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Influencer Driven Local Consumption:
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Abstract — The aim of this article is to verify the
effectiveness of influencer marketing by local producers
in relation to different generations of consumers. The
research was conducted in March 2025 on a sample of
522 respondents. The basic research method was a
CAWI questionnaire survey. Five hypotheses were set.
These hypotheses concerned the importance of
influencer marketing in the communication of local
producers; i.e., the impact that influencers have on the
purchasing decisions of different generations of
consumers, and the relationship between the age of
respondents and their preferences regarding the types
of local products promoted. Hypotheses 1-4 were
statistically tested using the single proportion testing
method. Hypothesis 5 was verified using two-
dimensional descriptive statistics. A review of the
literature shows that influencer marketing has evolved
from a cost-effective, global communication tool based
on trust and authenticity to a complex strategy. Its
effectiveness today hinges on selecting influencers whose
values align with those of the brand and who have a
strong presence in specific regional and market
contexts. However, a comprehensive approach that
identifies how each generation engages with influencer
marketing, and the impact of this communication
activity on their purchasing decisions, is lacking.
Similarly, an approach that identifies sub-local markets
characterised by an increased sensitivity to influencer
marketing is also lacking.
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For this reason, research questions have been
derived, the results of which are presented in this paper.
The research questions focus on whether influencer
marketing is a relevant communication activity for local
producers, the impact of influencer marketing on the
purchasing decisions of different generations of
customers, and which product categories promoted by
local producers are characterised by a higher level of
sensitivity in purchase decision-making within each
generation compared to others. The results show that
influencer marketing is a relevant communication
activity for local producers, as more than half of
respondents follow influencers who promote products
from local producers. Generation X respondents are
less affected by influencers who promote products from
local producers than Generations Y and Z. There is a
statistically significant relationship between the age of
respondents and their preferred promoted local
products: Generation Z specifically prefers cosmetics.
Generations X and Y prefer food and clothing.

Keywords — Influencer marketing, consumers, social
media, generational stratification, local producers.

1. Introduction

A constant challenge for marketing management is
to keep pace with changing consumer psychographic
profiles, resulting in resistance to traditional
marketing support activities. One of the phenomena of
today is the need to increase the credibility of the
source of marketing communication. Alongside the
development of forms over which the company has no
direct control (WoM marketing), increasing attention
is being paid to referral marketing in the context of
influencer marketing. From a business perspective,
this allows for a certain degree of control over the
communicated content and, depending on the
communication strategy and market specifics, the
attractiveness and credibility of the source can be
leveraged [1]. Thanks to these benefits, influencer
marketing has become one of the most dynamic areas
of marketing communication [2]. At the same time,
however, it cannot be fully integrated into all
communication strategies. The basic prerequisite for
its effectiveness is compatibility with market specifics
at both the product and consumer profile levels.
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According to the current state of knowledge,
influencer marketing is primarily intended for global
markets and consumers belonging to more digitally
literate generations [3].

However, this is a premise that has emerged
indirectly — generically from the nature of influencer
marketing as a form of communication that has a
global reach thanks to the internet and is primarily
aimed at Generations Y and Z as the most frequent
consumers of digital content. However, there is still no
research that would refute the suitability of
incorporating influencer marketing into the marketing
strategies of entities whose environment is not
characterised by these attributes. As shown by [4],
influencer marketing is a potential source of
competitive advantage for local producers. They build
on a study by [5], which clearly demonstrates the
importance of marketing communication via social
media in the environment of small and medium-sized
enterprises. However, the impact of influencer
marketing by local producers on individual
generations of consumers has not yet been addressed
in the professional literature. This fact contradicts the
practical need to find low-budget forms of marketing
support for the development of local producers, who
are considered an essential component of national
economies [6], [7].

2. Literature Review

Influencer marketing is a cost-effective form of
marketing communication that combines several
advantages from the point of view of the
communicating entity. It reflects the accelerating
digitalisation in marketing and at the same time
exploits the opportunities to strengthen its credibility
and give authenticity to the communicated content.
In addition, in terms of reach, it meets the
requirements of globalised metamarkets. In
marketing, this concept has established itself after
2015. In principle, it is based on the use of the
influence of media celebrities in communication
activities, but its essence has now fundamentally
exceeded its original starting points. Taking into
account that an influencer is anyone who has a
specific audience, the portfolio of possible opinion
formers with a substantial influence on consumer
purchasing behaviour is expanding. It is this
broadening of the portfolio of opinion leaders that
has made it possible to bring the communicated
content closer to the addressee of the
communication. Communication has become more
credible and authentic. Even though in the context of
marketing trends, credibility and authenticity are still
considered as an essential factor of communication
effectiveness, with the advanced practice of
influencer marketing, the need arose to revise some
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of its assumptions and to create a functional
framework for its application in specific market
conditions [8].

Thus, alongside each other, theories that
emphasized the ethical and legal framework of
influencer marketing began to be formulated,
precisely in view of the fact that credibility and
authenticity, which were initially among the
significant advantages of influencer marketing, have
gradually transformed into its main disadvantage. In
fact, brands have eroded their identity and reduced
the value they have systematically built by working
with inappropriately chosen influencers or by not
conceptualizing influencer marketing in their
communication strategies. The incompatibility of
communicated content and influencers’ value
schemes became one of the main reasons for the lack
of credibility [9]. The study by [10] therefore state
consumer scepticism results in lower communication
effectiveness rates compared to the desired state. On
the other hand, [11] notes the importance of
influencers in the creation and presentation of digital
content in the processes of building and managing
brand equity. Thus, if brands want to be marketed
effective, they should anchor influencer marketing
firmly in their communication strategies. However,
the ways in which this is currently done should be
reviewed. A possible reason for this attitudinal
schism in the current literature is the fact that
although the Internet allows brands and consumers to
connect on a virtually global level, credibility and
authenticity are enhanced by sharing the same market
contexts and gaining first-hand experience of the
level of authenticity of a particular influencer [12].
While the specificity of the environment for
influencer marketing functionality is gradually
beginning to be taken into account and the principles
of its application in health care, tourism, etc., are
being explored [13], [14], the impact of market-
influencer connectedness remains without serious
scholarly  debate. The aforementioned s
understandable in light of the fact that it is the global
nature of this communication framework that is one
of the original arguments in its favour. However, the
issue of credibility built on the basis of an
influencer’s concrete experience with the market
comes to the fore with the phenomenon of so-called
virtual influencers [15]. The paradigm that favours
the global influencer is gradually disappearing and
businesses are considering the real impact on
consumer buying behaviour alongside media reach
[16]. Thus, the starting points of influencer
marketing are changing and it is no longer the
domain of globalised markets. The need to bring
influencers closer to specific markets creates room
for the overall regionalisation of influencer
marketing and for its use by local brands.
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Thus, there are several
implementing influencer marketing:

approaches to

1) Global brand and global influencer;

2) Global brand and local influencer;

3) Local brand and local influencer; or

4) Local brand and local influencer outside the
brand’s location.

Concepts 1-3 of implementation have evolved
chronologically, and now fully coexist in the market,
but the last one has received the least attention in the
literature. This is to the detriment of enhancing the
marketing performance of local producers who,
precisely in light of the findings on enhancing
influencer credibility and authenticity by bringing
them closer to a specific market, could successfully
embed influencer marketing into their strategies.
Concept 4 represents an evolved form of influencer
marketing for local brands and producers that is
symptomatic of a market development strategy. It is
based on the assumption that in this case the
influencer’s connection to the customer whose
purchasing decision is influenced will again be
relevant, but that the local producer stands outside
this market - in a different location. Such a model
does not contradict the essence of local brands or
producers, as consumption does not occur outside the
location of the local producer. Thus, from a regional
point of view, the customer leaves the common
market space (of the customer and the influencer) at
the instigation of the influencer and enters the market
space of the local producer. In this case, there is an
increased emphasis on the personality and influence
of the influencer, who vouches for the product
without any apparent close connection to it. This is
also noted by [17], who examine the importance of
influencer marketing in the context of the promotion
of local tourism by foreign influencers. Meanwhile,
influencer’s influence is no longer just an abstract
category identifiable by educated guesswork, but
increasingly computer algorithms and models are
entering the picture, as noted by [18].

Local producers are considered a key element in
the development of national economies, regions and
sustainability. As well as having a positive impact on
employment, they are also important in terms of
ensuring the resilience of the economy, as
diversification and local anchoring of the economy is
important for building resilience to global crises.
They support communities, help maintain rural
populations and contribute to biodiversity
conservation and reducing the carbon footprint. They
fall into the category of small and medium-sized
enterprises, but have important specificities due to
their links with a particular region. In a broader
sense, they can be classified not only as producers of
tangible products but also as providers of services
with consumption linked to a specific location.
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This is analogous to the linguistic meaning of the
term product, which, from a marketing point of view,
means anything that is capable of bringing value to
the consumer. Traditionally, services that can be
classified as local production include craft and repair
services, gastronomy and tourism, and educational
and cultural services. Local impact means that the
entity employs local people, cooperates with other
local entities, participates in the preservation of
cultural heritage and traditions, or reduces the need
to import from other regions or to commute outside
the region to consume the service. The importance of
influencer marketing for the promotion of local
producers has already been outlined by [19]. In their
study, they mainly focused on identifying the criteria
for selecting the right influencer. According to their
results, these are the image of the influencer and
his/her comprehensive personality and attitudinal
compatibility with the value framework of the local
producer, the feedback provided and the knowledge
of the local audience. Previously, the question of the
possible use of influencers at lower regional levels
was mainly associated with public administration
and the achievement of socially valuable goals such
as promoting the use of public transport according to
[20], or reducing the number of drug addicts
according to [21]. The literature is currently
exploring the spillover of influencer marketing
towards regionally indigenous fashion and apparel
brands [22].

It is precisely because of the link to a specific
region or market that a remarkable phenomenon can
be observed in the case of influencer marketing. In
the case of marketing support of local producers by
global influencers or influencers from outside the
region, which is the fourth form of influencer-market
linkage from a regional point of view already
mentioned in the previous text of the thesis, in many
cases local producers benefit from influencer
marketing free of charge. In fact, content that
positively  influences  customers’  purchasing
behaviour to their benefit arises as a supportive effect
of image creation and the provision of information
on the basis of which individual influencers are
personally profiled. The above is also stated by [23],
who investigated the content communicated by
influencers in a TikTok environment without any
paid form of collaboration, based only on their own
exceptional experience in the catering industry.

Furthermore, [24] begin to address the issue of the
need to apply a generationally differentiated
approach to influencer marketing within the
communication strategies of local producers. They
investigate in the Vietnamese context the influence
of influencers on the construction and perception of
cultural awareness by the so-called younger
generation.
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This is an approach that reflects the prioritisation
of the application of influencer marketing on a
regional basis in the context of public administration
marketing. Conceptually, however, the ‘younger
generation’ is not categorised as any of the existing
marketer-recognisable generational cohorts of
customers. De facto, the term younger generation
covers users of social networks, which are an existing
platform for the implementation of influencer
marketing. As shown by [25], authors consider the
so-called younger generation in a similar way.
However, these authors consider local origin in terms
of the specific influencer and its scope in relation to
the addressees of the communication from the same
environment, regardless of the nature of the entity for
whose benefit the communication is made.

The relationship between influencer identity and
the generational identity of the target group is the
subject of a study conducted by [26] in terms of the
specificities of Generation Z and their perception of
influencer marketing in the gastronomy industry.
This study, similar to the research by [27] who
analysed Generation Y’s perceptions of influencer
marketing in tourism, examines a specific market and
a specific generation. However, an approach that
comprehensively identifies each generation’s
approach to influencer marketing in terms of the
impact of this communication activity on the
purchasing decisions of its addressees and identifies
sub-local markets that are characterised by an
increased level of sensitivity to influencer marketing
is so far absent. It is from this finding that the
research questions of the research are derived, the
results of which are presented within this paper.
Specifically, these are as follows:

e RQ1: Is influencer marketing a relevant
communication activity for local producers?

e RQ2: What is the impact of influencer
marketing on the purchasing decisions of
different generations of customers?

e RQ3: Are there product categories for which
influencer marketing is characterized by a
higher level of sensitivity in purchase decision
making within each generation compared to
others?

By answering the research questions posed in this
way, it is possible to fill the identified gap in the
current state of knowledge within the addressed issue
and at the same time create a basis for formulating
functional recommendations for the practice of
influencer marketing of local producers based on a
generational approach.
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3. Methodology

The article aims to verify the effectiveness of
influencer marketing by local producers in relation to
different generations of consumers. The focus is on
the importance of influencer marketing in the
communication of local producers; the impact of these
activities on individual generations of consumers and
local product categories in which influencer
marketing shows increased effectiveness.

The following hypotheses were therefore set:

Hypothesis 1: 50% of respondents follow
influencers who promote products from local
producers.

Hypothesis 2: More than 50% of Generation X
respondents are affected by influencers promoting
products from local producers when making
purchasing decisions.

Hypothesis 3: More than 50% of Generation Y
respondents are affected by influencers promoting
products from local producers when making
purchasing decisions.

Hypothesis 4: More than 50% of Generation Z
respondents are affected by influencers promoting
products from local producers when making
purchasing decisions.

Hypothesis 5: There is a statistically significant
relationship between the age of the respondents and
their preferences regarding the type of local products
promoted.

For the purposes of this study, data was collected
via a questionnaire. The survey was conducted in
March 2025 using the CAWI method on a
representative sample of 522 respondents. The same
sample size was used for Hypothesis 1, and
subsequently, only respondents who answered
positively to the question of whether they follow
influencers who promote products from local
producers were analysed (n = 478). This group
consisted of 144 Generation X respondents, 178
Generation Y respondents, and 156 Generation Z
respondents.

The single proportion testing method to verify
statistical hypotheses 1-4 was used. The significance
level (o) was set at 0.05. The test criteria were
calculated as follows:

D—To
=P 1
) *(1—1‘[0) ( )
n

where T is a test statistic, p is an observed
proportion, 7 is a hypothesized null value, and n is the
sample size.
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Using the tables of the normal distribution, it is
possible to find the critical value for a right-tailed test
for hypotheses 1-4:

T > 7y, 2

where, T is test statistics and z,, is a critical value
of the normal distribution.

Two-dimensional descriptive statistics were used
to evaluate the mutual dependence of items in
Hypothesis 5, for which the Chi-squared test was
employed. This test is a statistical method used to
analyse the relationship between two categorical
variables. It is a fundamental statistical tool used to
determine whether a relationship between variables is
statistically significant [28], [29].

A significance level of 0.05 was determined,
corresponding to a 95% confidence interval.

If dependence between the variables is established,
it is appropriate to investigate the internal structure of
the contingency table in greater detail.

Table 1. Verification of statistical Hypotheses 1-4

For this purpose, correspondence analysis was
subsequently applied. This method is analogous to
principal component analysis and factor analysis, but
is specifically designed for qualitative variables
within contingency tables. Correspondence analysis is
a multivariate graphical technique that focuses on the
exploring of relationships among categorical
variables. When the variables under study are
categorical, this approach provides an effective means
of examining their interrelationships significant [30],
[31].

4. Results
As previously mentioned, the single proportion

testing method was wused to verify statistical
Hypotheses 1-4. The results are presented in Table 1.

Calculation of
the sample Satisfaction of the - Acceptance or
. o —_ Critical . S
proportion: condition Test criteria field Inequality rejection of the
p = m nxmy* (1 —my) >9 hypothesis
n

Hypothesis 1:
Ho: 50% of respondents follow influencers who promote products from local producers.
H1: More than 50% of respondents follow influencers who promote products from local producers.

p=0.916 [ 130.5>9 | 3.951

| 1.645 [3.951>1.645 | Ho rejected

Hypothesis 2:
Ho: 50% of Generation X respondents are affected by influencers promoting products from local producers when
making purchasing decisions.
H1: More than 50% of Generation X respondents are affected by influencers promoting products from local producers
when making purchasing decisions.

p=0562 | 36.0>9 | 1500

| 1645 | 1.500<1.645 | H, accepted

Hypothesis 3:
Ho: 50% of Generation Y respondents are affected by influencers promoting products from local producers when
making purchasing decisions.
H1: More than 50% of Generation Y respondents are affected by influencers promoting products from local producers
when making purchasing decisions.

p=0.618 | 445> 9 | 3.148

| 1.645 | 3.148>1.645 | Ho rejected

Hypothesis 4:
Ho: 50% of Generation Z respondents are affected by influencers promoting products from local producers when
making purchasing decisions.
H1: More than 50% of Generation Z respondents are affected by influencers promoting products from local producers
when making purchasing decisions.

p = 0.853 | 39>9 |  8.807

1.645 | 3.807>1.645 | Ho, rejected

Table 1 presents the outcomes of the hypothesis
testing. For Hypotheses 1, 3 and 4, the test statistic
satisfies the condition for rejecting the null hypothesis
(Ho), thus supporting the acceptance of the alternative
hypothesis (Hi). In contrast, for Hypothesis 2, the
condition is not met and the null hypothesis is
accepted.
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Based on these results, the following conclusions
can be drawn:

More than 50% of respondents follow influencers
who promote products from local producers.

When making purchasing decisions, less than 50%
of Generation X respondents are affected by
influencers who promote products from local
producers.
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By contrast, when making purchasing decisions,
more than 50% of Generation Y respondents are
affected by influencers who promote products from
local producers.

Similarly, when making purchasing decisions,
more than 50% of Generation Z respondents are
affected by influencers who promote products from
local producers.

Prior findings indicating relevant differences
within specific generational cohorts supported the
justification for conducting a more detailed analysis.

Table 2. Chi square tests

Consequently, it can be examined a potential
statistically  significant  relationship  between
respondents’ age and their preferences regarding the
category of promoted local products on a subsample
of 324 individuals (81 Generation X, 178 Generation
Y and 156 Generation Z). The test statistics for the
corresponding hypotheses were computed using IBM
SPSS Statistics software, and the results are presented
in Table 2.

Hypothesis 5 Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 35.4042 4 0.000
Likelihood Ratio 36.703 4 0.000
Linear-by-Linear Association 324
N of Valid Cases 35.4042 4 0.000
a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 22.25

The level of significance was set at 0.05,
corresponding to a 95% confidence interval. By
comparing the significance level with the p-value
(asymptotic significance), the null hypothesis can be

rejected, thereby confirming the alternative
hypothesis. This indicates the presence of a
statistically  significant  relationship  between

respondents’ age and their preferences regarding the
category of promoted local products. Given the
dependence between the variables, further analysis of
the contingency tables’ internal structure was
warranted through correspondence analysis. This
analysis was also conducted using IBM SPSS
Statistics, and the results are presented in Figure 1.

The research findings determined that Generation
Z exhibits a distinct preference for cosmetics within
the category of promoted local products. By contrast,
respondents from Generations X and Y predominantly
favour food and clothing.
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Figure 1. Correspondence analysis — Hypothesis 5
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5. Discussion

The research answered the research questions that
came up from the literature review. Five hypotheses
were formulated for the three research questions, with
the following relevance:

e RQL: Is influencer marketing a relevant
communication activity for local producers?

0 Hypothesis 1: 50% of respondents follow
influencers who promote products from local
producers.

e RQ2: What is the impact of influencer marketing
on the purchasing decisions of individual
generations of customers?

0 Hypothesis 2: More than 50% of Generation X
respondents are affected by influencers
promoting products from local producers when
making purchasing decisions.

0 Hypothesis 3: More than 50% of Generation Y
respondents are affected by influencers
promoting products from local producers when
making purchasing decisions.

0 Hypothesis 4: More than 50% of Generation Z
respondents are affected by influencers
promoting products from local producers when
making purchasing decisions.

e RQ3: Are there product categories for which
influencer marketing is characterised by a higher
degree of sensitivity in purchasing decisions
within individual generations compared to
others?

0 Hypothesis 5: There is a statistically
significant relationship between the age of the
respondents and their preferences regarding
the type of local products promoted.

Statistical testing of the formulated hypotheses
subsequently made it possible to answer the individual
research questions and compare them with the current
state of knowledge in the field under investigation.
Based on the rejection of the null hypothesis H1, it can
be concluded that more than 50% of respondents
follow influencers who promote products from local
producers. This fact confirms the assumption of the
importance of influencer marketing in the activities of
local producers. Influencer marketing is therefore a
communication activity relevant to local producers, as
indirectly suggested by [19]. This finding opens up
further research directions focused on customers’
subjective perceptions of the value of influencer
marketing, based on the need to verify the aspect of
credibility and authenticity also in the context of local
producers, as stated by [9], [10], [12]. This reflects the
scientific and research appeal formulated by [8],
according to which it is necessary to revise some of
the starting points and create a functional framework
for its application in specific market conditions.

TEM Journal = Volume 15 / Number 2 / 2026.

In this case, it is an extension of the applicability
of influencer marketing beyond its original global
nature as a communication activity to local producers.
It also extends the theory developed by [11], which
states the importance of influencers in the creation and
presentation of digital content in brand building and
management processes, based on his own findings,
regardless of the nature of the brand, and for the
purposes of brand building and management for local
producers.

Based on the acceptance of the null hypothesis H2,
it can be stated that when making purchasing
decisions, less than 50% of Generation X respondents
are affected by influencers who promote products
from local producers. Based on the rejection of null
hypotheses H3 and H4, it can be concluded that 1)
When making purchasing decisions, more than 50%
of Generation Y respondents are affected by
influencers who promote products from local
producers and 2) When making purchasing decisions,
more than 50% of Generation Z respondents are
affected by influencers who promote products from
local producers. When answering the research
question concerning the identification of the impact of
influencer marketing on the purchasing decisions of
individual generations of customers, it is not possible
to formulate a universal conclusion. In the case of
Generation X, the proportion of respondents whose
purchasing decisions are influenced by influencer
marketing is less than 50%, while in the case of
Generations Y and Z, this proportion is higher than
50%. This finding justifies the summary designation
of categories Y and Z for the purposes of examining
the impact of influencer marketing on the purchasing
decisions of its members as the so-called younger
generation of customers, as used by [24], [25].

Based on the rejection of the null hypothesis H5, it
can be concluded that there is a statistically significant
relationship between the age of the respondents and
their preferences regarding the type of local products
promoted. It was also found that Generation Z prefers
cosmetic products from local producers, while
Generations X and Y prefer locally produced food and
clothing. This finding is important in terms of the
future direction of research and the revision of
previous studies, as it disrupts the category of so-
called younger customers, which is used in several
studies on this issue [24], [25]. The category
constructed in this way (Generation Y and Generation
Z) is not homogeneous in terms of preferred products,
and members of Generation Y show a higher degree
of similarity with the older generation (Generation X)
than with the generation with which they share a level
of digital literacy and extent of social media use.
Research conducted among Generations X and Y
confirmed the importance of examining the overlap of
influencer marketing with regional fashion and
clothing brands [22].
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In the context of influencer marketing, it is
appropriate for local producers to use a non-uniform
approach to the category of so-called younger
customers, but to respect the theory of generational
stratification and approach individual generations in
the environment of specific social networks where the
content forming the output of influencer marketing is
allocated [22]. As in previous cases, answering the
research question of whether there are product
categories for which influencer marketing is
characterised by a higher degree of sensitivity in
purchasing decisions within individual generations
compared to others creates room for further research.
A positive answer to this question is not entirely
sufficient for the practical application needs of local
producers. The current professional literature only
states that local producers in the broader sense are
understood to mean both manufacturers of tangible
products and service providers, but in the context of
local producers, it does not deal in detail with the
individual  categories of tangible  products
communicated through influencer marketing. Priority
is given to specific services [20], [21], [26], [27]. This
is also evident from the fact that the specifics of the
environment are gradually being taken into account
for the functionality of influencer marketing, and the
principles of its application are being explored
primarily in the service sector, such as healthcare,
tourism, etc. [13], [14].

6. Conclusion

The aim of the article is to verify the effectiveness
of influencer marketing by local producers in relation
to different generations of consumers. The research
was conducted in March 2025 on a sample of 522
respondents. The basic research method was a CAWI
guestionnaire survey. Three research questions and
five hypotheses were formulated. It was found that 1)
Influencer marketing is a relevant communication
activity for local producers, as the share of
respondents following influencers who promote
products from local producers is more than 50%; 2)
When it comes to identifying the impact of influencer
marketing on the purchasing decisions of individual
generations of customers, it is not possible to
formulate a universal conclusion, as when making
purchasing decisions, less than 50% of Generation X
respondents are affected by influencers who promote
products from local producers; more than 50% of
Generation Y and Generation Z respondents are
affected by influencers who promote products from
local producers; 3) There is a statistically significant
relationship between the age of respondents and the
preferences of the field of promoted local products,
as Generation Z exactly prefer cosmetics as the
promoted local products.
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As for generations X and Y, they prefer food and
clothing. The theoretical contribution of the findings
lies in enriching the current state of knowledge in the
field of influencer marketing opportunities for
marketing support for local producers. The original
global approach to this communication activity is
thus extended to specific smaller-scale market
constructs. This finding creates a need to revise
specific patterns of influencer marketing application
in order to create functional optimisations for its
implementation in the conditions of local producers.
The barriers to further research in this area lie
primarily in the regional nature of the research,
which is a barrier to universal conclusions about the
applicability of influencer marketing in the
marketing practice of local producers. Therefore,
while the importance of influencer marketing in
supporting local producers has been demonstrated in
the Slovak Republic, it is not possible to generalise
this statement. It can be assumed that this will also
apply in countries with a comparable psychographic
customer profile and level of maturity of individual
components of the macro environment. On the other
hand, especially with regard to the socio-economic
specifics of the profiling of Generation X and the
older part of Generation Y, where influences existed
in the countries of the former Eastern Bloc that
caused the specificity of generational profiles
compared to the rest of the world.
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