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Abstract

This study investigates the strategic impact of social media influencers on digital consumer
decision-making, with a specific focus on smartphone purchasing patterns in North
Karnataka. Through a Scopus-based literature review, the research employs topic modeling,
trend analysis using Voyant Tools, and bibliometric visualization with VOSviewer to identify
key influencer attributes affecting consumer behavior. The findings highlight that influencer
credibility, engagement strategies, and content personalization significantly shape purchasing
decisions. The trend analysis reveals a rising influence of digital endorsements, while
bibliometric analysis underscores the growing academic interest in influencer marketing. This
study contributes to the literature by integrating data-driven methodologies for analyzing
digital marketing strategies in regional contexts. While limited to smartphone purchases in
North Karnataka, the study provides a foundation for future research on regional influencer
marketing dynamics, Al-driven personalization, and ethical influencer practices. The insights
are valuable for marketers, researchers, and policymakers in the digital economy.
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Introduction

The rapid proliferation of social media has transformed the global marketing landscape, with
digital influencers playing a pivotal role in shaping consumer purchase decisions. Social
media influencers leverage their credibility, expertise, and online presence to affect consumer
behavior, making influencer marketing an essential strategy for businesses (Khamis, Ang, &
Welling, 2017). In the smartphone industry, where consumer choices are influenced by brand
perception, peer reviews, and technological advancements, social media influencers serve as
key drivers of purchase intent (Lou & Yuan, 2019). North Karnataka, a region witnessing
growing digital adoption, presents an emerging market where the influence of social media
marketing on consumer behavior requires empirical examination.

Theoretical Background

This study is grounded in the Theory of Planned Behavior (TPB), which suggests that
consumer intentions and behaviors are influenced by attitudes, subjective norms, and
perceived behavioral control (Ajzen, 1991). Additionally, the Source Credibility Theory
posits that the trustworthiness, expertise, and attractiveness of influencers significantly
impact consumer engagement (Ohanian, 1990). Research indicates that consumers rely on
influencers as trusted sources, particularly in industries where product specifications and
reviews influence buying decisions (Kapitan & Silvera, 2016). Given that smartphone
purchases are often high-involvement decisions, understanding the psychological
mechanisms behind influencer persuasion is crucial.

Statement of the Problem

Despite the increasing reliance on influencer marketing, there remains a gap in understanding
its precise impact on regional consumer behavior, particularly in semi-urban and
developing areas like North Karnataka. While studies have explored influencer marketing’s
effects globally (Sudha & Sheena, 2017), limited research has examined how consumers in
emerging Indian markets interact with social media influencers when making smartphone
purchase decisions. Additionally, concerns regarding misleading endorsements,
authenticity, and consumer skepticism pose challenges for businesses in leveraging
influencers effectively (Schouten, Janssen, & Verspaget, 2020). This study seeks to bridge
this gap by investigating the strategic impact of influencer marketing on consumer decision-
making in North Karnataka's smartphone market.
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Trends, Issues, and Challenges

The smartphone industry is highly competitive, with brands aggressively utilizing digital
influencers to enhance market penetration. Trends indicate a shift from traditional
advertising to influencer-driven marketing campaigns, leveraging platforms such as
Instagram, YouTube, and Twitter (De Veirman, Cauberghe, &Hudders, 2017). However,
issues such as fake followers, paid promotions lacking transparency, and declining
consumer trust in influencer recommendations challenge the effectiveness of this strategy
(Jin, Mugaddam, & Ryu, 2019). Moreover, consumers are increasingly adopting a critical
approach toward influencer content, making it imperative for brands to foster ethical
influencer collaborations.

Significance and Scope

This study holds significant implications for marketers, businesses, and policymakers,
offering insights into the effectiveness of influencer marketing in influencing smartphone
purchases in North Karnataka. By examining the interplay between influencer credibility,
content engagement, and consumer trust, the findings will aid businesses in optimizing
their digital marketing strategies. The research will also contribute to consumer behavior
literature in emerging markets, highlighting regional purchasing patterns and
preferences in India.

Limitations

While this study provides valuable insights, certain limitations must be acknowledged. The
research is confined to North Karnataka, and findings may not be entirely generalizable to
other regions with different digital penetration rates. Additionally, self-reported consumer
perceptions may introduce biases, and rapidly evolving social media algorithms and
influencer strategies could impact results. Future studies should explore comparative
analyses across different Indian states and incorporate qualitative methodologies for deeper
insights

Literature Review
Influencer Marketing and Digital Consumer Decision-Making

Digital Consumer Decision-Making has become a focal point of modern marketing
strategies, with Social Media Advertising Exposure playing a crucial role in influencing
consumer choices. Studies indicate that Influencer Credibility, particularly in terms of
trustworthiness, expertise, and attractiveness, significantly impacts Consumer Trust in
Influencers, thereby shaping purchase intentions (Turlapati et al., 2024). The increasing
dependence on digital platforms for information has made Content Quality, including
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informativeness, entertainment, and emotional appeal, a critical determinant of consumer
purchasing patterns (Madhura et al., 2023).

Research suggests that Influencer Engagement metrics such as likes, comments, shares,
and follower count contribute to Social Proof (Peer Influence & Reviews), reinforcing
consumer perceptions of product credibility (Nathan et al., 2023). A systematic review by
Bhardwaj et al. (2024) emphasizes that Perceived Brand Value mediates the relationship
between Influencer Credibility and Digital Consumer Decision-Making, illustrating how
brand associations shape purchasing tendencies. The integration of Al-driven predictive
analytics and consumer behavior modeling further strengthens Consumer Trust in
Influencers, enhancing the effectiveness of social media endorsements (Devaraja & Ramya,
2024).

Social Media Advertising Exposure is particularly influential in regional markets, where
smartphone adoption and digital literacy levels vary. Gowda et al. (2021) found that Brand
Familiarity moderates the impact of influencer marketing on Digital Consumer Decision-
Making, as prior knowledge of a brand influences how consumers perceive influencer
recommendations. Bharathi and Kumar (2023) explored the connection between Price
Sensitivity and impulse buying behavior, noting that Economic Factors such as income level
and affordability play a crucial role in determining consumer responses to influencer
promotions.

The effectiveness of influencer marketing is also linked to Consumer Digital Literacy,
which affects the ability to critically evaluate online content. Dahiya and Gayatri (2018)
highlighted that consumers with higher digital literacy are more discerning in assessing
Influencer Engagement and Content Quality, leading to informed purchasing decisions.
Similarly, Gawade (2023) found that Perceived Influence of Social Media Trends drives
purchasing behavior, particularly among Gen Z consumers who exhibit a strong preference
for trend-driven marketing strategies.

The role of Brand Loyalty in Digital Consumer Decision-Making has been extensively
studied. Gupta et al. (2024) found that repeat purchase behavior and advocacy are key
indicators of brand loyalty, with influencers playing a pivotal role in fostering long-term
consumer relationships. Rathna and Sumathy (n.d.) explored ethical considerations in digital
marketing, emphasizing the need for transparency in influencer partnerships to maintain
Consumer Trust in Influencers. The findings of Gurunathan and Lakshmi (2025) suggest
that generational differences influence Emotional Connection to Influencers, with younger
consumers displaying higher levels of identification and relatability.

Despite the growing reliance on influencer marketing, studies highlight its limitations. Nithya
and Dhanush (n.d.) found that while internet penetration has increased online shoppin
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adoption, Regional Preferences such as language and cultural influences impact how
consumers engage with influencer content. Mohanty (2021) argued that Competitor
Advertising & Promotions significantly affect consumer choices, reducing the exclusive
impact of influencer endorsements. These findings underscore the need for brands to integrate
influencer marketing with other promotional strategies to maximize effectiveness.

Emerging research on Social Proof (Peer Influence & Reviews) suggests that consumer
reliance on peer recommendations enhances the credibility of influencer content (Sinha &
Srivastava, 2023). Tarnanidis (2024) investigated the role of virtual influencers and the
metaverse in shaping Digital Consumer Decision-Making, revealing that interactive digital
experiences further strengthen Perceived Brand Value.

Dharma et al. (2024) explored how Generation Z, as digital natives, relies on Social Media
Advertising Exposure and influencer endorsements, emphasizing the importance of Social
Proof (Peer Influence & Reviews) in their purchasing decisions. Similarly, Konale et al.
(2025) demonstrated the impact of virtual fitting rooms on Digital Consumer Decision-
Making, highlighting the growing role of interactive content in driving engagement.

Research by Paul et al. (2023) on social media’s impact on purchasing patterns found that
Emotional Connection to Influencer is a key determinant of consumer loyalty. Madhura et
al. (2024) examined digital consumerism among women, emphasizing that Economic
Factors such as affordability and mobile marketing strategies influence purchasing behavior
in Southern India.

Affiliate marketing has also gained prominence in influencer-driven campaigns. Jyotsna et al.
(2024) analyzed consumer trust in influencer recommendations, demonstrating the
importance of credibility in digital advertising. Goldwin et al. (2021) explored the role of
social media in apparel purchases, finding that Twitter users frequently base their buying
decisions on influencer endorsements.

Ahuja and Tabeck (2024) discussed how social media marketing enhances Brand Loyalty
and consumer trust, particularly in the FMCG sector. Sampath and Gopika (2023) analyzed
the impact of social media on operations management, highlighting the strategic importance
of digital marketing in shaping consumer perceptions.

The broader impact of digital advertising on Digital Consumer Decision-Making has been
widely studied. Sebastian et al. (2021) examined YouTube advertisements' influence on
purchase intentions, while Parmar et al. (2023) highlighted the role of Consumer Digital
Literacy in shaping purchasing behavior. Kaur et al. (2021) focused on e-marketing in
Mysore, Karnataka, reinforcing the significance of regional insights in digital marketing
strategies.
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The intersection of Social Media Advertising Exposure and influencer marketing continues
to evolve, with research highlighting the growing role of Al-driven personalization and
ethical considerations in digital marketing. Sharma et al. (2024) examined livestream
shopping in the fashion industry, finding that Perceived Influence of Social Media Trends
and Social Proof (Peer Influence & Reviews) drive consumer engagement. lyer and Verma
(2023) investigated post-pandemic consumer behavior shifts, revealing increased reliance on
Influencer Credibility and digital platforms for purchasing decisions.

Bhatt et al. (2024) explored the role of social media in Indian e-pharmacy purchases,
underscoring how influencer marketing influences Digital Consumer Decision-Making.
Sandhya and Roopesh (2025) analyzed psychological and sociological factors in consumer
behavior, demonstrating how influencers shape purchasing attitudes. Modi and Balaji (2023)
presented the case of Mamaearth, illustrating how Social Media Advertising Exposure and
influencer partnerships drive brand success.

Overall, the literature underscores the strategic importance of Influencer Credibility,
Content Quality, and Social Proof (Peer Influence & Reviews) in Digital Consumer
Decision-Making. As digital marketing continues to evolve, future research should explore
the long-term implications of influencer marketing, ethical considerations, and Al-driven
personalization to enhance consumer trust and engagement.
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This graph depicts the relative frequencies of five key terms —"social,” "marketing,"
"influencer,” "digital,” and "consumer™ — across ten segments of a document titled "Literature
Review Influencer Marketing and Digital...".

Key Features:

. X-axis (Horizontal): Represents the ten document segments. Each segment likely
corresponds to a distinct section or portion of the literature review.

. Y-axis (Vertical): Shows the relative frequencies of the terms. This indicates how
often each term appears in each segment, normalized to a common scale. The higher the
frequency, the more prevalent the term is in that segment.

. Data Points and Lines: Each colored line represents one of the five terms. The
colored dots mark the exact relative frequency for each term in each segment. The lines
connecting the dots help visualize the trend of each term's frequency across the document.

. Shaded Bars: The shaded bars behind the lines might represent a confidence interval
or a measure of variability for the data points. This could indicate the range within which the
true frequency likely falls.

Analysis of the Trends:

. Social: Starts relatively high, drops in the middle segments, and rises again towards
the end.

. Marketing: Shows a more gradual increase, peaking in the later segments.

. Influencer: Exhibits a fluctuating pattern, with a significant peak in segment 3 and a
trough in segment 5.

. Digital: Also shows fluctuations, with a peak in segment 2 and a gradual decline
towards the end.

. Consumer: Starts low, rises in the middle, and then stabilizes in the later segments.
Interpretation:

The graph suggests that the document’s focus shifts across its segments.

. Early Segments (1-3): Have a strong emphasis on "social” and "digital" aspects,
possibly setting the stage for the discussion. "Influencer” also emerges as a key topic in
segment 3.

. Middle Segments (4-6): Show a dip in the relative frequencies of most terms,
suggesting a possible transition or a focus on a different aspect of the topic.
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. Later Segments (7-10): See a resurgence of "social” and a sustained emphasis on
"marketing,” indicating a possible shift towards the practical application or implications of
influencer marketing in the digital realm. "Consumer” also gains prominence in these
segments.

Overall: The graph provides a visual representation of how the prominence of these key
terms changes throughout the literature review. This can help researchers understand the
document’s structure, the evolution of its arguments, and the key themes explored in each
section. It highlights the dynamic interplay between "social,” "marketing,” "influencer,”
"digital,” and "consumer" in the context of the literature review.
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Path Model

The conceptual model illustrates the multifaceted influences on Digital Consumer Decision-
Making, emphasizing the interplay between social media dynamics, influencer marketing,
traditional marketing strategies, and consumer characteristics. At its core, digital consumer
decision-making is shaped by several direct factors, including social media advertising
exposure, consumer trust in influencers, perceived brand value, social proof, brand
familiarity, economic conditions, consumer digital literacy, emotional connection to
influencers, competitor advertising and promotions, perceived influence of social media
trends, and brand loyalty. Notably, influencer credibility and content quality play a
crucial role in building consumer trust, which directly impacts brand perception and purchase
decisions. Additionally, influencer engagement strengthens perceived brand value, further
influencing consumer choices. The model also highlights a moderating effect, where brand
familiarity interacts with decision-making, and a reducing effect, where competitor
marketing efforts negatively influence consumer purchasing behavior. This framework
underscores the significance of influencer marketing, where credibility, engagement, and
high-quality content foster trust and brand perception. Moreover, social media trends and
advertising exposure emerge as key drivers of consumer behavior, while traditional
marketing elements such as brand familiarity and loyalty remain relevant in the digital
space. Individual consumer characteristics, including digital literacy and emotional
connections to influencers, further shape decision-making, while economic factors add
another layer of influence. By integrating these elements, the model provides a
comprehensive perspective on how various marketing strategies and external forces converge
to shape consumer choices in the digital era, offering valuable insights for marketers in
optimizing digital engagement and conversion strategies.

Measurement Model

The hierarchical model of factors influencing digital consumer behavior systematically
illustrates key determinants shaping purchasing decisions. It highlights primary factors such
as influencer credibility, content quality, engagement, perceived brand value, consumer
digital literacy, and brand loyalty, each with essential components. Influencer credibility
comprising trustworthiness, expertise, and attractiveness, directly influences consu
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trust in digital influencers. Content quality, defined by informativeness, entertainment
value, and emotional appeal, shapes consumer perceptions and engagement. Engagement
metrics, including likes, comments, shares, and follower count, contribute to social proof,
reinforcing product credibility. Perceived brand value mediates the relationship between
influencer credibility and consumer decision-making. Consumer digital literacy impacts the
ability to critically assess online content, ensuring informed choices. Brand loyalty, driven
by repeat purchase behavior and consumer advocacy, fosters long-term consumer-brand
relationships. This interconnected framework provides a structured understanding of digital
consumer decision-making. Future research should explore the evolving impact of Al-driven
personalization, ethical considerations in influencer marketing, and long-term
consumer trust to enhance strategic digital marketing approaches.

Topic Modelling

Topics

advertising endorsements growing key affordability underscores attitudes pharmacy karnataka management tabeck fitting
making explored findings success sociological pandemic focused kaur parmar ahuja india mobile
strategies shaping factors regional need n.d enhance mamaearth roopesh sandhya insights prominence

2023 purchasing brand ethical trends buying illustrating reinforcing literature implications case balaji

[media trust consumer proof reliance marketing purchases studied determinant platforms crucial mysore ]

research literacy marketing 2025 personalization demonstrating interactive quality presented drive advertisements paul
et role content peer driven investigated term studies future bhatt drive significance

influence behavior exposure decisions particularly analyzed examined considerations ai strategic increased higher
2024 decision influencers influences effectiveness et evolve perceived reviews significantly modi fashion

influencer digital credibility consumers emotional continues enhances emphasizing loyalty similarly perceptions choices
al impact highlighting connection recommendations adoption overall shifts apparel affiliate dharma virtual

consumer marketing engagement shopping long highlighted online economic widely sector twitter southern

social importance 2021 digital reviews purchase revealing partnerships levels shape madhura patterns

This image presents a word cloud or tag cloud that visually represents the frequency and
importance of various terms related to a research topic. The terms are arranged in a grid-like
structure, with each term enclosed in a colored box. The size and color of the boxes do not
seem to convey additional information, but the sheer presence and grouping of the terms
suggest their relevance to the study being discussed.
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The terms cover a broad range of concepts, including marketing strategies (advertising,
endorsements, personalization), consumer behavior (purchasing, buying, decisions, attitudes),
digital platforms (mobile, online, twitter), influencer marketing (influencers, credibility,
impact), and regional focuses (Karnataka, Mysore, Southern India). There's also a temporal
aspect with references to specific years (2021, 2023, 2024, 2025) and mentions of current
trends like Al and the pandemic. The inclusion of academic terms like "research,” "literature,"
"studied,” and specific author names (Kaur, Parmar, Ahuja, Bhatt, Paul, Modi) indicates a
scholarly context. The presence of brand names (Mamaearth, Balaji) and industry sectors
(pharmacy, apparel) further specifies the application of these research findings. The cloud
suggests a comprehensive analysis of digital marketing, consumer behavior, and influencer
dynamics, likely within the Indian market.
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This stacked area chart illustrates the fluctuating relative frequencies of five keywords —
"influencer,” "consumer,” "marketing,” "digital,” and "social” — across 45 segments of a
document. The graph reveals how the prevalence of these terms shifts throughout the
document, indicating variations in thematic focus. Notably, "consumer” and "marketing"
appear dominant in some segments, while "digital” and "social" gain prominence in others,
with "influencer" showing moderate fluctuations. This dynamic interplay suggests the
document explores the multifaceted relationship between these concepts in the context of
digital media and marketing

Volume 49 Issue 2 (April 2025)
https://powertechjournal.com



J
/

R 4

J

N ~
r A

Received: 06-02-2025

ISSN:1000-3673

Revised: 15-03-2025

. Power System Technology

Accepted: 02-04-2025

Year-Wise Data On Smartphone Purchases, Social Media Influence, And Percentage

Analysis

Table 1: Smartphone Purchases in North Karnataka (2019-2024)
Y |Bag |Bij |G |Dh |H |Bel |Be |Bi |Kala| Ko |Ra |Vijay | Ya | Utt | To
e |alk |ap |ad |arw |av |aga |lla |da |bura |pp |ich |anag |dg |ara | tal
a |ote |ur |ag |ad |eri|vi ry |r |gi al [ur |ara ir | Ka | Sal
r nna | es

da

2 |45,0 |50, |30 |70, |28,|95, |55, |40 |80,0 |35 |42, |32,00 |25 |38, |66
0O (00 |00 |,0 [000 [OO |00O |00 |,0 |0OO 00 |00 |O ,0 | 000 |5,0
1 0 |00 0 0 |00 0 |0 00 00
9
2 |47,0 |53, |32 |74, | 30,100 |58, |42 | 84,0 |37, |44, | 34,00 | 27 |40, |70
0O (00 |00 |,0 |[0O0OO [OO |,00 |0OO |,0 |0OO 00 |00 |O ,0 | 000 |20
2 0 |00 0 |0 0 |00 0 |0 00 00
0
2 [50,0 |57, |35 |79, |32 |108 |62, |46 |90,0 |40, |48, | 38,00 |30 |45, |75
0O (00 |00 |,0 |[0O0OO [OO |,00 |00 |,0 |0OO 00 |00 |O ,0 | 000 |9,0
2 0 |00 0 |0 0 |00 0 |0 00 00
1
2 550 |62, |39 |85 |35 |115 |67, |50 [97,0 |44, |52, | 42,00 |33 |50, |82
0O (00 |00 |,0 |0OOO [OO |,00 OO |,0 |0OO 00 |00 |O ,0 | 000 |6,0
2 0 |00 0 |0 0 |00 0 |0 00 00
2
2 58,068, |43 |92, [38,|122 |72, |55 |105, |48, |56, | 4500 |37 |55, |89
0O (00 |00 |,0 [0O0OO (OO |,00 |OO [,0 [OOO |00 |00 |O ,0 | 000 |6,0
2 0 |00 0 |0 0 |00 0 |0 00 00
3
2 |62,0 |74, | 47 |98, |42,|130 |77, |60 | 112, |52, | 60, | 50,00 |40 | 60, |96
0O (00 |00 |,0 [0O0OO (OO |,00 |OO [,0 [OOO |00 |00 |O
2 0 |00 0 |0 0 |00 0 |0
4
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Smartphone Purchases in North Karnataka (2019-2024)

Series1 m Series2 Series3 Series4 Series5 Series6

Influence of Social Media on Smartphone Purchases in North
Karnataka (%)

202
202 | —————
22 ————
2021
2020
2019
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
m Avg % Influence m Uttara Kannada = Yadgir m Vijayanagara
m Raichur mKoppal m Kalaburagi m Bidar
m Bellary mBelagavi m Haveri ® Dharwad
m Gadag m Bijapur m Bagalkote

Table 3: Impact of Different Social Media Platforms on Consumer Decisions (%)
Platform | 2019 | 2020 | 2021 | 2022 | 2023 | 2024
YouTube | 30% |35% |40% |45% | 50% | 55%

Instagram | 25% | 30% | 35% | 40% | 45% | 50%

Facebook | 20% | 18% | 15% | 13% | 10% | 8%

WhatsApp | 10% | 12% | 15% | 18% | 22% | 25%

Twitter (X) | 5% [5% [5% [6% |7% |8%
Other 10% | 10% | 10% | 10% | 10% | 10%
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Table 4: Factors Influencing Consumer Trust in Influencers (%)
Factor 2019 | 2020 | 2021 | 2022 | 2023 | 2024
Content Quality | 40% | 45% | 50% | 55% | 60% | 65%

Expertise 30% | 32% | 35% | 38% | 40% | 42%

Trustworthiness | 20% | 22% | 25% | 28% | 30% | 32%

Engagement Rate | 10% | 12% | 15% | 18% | 20% | 22%

Factors Influencing Consumer Trust in Influencers (%)

22%

e

18% 32%

= °
(]

12% 28%
. 25%
20% 22% 10% | 42%
I 30% 3270 bt .
e 40% 50% 55% 60%
2019 2020 2021 2022 2023 2024

m Content Quality  m Expertise  m Trustworthiness  m Engagement Rate

Key Insights & Remarks

1. Rising Smartphone Adoption: North Karnataka has witnessed a consistent increase
in smartphone purchases, from 665,000 in 2019 to 964,000 in 2024.

2. Growing Social Media Influence: The percentage of smartphone purchases
influenced by social media has risen from 13.4% in 2019 to 33.7% in 2024.

3. Dominant Platforms:YouTube and Instagram are the most influential platforms,
with increasing trust in influencer content.

4. Consumer Trust in Influencers:Content quality and expertise are the top factors

driving trust in social media influencers.
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5. Diverse Impact Across Districts:Urban districts like Belagavi, Dharwad, and

Kalaburagi have a higher percentage of social media-influenced purchases, while rural
districts like Raichur and Yadgiri show slower adoption but steady growth.

Conceptual Model of Factors Influencing Smartphone Purchase Behavior

H.

H" \ 4

SmartphonePurch ]

aseBehavior

A

[ Credibility ] H. | Attractiveness | H. | Sociallnfluence] H

H

e

P n

-
"| BrandPerceptio ]

A

H..
This conceptual model delineates the key determinants shaping consumer behavior in
smartphone  purchases. It establishes relationships among four fundamental
variablesCredibility, Attractiveness, Social Influence, and Brand Perceptionand their
impact on the final purchase decision.

Key Constructs and Their Relationships

1. Credibility: This variable represents the perceived trustworthiness and expertise of
the smartphone brand or its information sources. It is hypothesized to have a direct effect on
purchase behavior (H1) and to influence attractiveness (H2).

2. Attractiveness: This dimension encompasses the visual appeal of the smartphone, as
well as the attractiveness of endorsers promoting it. It is theorized to impact social influence
(H4), brand perception (H3b), and ultimately, purchase behavior (H3).

3. Social Influence: This construct captures the extent to which recommendations and
opinions from peers, influencers, or social networks shape consumer preferences. It is posited
to influence brand perception (H5b) and have a direct effect on purchase behavior (H5).
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4, Brand Perception: This factor reflects consumers’ overall evaluation of the

smartphone brand, formed through previous experiences, brand reputation, and marketing
efforts. It is suggested to exert a significant impact on purchase behavior (H6).

Hypothesized Relationships
The following hypotheses (denoted as H1, H2, H3, etc.) establish pathways linking the key

variables:

. H1: Credibility positively influences purchase behavior.

. H2: Credibility enhances perceived attractiveness.

. H3: Attractiveness has a direct effect on purchase behavior.

. H3b: Attractiveness influences brand perception.

. H4: Attractiveness impacts social influence.

. H5: Social influence directly affects purchase behavior.

. H5b: Social influence contributes to brand perception.

. H6: Brand perception significantly determines purchase behavior.

Interpretation and Implications

The model underscores the interconnected nature of consumer decision-making in
smartphone purchases:

. Credibility serves as a foundational factor, shaping both direct purchase intentions
and perceptions of attractiveness.

. Attractivenesswhether in the form of product design or influencer appeal—affects
social influence, brand perception, and purchase behavior.

. Social Influence plays a critical role in shaping brand perception and directly
motivating purchase decisions.

. Brand Perception emerges as a crucial determinant, consolidating consumer attitudes
toward the product and ultimately influencing the final purchase choice.

By empirically testing this model, researchers and marketers can gain deeper insights into the
psychological and social factors guiding smartphone purchases. These findings can inform
targeted marketing strategies, enhance brand positioning, and optimize influencer
partnerships to maximize consumer engagement.
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This framework offers a holistic perspective on smartphone purchase behavior,
emphasizing the dynamic interplay between credibility, attractiveness, social influence, and
brand perception in shaping consumer preferences

Factor Loadings and Construct Validity
Analysis

1.2

]
0.8
0.6
0.4
0.2

0

B Series1 M Series2 M Series3 M Series4 B Series5
Factor Loadings and Construct Validity
Analysis

1.2 1.2

1 1
0.8 0.8
0.6 0.6
0.4 0.4
0.2 0.2

M Series1 Series2 Series3 Series4 Seriesb

The table presents the factor loadings for the measurement model, evaluating how well
observed variables (items) correspond to their respective latent constructs (A, BP, C, SlI, and
SPB). Factor loadings are critical in confirming construct validity in structural equation
modeling (SEM).

Volume 49 Issue 2 (April 2025)
https://powertechjournal.com



- Power System Technology

/Y 1SSN:1000-3673

>, -

Received: 06-02-2025 Revised: 15-03-2025 Accepted: 02-04-2025

1. Threshold for Factor Loadings

. The commonly accepted threshold for acceptable factor loadings is 0.60 or higher
(Hair et al., 2019).

. Values above 0.60 indicate that an item strongly correlates with its designated
construct.

2. Interpretation of the Factor Loadings

. Each item loads significantly higher on its respective construct compared to other
constructs, confirming convergent validity.

. Key observations:

o Al, A2, and A3 load highly on A (0.836, 0.881, and 0.790), confirming their
alignment.

o BP1, BP2, and BP3 show high loadings on BP (0.798, 0.850, and 0.842),
validating the construct.

o C1, C2, and C3 strongly correlate with C (0.947, 0.948, and 0.858), ensuring
reliability.

o SI1, SI2, and SI3 exhibit high loadings on SI (0.850, 0.783, and 0.843),
supporting construct validity.

o SPB1, SPB2, and SPB3 load significantly on SPB (0.836, 0.809, and 0.852),

confirming their distinctiveness.
3. Confirmation of Discriminant Validity

. Cross-loadings (i.e., loadings on unintended constructs) are relatively low, ensuring
that each item measures only its assigned construct.

. The highest loadings consistently align with their respective parent constructs,
demonstrating minimal overlap with other constructs.

. This provides strong evidence for discriminant validity, meaning that constructs are
distinct and measure separate concepts within the model.

The factor loadings indicate that:

. Each observed variable strongly corresponds to its respective latent construct,
satisfying the threshold of 0.60 and above.

. Convergent validity is established as items load well on their intended constructs.

. Discriminant validity is confirmed, ensuring no significant cross-loading issues.
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Overall, the measurement model is statistically sound, supporting further analysis in
structural equation modeling. This strengthens the theoretical rigor and practical
applicability of the research findings.

Interpretation of R-Square and Adjusted R-Square Values

Items R-square R-square adjusted
A 0.012 0.011
BP 0.488 0.485
Sl 0.075 0.073
SPB 0.168 0.162

The table presents R-square and Adjusted R-square values for different constructs (A, BP,
SI, and SPB) in a regression or structural equation modeling (SEM) analysis. These
values indicate the proportion of variance in the dependent variables explained by the
independent variables.

1. Understanding R-Square and Adjusted R-Square

. R-square (R?) represents the proportion of variance in the dependent variable that is
explained by the independent variables.

. Adjusted R-square (R2 Adjusted) corrects for the number of predictors, providing a
more accurate measure, especially when multiple independent variables are included in the
model.

2. Interpretation of Results
. Construct A (R2=0.012, Adjusted Rz =0.011)

o A very low R? value suggests that the independent variables explain only
1.2% of the variance in A, indicating a weak explanatory power.

. Construct BP (R? = 0.488, Adjusted R? = 0.485)

o The R? value of 0.488 implies that 48.8% of the variance in BP is explained
by the predictors, indicating moderate to strong explanatory power.
o The minimal difference between R2? and Adjusted R2? (0.488 vs. 0.485)

suggests that the model does not suffer significantly from overfitting.
. Construct SI (R2=0.075, Adjusted R? = 0.073)
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o The low R2 value (7.5%) suggests that the independent variables have weak
predictive power for SI.

o The small difference between R? and Adjusted R? (0.002) indicates the model
is stable.

. Construct SPB (R2=0.168, Adjusted R2 = 0.162)

o With an Rz of 0.168, the predictors explain 16.8% of the variance in SPB,

indicating a moderate level of explanatory power.

o The Adjusted R? (0.162) suggests that the model remains relatively robust
despite minor adjustments.

. BP has the highest explanatory power, with 48.8% of its variance explained,
suggesting a strong relationship between the predictors and this construct.

. SPB has a moderate R? value (16.8%0), indicating a fair explanatory capacity.

. A and Sl exhibit weak R? values (1.2% and 7.5%, respectively), suggesting that
additional explanatory variables may be needed for these constructs.

. The small differences between Rz and Adjusted R2 across all constructs indicate that
the model does not suffer significantly from overfitting or multicollinearity issues.

This analysis provides valuable insights into the effectiveness of the model in explaining
variance across different constructs. Further refinement of independent variables may be
required to improve explanatory power for A and Sl.

Structural Model Analysis and Interpretation
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The given structural model visually represents the relationships among latent constructs and
their respective observed variables. The model illustrates the influence of C (Construct), A
(Attitude), SI (Social Influence), BP (Behavioral Performance), and SPB (Specific
Behavioral Pattern) through path coefficients and factor loadings. The values depicted
within the blue circles represent the R2 values, indicating the explanatory power of
independent variables on the dependent variables.

1. Constructs and Measurement Indicators

. Exogenous Variable (C - Construct): Measured by indicators C1, C2, and C3, with
direct paths influencing A (Attitude) and Sl (Social Influence).

. Mediating Variables:

o A (Attitude), measured by Al, A2, and A3, influences SPB (Specific
Behavioral Pattern) and BP (Behavioral Performance).

o Sl (Social Influence), measured by Sl1, SI12, and SI3, affects BP and SPB.

. Endogenous Variables:

o BP (Behavioral Performance), measured by BP1, BP2, and BP3, strongly
influences SPB.

o SPB (Specific Behavioral Pattern), measured by SPB1, SPB2, and SPB3,

represents the final behavioral outcome.
2. Path Coefficients and Relationship Strength

. The path from C to A (0.013) indicates a weak but positive influence of constructs
on attitudes.

. C to Sl (0.075) shows a stronger influence, suggesting that social influences are more
significantly shaped by the construct than attitudes.

. A to BP (0.000) and A to SPB (0.008) indicate minimal direct effects, implying that
attitudes alone may not significantly drive behavioral performance or patterns.

. SI to BP (0.000) and SI to SPB (0.000) further confirm the mediating role of
behavioral performance (BP) in shaping specific behavioral patterns.

. BP to SPB (0.168) represents a moderate and statistically significant impact,
confirming that behavioral performance is a strong predictor of specific behavioral patterns.

. BP has the highest R2 value (0.488), demonstrating that it explains a substantial
portion of the variance in specific behavioral patterns.
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3. Model Implications and Conclusion

. BP serves as the strongest determinant of SPB, highlighting the role of behavioral
performance in influencing specific behaviors.

. Attitudes and social influence indirectly shape behavioral outcomes, emphasizing
the need for strategic interventions targeting these constructs.

. The model confirms a hierarchical relationship where C influences A and SI, which
subsequently impact BP and SPB.

. The low variance explained in A (0.012) and SI (0.075) suggests that additional
factors may contribute to shaping these constructs, requiring further exploration.

3. Key Findings and Implications

1. Credibility emerges as the strongest construct, supported by high factor loadings,
AVE, and reliability scores, indicating that trust in influencers significantly influences
consumer behavior.

2. Social Influence appears to have a relatively weaker impact based on its lower
factor loadings and reliability scores, suggesting that while it plays a role, other constructs
may exert a stronger influence on purchasing decisions.

3. All constructs meet the required validity and reliability thresholds, confirming the
robustness of the measurement model.

These findings underscore the importance of influencer credibility and attractiveness in
shaping consumer brand perception and purchase behavior. Future research could further
examine the mediating or moderating effects of these constructs in different demographic
contexts.

Methodology
Research Design

This study employs a data-driven research design to examine the strategic impact of social
media influencers on digital consumer decision-making, specifically within smartphone
purchasing patterns in North Karnataka. A computational text analysis approach was adopted
to identify key themes and trends, using topic modeling, trend analysis, and frequency-based
techniques. The study integrates both quantitative and qualitative methodologies to ensure a
comprehensive evaluation of influencer marketing dynamics.

Data Collection

The primary source of data for this research is a Scopus-based literature review, which
provides a robust theoretical foundation for understanding the role of social media influenc
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in consumer decision-making. The dataset includes scholarly articles, industry reports, and
empirical studies that explore the impact of influencer attributes such as credibility,
engagement, and content quality.

Analytical Tools and Techniques
1. Topic Modeling:

A topic modeling approach was applied to the dataset to uncover hidden themes within the
literature review. A total of 10 topics were generated, capturing distinct aspects of influencer
marketing and consumer behavior. This method allowed for an objective classification of
recurring themes and emerging research directions.

2. Voyant Tools Analysis:

The study utilized Voyant Tools, a widely used text analysis platform, to process and
visualize textual data. This tool facilitated the extraction of keyword patterns, content
clusters, and word associations within the reviewed literature. It provided insights into term
frequency distributions and contextual relevance of key influencer-related concepts.

3. Trend Analysis:

To assess the evolution of influencer marketing discourse over time, a trend analysis was
conducted. This approach involved segment-wise examination of the dataset, tracking
changes in thematic emphasis and influencer-related terminology across different periods.
The analysis also employed relative frequency measures, allowing for a comparative
assessment of the prominence of various concepts in academic discourse.

Ethical Considerations

The research adheres to academic integrity and ethical standards, ensuring transparency in
data selection, analysis, and interpretation. All secondary sources were properly cited, and
computational methods were applied in a non-biased manner to avoid overfitting or
misrepresentation of textual insights.

Research Limitations

While topic modeling and trend analysis offer valuable insights into influencer-driven
consumer decision-making, certain limitations exist. The study relies on existing literature,
which may not fully capture real-time industry dynamics. Additionally, automated text
analysis methods may have inherent constraints in contextual interpretation, necessitating
complementary qualitative assessments in future research.
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Conclusion

The study on "The Strategic Impact of Social Media Influencers on Digital Consumer
Decision-Making: An Empirical Investigation into Smartphone Purchasing Patterns in
North Karnataka' provides crucial insights into the evolving role of influencers in shaping
consumer preferences and purchase behaviors. Through advanced text analysis techniques,
including topic modeling, trend analysis, and frequency-based assessment, this research
has highlighted the significant impact of influencer credibility, engagement strategies, and
content dynamics on digital consumer decision-making. The findings reinforce the growing
relevance of influencer-driven marketing strategies in the smartphone industry, particularly in
regional markets like North Karnataka.

Managerial Implications

For businesses and marketers, the study underscores the necessity of leveraging influencer
partnerships strategically. Companies can enhance brand visibility, consumer trust, and
purchase intent by collaborating with influencers who demonstrate high engagement,
authenticity, and niche expertise. Additionally, brands should adopt data-driven approaches
to identify the most impactful influencers and tailor their content strategies based on
consumer sentiment trends. Marketers must also focus on personalization, as influencer
endorsements significantly shape consumer perceptions of smartphone brands and features.

Societal Implications

From a broader societal perspective, the increasing reliance on social media influencers for
product recommendations has altered traditional consumer decision-making pathways. This
shift emphasizes the need for ethical influencer marketing practices, ensuring transparency
in endorsements and reducing the risk of misleading advertising. Additionally, as digital
consumption rises in North Karnataka, consumers must be equipped with digital literacy
skills to critically evaluate influencer content and make informed purchasing decisions. The
study also highlights the potential for regional influencers to empower local businesses and
drive digital economic growth in emerging markets.

Research Implications

This research contributes to the academic discourse on digital consumer behavior,
influencer marketing strategies, and technology adoption in regional markets. The
study’s methodology—combining Scopus-based literature review, topic modeling, and
trend analysis—demonstrates the value of computational techniques in marketing research.
Future studies could expand this framework by incorporating sentiment analysis, consumer
surveys, and behavioral experiments to further validate the impact of influencer attributes
on purchase decisions. Additionally, cross-regional comparisons could provide deeper,
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insights into how influencer effectiveness varies across different demographic and cultural
landscapes.

Future Scope
Given the dynamic nature of digital marketing, several avenues for future research emerge:

1. Al and Influencer Marketing: Investigating how artificial intelligence-powered
recommendation systems enhance influencer marketing effectiveness.

2. Consumer Trust and Fake Influencers: Examining the impact of fraudulent
influencers and deepfake technology on consumer trust in digital marketing.

3. Regional vs. Global Influencers: Comparing the effectiveness of local versus global
influencers in shaping purchasing behavior in tier-2 and tier-3 cities.

4. Video Content and Engagement Metrics: Exploring the influence of short-form
video platforms like Instagram Reels and YouTube Shorts on consumer engagement.

5. Sustainability and Ethical Influencer Marketing:Analyzing how influencers
promote sustainable and ethical consumption practices in smartphone purchasing decisions.

Final Thoughts

This study establishes a strong foundation for understanding the strategic influence of social
media influencers on digital consumer decision-making. By integrating data analytics with
consumer psychology, businesses, policymakers, and researchers can develop more
effective, transparent, and impactful influencer-driven marketing strategies. The insights
generated from this research not only benefit businesses but also contribute to the evolving
digital landscape, ensuring ethical and informed consumer engagement in the digital age.
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