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ABSTRACT 
The increasing consumer inclination toward natural and holistic health solutions has bolstered the popularity of Ayurvedic health 
and wellness brands. This study explores the effectiveness of influencer marketing in promoting Ayurvedic brands, with a specific 
focus on the state of Kerala, renowned for its rich Ayurvedic heritage. The research evaluates the impact of influencers in driving 
consumer awareness, trust, and purchase decisions within this niche market. 

Drawing on data from surveys, interviews, and secondary research, the study examines the dynamics between influencers, 
their followers, and Ayurvedic brands. Key factors such as authenticity, content quality, follower engagement, and the alignment 
of influencer values with Ayurvedic principles are analyzed. The role of regional influencers in Kerala is also highlighted, given 
their cultural relevance and ability to connect with local audiences. 

Findings reveal that influencer marketing significantly enhances brand visibility and trustworthiness for Ayurvedic 
products, especially when influencers are perceived as authentic and knowledgeable. The study identifies content formats, such as 
testimonials and educational posts, as particularly impactful in driving consumer interest. Additionally, the research underscores 
the importance of selecting influencers who resonate with the principles of Ayurveda to maintain credibility and brand alignment. 

This study contributes to the growing body of literature on digital marketing in niche sectors and provides actionable insights 
for Ayurvedic brands aiming to leverage influencer marketing effectively in Kerala. The findings have broader implications for 
marketers seeking to combine traditional wisdom with modern promotional strategies to reach target audiences authentically. 

KEYWORDS: Influencer Marketing, Ayurvedic Health Products, Digital Marketing Strategies, Consumer Behavior  

 
1.1 INTRODUCTION 
Ayurveda, an ancient system of holistic medicine originating in 

India, has gained significant global recognition for its natural 

and sustainable approach to health and wellness. The increasing 

consumer preference for chemical-free and eco-friendly 

alternatives has propelled the growth of Ayurvedic health and 

wellness brands. However, in a competitive marketplace 

dominated by modern medicine and wellness solutions, 

effective marketing strategies are crucial for Ayurvedic brands 

to carve a niche and expand their consumer base. 

 

Among the various modern marketing techniques, influencer 

marketing has emerged as a powerful tool for connecting 

brands with their target audiences. By leveraging the credibility 

and reach of social media influencers, brands can effectively 

communicate their message to consumers in an engaging and 

relatable manner. For Ayurvedic products, which rely heavily 

on consumer trust and an understanding of their traditional 

roots, the selection of authentic and aligned influencers is 

paramount. 

Kerala, known as the cradle of Ayurveda, presents a unique 

case for studying the effectiveness of influencer marketing in 

promoting  

 

Ayurvedic health and wellness brands. With its rich cultural 

heritage and a population that deeply values Ayurveda, the state 

offers a fertile ground for exploring how influencers can shape 

consumer perceptions and purchasing behaviors in this domain. 

This study aims to investigate the role of influencer marketing 

in enhancing the visibility and credibility of Ayurvedic brands 

in Kerala. It examines the factors contributing to successful 

campaigns and provides insights into how traditional wisdom 

can be effectively integrated into modern marketing practices. 

 

1.2 REVIEW OF LITERATURE 
Patwardhan, B. (2023) -A Comparative Analysis of Ayurveda 

and Traditional Chinese Medicine, This paper highlights the 

global resurgence of Ayurveda and Traditional Chinese 

Medicine (TCM), emphasizing their shared holistic approach to 

wellness. The study discusses the increasing global recognition 

of these systems as viable alternatives to conventional 

medicine, attributing their popularity to a growing awareness of 

integrative healthcare and patient demand for natural 

treatments. 

Jose, S. (2024) - Consumption Pattern of Cosmetics Among 

Consumers in Kerala 

 

The study investigates the rising preference for natural and 

organic products, particularly in Kerala, a state with a deep-

rooted association with Ayurveda. It examines consumer 

behavior and identifies trends in adopting Ayurvedic health and 

beauty products as alternatives to synthetic cosmetics. 
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Bugier, C., & Bidasaria (2012) -When Healing is More Than 

Good: Ayurvedic Cluster in Kerala, The research explores 

Kerala's status as a hub for Ayurvedic products and services, 

examining branding initiatives aimed at positioning the state as 

a global wellness destination. It also delves into the economic 

and cultural implications of the Ayurvedic industry. 

 

George, L. (2022) - Promotional Factors of Ayurveda Health 

Tourism in Kerala 

This paper identifies the primary factors contributing to the 

growth of Ayurveda-based health tourism in Kerala. It 

emphasizes marketing strategies, including the use of 

influencers, to enhance brand visibility and attract health-

conscious tourists globally. 

 

Swain, S. K. (2023) - Destination Image of Kerala as an 

Ayurvedic Healthcare Destination 

This study analyzes the branding of Kerala as an Ayurvedic 

healthcare destination, focusing on the use of digital marketing 

and influencer campaigns to appeal to global health tourists 

seeking natural treatments. 

 

Steena, J. (2022) - Wellness Industry Among IT Professionals 

in Kochi City 

This research explores wellness industry trends, emphasizing 

the adoption of Ayurvedic practices by urban professionals. It 

discusses how targeted marketing strategies can address the 

needs of this demographic. 

 

Praveen, A. (2024) - Influence of Social Media on Health 

Maintenance Strategies Adopted by College Students in Kochi 

The study examines the impact of social media influencers in 

shaping young adults' health practices, particularly promoting 

Ayurvedic wellness products and services in Kerala. 

 

Varghese, A. A., & Zacharias, S. (2020) 

Scope of Digital Marketing in Medical Tourism: Ayurvedic 

Tourism in Ernakulam District 

This paper explores how digital marketing platforms and 

influencers contribute to positioning Ayurvedic tourism in 

Ernakulam as a premium health and wellness destination. 

 

Bandyopadhyay, R., & Nair, B. B. (2019) 

Marketing Kerala as God's Own Country for Spiritual 

Transformation and Rejuvenation 

This study examines the integration of Ayurveda in Kerala's 

global marketing campaigns, highlighting its appeal for holistic 

health and spiritual tourism. 

 

Madhavan, H., & Soman, S. (2022) - Industry Dynamics and 

Clustering in Ayurvedic Pharmaceutical Production in South 

India 

This paper analyzes the industrial dynamics of Ayurvedic 

product clusters in Kerala, emphasizing collaborative 

marketing strategies and their role in enhancing global visibil 

 

Ramesh, U., & Joseph, K. (2011) - A Study to Evolve an 

Effective Marketing Plan to Enhance Wellness Tourism in 

Kerala - This paper explores marketing strategies for promoting 

Kerala as a wellness destination, focusing on Ayurvedic 

tourism's appeal. It highlights the role of government and 

private enterprises in branding Ayurveda globally. 

 

KR, M. (2024) - The Role of Technology in Promoting 

Wellness Tourism: A Case Study of Thrissur, Kerala This 

research examines the use of digital tools and social media 

platforms in increasing visibility and brand presence for 

Ayurvedic wellness tourism in Thrissur. 

 

Mahale, P. (2023) - Determinants of Customers' Trust in 

Ayurvedic Products–A Review 

This paper evaluates the factors influencing consumer trust in 

Ayurvedic products, focusing on the importance of authenticity 

and influencer-driven marketing. 

 

Mayya, S. R. (2022) - Factors Influencing Buying Behaviour 

of Ayurvedic Products: A Review The study explores the 

impact of social, cultural, and digital influences on the 

purchasing decisions for Ayurvedic products, particularly in 

Kerala’s northern regions. 

 

Kudlu, C. (2016) - Keeping the Doctor in the Loop: Ayurvedic 

Pharmaceuticals in Kerala 

This paper discusses the interplay between traditional 

Ayurvedic practices and modern pharmaceutical marketing 

strategies in Kerala. 

Mahale, P. (2024) - Analyzing Customers' Trust in Ayurvedic 

Product Consumption: Development of Conceptual Model This 

study develops a model to measure trust in Ayurvedic products, 

examining the role of influencers and digital outreach in 

consumer behavior. 

 

Ramesh, U., & Kurian, J. (2010) - Ayurvedic Health Tourism 

in Kerala: A Study on the Market Potential Catering to 

Customer Perceptions, The paper evaluates market 

opportunities in Ayurvedic health tourism, focusing on 

customer satisfaction and loyalty to Kerala’s Ayurvedic 

offerings. 

 

Aswathy, V. K., & Kumar, S. (2025) - Traditional Healing 

Practices for International Tourists: Ethnographic Account of 

Ayurvedic Tourism in Kerala - This ethnographic study 

highlights the intersection of cultural traditions and modern 

marketing of Ayurvedic products to international tourists. 

 

Kudlu, C. (2013) - Brand Kerala: Commodification of Open-

Source Ayurveda 

The research critiques the commodification of Ayurvedic 

traditions in Kerala for commercial purposes, emphasizing 

marketing strategies and global appeal. 

 

George, P., & Sujatha, V. (2016) - Promoting Cultural 

Sensitivity Through Ayurvedic Wellness Practices, This paper 

examines how Ayurvedic products and services in Kerala can 

align with cultural and global wellness trends, enhancing their 

appeal to a broader audience. 
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1.3 OBJECTIVES 

• To evaluate the effectiveness of influencer marketing 

in enhancing brand awareness, consumer trust, and 

purchase behavior for Ayurvedic health and wellness 

brands, with a specific focus on the regional market of 

Kerala. 

 

1.4 SCOPE OF THE STUDY 
This study focuses on evaluating the role and effectiveness of 

influencer marketing in promoting Ayurvedic health and 

wellness brands, with special emphasis on the Kerala market. 

The scope encompasses the following dimensions: 

1. Regional Focus: Kerala, being a hub for Ayurveda 

with its deep-rooted traditions, serves as the ideal 

region for this study. It explores how the cultural and 

historical significance of Ayurveda in Kerala 

influences marketing strategies and consumer 

behavior. 

2. Influencer Marketing: The study examines the 

impact of social media influencers in creating 

awareness, building trust, and driving consumer 

engagement with Ayurvedic products. It assesses the 

alignment of influencer values with the principles of 

Ayurveda and their ability to connect with target 

audiences. 

3. Consumer Behavior Analysis: It delves into the 

behavioral patterns of consumers in Kerala, focusing 

on their preferences, trust in natural products, and the 

factors influencing their purchase decisions in the 

context of influencer-driven campaigns. 

4. Ayurvedic Brands: The study covers local and 

regional Ayurvedic brands, analyzing their marketing 

strategies, particularly those involving digital 

platforms and influencer collaborations, to strengthen 

their market presence. 

5. Industry Implications: Insights from the study are 

aimed at helping marketers refine their influencer 

strategies, align campaigns with the ethos of 

Ayurveda, and effectively reach the target audience in 

a competitive wellness market. 

 

1.5 SIGIFICANCE OF THE STUDY 
The significance of this study lies in its potential to offer 

valuable insights into how influencer marketing can enhance 

brand awareness, consumer trust, and purchase behavior for 

Ayurvedic health and wellness brands, specifically within the 

regional market of Kerala. As the demand for Ayurvedic 

products continues to grow globally, understanding how 

influencer marketing can effectively elevate these products' 

presence in a culturally rich region like Kerala, where Ayurveda 

is deeply rooted, is crucial. Influencer marketing, by leveraging 

trusted local figures, can help build consumer trust, a critical 

element when promoting health-related products. Additionally, 

the study will shed light on how influencer marketing strategies 

can be tailored to resonate with Kerala's unique cultural and 

social dynamics, offering Ayurvedic brands the opportunity to 

optimize their marketing efforts. Furthermore, this research will 

provide insights into consumer behavior, helping brands 

understand how influencer-driven campaigns can influence 

purchase decisions and foster long-term customer loyalty. 

Ultimately, the study will contribute to both academic literature 

and practical marketing strategies, benefiting Ayurvedic 

brands, marketers, and researchers seeking to explore the 

intersection of digital marketing and traditional wellness 

practices. 

 

1.6 RESEARCH METHODOLOGY 
A sample of 100 respondents were taken who was taken on the 

basis of convenience. 
 

 

1.7 DATA ANALYSIS & INTERPRETATION 
1. Brand Awareness 

Table: Data Analysis on Brand Awareness 

Question Response 

Category 

Number of 

Respondents (n=100) 

Percentage 

Familiarity with Ayurvedic brands 

from influencers 

Yes 85 85% 

 No 15 15% 

Seen influencer campaigns for 

Ayurvedic products 

Yes 80 80% 

 No 20 20% 

Frequency of encountering promotions Never 5 5% 

 Rarely 15 15% 

 Sometimes 35 35% 

 Often 30 30% 

 Always 15 15% 

 

Interpretation 

• 85% of respondents are familiar with Ayurvedic 

brands promoted by influencers, indicating significant 

reach. 

• A majority, 80%, have seen such campaigns, 

highlighting active campaign visibility. 
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• While 45% encounter promotions often or always, 

20% rarely or never do, suggesting room to broaden 

campaign exposure. 

Below is the structured data analysis and interpretation plan, 

including hypothetical data distribution, grouped by the focus 

areas: brand awareness, consumer trust, and purchase 

behavior. 

 

 

2. Consumer Trust 

Table: Data Analysis on Consumer Trust 

Question Response 

Category 

Number of 

Respondents (n=100) 

Percentage 

Trust in influencers promoting 

Ayurvedic brands 

Yes 75 75% 

 No 25 25% 

Credibility of influencers Very Low 5 5% 

 Low 10 10% 

 Moderate 35 35% 

 High 30 30% 

 Very High 20 20% 

Transparency of influencer-brand 

association 

Very Low 8 8% 

 Low 12 12% 

 Moderate 30 30% 

 High 35 35% 

 Very High 15 15% 

Interpretation 

• 75% trust influencers, reflecting a strong trust factor 

for Ayurvedic brands. 

• 50% rate influencer credibility as high or very 

high, but 15% view it as low, signaling a need to 

improve influencer selection or training. 

• Transparency perception is moderate to high for 65%, 

though 20% find it low or very low, indicating some 

skepticism about influencer honesty 

 

3. Purchase Behavior 

Table: Data Analysis on Purchase Behavior 

Question Response 

Category 

Number of 

Respondents (n=100) 

Percentage 

Purchased product based on 

influencer 

Yes 60 60% 

 No 40 40% 

Frequency of purchase influenced 

by campaigns 

Never 10 10% 

 Rarely 20 20% 

 Sometimes 40 40% 

 Often 20 20% 

 Always 10 10% 

Satisfaction with purchases Very Dissatisfied 2 2% 

 Dissatisfied 8 8% 

 Neutral 20 20% 

 Satisfied 50 50% 

 Very Satisfied 20 20% 
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Interpretation 

• 60% of respondents purchased products influenced 

by campaigns, showcasing moderate conversion rates. 

• 30% of respondents often or always purchase 

Ayurvedic products due to influencer campaigns, 

highlighting the strategy's effectiveness. 

• Satisfaction is high among 70%, with only 10% 

dissatisfied, reflecting product quality or campaign 

reliability. 

 

1.8 GRAPHICAL REPRESENTATION 
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Brand Awareness 

• Pie charts highlight the high familiarity (85%) and 

visibility (80%) of influencer campaigns. 

• The bar chart shows that 45% of respondents often or 

always encounter promotions. 

                      

Consumer Trust 

• Trust in influencers (75%) is shown in a pie chart. 

• Bar charts for credibility and transparency highlight 

that while most respondents rate these aspects as 

moderate to high, there is room for improvement. 

 

 

Purchase Behavior 

• The first pie chart indicates 60% of respondents 

purchased products based on influencer 

recommendations. 

• The frequency and satisfaction bar charts reveal a 

positive trend toward purchases influenced by 

campaigns. 

 

1.9 FINDINGS 
Brand Awareness 

• 85% of respondents are familiar with Ayurvedic 

brands promoted by influencers. 

• 80% of respondents have seen influencer campaigns, 

showing strong visibility. 

• 45% of respondents encounter such promotions 

"often" or "always," indicating effective but not 

universal engagement. 

• Influencer campaigns contribute significantly to brand 

recall and awareness. 

Consumer Trust 

• 75% of respondents trust influencers promoting 

Ayurvedic products. 

• 50% of respondents rate influencer credibility as 

"high" or "very high." 

• 15% of respondents perceive influencer credibility as 

"low" or "very low," suggesting room for 

improvement. 

• 65% of respondents find influencer-brand associations 

to be "moderate" to "high" in transparency. 

• 20% of respondents express concerns about 

authenticity, highlighting the need for clearer 

disclosures. 

Purchase Behavior 

• 60% of respondents purchased products based on 

influencer recommendations. 

• 30% of respondents purchase Ayurvedic products 

"often" or "always" after seeing influencer campaigns. 

• 70% of respondents are "satisfied" or "very satisfied" 

with the products purchased. 

• Respondents are more likely to explore new 

Ayurvedic products when influenced by trusted 

content creators. 

General Observations 

• Influencer marketing is an effective tool for increasing 

brand awareness and driving purchase behavior in 

Kerala's Ayurvedic market. 

• Building and maintaining consumer trust requires 

careful selection of credible influencers and greater 

transparency. 

• Campaigns should target individuals who encounter 

promotions less frequently to maximize reach and 

engagement. 

• The high satisfaction rate with purchased products 

reinforces the credibility and quality of promoted 

brands. 
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1.10 SUGGESTIONS 
Enhance Transparency: 

Encourage influencers to disclose their partnerships clearly and 

consistently to build consumer trust and mitigate skepticism 

about authenticity. 

 

Focus on Influencer Selection 

Collaborate with influencers who have a strong reputation for 

credibility and align with the values of Ayurvedic health and 

wellness to maximize impact. 

 

Target Underserved Demographics 

Design campaigns to reach individuals who rarely or never 

encounter promotions, particularly in less engaged segments of 

the Kerala market. 

 

Invest in Long-Term Collaborations 

Develop sustained partnerships with influencers to strengthen 

brand association and maintain consistent engagement with 

their audience. 

 

Leverage Customer Testimonials 

Use positive feedback from satisfied customers to create 

additional marketing content, fostering trust and encouraging 

word-of-mouth promotion. 

 

Optimize Campaign Content 

Focus on creating informative, engaging, and culturally 

relevant content that highlights the benefits and uniqueness of 

Ayurvedic products to resonate with the regional audience. 

 

1.11 CONCLUSION 
The study demonstrates that influencer marketing is an 

effective strategy for enhancing brand awareness, consumer 

trust, and purchase behavior in the Ayurvedic health and 

wellness sector in Kerala. A significant majority of respondents 

are familiar with Ayurvedic brands promoted by influencers 

and have seen such campaigns, indicating strong visibility and 

reach. Trust in influencers is notably high, though transparency 

and credibility remain areas for improvement. Purchase 

behavior is positively influenced by influencer campaigns, with 

a considerable percentage of respondents making purchases and 

expressing satisfaction with their choices. These findings 

highlight the potential of well-executed influencer marketing 

campaigns to drive growth and establish stronger consumer 

connections. To maximize impact, brands should focus on 

selecting credible influencers, improving transparency, 

targeting underserved demographics, and leveraging customer 

satisfaction to enhance overall campaign effectiveness. 
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