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Abstract 

The rise of social media has significantly changed marketing 
dynamics, with Instagram influencers now playing a crucial role in 
shaping consumer perceptions. Despite a growing body of 
research on social media communication, the specific use of 
implicature in influencer language remains underexplored. This 
study addresses this gap by examining how Instagram influencers 
utilize both conventional and conversational implicature to subtly 
influence their followers' perceptions and behaviors. The research 
objective is to analyze the pragmatic strategies employed in 
influencer posts and assess their impact on follower engagement. 
A qualitative approach was used, involving a detailed examination 
of Instagram posts to identify and categorize instances of 
implicature. The analysis revealed that influencers effectively use 
conventional implicature, such as phrases like "obsessed with" 
and "can’t get enough," often enhanced by emojis to imply strong 
endorsements. Additionally, conversational implicature was 
found in statements like "Can’t wait to start reading," which 
suggest positive recommendations through contextual cues and 
emotional tone. The study concludes that influencers adeptly use 
these implicature strategies to convey endorsements subtly and 
engagingly, providing valuable insights for enhancing influencer 
marketing strategies. 
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