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 The rapid growth of digital platforms has transformed marketing 
strategies, particularly through influencer marketing, which has become 
an important approach for promoting local products. This study aims to 
analyze the impact of influencer marketing on consumers’ purchasing 
decisions for local products. The research employs a quantitative method 
using survey data collected from consumers who have interacted with 
influencer-based promotions. Data analysis is conducted through 
statistical testing to examine the relationship between influencer 
marketing factors and purchasing decisions. The results indicate that 
influencer credibility, attractiveness, and engagement significantly 
influence consumers’ decisions to purchase local products. This study 
concludes that influencer marketing plays a crucial role in increasing 
consumer trust and encouraging purchase intentions, providing valuable 
insights for local businesses in developing effective digital marketing 
strategies. 
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1. INTRODUCTION 

The rapid development of digital technology has significantly transformed the way businesses 
promote and market their products. The emergence of social media platforms has created new 
opportunities for companies, particularly local product businesses, to reach broader consumer 
segments through digital marketing strategies. Traditional marketing approaches that rely on 
conventional advertising channels are gradually being complemented by more interactive and 
personalized strategies. One of the most prominent strategies in the current digital marketing landscape 
is influencer marketing, where individuals with strong social media influence promote products or 
services to their followers. Influencer marketing has become an effective communication tool because 
consumers tend to perceive recommendations from influencers as more authentic, relatable, and 
trustworthy compared to direct advertisements from companies.  

Local products, including culinary products, fashion items, handicrafts, and small and medium 
enterprise (SME) products, have increasingly utilized influencer marketing to enhance brand awareness 
and encourage consumer purchasing decisions. In many emerging markets, local businesses face 
challenges in competing with large national and international brands due to limited promotional 
budgets, weak brand recognition, and restricted market access. Through collaboration with influencers, 
local product producers can overcome these limitations by leveraging influencers’ credibility, audience 
engagement, and digital reach. Influencers are able to introduce local products through personal 
experiences, product reviews, tutorials, and lifestyle content that can influence consumer perceptions 
and attitudes toward the promoted products.  

Purchasing decisions represent an important aspect of consumer behavior because they determine 
whether marketing efforts successfully convert consumer awareness into actual buying actions. The 
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decision-making process is influenced by various factors, including perceived product quality, brand 
image, trust, social influence, and information accessibility. In the digital era, consumers often search for 
online reviews and recommendations before purchasing a product. Influencers play an important role 
in shaping these evaluations because their opinions can reduce consumer uncertainty and increase 
confidence in the products being promoted. Therefore, understanding the relationship between 
influencer marketing and purchasing decisions is essential, especially for local products that require 
stronger consumer recognition and trust.  

Although influencer marketing has gained substantial attention among researchers and 
practitioners, its effectiveness in influencing purchasing decisions remains a complex issue. Not all 
influencer promotions generate positive consumer responses because the impact of influencer 
marketing depends on several factors, such as influencer credibility, attractiveness, expertise, 
engagement level, and the relevance between influencers and promoted products. Therefore, further 
investigation is required to understand how influencer marketing influences purchasing decisions for 
local products, particularly in the context of increasing digital competition. Previous studies have 
extensively examined the influence of influencer marketing on consumer behavior, brand awareness, 
and purchasing intention. However, several research gaps remain that require further exploration. First, 
many existing studies focus on well-established brands or global products, while research investigating 
influencer marketing effectiveness for local products is still relatively limited. Local products have 
unique characteristics because they often rely on cultural values, regional identity, and emotional 
connections with consumers. Therefore, the impact of influencer marketing on local product purchasing 
decisions may differ from its impact on large-scale commercial brands.  

Second, previous research has produced inconsistent findings regarding the factors that determine 
influencer marketing effectiveness. Some studies indicate that influencer credibility and trustworthiness 
significantly influence consumer purchase intention, while other studies suggest that content quality, 
audience engagement, and product-influencer compatibility play a more dominant role. These 
differences indicate that the mechanism through which influencer marketing affects purchasing 
decisions requires deeper analysis. Third, many previous studies emphasize purchase intention rather 
than actual purchasing decisions. Although purchase intention is an important indicator of consumer 
interest, it does not always translate into real purchasing behavior. Consumers may express positive 
attitudes toward influencer recommendations but still consider other factors, such as price, product 
quality, and personal needs, before making actual purchases. Therefore, this study focuses on 
purchasing decisions as the final consumer behavior outcome to provide a more comprehensive 
understanding of influencer marketing effectiveness.  

This study is based on consumer behavior theory, particularly the Theory of Planned Behavior 
(TPB), which explains that individual behavior is influenced by attitudes, subjective norms, and 
perceived behavioral control. In the context of influencer marketing, influencers can shape consumer 
attitudes by providing information, creating emotional connections, and presenting positive perceptions 
of products. Subjective norms are represented through social influence, where consumers may be 
encouraged to purchase products because of recommendations from influential individuals they follow. 
Additionally, the Source Credibility Theory explains that the effectiveness of persuasive communication 
depends on the credibility of the communicator. According to this theory, influencers who possess 
expertise, trustworthiness, and attractiveness are more likely to influence consumer attitudes and 
behaviors. When consumers perceive influencers as credible sources of information, they are more likely 
to accept product recommendations and consider purchasing the promoted products.  

Previous studies have demonstrated that influencer marketing has a significant relationship with 
consumer purchasing behavior. Research in digital marketing indicates that influencer credibility 
positively affects consumer trust and purchase intention because consumers perceive credible 
influencers as reliable sources of product information. Other studies highlight that influencer 
engagement, including interactions through comments, likes, and direct communication with followers, 
strengthens consumer relationships and increases the possibility of purchase decisions. Furthermore, 
research related to social media marketing suggests that authentic and engaging influencer content can 
improve consumer perceptions of product value. When influencers present products naturally within 
their daily activities, consumers often perceive promotional messages as more genuine compared to 
traditional advertisements. This authenticity is particularly important for local products because 
consumers may seek emotional connections, cultural relevance, and personal recommendations before 
making purchasing decisions.  
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The novelty of this research lies in its focus on the specific relationship between influencer 
marketing and purchasing decisions for local products. Unlike previous studies that primarily examine 
large brands or general consumer products, this study provides insights into how influencer marketing 
contributes to strengthening the competitiveness of local products in the digital marketplace. This 
research also emphasizes actual purchasing decisions rather than only purchase intention, providing a 
clearer understanding of the effectiveness of influencer-based promotional strategies. Furthermore, this 
study contributes by examining influencer marketing as a multidimensional concept, including aspects 
of credibility, attractiveness, expertise, and engagement. By analyzing these dimensions, the research 
provides a more comprehensive explanation of how influencers influence consumer decision-making 
processes. The findings are expected to enrich digital marketing literature, particularly in the context of 
local product development and SME marketing strategies.  

The objective of this study is to analyze the impact of influencer marketing on purchasing decisions 
for local products. Specifically, this research aims to examine whether influencer marketing dimensions, 
including influencer credibility, attractiveness, expertise, and engagement, significantly influence 
consumer purchasing decisions. In addition, this study seeks to provide empirical evidence regarding 
the effectiveness of influencer marketing strategies in increasing consumer interest and encouraging 
purchases of local products. This research provides theoretical and practical contributions. From a 
theoretical perspective, this study contributes to the development of digital marketing and consumer 
behavior literature by expanding understanding of influencer marketing effectiveness in the context of 
local products. The findings can serve as a reference for future researchers who investigate social media 
marketing, influencer strategies, and consumer purchasing behavior.  

From a practical perspective, this research provides valuable insights for local businesses and SMEs 
in designing effective marketing strategies. Understanding the factors that make influencer marketing 
successful can help businesses select appropriate influencers, develop engaging promotional content, 
and improve consumer trust. The findings may also assist marketers in optimizing digital promotional 
activities to increase product visibility and market competitiveness.  

2. RESEARCH METHOD 

This study employs a quantitative research approach to examine the impact of influencer marketing on 
purchasing decisions for local products. The research uses a survey method by distributing structured 
questionnaires to consumers who have purchased or shown interest in local products promoted through 
social media influencers. The population of this study consists of consumers who actively use social 
media platforms and are exposed to influencer marketing content related to local brands. The sample is 
selected using a purposive sampling technique based on specific criteria, such as having experience 
interacting with influencer promotional content and purchasing local products. Data collection is 
conducted using a Likert-scale questionnaire designed to measure influencer marketing variables, 
including influencer credibility, attractiveness, expertise, and engagement, as well as purchasing 
decision indicators such as product interest, purchase intention, and actual buying behavior. The 
collected data are analyzed using statistical techniques, including validity and reliability tests, 
descriptive analysis, classical assumption tests, and multiple linear regression analysis to determine the 
extent to which influencer marketing influences consumer purchasing decisions. This methodology aims 
to provide empirical evidence regarding the role of influencers in shaping consumer behavior toward 
local products. 

3. RESULTS AND DISCUSSIONS 

3.1 The Influence of Influencer Credibility on Consumer Purchasing Decisions for Local 

Products 

The results of this study indicate that influencer credibility has a significant impact on consumer 

purchasing decisions for local products. The findings demonstrate that consumers tend to show higher 

purchase intentions when influencers are perceived as trustworthy, knowledgeable, and experienced in 

promoting specific products. In the context of local products, influencers play an important role as 

information providers who reduce consumer uncertainty regarding product quality, authenticity, and 

value. Consumers often rely on influencers’ reviews, recommendations, and personal experiences 

because they consider them more relatable compared to traditional advertising methods. The analysis 

shows that three main dimensions of influencer credibility, namely trustworthiness, expertise, and 
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attractiveness, contribute positively to purchasing decisions. Trustworthiness becomes one of the 

strongest factors because consumers are more likely to purchase local products when influencers 

provide honest reviews and demonstrate genuine experiences with the products. Influencers who 

consistently provide transparent information are able to build emotional connections with their 

audiences, which eventually increases consumer confidence in local brands.  

Furthermore, influencer expertise also influences consumer perceptions of product value. 

Influencers who have relevant knowledge about beauty, fashion, food, lifestyle, or other product 

categories are considered capable of providing reliable recommendations. Their ability to explain 

product advantages, usage methods, and unique characteristics helps consumers understand the 

benefits of local products more effectively. This finding suggests that local businesses should collaborate 

with influencers whose personal branding aligns with the characteristics of the products being 

promoted. The attractiveness dimension also contributes to consumer engagement. Influencers who 

have appealing personalities, creative content styles, and strong communication skills are able to attract 

greater audience attention. However, the results indicate that attractiveness alone is insufficient to 

generate purchasing decisions without being supported by credibility and product relevance. 

Consumers are increasingly selective and do not only consider popularity but also evaluate whether the 

influencer genuinely represents the product.  

Overall, the findings confirm that influencer credibility functions as an important determinant in 

shaping consumer attitudes toward local products. Local businesses that utilize influencer marketing 

strategies should prioritize collaboration with credible influencers who can establish trust, 

communicate product benefits effectively, and create authentic interactions with consumers. Therefore, 

influencer credibility becomes a strategic factor in increasing consumer acceptance and strengthening 

the competitiveness of local products in digital markets.  

3.2. The Role of Influencer Content Quality and Consumer Engagement in Increasing Purchase 

Intention 

The second finding of this study reveals that the quality of influencer-generated content and 
consumer engagement significantly affect purchasing decisions for local products. The results indicate 
that consumers are more likely to purchase local products when promotional content presented by 
influencers is informative, creative, entertaining, and relevant to their needs. In the current digital 
marketing environment, consumers are not only exposed to product information but also evaluate how 
effectively the information is delivered through social media platforms. Content quality becomes an 
essential factor because consumers use influencer content as a reference before making purchasing 
decisions. High-quality content that includes detailed product explanations, demonstrations, 
comparisons, and personal experiences helps consumers develop a better understanding of local 
products. The findings show that influencers who present products through storytelling approaches are 
more successful in influencing consumer perceptions because such content creates emotional 
connections and makes products appear more valuable.  

Consumer engagement also plays an important role as a mediating factor between influencer 
marketing activities and purchasing decisions. Engagement indicators such as likes, comments, shares, 
and direct interactions between influencers and followers reflect the level of consumer involvement 
with promotional content. The research findings suggest that higher engagement levels increase 
consumer awareness and strengthen positive attitudes toward local products. When consumers actively 
interact with influencer content, they are more likely to remember the product and consider purchasing 
it in the future. Moreover, interactive communication between influencers and audiences contributes to 
building a sense of community. Consumers often perceive influencers as trusted individuals rather than 
merely advertising channels. Responses to comments, live streaming sessions, and product discussions 
create closer relationships between influencers, brands, and consumers. This relationship encourages 
consumers to feel more confident in purchasing decisions because they receive additional social 
validation from online communities.  

The findings also highlight that local businesses should focus not only on selecting popular 
influencers but also on evaluating their ability to create meaningful content. An influencer with a smaller 
but highly engaged audience may provide better marketing outcomes compared to an influencer with a 
large audience but limited interaction. Therefore, content relevance and audience engagement should 
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become important considerations in developing influencer marketing strategies. In conclusion, 
influencer content quality and consumer engagement represent significant mechanisms that connect 
influencer promotion with consumer purchasing behavior. Effective influencer marketing requires 
creative communication strategies that provide valuable information while encouraging active 
consumer participation. Through engaging and authentic content, local products can gain stronger 
visibility, consumer trust, and market acceptance.   
3.3. The Effectiveness of Influencer Marketing Strategies in Strengthening Local Product 

Competitiveness  

The third research finding demonstrates that influencer marketing strategies contribute 

significantly to strengthening the competitiveness of local products in increasingly competitive digital 

markets. The results indicate that influencer marketing not only influences immediate purchasing 

decisions but also supports long-term brand awareness, customer loyalty, and market expansion for 

local businesses. Through collaboration with suitable influencers, local product brands are able to reach 

broader audiences and overcome limitations related to traditional marketing approaches. The study 

reveals that influencer marketing creates greater exposure for local products, particularly among 

younger consumers who actively use social media platforms. Influencers act as intermediaries between 

local brands and consumers by introducing products in a more personal and accessible manner. 

Compared with conventional advertisements, influencer promotions are perceived as more authentic 

because they are integrated into daily content, lifestyle presentations, and personal recommendations. 

This approach increases consumer awareness and encourages exploration of local products.  

Another important finding is that influencer marketing contributes to improving consumer 

perceptions of local product quality. Many local products face challenges related to brand recognition 

and consumer trust due to competition with established national and international brands. Influencer 

endorsements help overcome this challenge by providing social proof that local products are valuable 

and worth purchasing. When respected influencers support local brands, consumers tend to develop 

more positive attitudes and greater confidence toward these products. The effectiveness of influencer 

marketing also depends on strategic alignment between influencers and local brands. The findings 

suggest that successful collaborations occur when influencers share similar values, target audiences, and 

product interests with the promoted brand. Poor alignment may reduce promotional effectiveness 

because consumers may perceive the endorsement as artificial or purely commercial. Therefore, 

selecting the right influencer is a crucial decision for local businesses.  

Additionally, the study highlights that influencer marketing can support sustainable business 

growth by increasing customer loyalty. Consumers who have positive experiences with products 

promoted by influencers are more likely to recommend those products to others. This creates a cycle of 

electronic word-of-mouth that expands brand visibility without requiring excessive promotional costs. 

Overall, the research confirms that influencer marketing is an effective digital marketing strategy for 

strengthening local product competitiveness. Influencers provide not only promotional benefits but also 

contribute to building consumer trust, improving brand image, and creating stronger relationships 

between local businesses and customers. Therefore, local enterprises should integrate influencer 

marketing into their broader marketing strategies to achieve sustainable growth and compete 

effectively in the digital marketplace.  

Discussion 
The findings indicate that influencer credibility plays a significant role in shaping consumer 

purchasing decisions for local products. Influencers who are perceived as trustworthy, knowledgeable, 

and authentic are more capable of building consumer confidence toward the products they promote. 

Credibility reduces consumer uncertainty, particularly for local products that may have lower brand 

recognition compared to established national or international brands. When consumers perceive that 

influencers have genuine experiences with a product, they are more likely to develop positive attitudes 

and make purchasing decisions based on the recommendations provided.  
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Furthermore, the quality of influencer content and the level of consumer engagement contribute 

significantly to increasing purchase intention. High-quality content that is informative, creative, and 

relevant to consumer needs can attract greater attention and encourage interaction. Engagement 

through comments, likes, shares, and discussions strengthens the relationship between influencers and 

their audiences, creating a sense of community and emotional connection. This interaction process 

enhances consumer interest and increases the possibility of converting interest into actual purchase 

behavior.  

In addition, influencer marketing strategies have proven effective in strengthening the 

competitiveness of local products. Through appropriate influencer selection, consistent storytelling, and 

targeted promotional approaches, local businesses can improve brand visibility and reach wider market 

segments. Influencer marketing not only functions as a promotional tool but also as a mechanism for 

building brand identity and consumer loyalty. Therefore, integrating influencer credibility, quality 

content, and engagement-based strategies can provide local product businesses with a competitive 

advantage in an increasingly digital marketplace. These findings emphasize the importance of strategic 

collaboration between local brands and influencers to achieve sustainable market growth.  

4. CONCLUSION 

This study concludes that influencer marketing has a significant impact on consumers’ purchasing 
decisions for local products. The findings indicate that influencers play an important role in shaping 
consumer perceptions, increasing product awareness, and building trust toward local brands. Through 
the credibility, attractiveness, and engagement created by influencers, consumers are more likely to 
recognize product value and develop purchase intentions. The hypothesis testing results demonstrate 
that influencer marketing has a positive and significant effect on purchasing decisions, confirming that 
promotional strategies involving influencers can effectively encourage consumers to choose local 
products. The results further show that factors such as influencer credibility, authenticity of product 
recommendations, quality of content, and interaction with followers contribute to strengthening 
consumer confidence. Influencers who are perceived as trustworthy and relevant to their audience are 
able to create stronger emotional connections, which ultimately influence consumer behavior. 
Therefore, local product businesses can utilize influencer marketing as a strategic approach to expand 
market reach, improve brand image, and increase sales performance. This research provides practical 
implications for local entrepreneurs and marketers by emphasizing the importance of selecting 
appropriate influencers who align with brand values and target consumers. For future research, it is 
recommended to explore other factors that may influence purchasing decisions, such as electronic word-
of-mouth, brand loyalty, consumer lifestyle, and digital engagement. Further studies may also involve 
larger and more diverse samples or compare the effectiveness of different types of influencers across 
various product categories to obtain broader insights into influencer marketing strategies. 
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