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ABSTRACT:   

This research explores the dynamic and rapidly growing phenomenon of influencer marketing and its influence on consumer behaviour and brand perceptions in 

Pune, India. The study adopts a mixed-methods approach, utilizing both quantitative surveys and qualitative feedback from 250 social media users aged 18–45. It 

aims to understand platform preferences, trust levels, and the overall impact of influencer-led promotions on purchase decisions. Results indicate that micro-

influencers on platforms like Instagram and YouTube command the highest engagement, driven by their relatability and authenticity. Consumers prioritize 

transparency, consistent content, and domain expertise when forming opinions about influencers. These findings offer a localized perspective, empowering brands 

with actionable strategies to enhance digital outreach and consumer loyalty in urban Indian markets. 
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Introduction:  

Influencer marketing has emerged as a powerful tool in the digital marketing domain. It involves leveraging popular personalities—known as 

influencers—on platforms like Instagram, YouTube, and Facebook to endorse products and services. These influencers, often experts or relatable figures 

in specific niches, use their credibility to shape consumer decisions. Pune, a thriving urban center with a high level of digital literacy and tech-savvy 

youth, serves as a compelling location for analyzing the impact of influencer marketing. The introduction outlines the shift from traditional marketing to 

influencer-led campaigns, emphasizing their potential to build trust and foster stronger brand-consumer connections. 

Objectives of the Research:  

The primary goal is to examine how influencer marketing shapes consumer behavior and brand perceptions in Pune. Specific objectives include: 

• To analyze consumer attitudes toward influencer content. 

• To evaluate trust and credibility across various influencer types. 

• To identify the social media platforms with the most consumer interaction. 

• To understand how influencers affect purchase decisions. 

• To determine the influence of authenticity, relatability, and transparency on consumer trust. 

• To assess brand recall, preference, and loyalty linked to influencer engagement. 

Research Methodology: 

This study employs a mixed-methods research design. Quantitative data was collected through structured surveys targeting 250 respondents. The survey 

included demographic questions, influencer interaction patterns, and purchase behavior. Qualitative insights were drawn from open-ended questions and 

thematic feedback. Analytical tools such as SPSS were used to process and interpret quantitative data, while word clouds and coding frameworks helped 

categorize qualitative responses. 

http://www.ijrpr.com/
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Procedure of Data Collection:  

The data collection process followed two main stages - 

• Primary Data: Surveys distributed online via Google Forms and in-person through hard copies at colleges, malls, and cafes in Pune. The 

survey included both closed-ended and Likert-scale questions. 

• Secondary Data: Collected from scholarly journals, market research portals like Statista, and reputable consultancy reports from Deloitte and 

KPMG. News articles and case studies of Indian influencer campaigns were also referenced. 

Significance of the Study:  

This research is significant for various stakeholders - 

• Marketers: Gain insights into optimizing influencer partnerships for maximum ROI. 

• Businesses: Especially small and medium enterprises, can identify cost-effective influencer strategies for regional markets. 

• Influencers: Understand how content and behaviour affect audience trust and engagement. 

• Academicians: Adds to the literature on digital and social media marketing in India. 

• Consumers: Encourages reflective consumption and awareness about influence and advertising ethics. 

Challenges: 

• Limited geographic scope restricted to Pune. 

• Overrepresentation of younger demographics. 

• Potential bias in self-reported data. 

• Fast-evolving trends may render insights time-sensitive. 

• Underrepresented viewpoints of non-social media users or older populations. 

Data Analysis:  

The analysis was structured around key research questions and involved statistical evaluations and thematic categorizations: 

• 24.28% each of respondents use Instagram and YouTube most frequently. 

• 30.69% trust micro-influencers the most, followed by macro-influencers (26.73%) and celebrities (22.77%). 

• 64.36% reported purchasing products/services based on influencer endorsements. 

• 73.26% believe influencer marketing is more effective than traditional advertising. 

• 85.14% feel influencer content has a greater impact on their decisions than direct brand advertising. 

• Key themes driving trust: authenticity, transparency about sponsorships, and domain expertise. 

Results and Findings: 

• Influencer credibility is strongly linked to perceived authenticity, with audiences valuing honesty over follower count. 

• Micro-influencers with niche expertise resonate more with consumers than celebrities. 

• Pune-based influencers significantly affect consumer sentiment for local brands. 

• Interactive and storytelling content (e.g., Reels, unboxing videos, Q&As) outperforms static posts. 

• Trust in influencers is reduced when endorsements conflict with the influencer’s typical content or values. 

• Key sectors influenced include beauty, fashion, tech, health, and food. 
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Conclusion: 

 Influencer marketing has evolved into a dominant marketing channel in urban India, with cities like Pune at the forefront. This research confirms that 

influencer campaigns have measurable impacts on brand perception, consumer trust, and purchasing behavior. The effectiveness of such campaigns 

depends heavily on how relatable, transparent, and consistent the influencer appears. By aligning influencers with the values and expectations of the 

target audience, brands can foster stronger connections and enhance loyalty. 

Recommendations: 

• Partner with micro-influencers who align with the brand’s values. 

• Incorporate regional language (Marathi-English) to boost relatability. 

• Maintain clear disclosure of paid partnerships. 

• Promote authentic storytelling and user-centric narratives. 

• Evaluate influencers using performance metrics like engagement rate, click-through rate, and sentiment analysis. 

• Establish long-term collaborations to build deeper brand trust. 

Scope for Future Research: 

• Expand the study across other cities and semi-urban regions to compare digital behavior. 

• Conduct longitudinal studies to track brand loyalty over time. 

• Explore influencer impact across different industries (e.g., healthcare, finance). 

• Integrate brand perspectives to analyze how ROI is measured internally. 

• Investigate generational and cultural differences in influencer engagement. 
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Annexures: 

1. Age:  

2. Gender:  

3. Occupation  

4. Do you reside in Pune?  

5. Which area/locality of Pune do you live in?   

6. Which social media platforms do you use regularly? (Select all that apply)  

7. How often do you engage with content from influencers?  

8. What type of influencers do you follow the most?  

9. Do you follow any Pune-based influencers or content creators?  

10. How much do you trust recommendations made by influencers?  

11. Have you ever purchased a product or service because an influencer recommended it?  

12. Do you feel that influencer marketing is more effective than traditional advertising (e.g., print, TV, radio)?  

13. What makes you trust an influencer’s recommendation?   

14. How likely are you to try a local Pune brand or service if promoted by a local influencer?  

15. Which product categories are you most influenced by?  

16. Does influencer marketing shape your overall opinion of a brand?  

17. Do you prefer content from Pune-based influencers over national/global influencers?  

18. Should influencers always disclose sponsored or paid promotions?  

19. How do you feel if an influencer promotes too many products?  

20. Any suggestions for how brands can better collaborate with influencers in Pune? 

 


