and creator-specific landing pages. Traditional
campaigns can use geographic tests, matched markets or time-series comparisons where feasible.

4. Analysis

Influencer marketing may outperform in engagement and niche relevance without necessarily
outperforming in total reach. Traditional campaigns may generate broad awareness but less directly
attributable traffic.

Customer lifetime value is important. If customers acquired through creators repeat purchases more often,
an initially expensive influencer campaign may become more profitable over time. Micro-influencers may
provide a useful balance of credibility and cost.

5. Al and Management Implications

Al can support creator selection, audience-fit analysis, fraud detection, campaign forecasting and
attribution. A marketing model can combine creator characteristics with historical conversion data to
identify promising campaigns.

However, algorithms can optimize the wrong metric. A system that maximizes clicks may ignore brand
safety or long-term customer value. Human judgment remains necessary.

6. Conclusion

Influencer and traditional advertising should not be treated as universally competing alternatives. Their
value depends on the objective, audience, product and measurement system. A Business Al approach
treats marketing as an experimental data problem: define outcomes, track customer behavior, compare
channels and optimize for contribution.

Research Figure

Conceptual framework; scores are illustrative.
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Research Figure
ROI Measurement Dimensions for D2C Marketing
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Conceptual framework; scores are illustrative.

Figure note: This is the figure embedded in the original research-paper document. The source describes
the figures as source-based/illustrative conceptual material rather than primary-survey results.
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