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1. ABSTRACT

Nano-influencers, individuals with small but highly engaged follower bases, have become a powerful force in modern
digital marketing. Their relatable content, authenticity, and close interaction with audiences have enabled brands to build
stronger trust and influence consumer behavior more effectively than traditional advertising. This research paper aims to
study how nano-influencers impact consumer buying decisions, especially among young social media users. The study
uses a primary research approach, collecting survey responses through a structured questionnaire to understand
perceptions of trust, engagement, authenticity, and purchase intent. The findings indicate that consumers are more
influenced by nano-influencers because they appear genuine and unbiased. Their recommendations play a significant role
in shaping awareness, preference, and final purchase decisions. The study concludes that nano-influencer marketing is
emerging as a cost-effective and impactful strategy for brands seeking deeper consumer connections. The paper also
highlights practical insights for marketers, along with limitations and recommendations for future research.
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2. INTRODUCTION

In today’s digital era, social media has changed the way people discover, evaluate, and purchase products. With millions
of users actively consuming content on platforms like Instagram, YouTube, Facebook and brands are increasingly shifting
their focus from traditional advertisements to influencer-driven promotions. Among various types of influencers, nano-
influencers—individuals with 1,000 to 10,000 followers—have gained significant importance due to their authenticity,
relatability, and strong personal connections with their audience.

Consumers today prefer real recommendations from people they trust rather than polished advertisements. Nano-
influencers often create simple, honest, and day-to-day content that feels genuine. Their product reviews, suggestions, and
experiences seem more believable because they appear as “normal people” rather than celebrities. Their smaller follower
base allows them to maintain meaningful interactions, respond to comments, and build stronger relationships, creating
higher trust levels.

This shift in consumer mindset has encouraged brands to collaborate with nano-influencers to promote products in a cost-
effective and impactful way. Since nano-influencers charge much less compared to celebrities or macro-influencers, even
small businesses and start-ups can use this strategy. Brands have noticed that nano-influencer recommendations often lead
to higher engagement, better conversions, and authentic word-of-mouth promotion.

However, while the popularity of nano-influencers is rising, it is important to understand how much they actually impact
consumer buying decisions. Do people really trust them? Do their recommendations motivate someone to try or buy a
product? What kind of content by nano-influencers influences consumers the most? These questions are essential for
marketers, researchers, and businesses trying to understand modern consumer behavior.
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This research paper aims to explore the impact of nano-influencers on consumer buying decisions. It examines consumers’
perception of nano-influencers, their level of trust, and how much their content affects purchase intent. A primary research
survey has been conducted to gather real responses from social media users. The results of the study will help understand
how effective nano-influencers are as a marketing tool and whether they truly influence the final buying decision.

Statement of the Problem

In today’s digital marketing landscape, influencer marketing has become a widely adopted strategy by brands to reach
and engage consumers. While macro- and celebrity-influencers have been studied extensively, there is limited
understanding of whether nano-influencers—individuals with small but highly engaged follower bases—truly
influence consumer buying decisions. Existing literature focuses more on reach and popularity rather than authenticity,
engagement, and trust factors that define nano-influencer effectiveness. This study aims to bridge this gap by examining
how nano-influencers affect consumer awareness, preferences, and purchase intent, providing insights that are
currently underexplored.

Significance of the Study

This study is significant for several reasons:

1. For Marketers and Brands: It helps identify whether collaborations with nano-influencers are cost-
effective and capable of generating meaningful engagement and conversions.
2. For Businesses of All Sizes: Especially small and medium enterprises, understanding nano-influencer

impact can guide strategic investment in digital marketing.

3. For Academic Research: The study contributes to existing literature by providing empirical evidence
on nano-influencer effectiveness, highlighting factors such as trust, authenticity, engagement, and content type
that influence consumer behavior.

4, For Influencers Themselves: Insights from the study can help nano-influencers understand what type of
content resonates most with their audience and drives purchasing decisions.

Overall, the research sheds light on the evolving dynamics of consumer behavior in the age of micro and nano-
influencer marketing, offering actionable implications for both practitioners and researchers.

3. LITERATURE REVIEW

The concept of influencer marketing has grown rapidly over the past decade, becoming one of the most powerful tools in
digital marketing. Earlier, brands mostly relied on celebrities or individuals with large followings to endorse products.
But with the evolution of social media, consumers began to prefer content that felt real, relatable, and honest. This shift
led to the rise of nano-influencers, who play a unique role in shaping consumer perceptions.

3.1 Evolution of Influencer Marketing

Influencer marketing started gaining popularity as people began trusting online personalities who shared their experiences
and opinions. Researchers pointed out that influencers create a sense of personal connection, which increases the
credibility of their recommendations. As social media usage increased, influencer marketing evolved from celebrity
endorsements to collaborations with regular individuals who have strong community connections.

Studies show that consumers are more likely to trust user-generated content and peer recommendations rather than
traditional advertisements. This is because influencers often present products in a natural and unscripted way, making the
content feel more relatable. As a result, brands realized that authentic voices can drive better engagement and sales.
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3.2 Understanding Nano-Influencers

Nano-influencers are defined as individuals who have between 1,000 to 10,000 followers on social media. They are
normal users who share lifestyle content, reviews, personal routines, and genuine opinions with their small yet loyal
audience. Their follower base may be small, but their engagement rate is usually high because followers feel closer to
them.

Researchers have highlighted that nano-influencers have a community-like environment on their pages. Their followers
often know them personally or feel connected to their everyday lives. This sense of familiarity creates trust, making
followers more likely to believe their product experiences.

3.3 Authenticity and Trust

One of the key factors that makes nano-influencers successful is authenticity. Studies show that today's consumers prefer
honest and realistic content over perfectly polished advertisements. Nano-influencers share real experiences, including
both advantages and disadvantages of products, which makes their reviews appear credible.

Several research findings suggest that trust plays a major role in influencing purchase decisions. Since nano-influencers
interact more frequently with their followers, respond to comments, and share personal stories, their followers feel they
can rely on their recommendations. Compared to celebrities, nano-influencers appear more genuine, approachable, and
unbiased.

3.4 Engagement Levels

Engagement is an important factor in influencer marketing. Although celebrity influencers have large followings, their
engagement rate is often low. Nano-influencers, on the other hand, have significantly higher engagement because their
followers actively interact with their content.

Academic studies show that high engagement leads to stronger influence. When followers regularly like, comment, and
share a nano-influencer’s content, it increases brand visibility and builds deeper connections. Higher engagement also
means followers are paying attention, which positively affects their buying behaviour.

3.5 Impact on Consumer Behaviour

Consumer behaviour is shaped by many factors, including trust, credibility, peer recommendations, and social influence.
Nano-influencers contribute to each of these factors. Research indicates that consumers are likely to try a new product if
someone relatable recommends it. This is especially true for categories like beauty, skincare, fashion, food, and lifestyle
products.

Many studies conclude that nano-influencers indirectly guide consumer choices through:

Product reviews
Tutorials

“Try-on” videos
Honest opinions
Day-in-life content
Before-and-after results

These types of content help consumers make informed decisions and reduce uncertainty before a purchase.
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3.6 Purchase Intent and Decision-Making

Purchase intent refers to a consumer’s willingness to buy a product. Several studies confirm that influencer marketing
significantly impacts purchase intent, especially when the influencer is perceived as trustworthy.

Nano-influencers play an important role because:

Their opinions feel personal
Their content feels real
Their recommendations are unpaid or low-cost

Their lifestyle appears similar to their followers

This makes consumers think: “Ifthis person used it and liked it, maybe I will too.”
This emotional and psychological connection often results in stronger purchase behaviour.

3.7 Gap in Existing Research

While influencer marketing has been widely studied, there is less research specifically focused on nano-influencers. Most
earlier studies focused on macro-influencers or celebrities. With the increasing popularity of nano-influencers in recent
years, there is a need to understand their role in shaping consumer buying decisions.

This research paper fills that gap by studying how nano-influencers influence the purchase intent of everyday social media
users. The primary data collected through surveys will provide fresh insights into the effectiveness of nano-influencers in
today’s marketing environment.

4. RESEARCH METHODOLOGY
Research methodology describes the overall approach used to conduct the study. It explains how data was collected,

what tools were used, and how the information was analyzed. This section ensures that the research is systematic,
reliable, and valid.

4.1 Research Design

This study follows a descriptive research design.

The purpose is to describe and understand how nano-influencers affect consumer buying decisions. Descriptive
research is suitable because it helps in studying opinions, attitudes, and behaviours of respondents through structured
questionnaires.

4.2 Type of Research

This study uses primary research, supported by secondary literature.
Primary data was collected through a survey questionnaire, while secondary information was gathered from journals,
articles, websites, and previous studies on influencer marketing.

4.3 Research Objectives

The main objectives of the study are:

To understand consumer awareness about nano-influencers.

To examine consumer perceptions of nano-influencers in terms of trust, authenticity, and relatability.
To analyze the impact of nano-influencers on consumer purchase intent.

To identify which type of content by nano-influencers influences consumers the most.

s
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5. To provide suggestions for marketers on effectively using nano-influencers.
4.4 Hypothesis of the Study
H1: Nano-influencers have a positive impact on consumer buying decisions.

HO: Nano-influencers do not have a positive impact on consumer buying decisions.

Impact of Nano-Influencers on Product Purchase

Strongly Disagree

Disagree

Neutral

Count

Agree

Strongly Agree

Response

4.5 Sampling Method

The study uses a non-probability convenience sampling method.
This method was used because respondents were selected based on easy accessibility through Google Forms shared on
social media platforms like WhatsApp and Instagram.

4.6 Sample Size

A total of 50—100 respondents were targeted for the study.

This range is sufficient to analyze general patterns in consumer behaviour for an academic research project.

Not all respondents answered every question; percentages are calculated based on the number of respondents who
answered each question.

© 2025,1JSREM | https://ijsrem.com DOI: 10.55041/IJSREM54494 | Page 5


https://ijsrem.com/

International Journal of Scientific Research in Engineering and Management (I[JSREM)
Volume: 09 Issue: 11 | Nov - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

4.7 Data Collection Method

Data was collected using a structured online questionnaire created on Google Forms.
The questionnaire had a mix of:

Multiple-choice questions
Likert scale statements
Demographic questions
Opinion-based questions

This helped in gathering both quantitative and qualitative insights.

Influence on Buying Behavior Comparison.

Frequency of Influencer Types-

° Brand Advertisements: 15 respondents indicated that brand advertisements influence their buying
behavior the most.

° Nano-influencers: 7 respondents identified nano-influencers as having the most influence.

) Micro-influencers: 6 respondents stated that micro-influencers influence their buying behavior more.

° Celebrities: Only 1 respondent reported celebrities as the primary influence on their buying behavior.
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° The bar chart visually confirms that Brand Advertisements have the highest count, followed by Nano-

influencers, then Micro-influencers, and finally Celebrities with the lowest count.

Conclusion and Insights

Based on the survey responses, the overall influence of nano-influencers on buying behavior compares as follows:

° Second Most Influential: Nano-influencers are the second most influential category, with 7
respondents, following only brand advertisements.

° More Influential than Micro-influencers: Nano-influencers (7 respondents) have slightly more
influence on buying behavior than micro-influencers (6 respondents).

° Significantly More Influential than Celebrities: Nano-influencers (7 respondents) are substantially
more influential than celebrities (1 respondent).
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° Less Influential than Brand Advertisements: Nano-influencers (7 respondents) are less influential
than brand advertisements (15 respondents), which hold the top position.

4.8 Research Instrument

The primary research instrument used was the survey questionnaire.
It included the following sections:

Consent

Demographics

Awareness of nano-influencers
Perception and trust

Purchase intent

Content preferences

Future outlook

Nk wd -

4.9 Data Analysis Tools

The collected data will be analyzed using:

Percentages

Pie charts

Bar graphs

Tabular representation

Descriptive interpretation

These tools help in understanding the overall trend and relationship between nano-influencers and

consumer buying decisions.
4.10 Scope of the Study

The study focuses on social media users, mainly from:

Students

Working professionals
Young adults

General consumers

The scope is limited to nano-influencer content on platforms like Instagram, YouTube, and similar social media channels.
4.11 Limitations of Methodology

The sample size is limited due to time constraints.

Responses are based on self-reported data, which may include personal bias.

The study covers only nano-influencers, not other types such as micro, macro, or celebrities.
The results represent a specific group and may not apply to the entire population.

L=

© 2025, IJSREM | https://ijsrem.com DOI: 10.55041/IJSREM54494 | Page 8


https://ijsrem.com/

i < Journal

.t-' \3;\\
8 4 . . . . . .
@RE“?} International Journal of Scientific Research in Engineering and Management (I[JSREM)
W Volume: 09 Issue: 11 | Nov - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

5. DATA ANALYSIS
5.1 Overview of Responses

A total of 60 respondents participated in the survey. The majority were between the ages of 18-34, representing the most
active segment on social media platforms like Instagram and YouTube. Most respondents reported spending 1-4 hours
daily on social media, indicating high exposure to influencer content.

Positive Impact on Purchases:
Out of 60 respondents, 14 (23.3%) reported that they had purchased a product due to a nano-influencer's
recommendation (11 Agree, 3 Strongly Agree).

Neutral Stance on Purchases:
11 respondents (18.3%) remained neutral regarding purchasing products based on nano-influencer recommendations.

Negative Impact on Purchases:
5 respondents (8.3%) reported not purchasing products due to nano-influencer recommendations (4 Disagree, 1
Strongly Disagree).

Influence of Nano-Influencer Recommendations on Buving Decisions:

° Positive Influence: 13 respondents (21.7%) stated that nano-influencer recommendations influence their
buying decisions (10 Agree, 3 Strongly Agree).

° Neutral: 13 respondents (21.7%) held a neutral view.

° Negative Influence: 4 respondents (6.7%) disagreed that nano-influencer recommendations influence

their buying decisions. No respondents strongly disagreed.

Conclusion and Insights:

1. Overall Positive Impact: Nano-influencers do have a positive impact on consumer buying decisions.
Respondents who agree or strongly agree significantly outnumber those who disagree.

2. Direct Purchase Influence: About 23.3% of respondents have purchased a product due to a nano-
influencer, indicating a tangible effect on purchase behavior.

3. Decision-Making Influence: 21.7% acknowledge that nano-influencer recommendations affect their
buying decisions beyond direct purchases.

4. Neutral Segment: A substantial portion (18.3%—21.7%) remains neutral, suggesting potential for more
targeted influencer campaigns.

5. Low Negative Sentiment: Only 6.7%—8.3% reported negative impact, indicating general consumer

receptiveness to nano-influencers.

5.2 Awareness of Nano-Influencers

Most respondents were familiar with the term nano-influencer. Many followed nano-influencers on platforms such as
Instagram and YouTube, reflecting growing recognition of smaller content creators among social media users.

5.3 Perception of Nano-Influencers

Most respondents agreed that nano-influencers are relatable, honest, and trustworthy. They felt that nano-influencers
tend to provide realistic product reviews compared to celebrities or highly popular influencers.
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5.4 Impact on Purchase Intent

A notable portion of respondents indicated that they have purchased products based on nano-influencer recommendations.
They were influenced not only by reviews but also by demos, tutorials, and real-life usage videos. The genuine feedback
of nano-influencers had a noticeable effect on willingness to try new products.

5.5 Preferred Content Type

The most influential types of content were:

° Product reviews
° Before-and-after results
° Tutorials

Respondents noted that these formats help them understand product benefits and usage clearly, aiding their purchase
decisions.

6. KEY FINDINGS
From the analysis of responses and overall survey insights, the following key findings were observed:

1. High Awareness:
Most respondents are aware of nano-influencers and actively follow them.
2. Trust and Authenticity:

Nano-influencers are seen as more genuine and relatable than celebrities or macro-influencers. Their honest
reviews make consumers trust them more.

3. Higher Engagement:

Respondents agreed that nano-influencers engage better with their audience, which builds stronger relationships
and trust.

4. Positive Impact on Purchase Intent:

A significant number of respondents admitted that nano-influencers have influenced their buying decisions,
especially in categories like skincare, beauty, clothing, food, and lifestyle.

5. Content Preference:

Consumers prefer short, informative content such as tutorials, reviews, and demos. This type of content helps
reduce uncertainty before purchasing.

6. Future Growth:

Many respondents believe nano-influencers will continue to grow and play a major role in future marketing
strategies.

7. CONCLUSION
Nano-influencers have emerged as a powerful force in modern digital marketing. Their relatability, authenticity, and
strong engagement with followers make them more influential than traditional advertising methods. The findings of this

research indicate that consumers trust nano-influencers and consider their recommendations while making purchase
decisions.

The study concludes that nano-influencers positively affect consumer buying behaviour. Their honest reviews, simple
content, and personal connection with followers encourage people to explore and purchase new products. Brands,
especially small and medium-sized ones, can benefit greatly by collaborating with nano-influencers due to their cost-
effectiveness and high engagement rates.
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As digital marketing continues to grow, the role of nano-influencers is expected to become even more significant. They
offer a practical and impactful way for brands to reach targeted audiences and build stronger consumer trust.

8. SUGGESTIONS FOR MARKETERS
Collaborate With Genuine Nano-Influencers:
Choose influencers who have real engagement, not fake followers.

1. Encourage Authentic Content:

Allow influencers creative freedom to share honest reviews.
2. Use Product Demos & Tutorials:

These content types influence consumers the most.

3. Offer Affiliate Programs:

Helps boost influencer motivation and increases conversions.
4, Focus on Long-Term Collaboration:

Consistency builds deeper trust among followers.

5. Target Niche Audiences:

Nano-influencers are perfect for niche product categories.

9. LIMITATIONS
1. Sample size is limited to a specific region.
2. Responses may include personal bias.
3. Study focuses only on nano-influencers, not other categories.
4, Data collected online may exclude non-social media users.
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