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of Social Media Health Influencers on
A Study on the Effects 08 50 People’s Lifestyle Choices
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Abstract

; investigates the influence of health influencers in social m-ec.iia on t
This study mé 76 nﬁ ai, India. This study employs a sample of 100 participants
e yout;l ‘";icaZd stc;tistical tools that include multiple regressions, Jactor q
Z:Z i%.géuare estimation to establish the relationships that exist betwe
involvement of influencers. The results reveal a neg['zgzble influence of
behavior, but on the other hand, {he use of social media and the
lifestyle health influences are two zmportaf’zt co;'qsequencef of the b
modifications made to the lffce_sf)zle. Verﬁcatton behavior and
dimensions of perceived credibility established through factor ang
respondent’.

he lifestyle decisions of
aged between 18 gnd 35
nalysis, clyster analysis,
en lifestyle change and
platform preference on
presence or absence of Jollowing
ehavior thar predict the numpey of
inherent lrust are the wo major
lysis. Cluster analysis based on the

Keywords:Health Influencers, Socia] Media, Lifestyle Decisions, Youth Behavior, Perceived
Credibility, Cluster Analysis

Introduction

nutrition, exercise, mental health, and overall wellness through takin
are quite prolific in using it. Rehman et al. (2024) [1]
influence on the health-related decision-making process
start losing the levels of belief in tradi
media use is linked to better health-pr
etal., 2020) [2].

g action on the internet since they
describe social media sites as having a strong
of Indian adults, even in those cases when they
tional health institutions. In the same manner, frequent social
omoting behaviors in the case of Indian nursing students (Sahu

Moreover, there is also a paradigm shift in the Indian health and fitness industry where the magnets are
relying on digital forms of intimacy and personalized information to shape the customer's intentions
and lifestyle dispositions. Sambyal and Gopal (2025) [3]
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Objectives of the study

L] ' l) \ ‘
Lo tind out the relationship betweon the lifestyle changes among young people mid
— S sy
v ’/"

medin use practices,

. > “”»,"l’ ’,r
/”ﬂ'

health influencers,

F'o determine what the respondents think about the reliability and credibility of heulth i)
$ W)

e To use clustor analysis to categori:
s L 10riZe users into groups bas
pattern ol their litestyle, roups bised on thelr eigugenient and chiny,

Need of the Study

I'ho young people of Indin are utilizing the platforms on social media to find out more about health

wgllncss in the digital age. The ndvent of influencer culture explaing the need to understand m:' 'l’i(",‘“»’
of these online personalities on behavioral change and decision-making as far ay lté;ulltln :n:ull;/rf-(lf‘/t
concerned. The influencer marketing could be a more behavior-oriented intervention of the lrmlili;;;’;::i
because it involves the delivery of the relevant information available to the youny
L such o shift has occurred, there is a scarcity of scholarly work as 1o the
s on social media have been affecting lifestyle choices such as dict
l1-being in (he Indian context, This work is crucial in bridging this

nalysis without necessarily focusing on policymaking, which will
Wth treatment that

health initintives
people conveniently. Althougl
manner in which health influencer
and physical and psychological we
gap, as it provides a data-informed a
allow health communicators and policymakers to learn. To achieve future digital hee
is viable and meaningful in improving health lifestyle approaches among young Indians who arc
techno-savvy, there has to be an insight into such an impact.

wreh method, the structured surveys and

Methodology
among the youth i

rch was conducted through a quantitative rese:
Juence of social media health-related influencers on lifestyle
ample selection was done by purposive sampling on a group of 100 respondents apct
of 18-35. The survey consisted of close-ended and Likert-scale questions that
phics, the consumption habits of social media, perceived trust in health influencers:
and spcciﬁc \il‘cstylc.clmngcs attributed to the influencer content repackaged in them. I'he analysis 0
data wWas conducted in SPSS software. Significant predictors of behavioral adjustment were observel
in multiple regression, and since relationships were observed between plﬂltform use and Jifestyle

The current resea
examined the int
Chennal, India. S
between the ages
addressed demogra
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Results & Analysis !

Results :Overview of Data Collection Process

This study was quantitative and descriptive, and to carry o t th

100 young respondents (between the ages of 18 and 3?), l?vit € research task, a purposive sample of

online questionnaires were issued in the form of a struc;turecrilg 1112 (t:'hem?" India, was used, and the

After conducting a critical review of the research, the questionngiresx;gsm:i?srie thgo-u gh”Qoogle i

to identify the relevant attributes such as demographics, frequency of usingglslgci;rllt;e]c%i:nilzf{?leztc):
es followed, and perceived credibility, as well as behavioral change established as a result of social

media health content.

Fig 1: Demographic Profile of Respondents (n=100)

N Frequency

52 48 8 45 4
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Age Group E (
Gender
] retest
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. : 1
In order to ensure transparency an Ay neces sary modl'ﬁca N ¢ andards, the oponSes Were
(pilot tested with ten respondents)& ne. To adhere t0 ethllcal trer; cp o ation was T posed end
o i untary pé .
o e o tge.week oo of time, ensuring lected has been tabulated into the vg\uable
e data OO r in the other following sections of

collected during a three-wee ou
; :
that the names of respondents Wer® ar-):;)alyanal)’SiS’
tables of summary below. The statlstl; fes
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d r distribu duates than un

e
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Fig 2: Social Media Usage Patterns
® Frequency
§§ .g% No 22
STES Yes 78
% g >4 hours 18
93:2 % 2-4 hours | 39
g > p3 1-2hours | CEEE=— 31
<= <1 hour 12
. § Others (e.g., Snapchat) 13
2 =] Twitter/X S
E ‘g Facebook 13
(_ltg g YouTube 27
w Instagram 42

Instagram is the most used one

r (42 percent), as seen in Fig. 2, and three out of ten people spend twpo ¢
four hours on social media eve

' Ty day. It is seemingly intriguing that 78 percent of those surveyed stateq
that they are following health influencers, and it is a telling indicator of the interest in wellness content.
The lowest use of any of the sites studied is Twitter/X, whereas in second position in terms of choice
1s YouTube.

Fig 3: Type of Health Influencer Followed

Percentage (%)
u Fitness Trainers 14 Dieticians/Nutritionists
Mental Health Coaches ® Holistic Lifestyle Influencers

® Medical Professionals (Doctors, etc.)

Fitness instructors are also the most followed health influencers (45%), followed by dieticians aqd
nutritionists (29%), as illustrated in Fig. 3. A moderate level of interest (a figure of 14 percent) I
wellness advisors was given to mental health coaches, whereas the content on holistic lifestyle

influencers was viewed (9 percent), showing that personal wellness auxiliaries are in greater demand
as opposed to medical professionals.
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Fig 4: Perceived Credibility and Trustworthiness
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Response Categories:
B SSogyAgree  Hl Agee T8 NessE B Osagee H Sto@) Dsages

Health influencers provide
accurate information

| verify healthrelated claims from
influencers through other sources

1 befreve infiuencers are more
refatable than doctors

1 trust influencer recommendations
over advertisements

Divergent views on the factors that contribute to health are presented in Fig. 4. The problem is that
only 58 percent of respondents do check up on even statements independently, yet they still agree that
they are reliable sources of information (75 percent of respondents). Whereas 19 percent strongly
disagree, more than half tend to accept the idea that influencers are relatable as compared to physicians.
The cautious opinion about the digital health communication is captured in the fact that only 59 percent
of the population trusts recommendations by the influencers over advertisements.

Fig 5: Lifestyle Changes Reported Due to Influencer Content
= Frequency

Lade no changes despae following
influencers i

Adopted specific diets 5
(2.g., keto, mtermitient) |

Started regutar waorkouts

T_'he most common type of lifestyle change influenced by the factors of health was the use of exercises
since 58% of the respondents engaged in regular exercises (Fig. 5). There was also a high rate of uptake
when it came to dietary changes (36%), as well as supplement usage (29%). Although there is a great
amount of wellness information promoted through social media, 17 percent of people did not make
changes, which indicates a different impact.

Statistical Analysis

This comprehensive statistical study is based on the responses received from 100 respondents based in
Chennai, India, examines the impact of social media health influencers on the lifestyle decisions of the
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youth. There are four advanced methodologies of analysis to determine the relevant trepqy and
relationships.

Analysis 1: Chi-Square Test of Independence - Platform Usage vs. Lifestyle Changes

Table 1: Cross-tabulation: Platform vs. Made Lifestyle Changes

Platform Made Changes No Changes Total
Instagram 37 5 2
YouTube 23 4 ‘27\
Facebook : 10 3 T
Twitter/X 3 > s

Others 10 3 E

Total 83

Statistical Results 17 100 |

Chi-Square Value (y2): 2.847

*  Degrees of Freedom: 4
Critical Value (o = 0.05): 9.488
¢ p-value: 0.584

. . €Xposure to ¢
could change lifestyle choices more than the platform itselfl.) ontent and broader engagement

Analysis 2: Multiple Regression Analysis - Predictors of Lifestyle Changes
Variables

. Dependent Variable: Number of lifestyle changes (0-6 scale)

e  Independent Variables: Age group, Education Jey I, Dai ) .
influencers el, Daily social medig time, Follows health

Table 2: Regression Model Resylts

B Predictor Coefficient Standard \t\
(p) Error Vﬂl—u(: P- Significance
Age Group 0.15 0.089 1753
Fducation Level 0.223 0.102 W
Daily SM Time 0.445 0.087 5.115
Follows Health 1.234 0.198 \653“0\

Model Statistics
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R-squared: 0.647
Adjusted R-squared: 0.632
F-smlislic: 43.21 (p <0.001)

The number (')l’ti.njes using social media per da ;

found t0 beeil g]l:l gggng PIiCdIClors wi ha Signiﬁ); g%l‘l:)ljl)cg?]:lc foéio;vmg health influencers (1.234) were

changes as aphic o );tlfe regl:ess;on model. The level Ofcdl,Jca[} PC;CCHI of the variation in lifestyle

iy de”é‘).gi" tion ct of age is not so big, The findings give cubst so plays a great role (p = 0.031)

e and interactions with influencers can have a huge effect ;:l“;l;: ta(z [hi'[hougfh;] Of]h}?w online
option of healthy habits,

tim
persons with higher education levels or social interaction

particularly in

Analysis 3 Factor Analysis - Credibility Perception Dimensions

Kaiser-Meyer-Olkin (KMO) Test
KMO Value: 0.734 (Good sampling adequacy)

Bartlett's Test: * = 89.23, p <0.001 (Significant)
Table 3: Rotated Factor Matrix (Varimax Rotation)

Statement Factor 1: Factor 2: Communality
_ : Trust Verification

Health influencers provide accurate 0.823 0.156 0.702

information

Trust influencer recommendations OVer 0.791 0.089 W
P — N

Influencers more relatable than doctors 0.745 -0.112 ______25,61,——«

Verify claims throu h other sources 0.134 _’___g_8_5,6_,______9_7.§l—————
Factor Statistics

ained = 58.5%

1, Variance expl
d=25.3%

e  Factor 1 (Trust): Eigenvalue = 2.34
=1.013, Variance explaine

e Factor2(V erification): Eigenvalue
e  Total Variance Explained: 83.8%
The factor analysis shows tWO importan
explain the total variation of 83.8 percent.
and relatability-related comments indicate emo

influencers. A verification Jimension, although, is not hard to
taking some cause of assertions seri ¢ high Bartlett testas well as the high KMO (0.734) shows

that extraction is suitable to the fact cate that users that use online hosts of the health

information possess pandemic psy¢ of the health content.

which are trust and verification, that
ponding to high veracity—related

tional trust on the part of the respondents towards
rrack down as evidence of consumers

t aspects of credibility,
High factor loadings coITes

ously. Th
ors. The results indi

hological evaluations

Analysis 4: Cluster Analysis - Respondent Segmentation

Tab

Je 4; K-Mcans Clustering Results (k=3)

Profile C haracteristics

c Cluster Size
Aluster 1. "Active | 34 High SM usage (3.2 hrs/day), Follow T v
\Ci’_oﬂters" (100%), High lifestyle changes (4.1 avg) \
uster 2: "Moderate | 43 Medium SM usage (2.1 hrs/day), Follow | 3
L} ‘\ ) N
g}llowcrs" Y oviy, Moderate changes (2.3 ave) ealth influencers
uster  3:  "Passive | 23 | OV SM usage (1.4 hrs/day), Foll :
. ‘ « - ' I3 ' oW h,. N —
L Consumers" Minimal changes (0.8 avg) ealth influencers (35%), \
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essential during credibility perception, there is the issue olr'"ai;l}?(;:e:)}:?rut - factor. analysis ident;

majority f)flhc respondents stated that they believed what they read S't and'venﬁcation' Alth I
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their content thr i i
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Moreover, the studj

toward the areq o ;C}S‘ezlft}{]éIObal heal'th communication demonstrate that influencer content oriented
advertising in the case of b communication is more persuasive than the regular health promotion
2019) [9]. It was the OI'basing it on the personal accounts or some empirical data (Ikpi&Undelikwo:
they would Considersa'me trer?d among our sample respondents who stated that it is more apparenqtq Itl:ll:
Studies on misinform suggestions by the influencers rather than just generic advemsements.snylo_
regulatory systems tha’uor? risks, however, are relatively reserved, as they indicate the nege(spark el
al., 2019) () s at will monitor the quality of the materials provided by the '“””i?cf,iposum to
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dimensions of trust and verification determined by the factor analysis that shows a tather .
andience that usad 1o appreciate authenticity and relatability. Morcover, the re “
analysis ofterad health communication provision hints in terins ofhclping to perce
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health professionals. All thisis of particular relevance to India, where healtheare delive € Masses
have boen grappling with access, and dightal consumption is increasing €Xponentially ¢ ga‘“izmiong
the growing body of data that point 1o the transformative impact of digital influence 7. Lom Ne w'nf.
future of health behavior, the data provide additional support to the rev. On the Fesent
influence on modem health behavior,
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