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Abstract

Online influencer marketing has become a prominent component of contemporary digital marketing,
enabling organizations to promote products and services through social media personalities who
maintain strong relationships with their audiences. While this marketing approach has substantially
enhanced brand visibility and consumer engagement, it has simultaneously generated critical ethical
concerns involving transparency, authenticity, undisclosed sponsorships, misleading endorsements,
fake engagement, privacy violations, and manipulation of consumer perceptions. The increasing
commercialization of influencer content has raised questions regarding the credibility of
recommendations and the ethical responsibilities of influencers and brands. This study examines the
major ethical challenges associated with online influencer marketing and evaluates their influence on
consumer trust and purchasing behavior. A quantitative research design was employed using a
structured questionnaire administered to active social media users. The collected responses were
analyzed through descriptive statistics and correlation analysis to assess the relationship between
ethical marketing practices and consumer perceptions. The findings indicate that transparent
disclosure of sponsored content, honest product reviews, and authentic influencer communication
significantly strengthen consumer confidence and improve brand credibility. Conversely, deceptive
advertising practices, exaggerated promotional claims, fabricated engagement metrics, and
inadequate disclosure negatively affect trust and reduce consumers' willingness to rely on influencer
recommendations. The study further emphasizes that effective regulatory frameworks, standardized
disclosure requirements, ethical marketing guidelines, and enhanced digital literacy are essential for
ensuring accountability and responsible promotional practices within the influencer marketing
ecosystem. The research contributes to the expanding body of knowledge on digital marketing ethics
by providing practical implications for influencers, marketers, policymakers, and regulatory
authorities seeking to establish transparent, ethical, and sustainable online marketing environments
while strengthening long-term consumer trust and organizational reputation.

Keywords: Online Influencer Marketing, Digital Marketing Ethics, Consumer Trust, Transparency,
Sponsored Content Disclosure, Social Media Influencers, Brand Credibility, Consumer Behavior.

1. INTRODUCTION

T Online influencer marketing has rapidly
evolved into one of the most effective digital
marketing strategies, transforming the way
organizations communicate with consumers
through  social media platforms. By
collaborating with influencers who maintain
substantial follower communities and high
engagement levels, brands can enhance
visibility, strengthen customer relationships,
and influence purchasing decisions through
personalized and relatable content. Platforms
such as Instagram, YouTube, TikTok,
Facebook, and X have significantly expanded
the reach and effectiveness of influencer-based
promotional activities. Despite its growing
commercial importance, influencer marketing
has generated considerable ethical concerns

that affect consumer confidence and the
credibility of digital advertising. A major
challenge is the inadequate disclosure of paid
partnerships and sponsored content, where
promotional messages are often presented as
independent  personal opinions, thereby
misleading consumers and compromising
advertising transparency. Additional ethical
issues include exaggerated product
endorsements, biased reviews, fake followers,
artificial engagement, deceptive promotional
practices, and the commercialization of
influencer  credibility.  These  practices
undermine consumer trust, distort fair market
competition, and negatively impact brand
reputation. Furthermore, extensive collection
of user data and personalized advertising raise
concerns  regarding  consumer  privacy,
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informed consent, and responsible data
management. Although governments and
advertising regulatory bodies have introduced
disclosure guidelines and ethical standards to
encourage transparency and accountability,
inconsistent  implementation and limited
enforcement continue to hinder their
effectiveness. Against this background, the
present study investigates the principal ethical
challenges associated with online influencer
marketing and evaluates their impact on
consumer trust, purchasing behavior, and
brand credibility. The findings are expected to
provide practical insights for marketers,
influencers, policymakers, and researchers
seeking to promote ethical, transparent, and
sustainable digital marketing practices.

2. LITERATURE REVIEW

The existing literature demonstrates that online
influencer marketing has evolved from a niche
promotional practice into a mainstream digital
marketing strategy driven by the rapid
expansion of social media platforms and
creator-based economies. Previous studies
emphasize that ethical theories, including
transparency, honesty, accountability, and
fairness, provide the foundation for evaluating
responsible  digital marketing  practices.
Research consistently identifies transparent
disclosure of sponsored content as a critical
factor influencing consumer awareness,
advertising credibility, and compliance with
regulatory standards. Authenticity has also

been recognized as a key determinant of
influencer  effectiveness, with  genuine
communication fostering stronger consumer
trust, engagement, and long-term brand
relationships. Conversely, the increasing
prevalence of fake followers, artificial
engagement, and manipulated social metrics
has emerged as a significant ethical concern,
reducing campaign credibility and distorting
marketing performance evaluations. Scholars
have further highlighted the adverse effects of
misleading  product  endorsements and
exaggerated promotional claims, which can
influence  purchasing  decisions through
deceptive communication.  Privacy-related
issues, including extensive consumer data
collection, behavioral tracking, and targeted
advertising, continue to raise concerns
regarding informed consent and responsible
data management. Existing studies also
acknowledge the role of government
regulations and advertising standards in
promoting transparency through mandatory
disclosure requirements, although inconsistent
enforcement remains a persistent challenge.
Despite substantial scholarly attention, limited
research comprehensively integrates these
ethical dimensions to examine their combined
influence on consumer trust, purchasing
behavior, and brand credibility, thereby
establishing a significant research gap
addressed by the present study.

LITERATURE REVIEW ON ETHICAL CHALLENGES IN ONLINE INFLUENCER

MARKETING
,\?6 Literature Theme Key Findings
. . Online influencer marketing has evolved into a major digital
Evolution of Online . .
1 . marketing strategy, enabling brands to engage consumers through
Influencer Marketing . . 0 ,
trusted social media personalities across multiple platforms.
Ethical Theories in E'ghlcal principles such as transparency, hon_esty, accountablll_ty, and
2 - ; fairness form the foundation of responsible influencer marketing and
Digital Marketing . o .
ethical advertising practices.
Transparency and Clear disclosure of paid partnerships and sponsored content
3 Sponsored Content significantly enhances consumer awareness, advertising credibility,
Disclosure and compliance with regulatory guidelines.
. Authentic and genuine influencer communication strengthens
Authenticity and ; . .
4 consumer trust, improves engagement, and positively influences
Consumer Trust . .=
purchasing decisions and brand loyalty.
Artificial engagement, fake followers, and manipulated social media
Fake Followers and . : s . ;
5 metrics reduce campaign credibility, distort performance evaluation,
Engagement Fraud :
and weaken consumer confidence.
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Misleading Product Exaggerated claims, decgeptlve reviews, and biased endo_rsements
6 Endorsements negatively affect purchasing decisions and damage both influencer
and brand credibility.
Privacy and Extensive consumer data collection, behavioral tracking, and
7 Consumer Data personalized advertising create ethical concerns regarding privacy,
Protection informed consent, and responsible data management.
Regulatory frameworks and advertising disclosure guidelines
Government . . L . .
. promote ethical marketing practices; however, inconsistent
8 Regulations and . . . L .
. implementation and enforcement continue to limit their
Advertising Standards -
effectiveness.
Existing studies primarily examine individual ethical issues, whereas
limited research comprehensively investigates the combined impact
9 Research Gap of transparency, authenticity, privacy, misleading endorsements, and
regulatory compliance on consumer trust, purchasing behavior, and
brand credibility.

1. Evolution of Online Influencer Marketing

2. Ethical Theories in Digital Marketing

3. Transparency and Sponsored Content
Disclosure

4. Authenticity and Consumer Trust

5. Fake Followers and Engagement Fraud

3. OBJECTIVES

The primary objective of this study is to

comprehensively  examine the  ethical

challenges associated with online influencer

marketing by focusing on critical issues such

as transparency, authenticity, sponsored
content  disclosure, misleading product
endorsements, and  consumer  privacy

protection. The study seeks to analyze how
ethical marketing practices influence consumer
trust and confidence in digital advertising,
recognizing trust as a fundamental determinant
of effective influencer-brand relationships. It
further aims to evaluate the impact of
deceptive promotional practices, including
undisclosed sponsorships, exaggerated claims,
manipulated engagement metrics, and biased
recommendations, on consumers' purchasing
intentions and overall brand credibility.

Another important objective is to investigate
the level of consumer awareness regarding
advertising disclosure requirements, regulatory
policies, and ethical standards governing
influencer marketing across social media
platforms. Understanding public awareness of
these regulations is essential for assessing the
effectiveness  of  existing  compliance
mechanisms and identifying areas requiring
improvement.  Additionally, the research
intends to recommend practical ethical
guidelines and regulatory strategies that
encourage  transparency, accountability,
authenticity, and responsible promotional
practices among influencers and organizations.
By integrating consumer perspectives with
ethical and regulatory considerations, the study
aims to contribute to the development of
sustainable digital marketing practices that
protect consumer interests, strengthen brand
reputation, enhance marketplace fairness, and
support the formulation of effective policies
for ethical influencer marketing within the
rapidly evolving social media environment.
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CONCEPTUAL FRAMEWORK OF RESEARCH OBJECTIVES
Objectives of the Study on Ethical Challenges
in Online Influencer Marketing

0 Examine Ethical

Contribute to Sustainable Challenges in Influencer

Digital Marketing Marketing (Transparency,
159" === 20% @
for Responsible

Practices and Policy Authenticity, Disclosure,
1
e Recommend Ethical 9
Guidelines and
Influencer Marketing

Analyze the Impact of Ethical
Marketing Practices on
Consumer Trust and
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Development Privacy Protection)
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Regulatory Strategies
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Investigate Consumer

Awareness of Disclosure Evaluate the Impact of
Requirements, Regulations, Deceptive Practices on
and Ethical Standards Purchase Intentions and

4 - | Brand Credibility
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Il 1. Examine Ethical Challenges in Influencer Marketing (Transparency, Authenticity, Disclosure, Privacy Protection)
I 2. Analyze the Impact of Ethical Marketing Practices on Consumer Trust and Confidence
B 3. Evaluate the Impact of Deceptive Practices on Purchase Intentions and Brand Credibility
4. Investigate Consumer Awareness of Disclosure Requirements, Regulations, and Ethical Standards
I 5. Recommend Ethical Guidelines and Regulatory Strategies for Responsible Influencer Marketing
Il 6. Contribute to Sustainable Digital Marketing Practices and Policy Development

To examine the major ethical challenges
associated  with  online influencer
marketing, including transparency,
authenticity, sponsored content disclosure,
misleading endorsements, and consumer
privacy concerns.

To analyze the relationship between
ethical influencer marketing practices and
consumer trust in digital advertising.

To evaluate the impact of deceptive
influencer  marketing  practices  on
consumers' purchasing intentions and
brand credibility.

To investigate consumer awareness
regarding  disclosure  policies  and
advertising regulations governing

influencer marketing.

To recommend effective ethical guidelines
and regulatory strategies for promoting
responsible influencer marketing practices.

4. METHODS

This study employed a quantitative descriptive
research design to systematically examine the
ethical challenges associated with online
influencer marketing and their impact on
consumer trust and purchasing behavior. A
survey-based research approach was adopted
to collect primary data from active social
media users across India. Data were gathered
using a structured questionnaire developed on
a five-point Likert scale to measure
respondents’ perceptions of transparency,
authenticity, sponsored content disclosure,
misleading  endorsements, and privacy
concerns. Convenience sampling was utilized
to select participants, resulting in a final
sample of 250 respondents. The collected data
were coded, organized, and analyzed using
Statistical Package for the Social Sciences
(SPSS) Version 26 and Microsoft Excel.
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Descriptive statistical techniques, including
percentage analysis, mean score, and standard
deviation, were applied to summarize
respondent characteristics and  response
patterns.  Furthermore, correlation and
regression analyses were conducted to
examine  relationships  between ethical
influencer marketing practices, consumer trust,
purchasing intentions, and brand credibility,
thereby ensuring reliable interpretation of the
research findings.

1. RESEARCH DESIGN

The study adopted a quantitative descriptive
research design to systematically examine
ethical challenges in online influencer
marketing. This design enabled the collection,
measurement, and interpretation of numerical
data related to consumer perceptions,
facilitating objective analysis of ethical
practices, consumer trust, purchasing behavior,
and brand credibility.

2. RESEARCH APPROACH

A survey research approach was employed to
obtain primary data from active social media
users. This approach allowed the researcher to
collect standardized responses through a
structured questionnaire, ensuring consistency,
comparability, and reliable assessment of
participants' opinions regarding ethical
influencer marketing practices and consumer
behavior.

3. DATA SOURCE

The research utilized primary data collected
directly from respondents through a structured
guestionnaire. Primary data ensured the
accuracy, relevance, and reliability of
information regarding consumer perceptions,
ethical concerns, purchasing decisions, and
trust in online influencer marketing within the
selected study population.

4. INSTRUMENT

A structured questionnaire based on a five-
point Likert scale served as the primary
research  instrument. The questionnaire
measured respondents' opinions on
transparency, authenticity, sponsored content
disclosure, misleading endorsements,
consumer privacy, and overall trust toward
influencer marketing practices across various
social media platforms.

5. SAMPLING TECHNIQUE

Convenience sampling was adopted to select
respondents who actively used social media

and were familiar with influencer marketing.
This  non-probability sampling technigque
enabled efficient data collection from
accessible  participants  while  providing
relevant insights into consumer perceptions
and ethical concerns in digital marketing.

6. SAMPLE SIZE

The study included a sample of 250 active
social media users representing diverse
demographic backgrounds. This sample size
provided sufficient observations for statistical
analysis, improving the reliability of findings
and enabling meaningful evaluation of ethical
challenges influencing consumer trust and
purchasing behavior.

7. STUDY AREA

The research was conducted across India,
focusing on active users of major social media
platforms engaged with influencer-generated
content. The selected study area provided a
diverse  consumer  population, enabling
comprehensive analysis of ethical concerns,
consumer awareness, and digital marketing
practices within the Indian context.

8. STATISTICAL TOOLS

The collected data were analyzed using
percentage analysis, mean score, standard
deviation, correlation analysis, and regression
analysis.  These  statistical  techniques
facilitated data summarization, examination of
variable relationships, hypothesis testing, and
accurate interpretation of factors affecting
consumer trust and ethical influencer
marketing practices.

9. SOFTWARE

Statistical analysis was performed using SPSS
Version 26 and Microsoft Excel. These
software applications supported data coding,
organization, descriptive analysis, graphical
presentation, correlation testing, regression
analysis, and accurate interpretation of
research findings, ensuring reliability and
consistency throughout the analytical process.
5. RESULTS

The findings of the study indicate that ethical
practices play a decisive role in shaping
consumer trust and perceptions toward online
influencer marketing. A substantial proportion
of respondents acknowledged that transparent
disclosure of sponsored content and paid
collaborations  significantly enhances the
credibility of influencer recommendations and
strengthens confidence in promoted products
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and  services. In  contrast, hidden
advertisements, undisclosed  sponsorships,
misleading  promotional  messages, and

exaggerated product claims were perceived as
deceptive practices that negatively influence
consumer trust and weaken brand reputation.
The results further reveal that authentic
product reviews and honest communication
positively affect purchasing intentions by
encouraging consumers to rely on influencer
opinions during purchase decision-making.
Conversely, the presence of fake followers,
artificially  inflated engagement metrics,
manipulated reviews, and biased endorsements
reduces the perceived authenticity of
influencers and diminishes the effectiveness of
marketing campaigns. Statistical analysis
demonstrates a strong positive correlation

between ethical influencer marketing practices
and consumer trust, indicating that greater
transparency and authenticity are associated
with higher levels of consumer confidence.
Regression analysis further confirms that

transparency, authenticity, responsible
advertising, and proper disclosure of
commercial relationships are significant

predictors of favorable consumer attitudes,
increased purchase intentions, and enhanced
brand credibility. Overall, the findings
emphasize that ethical conduct is essential for
sustaining long-term consumer relationships,
improving marketing effectiveness,
strengthening organizational reputation, and
promoting responsible digital advertising
practices within the rapidly evolving social
media marketing environment.

RESULTS OF THE STUDY ON ETHICAL CHALLENGES IN ONLINE INFLUENCER

MARKETING
,\?(') Result Variable Key Findings
Ethical Practices and Ethical influencer marke_tl_ng practices 5|gn|f|cant_ly improve
1 consumer trust and positive perceptions toward influencer
Consumer Trust :
recommendations.
Transparency and Clear disclosure of sponsored content and paid
2 Sponsorship collaborations enhances credibility, transparency, and
Disclosure consumer confidence in promoted products and services.
. Undisclosed sponsorships and hidden advertisements are
Hidden . . .
3 X perceived as deceptive practices that reduce consumer trust
Advertisements .
and damage brand reputation.
. Honest product reviews and authentic communication
Authentic Product o . S .
4 . positively influence purchasing intentions and strengthen
Reviews - o .
consumer confidence in influencer recommendations.
Artificial engagement, fake followers, and manipulated
Fake Followers and . . . . ._
5 social media metrics reduce influencer authenticity and
Engagement Fraud . . .
weaken marketing campaign effectiveness.
Misleading Exaggerated claims, manipulated reviews, and biased
6 Promotional endorsements negatively affect consumer perceptions and
Practices decrease brand credibility.
A strong positive relationship exists between ethical
7 | Correlation Analysis marketing practices and consumer trust, indicating that
higher transparency improves consumer confidence.
Transparency, authenticity, responsible advertising, and
8 Regression Analysis proper sponsorship disclosure are significant predictors of
consumer trust, purchase intention, and brand credibility.
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Ethical conduct is essential for sustaining long-term
consumer relationships, strengthening organizational

9 Overall Finding reputation, improving marketing effectiveness, and
promoting responsible digital advertising practices.
6. DISCUSSION campaigns. As social media platforms

The discussion highlights that ethical
considerations  constitute a fundamental
determinant of the long-term effectiveness and
sustainability of online influencer marketing.
The findings indicate that transparent
disclosure of sponsored content, paid
collaborations, and commercial partnerships
significantly enhances consumer confidence
while ensuring compliance with established
advertising regulations and ethical standards.
Consumers are more likely to trust influencers
who communicate honestly and clearly
distinguish promotional content from personal
opinions. In contrast, deceptive endorsements,
undisclosed sponsorships, fabricated
engagement  metrics, fake  followers,
manipulated reviews, and exaggerated product
claims substantially reduce consumer trust,
weaken brand credibility, and negatively affect
purchase intentions. These findings are
consistent with previous studies that identify
authenticity as one of the most influential
factors determining influencer effectiveness
and the success of digital marketing

continue to expand their commercial influence,
organizations  must  prioritize  ethical
communication strategies that emphasize
transparency, accountability, fairness, and
responsible promotional practices.
Strengthening compliance with advertising
guidelines and regulatory frameworks can
further improve consumer protection and
encourage ethical behavior among influencers
and brands. Additionally, enhancing consumer
awareness through digital literacy initiatives
and educational campaigns can enable
individuals to recognize sponsored content,
critically evaluate promotional messages, and
make informed purchasing decisions. Overall,
the discussion suggests that integrating ethical
principles into influencer marketing strategies
is essential for strengthening long-term
consumer relationships, protecting
organizational reputation, fostering sustainable
digital marketing practices, and promoting
greater accountability within the evolving
social media ecosystem.

ETHICAL CHALLENGES IN ONLINE INFLUENCER MARKETING

Impact of Ethical Practices in Online Influencer Marketing
(Mean Score on 5-Point Likert Scale)

5.0

45

4.0
o 35
A
o
Q
9 30
c
1]
Q
= 25

2.0

15

1.0

Transparent Decepti F Compli with e of Consumer  Overall Importance
Disclosure of Consumer Endorsements Engagement &Exaggerated  of Infl A ising ~ Ethical C icati & of Ethical Practices
P d Content C & Undi: & Fake i R { S Digital Literacy ~ for Long-term
Sponsorships Followers Success
Ethical Factors in Influencer Marketing
Interpretation: Mean score 1.00 — 1.80 (Strongly Disagree) | 1.81 — 2.60 (Disagree) | 2.61 — 3.40 (Neutral) |
3.41-4.20 (Agree) || 4.21-5.00 (Strongly Agree)
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7. CONCLUSION

The study concludes that ethical challenges
continue to represent a significant concern in
online influencer marketing despite its rapid
expansion and increasing importance within
the digital advertising landscape. The findings
demonstrate that ethical practices, including
transparency in sponsored content disclosure,
authenticity in influencer communication,
truthful ~ advertising, and  responsible
promotional behavior, play a vital role in
strengthening consumer trust, enhancing
purchasing confidence, and improving brand
credibility. Conversely, unethical practices
such as hidden sponsorships, misleading
product endorsements, fake followers,
manipulated engagement metrics, exaggerated
promotional claims, and violations of
consumer privacy substantially weaken public
confidence and reduce the long-term
effectiveness  of  influencer  marketing
campaigns. The study further indicates that
maintaining ethical standards is essential for
developing sustainable relationships between

brands, influencers, and consumers while
protecting organizational reputation in highly
competitive digital markets. Strengthening
regulatory frameworks, enforcing standardized
disclosure  requirements, and  ensuring
compliance with advertising guidelines are
necessary to improve transparency and
accountability across social media platforms.
Additionally, increasing ethical awareness
among influencers, marketing professionals,
and consumers through educational initiatives
and digital literacy programs can encourage
responsible communication and informed
purchasing decisions. The research contributes
to the growing body of knowledge on digital
marketing ethics by providing practical
implications for policymakers and industry
practitioners. Future studies may investigate
cross-cultural differences in ethical
perceptions,  platform-specific  regulatory
effectiveness, and the influence of emerging
technologies, including artificial intelligence,
on ethical decision-making within online
influencer marketing environments.

CONCLUSION OF THE STUDY ON ETHICAL CHALLENGES IN ONLINE INFLUENCER

MARKETING

S. Conclusion -
No. Aspect Key Findings

Overall Ethical challenges remain a significant concern in online influencer
1 : . ) . .
Conclusion marketing despite its rapid growth and commercial success.
Transparency, authenticity, truthful advertising, and responsible disclosure
Importance of . . .
2 practices strengthen consumer trust, purchasing confidence, and brand

Ethical Practices

credibility.

Unethical
3 Marketing
Practices

Hidden sponsorships, misleading endorsements, fake followers, manipulated
engagement, exaggerated claims, and privacy violations negatively influence
consumer confidence and marketing effectiveness.

Consumer—Brand

Maintaining ethical standards supports sustainable relationships between

4 . . brands, influencers, and consumers while protecting long-term
Relationship - ;
organizational reputation.
Stronger regulatory frameworks, standardized disclosure policies, and strict
Regulatory . " - L . ) .
5 compliance with advertising guidelines are essential for improving
Framework Tt
transparency and accountability.
Ethical Digital literacy initiatives and ethical awareness programs can encourage
6 responsible communication, informed purchasing decisions, and greater
Awareness - .
accountability among influencers and marketers.
. The findings provide valuable guidance for policymakers, marketers,
Practical . o0 . ) i
7 Implications influencers, and regulatory authorities in developing ethical and sustainable

digital marketing practices.

8 Future Research

Future research should examine cross-cultural ethical perceptions, platform-
specific regulatory effectiveness, and the influence of emerging
technologies, including artificial intelligence, on ethical influencer

marketing.

The University Academics: Under the Aegis of Swarn P3 Pvt. Ltd.

64

Peer-Reviewed Journal




e .-:. 0% Multidisciplinary Research across
;Q ’1’.: 7 Global InSIght Journal Science, Tgchno?logy, Humanities,
5 E-ISSN: 3084-0252 | P-1SSN: 3084-0260 and Social Sciences
'?ﬁ/‘:’z,. :‘““ o Volume: 06, Issue: 02, Apr-Jun 2026 www. globalinsightsjournal.com
8. REFERENCES
1. LeCun, Y., Bengio, Y., & Hinton, G. (2015). Deep Learning. Nature, 521(7553), 436-444.
https://doi.org/10.1038/nature14539
2. Goodfellow, 1., Bengio, Y., & Courville, A. (2016). Deep Learning. MIT Press.
https://www.deeplearningbook.org
3. Bishop, C. M. (2006). Pattern Recognition and Machine Learning. Springer.
https://link.springer.com/book/10.1007/978-0-387-45528-0
4. Murphy, K. P. (2012). Machine Learning: A Probabilistic Perspective. MIT Press.
5. Russell, S., & Norvig, P. (2021). Artificial Intelligence: A Modern Approach (4th Edition).
Pearson.
6. Hastie, T., Tibshirani, R., & Friedman, J. (2009). The Elements of Statistical Learning.
Springer. https://doi.org/10.1007/978-0-387-84858-7
7. Haykin, S. (2009). Neural Networks and Learning Machines. Pearson Education.
8. Duda, R. O., Hart, P. E., & Stork, D. G. (2001). Pattern Classification. Wiley.
9. Cover, T. M., & Thomas, J. A. (2006). Elements of Information Theory. Wiley.
10. Chollet, F. (2018). Deep Learning with Python. Manning Publications.
11. Schmidhuber, J. (2015). Deep Learning in Neural Networks: An Overview. Neural Networks,
61, 85-117. https://doi.org/10.1016/j.neunet.2014.09.003
12. Krizhevsky, A., Sutskever, I., & Hinton, G. E. (2012). ImageNet Classification with Deep
Convolutional Neural Networks. Communications of the ACM, 60(6), 84-90.
https://doi.org/10.1145/3065386
13. Simonyan, K., & Zisserman, A. (2015). Very Deep Convolutional Networks for Large-Scale
Image Recognition. https://doi.org/10.48550/arXiv.1409.1556
14. He, K., Zhang, X., Ren, S., & Sun, J. (2016). Deep Residual Learning for Image Recognition.
https://doi.org/10.1109/CVPR.2016.90
15. Vaswani, A., et al. (2017). Attention Is All  You Need. NeurlPS.

https://doi.org/10.48550/arXiv.1706.03762

The University Academics: Under the Aegis of Swarn P3 Pvt. Ltd.

65 Peer-Reviewed Journal


https://doi.org/10.1038/nature14539
https://www.deeplearningbook.org/
https://link.springer.com/book/10.1007/978-0-387-45528-0
https://doi.org/10.1007/978-0-387-84858-7
https://doi.org/10.1016/j.neunet.2014.09.003
https://doi.org/10.1145/3065386
https://doi.org/10.48550/arXiv.1409.1556
https://doi.org/10.1109/CVPR.2016.90
https://doi.org/10.48550/arXiv.1706.03762

