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Abstract

Influencer marketing (IM) has steadily grown in the past decade as a strategy utilised by digital
marketers for spreading brand messages with the help of social media influencers (SMIs). The
present study addresses the role of IM based on different constructs identified from literature
and theories. A systematic literature review was conducted with the help of content analysis
(TCM approach) and bibliometric analysis to understand the latest research front of IM.

It was found that more established research was needed to understand the impact of digital
consumers’ exposure to online content, their persuasion knowledge, their interaction with SMI
content and the experience of the SMI recommendations. This formed the basis of the first
research objective, where the social media usage pattern, past knowledge of SMI content,
digital consumer interaction, and experience with SMIs were identified.

Literature indicated that the two primary goals of IM effectiveness were behavioural intention
to spread eWOM about SMI content and impact on purchase intentions. However, more
exploration was needed to uncover the factors and their inter-relationships impacting these end
goals of IM. Additionally, it was examined that there is a lack of application of theories and
models to study the effectiveness of IM goals of brand awareness and impacting purchase
intention. Hence, the present study utilised a theoretical basis while forming the two proposed
models connecting different constructs. The effect and interrelationship of the constructs of
each of the two models were examined by the statistical analysis for this study in objectives
two and three respectively.

Specifically, the first model investigated role and effects (direct and indirect) of cause of social
media usage, consumer distrust, need fulfilment and persuasion knowledge towards the
behavioural intention of the digital consumer. Model 1 involved mediator roles of need
fulfilment and persuasion knowledge. The results indicated that need fulfilment mediates two

relationships between consumer distrust and behavioural and between persuasion knowledge
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and intention to spread eWOM. The second model investigated the role and effects (direct and
indirect) of credibility of source (SMI), engagement, the effectiveness of SMI content, digital
consumer attitude towards SMI and parasocial interaction towards purchase intention of the
SMI.

Model 2 investigated the mediating roles of engagement and effectiveness of SMI between the
credibility of the source and digital consumer attitude and that of parasocial interaction between
the credibility of the source and purchase intention. Based on the synthesis of the research
findings, this study gives detailed insights which are likely to play a role in impacting the two
IM goals under study. Furthermore, the results of this study are expected to broaden the
application of different theories and models when applied to IM. Practically, the present study
presents propositions and recommendations for digital marketers for effective 1M-based

campaigns and collaborations.
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