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ABSTRACT
Influencer marketing has gained immense
popularity over the past vyears. Many

organizations rely on social media influencers to
promote their brands and reach out to target
consumers. Academic research on influencer
marketing is expanding rapidly and provides a
greater understanding of how influencer
marketing influences customers and thereby
facilitate electronic word of mouth. Given the
importance of social media influencers in the
marketing literature and the fact that this study
area is continuously evolving, a detailed and
critical review of existing research on this issue
is much needed. The main objective of the
present study is to perform a methodological
review on influencer marketing and electronic
word of mouth. The review has been undertaken
from the period of 2010 to 2022 based on 47
articles retrieved from the Scopus database.
Descriptive analysis was carried out in order to
get insights on the background of the studies in
the sample. The study deploys coding process
pertaining to methodological choices giving
emphasis on, research design, sampling
techniques, data collection methods, variable
measurements, validity and reliability measures,
and data analysis techniques. Conclusively,
recommendations for future research are
provided to shed light on unexplored realms
pertaining to context and methodology on
influencer marketing.

1. INTRODUCTION

In the recent times, one of the profound
consequences of social media is the impact it has
created on business organizations. Virtual
marketspace is enjoyed by large variety of
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organizations as opposed to traditional
marketplace. In an era where consumers are
attracted to various social media networks, this
has become a point of paramount significance to
brands in devoting their marketing strategies
towards this domain where vast audience can be
reached (Campbell & Lawrence, 2015). As
defined by Kaplan and Haenlein (2010), social
media is internet-based applications built on
Web 2.0 technology that allows participants to
create and share user-generated content. Modern
businesses largely consider social media as a
promising platform of conducting their
promotional activities that allow effective
communication with target customers (Popp &
Woratschek, 2016; Harrigan et al., 2017).
Hence, social media is deemed to be possibly
heralding a paradigm shift in marketing (Hanna
etal., 2011).

Social media platforms offer various ways for
the organizations to connect with their
customers which does not require greater
financial investment (Michaelidou et al., 2011).
Consumers are able to navigate through social
media in order to browse for products and go
through reviews before stepping into the
physical store. By the time consumers reach the
post-purchase stage, they have acquired their
own experience after having completed the
consumption (Caru & Cova, 2003). Before the
existence of social media, post-purchase
behavior of consumers was shared with limited
circles. Anderson (1998) studied the word-of-
mouth behavior of consumers between private
parties among the people known to them.
Findings revealed that word of mouth behavior
of extremely dissatisfied customers is greater
than highly satisfied customers. Accordingly,
word of mouth communication allows
customers to exchange information and
opinions that steer other potential customers
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towards or away from brands (Hawkins et al.,
2004).

Customers can evangelize their own experience
to more and more customers by using various
social media platforms (Hudson et al., 2016).
Seminal work of Fournier (1998) influenced
marketing literature to examine the bond
between consumers and their brands. Ghani &
Tuhin, (2018) reviewed the evolution of
consumer brand relationship research. The
authors pointed out that brand evangelism as a
relatively new construct that has been employed
to study consumer brand relationship. Fan pages
in different social media networks enable the
community members to share their ideas and
express themselves freely. Hence, organizations
focus on rewarding and praising such fans to
further promote interactions (Hsu, 2019). To
exploit this to a greater potential, nowadays
brands tend to join hands with social media
influencers (SMI) to promote and review
products (Evans et al., 2017).

SMiIs represent a new type of independent third-
party endorser who shape audience attitudes
through blogs, tweets, and the use of other social
media” (Freberg et al., 2011, p.90). Influencers
form deeper psychological attachments with
their followers by sharing content that may seem
personal and predominantly revolves around
their interests and life styles mainly in terms of
beauty, fashion and travel (Audrezet et al., 2020;
Ki et al., 2020; Tafesse & Wood, 2021).
Influencers are more likely to be micro-
celebrities who may involve in advocating
products and services through paid sponsorships
by collaborating with various brands, providing
opinion (Senft, 2008 as cited in Martinez-Lépez
et al., 2020). SMIs being opinion leaders must
ideally upload original content in order to be
perceived as distinct by their current and
potential followers (Casal6 et al., 2020).
Accordingly, SMIs' narrative strategies would
enable eWOM in online platforms where
customers too can interact sharing their ideas
and opinions (Zhou et al., 2021a).

Over the recent years, both conceptual and
empirical studies have contributed to influencer
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marketing literature. However, studies on SMIs
predominantly focusing on systematic literature
review came into light in 2019. Sundermann and
Raabe (2019) reviewed literature on SMis for
strategic communication considering the
research papers published between 2011 — 2018,
which gave many insights to subsequent studies.
This was further comprehended by De Veirman
et al. (2019) where the focus was on how
influencer marketing targets young children.
Influencer endorsement in travel and tourism
sector was undertaken by Nafi and Ahmed
(2019) and Sesar et al. (2021). Moreover,
Hudders et al. (2021) searched the Scopus
database from 2018-2022 and opened up future
research directions on strategic use of social
media influencers. Many other scholarly work
on bibliographic review pertaining to influencer
marketing give insights to the value and the use
of influencer endorsement (De Veirman et al.,
2019; Abhishek & Srivastava, 2021; Vrontis et
al.,, 2021; Ye et al., 2021; Kanaveedu &
Kalapurackal, 2022; Tanwar et al., 2022). The
purpose of the current study is to extend the
knowledge on methodological discussion via
systematic literature review in order to offer a
glimpse of how prior research studies in the field
of influencer marketing have progressed.
Particularly, the present study aims to explore
the scientific research papers published focusing
on the research question, "what is the impact of
influencer marketing on electronic word of
mouth?”, since the earlier reviews seldomly
focused this research area.

2. METHODOLOGY

The present study followed the procedure
proposed by Parahoo (2006) as cited in Dakduk
& Gonzélez (2018). In developing the search
string, edited checklist of O’Brien and Mc
Guckin, (2016) was followed. Pertaining to the
research question, search string was developed.
Initially focused the key word, "social media
influencers" and then identified the mostly used
synonyms. Subsequently, focused on the other
part of the research question, "electronic word
of mouth" and related terms were identified.
BOOLEAN operators OR was used to
separating the keywords while AND was used
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to combine the search string. The following
search string was developed accordingly.

("Influencer" OR "Influencer marketing” OR
"Social media influencers" OR "Influencer
endorsement”) AND ("Electronic word of

mouth" OR "Word of mouth” OR "Brand
evangelism'™)
2.1. Inclusion and Exclusion Criteria

The search was performed in Scopus database
available in the Plymouth University library,
using the search string developed. Previous
review papers in the area of influencer
marketing included only the research papers of
indexed journals (Vrontis et al., 2021,
Kanaveedu & Kalapurackal, 2022). Hence, the
present study also limited the review to the
journal articles listed in Scopus database. The
initial results generated 147 articles. Inclusion
and exclusion criteria were included to obtain
the most relevant articles. The articles published
between 2010-2022 were given prominence as
prior researchers too have established that most
of the research based on influencer marketing
came into light after 2010 (Vrontis et al., 2021;
Tanwar et al., 2022). Among the search results
generated in Scopus database, 9 articles were
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published prior to 2010 were
narrowing down to 138 articles.

removed,

Studies Excluded
Database Search - Published before 2010 (1 =9)
(SCD}J“SiDaijlbaSe) - Books, Beook chapters and
(@=147) conference papers (n=31)
I - Articles not published in English
languages (n=1)
---------- > Unavailability of access to full
papers (n=13)
h 4
Articles Screened
(Title and Abstract review)
(n=191) Studies Excluded
_________ - Systematic literature reviews and
concept papers (n=73)
4 - Irrelevant articles (n.= 28)
Articles A d
(Full text review)
(0= 38)
Studies Excluded
l --------- -
- Irrelevant articles (n=11)
Final Sample
n=47)

Figure 1: search strategy (Source :Author)

The database results were further delimited
using exclusion criteria. Only the reviewed
journal papers were considered excluding
books, book chapters and conference papers.
Review papers and conceptual papers were
excluded since the present study is a
methodological review, thus giving emphasis on
empirical research. Exclusion criteria based on
language were also applied such that only those
journal papers published in English language
were considered.  After incorporating the
inclusion and exclusion criteria, 47 were
included as the final number of articles
(AlFarraj et al., 2021; AlRabiah et al., 2022;
Arenas-Marquez et al., 2021; Azim & Nair,
2021; Barbe et al., 2019; Bergel & Brock, 2019;
Casais & Gomes, 2022; Chen et al.,, 2017;
Chopraetal., 2021; Dalla-Pria & Rodriguez-de-
Dios, 2022; Dwidienawati et al., 2020; Garcia-
de-Frutos & Estrella- Ramoén, 2021; Gkritzali et
al., 2020; Grigsby & Skiba, 2022; Han, 2019;
Hess et al., 2022; lacobucci & De Cicco, 2020;
Jiang & Park, 2021; Jiménez-Castillo &
Sanchez- Fernandez, 2019; Ki & Kim, 2019;
Konstantopoulou et al., 2019; Kristensen, 2021;
Leetal., 2018; Lee etal., 2022; Liu et al., 2022;
Lopez et al., 2022; Lou et al., 2020; Loureiro et
al., 2021; Morton, 2020; Muda & Hamzah,
2021; Oraedu et al., 2021; Petrescu et al., 2018;
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Pornsrimate & Khamwon, 2021; Pozharliev et
al., 2022; Sanchez-Fernandez & Jiménez-
Castillo, 2021; Rosara & Luthfia., 2020; Sands
et al., 2022; Saville et al., 2020; Schwemmer &
Ziewiecki, 2018; Silva & Campos, 2019;
Sharma & Bumb, 2022; Shen, 2021; Simay et
al., 2022; Taillon et al., 2020; Verma, 2013;
Wang et al., 2022). Search strategy results with
inclusion and exclusion criteria being applied
are summarized in Figure 1.

3. ANALYSIS AND RESULTS

3.1. Descriptive analysis

It is crucial to map the literature on SMIs using
descriptive analysis in order to capture patterns,
strengths and shortcomings of previous studies
(Vrontisetal., 2021; Ye etal., 2021; Kanaveedu
& Kalapurackal, 2022). Hence, the descriptive
analysis was carried out in order to obtain an
overall picture on the selected articles for the
methodological review. Accordingly, data in
terms of year of publication, journal in which
the article has been published, number of
citations, geographic coverage, social media
platforms studied were presented descriptively.
3.1.1.  Year of Publication

In conformance with prior studies (Kanaveedu
& Kalapurackal, 2022; Vrontis et al., 2021),
search results of the present study too depict that
greater majority of articles have been published
after 2017 giving evidence to the novelty of the
research area. Accordingly, 62% (n=29) of the
research publications in the sample out of the

Pyublicatal

%umber of

Year of Publication
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total of 147 articles, have been published in
2021

Figure 2: Publications based on the year Source:
Author

and 2022. Figure 2 illustrates the number of
articles based on the year of publication.
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% of Publications
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Figure 3: Social media platform

3.1.2.  List of Journals

In order to obtain a clear picture of the journals
on which the selected articles have been
published, the information is summarized in
Appendix 1. Majority of the articles have been
published in the marketing related journals
(51%, n=24). In addition, remaining articles in
the final sample are from journals in the fields
of  information  management, general
management, logistics and  psychology.
Moreover, few articles have been published in
tourism related journals. Hence, the empirical
studies on social media influencers are not
confined only to marketing literature rather
deemed attractive across many disciplines.
3.1.3.  Social media platforms

Since influencer marketing takes place on social
media, the type of social media platform
considered by prior researchers is worth
analyzing. In the current sample of articles, 38%
(n=18) have not relied on a specific social media
platform as such. However, 21% (n=10) of the
articles have studied Instagram whereas similar
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results were also revealed in previous
bibliographic reviews in the area of influencer
marketing (Vrontis et al., 2021; Kanaveedu &
Kalapurackal, 2022). Instagram is identified as
one of the most popular networking sites when
it comes to social media marketing as it largely
facilitates electronic word of mouth, thus widely
being used by influencers as well (De Veirman
et al., 2017). Among the articles studied
influencer endorsement through blogs. Multiple
platforms have been considered 9%

(n=4). Analysis also revealed that, Weibo and
WeChat were the social media platforms that
were

widely taken into consideration in the research
conducted in China. Figure 3 graphically

represents the various social media platforms
being studied in research papers under
consideration.

considered for the review 11% (n=5) have
considered YouTube and similar number has

3.1.4. Country

In terms of the geographic coverage of the
studies in the sample, the United States of

USA
No Indication  e———————
China EE————
Multiple countries e — ——
Indonesiz  ——
Italy —
Malaysia  m—
Spain  m—
Germany —
Portugal
Narway
Thailand
Nigeria
Ireland
Jordan
Greece
Mexico
Saudi Arabia
Brazil
Vietnam

Country

(=]

2 4 6 8 10

Number of Publications
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America (USA) has been mostly examined. In
seven studies, the country is not specified,
whereas five studies focused on multiple
countries. One such study includes USA and
India, which is the only considered in the
empirical studies in the sample are shown in
Figure 4.study being conducted in

South Asian context. Detailed description on
different countries

3.2. Content Analysis and coding

he content analysis and coding process was
adopted to facilitate the methodological review.
Due to inadequate methodological reviews
available among the extant literature in the area
of influencer marketing, content analysis and
the coding process stated by De Alwis and
Hernwall (2021) was followed as it was a
methodological paper which gave valuable
insights to the process. Accordingly, coding
process was carried out giving emphasis on
research design, sampling techniques, methods
of data collection, variable measurement,
validity and reliability, and data analysis
methods.

3.2.1. Research design

The research design lays down the blueprint of
concerning data collection, measurement and
analysis to answer the research questions
(Sekaran & Bougie, 2016). Present study
undertakes the review pertaining to the research
design based on the research onion introduced
by Saunders et al. (2019). First and foremost, the
methodological choice of the research studies
was coded as qualitative, quantitative or mixed
methods. Among the review articles of this
study 32 out of 47 articles (68%) have employed
quantitative approach while 23% (n=11) have
used qualitative approach in their research
design. Moreover, 9% (4 articles) have used
mixed methods as the methodological choice.

Secondly, research strategy employed in the
selected research papers was identified and
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coded. Such strategies can be mainly identified
as  experiment, survey, archival and
documentary research, case study, ethnography,
action research, grounded theory and narrative
inquiry (Saunders et al., 2019). The research
strategy, survey method is not confined only to
structured questionnaires but may also include
other survey instruments such as interviews and
structured observations (Sekaran & Bougie,
2016). The majority of the research articles
being reviewed for the present study have
undertaken surveys as the research strategy
(45%, n=21).

Experimental design has been undertaken by 12
articles (26%). Among the articles in the
sample, two papers specifically mentioned as
exploratory studies. Moreover, case study
research strategy has been adopted by one
article while mixed strategies were followed by
three research papers (6%). One of the articles
that used mixed research strategies relied on
both grounded theory and survey while other
two papers followed survey and analysis on blog
posts. In addition, six other articles (13%) also
focused on such various social media platforms'
content, which is likely to have adopted archival
and documentary research strategy. Among the
articles under consideration, two papers have
stated that the authors adopted netnography.
According to Saunders et al. (2019),
ethnographic approach which studies people in
online or virtual communities is known as
netnography or online ethnography. As far as
the time horizon is concerned, almost all the
papers in the sample have used cross-sectional
approach.

3.2.2.  Sampling Techniques

Sample is vital to draw conclusions that are
generalizable to population (Sekaran & Bougie,
2016). In the present methodological review,
coding process revealed that both probability
and non-probability sampling methods were
employed by the authors of the articles. Most of
the reviewed studies have not mentioned any
sampling technique followed (43%, n=20).
Purposive sampling has been used in 32% of the
articles (n=15). Four research papers (9%) have
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mentioned that the authors used convenient
sampling. Two papers reported having
employed snowball sampling technique out of
which one study is a quantitative study.
Moreover, only four studies appear to have used
probability sampling methods. Such methods
include systematic random sampling, stratified
random sampling and simple random sampling.
Three studies have mentioned multiple
sampling techniques. One such study is a mixed
method study that used convenient sampling and
snowball sampling. The other two research
papers mentioned purposive and snowball
sampling.

3.2.3. Data Collection Methods

Based on the data collection techniques, studies
are broadly categorized into mono method
quantitative study, multi- method quantitative
study, mono method qualitative study and multi-
method qualitative study (Saunders et al., 2019).

30 research papers in the sample (64%) have
used questionnaires to collect data which is
mono method quantitative while 6% (n=3)
employed semi-structured interviews to collect
data. Further, nine studies (19%) collected data
from social media content. In addition, five
studies employed mix methods in data
collection. Such mixed methods include, text
collection through grounded research and
questionnaire, social media content and
interviews, social media content and
questionnaire, interview and observations
depicting the variety of mix methods have been
employed in data collection.

3.2.4. Variable measurements

Researchers use a set of measurements or rating
questions in order to infer the presence of a
construct, which are then merged into a scale
that measures the construct (Saunders et al.,
2019). In line with De Alwis and Hernwall
(2021), following codes were adapted to analyze
the variable measurements incorporated in the
studies under consideration: existing scales,
existing scales adapted and new scales
developed. All the 30 studies which collected
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data via questionnaires have adapted existing
scales. In addition, two more studies which used
mixed method research design that contain
questionnaires too have adapted existing scales.
Accordingly, 32 (68%) studies in total have

adapted existing scales. None of the studies in
the sample focused on scale development.
3.2.5. Validity and Reliability
Validity of the questionnaire is vital as it ensures
that the data is collected accurately which would
actually measure the concepts that are intended
to be collected by the researcher. Moreover,
reliability refers to the consistency, meaning
whether the respondents would consistently
interpret questions in a similar way (Saunders et
al.,, 2019). Among the studies in the sample,
49% (23 articles) have stated validity measures
whereas 51% (24 articles) have not mentioned
any information regarding validity tests being
carried out. As for the reliability tests, 55%
(n=26) have reported reliability tests being
conducted prior to proceeding with other
analysis methods, whereas 45% (n=21) have not
reported any reliability tests.

Cronbach's alpha is a popular internal reliability
test. It computes the average of all potential
split-half reliability coefficients (Bryman,
2012). Analysis revealed that 21 studies out of
the 32 quantitative studies in the sample (66%)
have undertaken Cronbach’s alpha as the
reliability test. 16 studies have used composite
reliability (CR) along with Cronbach’s alpha in
terms of presenting reliability results, whereas
one study has tested composite reliability alone.

Majority of the quantitative studies (17 out of
32) which accounts to 53% have undertaken
convergent validity and discriminant validity in
order to validate the scale. Moreover, seven
studies have incorporated Confirmatory Factor
Analysis (CFA) to further test the validity.
These seven studies have employed covariance
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based structural equation modelling (SEM) as
the data analysis technique.

3.2.6. Data Analysis

Coding was undertaken for different data
analysis techniques employed by the studies in
the sample. As for the quantitative studies, 16
out of 47 articles (34%) have employed
structural equation modelling. Predominantly
the studies which have adopted experimental
research design have used analysis techniques in
terms of ANOVA, ANCOVA, MANOVA and
MANCOVA. Specifically, 9% (n=4) of the
studies have used ANOVA, while other three
techniqgues (ANCOVA, MANOVA and
MANCOVA) have been employed by one study
each. Moreover, three studies (6%) have
employed multiple regression analysis, while
two studies have used t-test. In addition, one
study each have reported to analyze data using
Chi-Square, Sentiment analysis and path
analysis.

As for the analysis techniques of qualitative
studies, majority of articles revealed content
analysis as the data analysis technique (n=4,
9%). Moreover, three articles (6%) have
employed thematic analysis while one study has
used matrix approach. Furthermore, three
studies have used multiple analysis techniques
which include: content analysis and discourse
analysis, semiotic analysis and rhetorical
analysis, thematic analysis and content analysis.
The four studies which used mixed method as
the research design employed mix of qualitative
and  quantitative  analysis  techniques.
Accordingly, one study used ANCOVA and
thematic analysis, another study used fuzzy-set
qualitative ~ comparative  analysis  and
configuration analysis, another study employed
content analysis and path analysis while the
other mixed method study used content analysis

and inferential statistics as the analysis
techniques.
4. DISCUSSION

In terms of the research design, methodological
choices of the articles were studied. Findings
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revealed that most of the studies on influencer
marketing  reported to have followed
quantitative research designs, which s
consistent with previous systematic literature
reviews in the area of influencer marketing
(Kanaveedu & Kalapurackal, 2022; Vrontis et
al., 2021). Hence, it is apparent that previous
researchers have given more emphasis on theory
testing rather than focusing on theory building
via qualitative approaches.

4.1. Quantitative designs

Findings revealed that the majority of the
studies in the sample have undertaken surveys
as the research strategy. This particular strategy
is often used in business research, as it enables
the researchers to collect both guantitative and
qualitative data over many types of research
questions (Sekaran & Bougie, 2016). According
to the findings, most commonly used survey
strategy is questionnaires. As the study area is
into social media marketing, mainly online
surveys have been used in data collection. Out
of the quantitative studies, only two studies
followed different methods to collect data apart
from questionnaires. One such study conducted
by Arenas-Marquez et al., (2021) employed
behaviour approach and peer-nominated
approach on the website content. Moreover,
another quantitative study authored by Garcia-
de-Frutos and Estrella-Raman, (2021) collected
data from YouTube content (humber of
subscribers, number of videos and number of
views). The studies which have employed
questionnaires to collect data have adapted
existing scales while giving due credits to the
original authors. Process of scale development
is surely time consuming. Rather than
developing own scales researchers often adapt
existing scales unless and otherwise research
objective is to develop a scale (Saunders et al.,
2019).

Interestingly, 12 articles in the review have
followed  experimental research  design
(AlRabiah et al., 2022; Hess et al., 2022; Dalla-
Pria & Rodriguez-de-Dios, 2022; Sands et al.,
2022; Pozharliev et al., 2022; Grigshy & Skiba,
2022; Lee et al., 2022; Lopez et al., 2022; Jiang
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& Park, 2021; Lou et al., 2020; Dwidienawati et
al., 2020; lacobucci & De Cicco, 2020). Among
these experimental studies in the sample, 11
articles are quantitative studies while one article
has been carried out as a mixed method
research. True experiments are not really
common in sociology, although they are used in
allied fields of study such as psychology and
organizational studies. Experimental research is
widely used as a yardstick because it instills
confidence in the robustness and dependability
of its results and is high in terms of internal
validity (Bryman, 2012). Most of the studies
included in the review developed fictitious
brands or social media pages and posts for the
experimental purpose. Kanaveedu &
Kalapurackal (2022), stated that influencer
marketing literature would benefit from more
experimental studies ideally embedding real
world scenarios of influencers and the content
posted by them.

As per the review results, cross-sectional
research design is commonly followed as the
time-horizon where data collection is limited to
a single point in time. This is in conformance
with previous reviews in the area of influencer
marketing (Kanaveedu & Kalapurackal, 2022;
Vrontis et al., 2021). Authors further stated that
longitudinal studies are important because they
may follow consumer behaviour when exposed
to influencer marketing at various times and
trace the many stages that the connection
between influencers and audiences go through
over time. Nevertheless, longitudinal studies are
more time consuming compared to cross-
sectional studies, well-planned longitudinal
studies would enable to identify cause-and-
effect relationships in before and after scenarios
(Sekaran & Bougie, 2016).

The extent to which the sample represents the
population, and the generalizability is a concern
in research whereas positivistic research views
this as a strength in quantitative studies.
However, majority of the studies in the sample
have used convenience sampling technique
which is a non- probability sampling method.
However, non-probability sampling is often
criticized for elements not having equal chance
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of being selected for the sample and high degree
of biasness. Nevertheless, criticisms associated
with non- probability sampling techniques, non-
availability of proper databases lead to
continuing use of these techniques. When using
convenience sampling in such circumstances,
researchers should take attempts to make the
sample representative as much as possible
(Edgar & Manz, 2017).

Given the fact that, most of the questionnaires
have adapted existing scales when developing
the questionnaires, ensuring validity and
reliability is vital to further ensure that
questionnaire fits into the context. Almost half
of the research studies considered in the sample
have clearly stated validity and reliability tests
being undertaken. Most commonly used
reliability test is the Cronbach’s alpha while
Exploratory Factory Analysis (EFA) and
Confirmatory Factor Analysis (CFA) have
widely been employed as the validity tests.
Analysis also revealed that articles which have
employed structural equation modelling have
tested the wvalidity and reliability of the
constructs. In terms of data analysis, various
quantitative methods have been employed.
ANOVA, ANOCA, MANOVA, MANCOVA
are commonly used analysis techniques in
studies with experimental research designs.
Interestingly, SEM is also being given
prominence among the studies being reviewed.
Among the 16 articles that employed SEM, 10
studies have used Covariance based SEM using
AMOS software while six studies have used
PLS-SEM using Smart PLS. These studies have
mostly included mediator and moderator
variables in conceptual framework thus, used

SEM as it facilitates examining multiple
relations.
4.2. Qualitative designs

The findings of the current review revealed that
11 out of 47 studies have employed qualitative
research design. Qualitative studies often related
to interpretivism approach as it requires the
researchers to make sense of the subjective and
socially created interpretations on the
phenomenon (Saunders et al., 2019). Certain
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qualitative studies have focused on survey as
research strategy in which the data collection is
based on interviews. Among the qualitative
studies in the sample, three studies have
mentioned netnogrpahy as research strategy
(Casais & Gomes, 2022; Silva & Campos, 2019;
Zhou et al., 2021). The ethnographic approach
when related to online context is termed as
netnography and this is also used along other
synonyms in terms of, online ethnography,
webethnography, virtual ethnography and
mobile  ethnography  (Bryman,  2012).
Accordingly, Casais and Gomes (2022)
mentioned that netnographic method is more
appropriate when  undertaking  studies
concerning deep analysis on online context. The
authors also studied the bloggers based on blog
post content.

Most of the qualitative studies in the review
have followed purposive sampling alone or
combined with another sampling technique such
as snowball sampling. Purposive sampling is
used by researchers when the information has to
be obtained from specific target groups rather
than from those respondents convenient to the
researchers (Sekaran & Bougie, 2016). In terms
of data collection, qualitative studies commonly
depended on semi-structured interviews other
than the netnographic research studies which
were predominantly focusing on social media
content.

Validity and reliability are widely considered in
quantitative studies. However, the qualitative
study of Zhou et al. (2021) stated validity and
reliability measures. Accordingly, authors have
ensured intra-coder reliability and as for validity
of dimensions, descriptive validity, interpretive
validity and theoretical validity were
undertaken. Moreover, analysis of the
qualitative studies was enriched by thematic

analysis, content analysis and discourse
analysis.
4.3. Mixed methods design

Nevertheless, the novelty of the research area,
inductive studies remain scarce to date.
Moreover, studies which conducted mixed
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methods approach were seldomly found within
the sample of articles, whereas only five studies
have carried out mixed methods research
design. However, mixed methods research is
becoming more popular and acceptable means
of doing social research (Bryman, 2012).
Further confirming this, Abhishek and
Srivastava (2021) stated that there is a need to
carry out mixed method research in the area of
influencer  marketing. Embedding  both
qualitative and quantitative would enable to gain
more detailed insights and generalizations
(Vrontis et al., 2021).

5. CONCLUSION

Popularity of influencer marketing has drawn
the attraction of organizations, customers as
well as the academia. The present study
provides an overview on methodological review
of previous literature in the area of influencer
marketing and electronic word of mouth.
Findings reveal methodological gaps and
provide directions to the future research. Extant
studies are predominantly based on deductive
research approach whereas theory building can
be undertaken in the area influencer marketing
given the novelty of the research area.
Moreover, studies can embed mixed methods
employing both quantitative and qualitative
methods.

Future qualitative studies may focus on
grounded theory, which was seldomly used in
the sample of articles, whereas content analysis
was commonly used. Netnographic research
design is another emerging area which can be
used in further research. The review also
revealed that quantitative studies based on
questionnaires adapted existing scales, thereby
drawing attention to the need to develop more
scales in the context of influencer marketing.

The use of more rigorous sampling techniques
should be given attention by the future
researchers as vast majority of quantitative
studies have relied on convenience sampling
technique. Findings also revealed the
inadequacy of longitudinal studies being carried
out related to influencer marketing. Future
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research specially undertaking experimental
research may rather focus on longitudinal time
horizons rather than cross-sectional.

Moreover, it was also revealed that research on
influencer marketing is mostly centered in
developed countries. Minimum number of
studies have been conducted in South Asian
context, which is another eye opener to expand
the geographical coverage of influencer
marketing research.

The present systematic review possesses some
limitations. The study was limited only to the
Scopus database and excluded books, book
chapters and conference proceedings. Language
concern is another limitation, whereas only the
articles published in English language were
taken into consideration. Nevertheless, the
present study provides some valuable insights
and directions towards further research in
influencer marketing literature.
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