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This study explores the influence of local and micro-influencers on
consumer purchasing behavior in Odisha, focusing on key factors such
as influencer credibility, content relevance, and consumer trust. A
mixed-methods research design, combining quantitative and qualitative
approaches, was employed to offer a comprehensive understanding of
influencer impact. A structured questionnaire was distributed to 90
respondents, capturing demographic data and consumer interactions
with influencers. Additionally, semi-structured interviews were
conducted with 10 consumers and 5 local influencers to gain in-depth
insights. The results revealed that influencer credibility significantly
impacts consumer trust, with a high mean score for authenticity and
reliability (M = 4.02). Experience sharing (M = 3.81) and the source of
updates (M = 3.48) were also influential, demonstrating the importance
of relatable content and information credibility. Convenience (M =
2.69) had a lesser but still notable impact on purchasing decisions.
Statistically, all factors were found to significantly affect consumer
behavior (p < 0.05). The findings highlight the growing role of local
and micro-influencers in shaping consumer preferences in Odisha.

Brands should focus on building trust and authenticity through

localized influencer collaborations to enhance engagement and drive
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purchasing intent.
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1. Introduction

In today’s digital era, social media has fundamentally transformed the way individuals communicate,
consume information, and engage with brands. Among the most significant developments in this
transformation is the rise of social media influencers—individuals who have built a loyal online
following through consistent, authentic, and niche-specific content. These influencers have emerged as
powerful intermediaries between brands and consumers, offering personalized recommendations and
relatable storytelling that resonate more deeply than traditional forms of advertising. Unlike
conventional celebrity endorsements, influencer marketing thrives on trust, relatability, and two-way
engagement. With this paradigm shift, brands are increasingly collaborating with influencers to enhance
consumer trust, shape brand perception, and ultimately drive purchasing decisions. Social media
platforms such as Instagram, YouTube, Facebook, and Twitter (now X) have enabled influencers to
reach wide and diverse audiences, often with a more localized or community-based impact than
mainstream celebrities. Particularly, micro-influencers—individuals with follower counts ranging from
1,000 to 100,000—have gained prominence due to their higher engagement rates, authenticity, and the
niche appeal they offer. Meanwhile, local influencers—those who focus on a specific geographic region
and communicate in regional languages—are playing a pivotal role in culturally nuanced markets like

India, and more specifically, Odisha.

Odisha, with its growing digital footprint, presents a unique and under-researched landscape for
studying the influence of local and micro-influencers. The state's population, comprising urban centers
like Bhubaneswar and Cuttack, as well as semi-urban and rural communities, provides a diverse
demographic mix ideal for examining consumer behavior in response to influencer marketing. Here,
regional culture, language, and localized content significantly shape consumer engagement and
purchasing patterns, making local and micro-influencers highly relevant. With the increasing internet
penetration and smartphone adoption across Odisha, social media platforms have become an integral
part of everyday life. Young consumers in the 18-35 age group, in particular, are spending significant
amounts of time on social media for entertainment, information, and shopping inspiration. As a result,

influencers who speak the local language, reflect regional culture, and promote products in a
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contextually relevant manner are becoming more influential than traditional advertisements or national
celebrities. This shift raises critical questions about the mechanisms through which these influencers

affect consumer preferences, trust, and purchasing behavior.

Although influencer marketing is booming globally and nationally, there remains a significant research
gap in regional markets like Odisha. Most existing studies focus on metro cities or pan-India samples,
often overlooking the regional variations in consumer trust, cultural values, and media consumption
patterns. Furthermore, much of the academic discourse around influencer marketing centers on macro-
level trends or celebrity influencers, offering limited insights into how local and micro-influencers
operate and influence in more targeted markets. One of the major advantages of local and micro-
influencers is their perceived authenticity and relatability. Consumers often feel a personal connection
with these influencers because they seem "like one of us"—sharing similar lifestyles, speaking the same
language, and facing relatable everyday challenges. These influencers build trust not just through
curated content, but through consistent interaction, transparency, and responsiveness. However, the
growing commercialization of influencer content has led to increasing skepticism among consumers
regarding the authenticity of endorsements. Paid partnerships, undisclosed sponsorships, and overt brand
promotions often erode consumer trust, raising concerns about the credibility of influencer

recommendations.

In addition, the effectiveness of influencer marketing varies significantly across demographic variables
such as age, gender, education, location, and income level. For example, urban consumers may be more
responsive to influencer aesthetics and aspirational content, while rural consumers might prioritize
practical value and local cultural alignment. Understanding these nuanced variations is critical for

developing effective influencer marketing strategies that are both inclusive and efficient.

Moreover, there is a pressing need to evaluate not just whether influencer marketing increases visibility
or engagement, but whether it truly translates into consumer action especially in terms of brand loyalty,
purchasing intent, and repeat behavior. In a competitive market environment, superficial engagement
(likes, comments, shares) does not necessarily equate to long-term customer loyalty or increased
revenue. Therefore, brands and marketers must look beyond vanity metrics and focus on deeper

indicators of influence, such as trust, satisfaction, and sustained behavioral change.

This study aims to fill this gap by focusing specifically on the impact of local and micro-influencers on

consumer purchasing behavior in Odisha. By analyzing how authenticity, trust, and engagement affect
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consumer decision-making, the research will contribute to a more nuanced understanding of influencer
marketing in a regional context. The findings will offer valuable insights for marketers, brands, and
researchers seeking to navigate the evolving landscape of digital consumer behavior in India’s diverse

states.
1.1 Objectives of the Study
To guide this research, the following three core objectives have been formulated:

I. To analyze the role of influencer authenticity in shaping consumer trust and purchasing

decisions in Odisha.

2. To examine the effectiveness of local and micro-influencers in fostering brand engagement and

loyalty among consumers in Odisha.

3. To investigate the demographic factors (age, location, gender, income) that moderate the

influence of social media influencers on consumer purchase behavior in Odisha.

The proliferation of social media influencers—particularly local and micro-influencers has added a new
dimension to digital marketing in regional markets like Odisha. With rising digital consumption and
culturally embedded consumer values, understanding the real-world impact of these influencers on
purchasing decisions is both timely and necessary. This research sets out to explore how trust,
authenticity, and engagement translate into consumer action in a localized context. By doing so, it hopes
to provide actionable insights for brands seeking to build meaningful connections with Odia consumers

through ethical and effective influencer marketing strategies.
2. Literature Review

The rise of social media has significantly transformed modern marketing practices, with influencer
marketing emerging as a central strategy in consumer engagement. Influencers, particularly those active
on platforms like Instagram, YouTube, and Facebook, leverage their relatability and credibility to shape
purchasing decisions (Khamis et al., 2017; Lim et al., 2017). Among them, local and micro-
influencers—defined as individuals with smaller yet highly engaged follower bases—have shown
increasing effectiveness in creating personalized content and fostering authentic relationships with

audiences (Chatzigeorgiou, 2017). Their niche appeal, especially when grounded in regional culture and

Manoranjan Nayak and Dr. Debadutta Das Page | 1251



6%3 The Academic Volume 3 | Issue 4 | April 2025

language, makes them particularly influential in markets like Odisha, where linguistic identity and

localized content deeply resonate with consumers (Sharma & Verma, 2020).

Trust and authenticity are recurring themes in influencer marketing research. Influencers are often
viewed as more genuine than traditional celebrities, fostering a sense of credibility that significantly
affects consumer trust and purchase intent (Freberg et al., 2011; Lou & Yuan, 2019). Jin et al. (2019)
and Abidin (2016) emphasize that an influencer’s perceived honesty and alignment with the brands they
endorse are crucial in maintaining audience trust. In the Indian context, these qualities are especially
valuable, as consumers increasingly favor influencers who share their cultural background or
communicate in their native language. De Cicco et al. (2020) confirm that culturally relevant influencers
are more effective in driving consumer action due to their deeper emotional and contextual connection

with the audience.

Instagram has emerged as a dominant platform for influencer marketing, particularly in visually driven
industries such as fashion, beauty, and lifestyle. The platform’s image-centric design allows influencers
to showcase aspirational lifestyles, which positively influences product recall and consumer engagement
(Djafarova & Rushworth, 2017; Saboo et al., 2016). Research also highlights the importance of
engagement metrics—such as likes, shares, and comments in determining the success of influencer
campaigns, with higher engagement often correlating with increased consumer trust and purchase
intention (Audrezet et al., 2020; Chen, 2018). This is particularly relevant in the Indian market, where
the democratization of smartphone usage and affordable internet access has expanded the reach and

impact of regional influencers (Kumar et al., 2021).

In visually appealing sectors, such as fashion and beauty, influencer marketing has demonstrated strong
influence over consumer decision-making. Riya Sharma (2024) and Ananya Patel (2024) found that
influencer-led product reviews and tutorials help consumers make more confident purchase decisions,
especially among younger and female audiences. These findings are consistent with Labrecque’s (2014)
observation of parasocial relationships, wherein followers develop one-sided emotional connections
with influencers, further reinforcing the influencers' ability to shape behavior. Similarly, Cialdini (2009)
highlights the role of social proof in consumer psychology, suggesting that people often mimic the
choices of those they admire, such as influencers, particularly when they perceive these behaviors as

widely accepted or trendy.
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Several Indian studies underline the growing impact of influencer marketing in regional markets.
Mayank Jhinkwan (2024) emphasizes that content strategies and engagement levels on Instagram
significantly shape consumer preferences and buying behavior. Aman Kumar’s (2024) case study on
Nike reveals that exposure to influencer content directly correlates with increased brand consideration
and purchase intent. Furthermore, research by Karan Verma (2024) shows a strong positive correlation
between influencer credibility measured through expertise, attractiveness, and trustworthiness—and
consumer trust. This correlation holds true across product categories, including fashion, electronics, and

lifestyle.

Transparency in influencer marketing also plays a pivotal role in audience trust. Evans et al. (2017)
found that when influencers clearly disclose paid partnerships, it reduces skepticism and enhances
perceived authenticity. This transparency is crucial in sustaining long-term relationships between
influencers and followers. Additionally, the format of influencer content such as Instagram stories and
reels—affects consumer interaction. Sheldon & Bryant (2016) observed that dynamic, real-time content

formats enhance engagement by making brand communication feel more immediate and personal.

Moreover, user-generated content, often repurposed by influencers, strengthens the perception of
authenticity and provides real-life use cases for products (Kaplan & Haenlein, 2010). Studies by Godey
et al. (2016) and Ilicic & Webster (2015) further support the view that influencer collaborations
contribute to increased brand awareness, emotional connection, and consumer-brand loyalty. Erkan
(2015) argues that influencers who consistently engage their audience with personal and relatable

narratives contribute significantly to building long-term brand loyalty.

Demographic factors, such as age and gender, also influence how consumers respond to influencer
marketing. The Indian Scientific Journal of Research (2024) notes that female consumers aged 20-25
are particularly receptive to influencer recommendations in fashion and beauty. In Odisha, where
cultural values and language preferences play a defining role in consumer behavior, regional influencers

who communicate in Odia or local dialects are likely to see stronger engagement and influence.

In summary, the existing literature underscores the effectiveness of influencer marketing particularly by
local and micro-influencers—in shaping consumer preferences. Their success is driven by a combination
of authenticity, cultural relevance, engagement-driven content, and platform-specific strategies. In
markets like Odisha, where regional identity and digital access intersect, these influencers represent a

powerful tool for brands seeking meaningful connections with consumers. However, their impact
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depends on consistent trust-building, transparency, and alignment with the values of the target audience.
These insights provide a solid foundation for exploring the unique dynamics of influencer marketing

within Odisha’s evolving consumer landscape.
2.1 Research Gap

While extensive research has been conducted on the influence of social media influencers on consumer
behavior, much of the existing literature primarily focuses on macro-influencers, global celebrities, or
generalized consumer markets in urban or national contexts. Studies often highlight factors such as trust,
authenticity, platform engagement, and influencer credibility, but there is limited empirical evidence
addressing how local and micro-influencers, particularly those operating in regional settings like Odisha,
shape consumer preferences. Additionally, most research tends to generalize consumer behavior without
accounting for the cultural, linguistic, and demographic nuances that influence audience perception in
regional markets. The distinctive role of vernacular content, local identity, and grassroots-level
influencer engagement remains underexplored. Furthermore, there is a lack of in-depth studies that
compare consumer trust and engagement levels with local influencers versus mainstream influencers,
especially in tier-2 and tier-3 cities within Odisha. This creates a clear gap in understanding how micro-
influencer strategies resonate with regional consumers and what specific attributes drive consumer
loyalty and purchase intent in localized digital ecosystems. Addressing this gap is essential for tailoring
effective influencer marketing strategies that are culturally relevant and demographically targeted, and

for enabling brands to tap into hyperlocal markets more meaningfully.

3. Research Methodology
3.1 Research Design

This study employs a mixed-methods research design, integrating both quantitative and qualitative
approaches to comprehensively examine the influence of local and micro-influencers on consumer
preferences in Odisha. The use of both methods allows for a more nuanced understanding by capturing

measurable trends alongside personal experiences and perceptions.
3.2 Quantitative Approach

A structured questionnaire was developed to assess consumer interaction with influencers and the extent
to which local and micro-influencers affect their purchasing behavior. The questionnaire included

closed-ended questions focused on key variables such as influencer credibility, content relevance,
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purchasing decisions, trust, and brand perception. It also collected demographic data including age,

gender, income level, education, and geographic location within Odisha.
3.3 Sampling Technique

A stratified random sampling method was adopted to ensure balanced representation across various
demographic segments. The stratification was based on urban-rural distribution, age groups, and

educational background to reflect Odisha’s diverse consumer population more accurately.
3.4 Sample Size

The final sample size consisted of 90 respondents, deemed adequate to conduct basic statistical analyses

and identify patterns in consumer preferences influenced by local and micro-influencers in the region.
3.5 Data Collection

Data collection was carried out via online survey tools such as Google Forms. The survey link was
shared through social media platforms (e.g., Instagram, Facebook, WhatsApp) and community networks
to reach a diverse and geographically dispersed group of social media users in Odisha. Particular effort

was made to reach respondents who actively follow or engage with local influencers.
3.6 Qualitative Approach

To complement the quantitative data, semi-structured interviews were conducted with a select group of
participants, including 10 consumers and 5 local micro-influencers. These interviews explored in-depth
themes such as emotional connection with influencers, the importance of cultural and linguistic

relevance, authenticity, and the role of content style in shaping purchasing decisions.
3.7 Interview Sampling

A purposive sampling technique was used to identify interviewees with direct and frequent exposure to
regional influencer content. The selection ensured diversity in gender, age, and urban—semi-urban

backgrounds across various parts of Odisha.
3.8 Research Statement

As social media continues to penetrate deeper into the regional markets of India, Odisha has witnessed a

rise in the popularity of local and micro-influencers who cater to niche audiences with culturally and
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linguistically resonant content. Despite this growing phenomenon, limited scholarly attention has been
directed toward understanding the actual impact of these influencers on consumer behavior in a regional
context. This study aims to bridge that gap by exploring how local influencers influence consumer trust,
content engagement, and purchasing intent. The findings will offer valuable insights for brands seeking

to adopt localized influencer marketing strategies tailored to regional audiences like those in Odisha.

4. Analysis and Interpretation

4.1 Analysis of the Impact of Social Media Influencers on Consumer Purchasing Behavior

To assess whether local and micro-influencers significantly impact consumer purchasing behavior
in Odisha, a one-sample t-test was conducted. The test value was set at 0 to compare whether the mean
response for different influencing factors was significantly greater than zero, indicating a positive
influence. The key factors evaluated include: source of updates, influencer credibility, convenience, and
experience sharing. These variables were identified as crucial dimensions shaping consumer behavior

based on literature and survey responses.

Factors T Df | Sig. (2- Mean 95% Confidence
tailed) | Difference Interval of the
Difference
Lower
Source of updates 38.742 89 0 3.48 3.36
Influencer 75.321 89 0 4.02 3.93
credibility
Convenience 32.895 89 0 2.69 2.56
Experience 65.774 89 0 3.81 3.72
sharing

Table:1 One-Sample t-Test for Impact of Social Media Influencers (N = 90)
Interpretation of Results

The findings clearly demonstrate that all four variables have a statistically significant influence on
consumer purchasing behavior (p < 0.05). The highest mean difference is observed in the dimension of
influencer credibility (M = 4.02), indicating that trust and authenticity of local influencers play a

critical role in shaping consumer decisions in Odisha. Similarly, experience sharing (M = 3.81) and
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source of updates (M = 3.48) also reflect strong influence, suggesting that followers rely on influencers

for product recommendations and real-life usage insights.

Although convenience (M = 2.69) scored slightly lower than other dimensions, it still shows a
significant impact. This suggests that ease of access to product information and purchase pathways

through influencer content moderately affects buying behavior.
4.2 Descriptive Statistics on Influencer Credibility and Consumer Trust

To understand how different elements of influencer credibility influence consumer trust, a descriptive
statistical analysis was conducted. The factors analyzed include: source of updates, perceived
trustworthiness of the influencer, convenience in communication and access, and experience sharing.
These variables were assessed to measure their effectiveness in building trust with consumers in Odisha,
particularly in the context of local and micro-influencers. The table below presents the mean values,

standard deviations, and standard error of the mean for each of the variables.

Factors N Mean Std. Std. Error
Deviation Mean
Source of updates 90 3.48 0.835 0.088
Influencer 90 4.02 0.495 0.0522
Convenience 90 2.69 0.689 0.0726
Experience sharing 90 3.81 0.567 0.0598

Table:2 Descriptive Statistics Relationship Between Influencer Credibility and Consumer Trust (N = 90)
Interpretation of Results

The results highlight that influencer credibility, as perceived by consumers, plays a vital role in
establishing consumer trust. The highest mean score of 4.02 under the Influencer tactor indicates that
respondents highly value the trustworthiness, authenticity, and reliability of influencers. Experience
sharing also holds a significant position (mean = 3.81), reflecting the impact of relatable and personal

content in enhancing trust.

The source of updates (mean = 3.48) shows moderate influence, suggesting that consumers consider
influencer-shared product or brand information relevant but not as influential as credibility or

storytelling. The lowest mean is for convenience (2.69), which, while still important, indicates that
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accessibility or ease of interaction plays a secondary role in establishing trust compared to emotional

and cognitive factors.
4.3 Key Findings from the Analysis

1. Influencer credibility (mean = 4.02) emerged as the most significant factor influencing
consumer purchasing behavior, emphasizing the need for authenticity and reliability among local

and micro-influencers.

2. Experience sharing (mean = 3.81) strongly contributes to building consumer trust, proving that

personal stories and usage testimonials resonate well with audiences.

3. While source of updates is important, it ranks lower than experiential and relational content,

highlighting a shift toward emotional engagement rather than informational influence.

4. Convenience, although significant, has the least impact, suggesting that consumers are willing to

engage even if the influencer content is less accessible, provided it is credible and relatable.
5. Conclusion

This study aimed to explore the role of local and micro-influencers in shaping consumer purchasing
behavior in Odisha, with particular emphasis on factors such as influencer credibility, content relevance,
and consumer trust. Through a mixed-methods approach, combining quantitative data from 90
respondents and statistical analyses including descriptive statistics and one-sample t-tests, the findings

offer a comprehensive understanding of influencer impact in a regional context.

The analysis revealed that influencer credibility stands out as the most influential factor affecting
consumer trust and purchase decisions. Consumers are more likely to be persuaded by influencers they
perceive as authentic, knowledgeable, and trustworthy. The factor of experience sharing also
demonstrated a strong impact, highlighting that personal narratives and relatable content significantly
drive consumer engagement and conversion. Meanwhile, elements such as the source of updates and
convenience also play important, albeit relatively lesser roles. Statistical evidence from the one-sample
t-test confirmed that all examined factors source of updates, influencer trust, convenience, and
experience sharing had a statistically significant impact on consumer behavior (p < 0.05). The
descriptive analysis supported this, with high mean values across all variables, especially for influencer

credibility and experience sharing.
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In the specific context of Odisha, where consumers are increasingly engaging with digital platforms,
local and micro-influencers are emerging as powerful agents of persuasion. Their ability to create
localized, culturally resonant content builds stronger emotional connections with audiences compared to
national or celebrity influencers. Overall, this research underscores the importance for brands and
marketers to strategically engage credible local and micro-influencers. By focusing on authenticity,
trust, and experience-driven content, businesses can better align their marketing efforts with the

evolving preferences and behaviors of regional consumers.
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