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Abstract—Influencer marketing has become a crucial 

strategy in digital marketing, shaping consumer 

preferences and purchasing decisions. This research 

explores the impact of influencer marketing in 

Wayanad, Kerala, focusing on customer behaviour, 

brand perception, and business effectiveness. The study 

utilizes primary and secondary data, incorporating 

survey responses from consumers and business owners 

across four blocks of Wayanad. Findings indicate that 

local influencers have a stronger impact on consumer 

trust than national influencers, though challenges such 

as digital literacy and measuring effectiveness remain 

significant. 

 

Index Terms—Influencer Marketing, Consumer 

Behaviour, Digital Marketing, Brand Perception, 
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I. INTRODUCTION 

 

The rise of social media platforms has led businesses 

to adopt influencer marketing to engage target 

audiences effectively. In Wayanad, a region known 

for its tourism and handicraft sectors, businesses are 

increasingly leveraging local influencers. This study 

examines how influencer marketing impacts 

consumer purchasing behaviour and business 

strategies in the region.[1] 

 

II. OBJECTIVES 

 

1. To assess the role of influencer marketing in 

shaping customer purchasing decisions in 

Wayanad.[2] 

2. To analyze the influence of different types of 

influencers (macro, micro, nano) on consumer 

trust.[3] 

3. To evaluate the effectiveness of influencer 

marketing strategies in different business 

sectors.[4] 

4. To identify challenges faced by businesses in 

leveraging influencer marketing.[5] 

 

III. RESEARCH METHODOLOGY 

 

This study employs a descriptive research design to 

investigate the role of influencer marketing in 

Wayanad, Kerala. The research relies on both primary 

and secondary data, using a quantitative approach for 

analysis.[4][9][10 

Sampling and Data Collection 

A stratified random sampling method is used, 

ensuring representation across four key business 

sectors in Wayanad: 

• Sulthan Bathery (Retail & Tourism Businesses) 

• Kalpetta (Service & Hospitality Sector) 

• Mananthavady (Eco-Tourism & Agricultural 

Businesses) 

• Panamaram (Handicrafts & Small Local 

Enterprises) 

The total sample consists of 50 respondents, equally 

split between 25 consumers (engaged with influencer 

content) and 25 business owners (who use or are 

aware of influencer marketing). 

Data Sources 

• Primary Data: Collected through surveys and 

structured interviews targeting customers and 

business owners. 

• Secondary Data: Derived from industry reports, 

academic research, and case studies on 

influencer marketing. 

Data Analysis 

Statistical tools such as frequency analysis, mean, 

and percentage distributions are used to interpret 

consumer perceptions. A thematic analysis is also 

conducted for qualitative insights from business 

owners regarding their experiences with influencer 

marketing. 
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IV. FINDINGS AND DISCUSSION 

 

4.1 Gender Distribution 

Gender Number of Respondents Percentage 

Male 40 80% 

Female 10 20% 

 

The data shows that the majority of respondents 

(80%) are male, indicating a gender imbalance in the 

survey. This suggests that influencer marketing in 

Wayanad might be more relevant to male consumers 

or that male respondents are more engaged in digital 

platforms.[6][11] 

4.2 Age Distribution 

Age 

Group 

Number of 

Respondents 

Percentage 

Below 20 8 16% 

20-30 27 54% 

30-40 10 20% 

Above 40 5 10% 

 

The largest age group (54%) falls within the 20-30 

category, indicating that young adults are the primary 

demographic influenced by social media marketing. 

This suggests that influencer marketing strategies 

should be tailored toward this age group.[2][7][12] 

4.3 Trust in Influencer Recommendations 

Opinion Number of 

Respondents 

Percentage 

Strongly 

Agree 

6 12% 

Agree 13 26% 

Neutral 22 44% 

Disagree 3 6% 

Strongly 

Disagree 

6 12% 

The survey results indicate that 44% of respondents 

remain neutral, suggesting uncertainty or a lack of 

strong opinions regarding influencer 

recommendations. A combined 38% (12% strongly 

agree and 26% agree) trust influencer 

recommendations, highlighting a moderate level of 

confidence in influencers. However, 18% (6% 

disagree and 12% strongly disagree) express 

skepticism, indicating that a segment of the audience 

remains unconvinced about the credibility of 

influencer endorsements.[3][8][13] 

4.4 Influencer marketing helps businesses in Wayanad stand out in a crowded market. 

 
The survey results show balanced opinions with 48% 

agreement, 28% disagreement, and 24% neutrality. 

While the overall sentiment leans slightly positive, a 

significant neutral response suggests uncertainty or 

indifference. Strong opposition is minimal (8% 

strongly disagree), indicating mixed but generally 

favourable feedback. Improvements cor better 

communication could help address neutrality and 

disagreement. .[4][9][10][14] 

 

V. SUGGESTIONS 

 

1. Prioritize Local Influencers: Businesses should 

collaborate with local micro-influencers who 

have strong engagement within the community. 

2. Optimize Content Strategy: Using video content 

and testimonials can enhance the impact of 

influencer marketing campaigns. 

3. Leverage Multiple Platforms: Expanding beyond 

Instagram and Facebook to platforms like 

YouTube and WhatsApp can increase reach. 
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4. Improve Digital Literacy: Businesses should 

invest in training programs to help owners and 

employees better utilize influencer marketing. 

5. Track Performance Metrics: Businesses should 

monitor engagement rates and conversion data to 

measure influencer marketing success 

effectively. 

 

VI. CONCLUSION 

 

The study highlights that influencer marketing plays 

a significant role in shaping consumer behavior in 

Wayanad. While local influencers have a greater 

impact on trust and purchase decisions, businesses 

face challenges in selecting influencers and 

measuring ROI. Addressing these challenges through 

strategic collaborations and improved digital literacy 

can enhance the effectiveness of influencer marketing 

in the region. 

By integrating influencer marketing into their 

strategies, businesses in Wayanad can increase 

customer engagement, boost sales, and maintain 

competitiveness in the evolving digital economy. 
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