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ABSTRACT 

This study presents a systematic literature review (SLR) examining the evolving role of social media 

influencers (SMIs) in e-commerce marketing. Drawing from peer-reviewed publications between 

2013 and 2024, the review synthesizes current knowledge on how influencer credibility—defined by 

trustworthiness, expertise, and authenticity—affects consumer behavior, brand engagement, and 

purchase intention. The findings reveal that influencers serve as strategic agents who foster 

emotional resonance and brand loyalty through personalized, relatable content. However, 

challenges surrounding ethical disclosure, algorithmic bias, and performance measurement remain 

prevalent. This review highlights the need for ethical marketing practices and proposes future 

research directions involving AI-based analytics and cross-platform effectiveness. By bridging 

conceptual insights with practical implications, this study contributes to a more nuanced 

understanding of influencer marketing’s strategic value in the digital economy. 
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1. INTRODUCTION  

The transformative influence of digital technologies has ushered in a new era for e-

commerce, reshaping consumer behavior and revolutionizing marketing strategies. As the 

global marketplace becomes increasingly digitized, traditional modes of brand 

communication are rapidly being supplanted by dynamic, interactive, and highly 

personalized forms of engagement (Ingriana, Hartanti, et al., 2024; Rolando, Cahyadi, et al., 

2024). One of the most prominent phenomena within this digital evolution is the rise of 

social media influencers—individuals who, through their online presence and content 

creation, wield significant sway over consumer decisions (Rolando, Rantetandung, et al., 

2024). This shift is not merely a byproduct of changing consumer preferences but reflects a 

more profound realignment in the marketing paradigm, wherein authenticity, peer 

recommendations, and experiential storytelling have supplanted conventional 
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advertisements as primary drivers of brand affinity and purchase intent (Ingriana, Gianina 

Prajitno, et al., 2024; Mulyono, Hartanti, et al., 2024). 

The ubiquity of internet access and the proliferation of digital devices have rendered 

online shopping an integral part of everyday life(Rolando & Ingriana, 2024). Geographic 

and temporal constraints have become less relevant as consumers can browse, evaluate, and 

purchase products at any time, from any location. As businesses endeavor to keep pace with 

this transformation, digital marketing strategies have become central to maintaining 

competitiveness and relevance. Social networks, particularly platforms like Instagram, 

YouTube, and TikTok, have become indispensable tools for brands seeking to foster direct 

and meaningful relationships with their customers. These platforms are characterized by 

their emphasis on visual storytelling, user engagement, and the viral potential of content—

attributes that are optimally leveraged through influencer partnerships (Maha et al., 2024; 

Mulyono, Ingriana, et al., 2024). 

In this digitally mediated commercial landscape, social media influencers have 

emerged as critical intermediaries between brands and consumers. Unlike traditional 

celebrities, influencers cultivate highly engaged communities by sharing content that aligns 

with their personal narratives, values, and lifestyles. Their effectiveness lies in their ability 

to generate trust and relatability—two pillars of influence that have been widely documented 

in marketing literature. Influencers are perceived not as distant endorsers, but as peers whose 

recommendations carry the weight of personal experience (Rolando, Nur Azizah, et al., 

2024). This perception significantly enhances the persuasive power of their content, 

rendering them uniquely effective in shaping consumer attitudes and behaviors. As studies 

have shown, influencers who exhibit high levels of trustworthiness, expertise, and 

congruence with their audience's interests are more likely to elicit positive responses and 

drive purchasing decisions (Rahardja et al., 2024). 

Despite their growing prominence, the strategic integration of influencers into e-

commerce marketing remains an area of both opportunity and uncertainty. While numerous 

studies have underscored the potential of influencer marketing to enhance brand visibility, 

foster consumer trust, and increase sales, the field is still grappling with a lack of theoretical 

coherence and methodological standardization (Ingriana, Chondro, et al., 2024; Karaniya 

Wigayha et al., 2024). The diversity of influencer types, content strategies, and platform 

dynamics introduces considerable complexity into efforts to measure and optimize campaign 

outcomes. Furthermore, the ethical dimensions of influencer marketing—particularly issues 

surrounding transparency, disclosure, and authenticity—have emerged as critical concerns 

for both scholars and practitioners (Rolando, 2024). 

In light of these developments, the present study undertakes a systematic literature 

review (SLR) to comprehensively examine the role of social media influencers in e-

commerce marketing. The decision to conduct a systematic review is rooted in the need for 

a methodologically rigorous synthesis of the fragmented and rapidly expanding body of 
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research on this topic. Systematic reviews offer a structured approach to evidence 

aggregation, allowing researchers to identify prevailing themes, assess the strength of 

existing evidence, and uncover gaps that warrant further investigation. By adhering to the 

Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) 

guidelines, this review seeks to enhance transparency, replicability, and analytical clarity. 

This review is motivated by several interrelated objectives. First, it aims to elucidate the 

specific roles that social media influencers play in shaping consumer behavior within the e-

commerce domain. This includes examining how influencers contribute to brand awareness, 

trust formation, purchase intention, and customer loyalty. Second, the review investigates 

the strategies employed by influencers and marketers to maximize engagement and 

conversion, such as the use of storytelling, audience targeting, and authenticity-based 

content curation. Third, it explores the ethical and regulatory challenges inherent in 

influencer marketing, including the need for disclosure, the risk of deceptive practices, and 

the implications of algorithm-driven visibility. Collectively, these objectives address the 

central research questions: (1) What roles do social media influencers play in shaping 

consumer behavior in the context of e-commerce? (2) What strategies are employed by 

influencers that contribute to e-commerce marketing success? (3) What are the challenges 

and ethical considerations associated with influencer-based marketing in digital commerce? 

The scope of this review is deliberately bounded to ensure focus and depth. Only 

peer-reviewed journal articles and academic conference proceedings published between 

2013 and 2024 were considered for inclusion. This timeframe captures the formative and 

developmental stages of influencer marketing while maintaining relevance to current 

industry practices. The review excludes non-academic sources such as blogs, editorials, and 

trade publications to preserve scholarly rigor. Moreover, studies that do not explicitly 

address the intersection of social media influencers and e-commerce marketing were omitted 

to maintain thematic coherence. The databases consulted include Scopus, Web of Science, 

Google Scholar, ScienceDirect, and Emerald Insight, with a carefully crafted search strategy 

employing Boolean logic to capture a comprehensive yet targeted set of results. 

The significance of this review lies in its potential to advance both academic 

understanding and practical application. For scholars, it offers a consolidated view of a 

diverse and interdisciplinary research landscape, identifying areas of consensus as well as 

divergence. It also highlights methodological trends and gaps, paving the way for future 

inquiries that are theoretically grounded and empirically robust. For practitioners, the review 

distills actionable insights into how influencer partnerships can be strategically managed to 

enhance brand outcomes, mitigate reputational risks, and navigate the complex ethical 

terrain of digital marketing. In an era where consumer trust is both fragile and foundational, 

the ability to harness influencer credibility effectively may well determine a brand's success 

or failure in the online marketplace. 
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The findings of this review are particularly timely given the ongoing evolution of 

digital consumption patterns and the increasing scrutiny of marketing practices in online 

spaces. Consumers are becoming more discerning, regulators more vigilant, and platforms 

more algorithmically opaque. Against this backdrop, a nuanced understanding of influencer 

dynamics is essential for crafting marketing strategies that are not only effective but also 

ethical and sustainable. Moreover, as emerging technologies such as artificial intelligence 

and augmented reality further disrupt traditional marketing models, the role of influencers is 

likely to expand and diversify in ways that are not yet fully understood. By providing a 

foundation for such forward-looking analyses, this review contributes to the ongoing 

dialogue on how best to navigate the opportunities and challenges of the digital marketing 

frontier. 

The structure of this paper is as follows. Following this introduction, the 

Methodology section details the systematic review process, including the search strategy, 

inclusion and exclusion criteria, data extraction techniques, and quality assessment 

procedures. The Results section presents the key findings from the reviewed literature, 

organized thematically to reflect the multifaceted nature of influencer marketing. The 

Discussion section contextualizes these findings within broader theoretical and practical 

frameworks, drawing connections between observed patterns and existing models of 

consumer behavior, marketing strategy, and digital ethics. Finally, the Conclusion 

summarizes the contributions of the review, acknowledges its limitations, and outlines 

directions for future research. Through this structure, the paper seeks to offer a coherent and 

comprehensive account of the current state of knowledge on social media influencers in e-

commerce marketing, while also charting a path for ongoing scholarly and practical 

engagement  

2. RESEARCH METHOD 

2.1 Research Design 

This study adopts a Systematic Literature Review (SLR) approach grounded in the 

PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) 

framework to ensure methodological transparency and reproducibility. The aim is to 

synthesize academic findings on the influence of social media influencers (SMIs) within the 

context of e-commerce marketing, especially in relation to consumer behavior, influencer 

credibility, and digital marketing outcomes. The SLR method is chosen to provide an 

evidence-based, structured overview of existing studies, identify prevailing themes, and 

highlight theoretical and empirical research gaps. 

2.2 Literature Search Strategy 

A rigorous search protocol was implemented across multiple academic databases—

Scopus, Web of Science, Google Scholar, ScienceDirect, and Emerald Insight—to ensure 

comprehensive coverage. The search was limited to peer-reviewed journal articles and 

conference proceedings published between 2013 and 2024 to capture both foundational and 

recent advancements in the field. 
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Search strings were developed using Boolean operators (AND/OR) and keyword 

combinations such as "social media influencer" AND "e-commerce", "digital marketing" OR 

"online shopping" AND "consumer behavior", "influencer marketing" AND "purchase 

intention". Wildcard symbols were used to capture term variations (e.g., “influenc*” to 

include influencer/influencing/influencers). Only articles written in English were 

considered. 

2.3 Inclusion and Exclusion Criteria 

Criteria Inclusion Exclusion 

Publication Year 2013–2024 Before 2013 or beyond 

2024 

Language English Non-English 

Article Type Peer-reviewed journal articles, 

conference proceedings 

Editorials, blogs, non-

academic reports 

Subject 

Relevance 

Marketing, Business, E-commerce, 

Communication Studies 

Irrelevant subject areas 

Full Text 

Availability 

Accessible Not accessible 

2.4 Study Selection Process  

The study selection followed a three-phase screening. The first one is initial screening 

where duplicate and obviously irrelevant titles were removed. Next, abstract review , articles 

were evaluated for alignment with research objectives. And last, full-text assessment, final 

eligibility was based on methodological rigor, relevance to influencer marketing in e-

commerce, and clarity of findings. The selection process was documented using a PRISMA 

flow diagram, recording the number of articles at each stage and the reasons for exclusion 

in the Figure 1 below. 
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Figure 1. PRISMA Flow 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3. RESULTS AND DISCUSSION 

3.1. Thematic Distribution of Influencer Marketing in E-Commerce 

Our systematic review identified three primary thematic clusters in the literature: (1) 

influencer credibility and consumer trust, (2) content strategies and audience engagement, 

and (3) ethical challenges and platform dynamics. These clusters reflect the multifaceted role 

of social media influencers (SMIs) in shaping e-commerce marketing outcomes. The 

evolution of research focus from basic endorsement effectiveness toward more complex 

constructs—such as parasocial relationships, algorithmic amplification, and digital 

authenticity—indicates a growing maturity in the field. 

The dominance of empirical studies (65%) using quantitative survey methods 

suggests that scholars prioritize measuring behavioral intentions and consumer perceptions. 

However, a growing body of qualitative research (28%) provides richer contextual 
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understanding of influencer-consumer dynamics. Mixed-method approaches remain 

underutilized, revealing a methodological gap and opportunity for future triangulation of 

insights. 

3.2. Influencer Credibility and Consumer Trust Formation 

Across the literature, perceived influencer credibility—encompassing 

trustworthiness, expertise, and attractiveness—emerges as the single most consistent 

predictor of consumer engagement and purchase intention. Influencers who are perceived as 

authentic and personally invested in the products they endorse are more successful in 

converting followers into buyers. Several emphasize the role of perceived similarity and 

relatability between influencer and audience in fostering trust (Tafesse & Wood, 2021a, 

2021b; H. Zhang, 2025). 

Trust acts as a mediating variable that links influencer characteristics with e-

commerce performance outcomes. Research also demonstrates that micro-influencers often 

outperform macro-influencers in niche markets due to higher engagement and perceived 

authenticity, despite their smaller follower base. This reflects a shift in influencer marketing 

strategy toward quality of influence over reach (Alboqami, 2023; Cheng & Wang, 2025; Y. 

Zhang et al., 2024). 

3.3. Strategic Content and Engagement Practices 

Influencer marketing success in e-commerce is closely tied to content strategy. 

Thematic findings highlight that the most effective campaigns leverage storytelling, 

interactive content, and audience co-creation. Influencers employ techniques such as behind-

the-scenes footage, unboxing videos, and time-limited offers to create a sense of urgency 

and authenticity (Chae et al., 2025; Griffin, 2024). 

Emotional resonance and narrative coherence are critical. Influencer posts that evoke 

positive affective responses are more likely to be shared and acted upon. Platforms with 

visual emphasis—such as Instagram and TikTok—are especially effective for promoting 

fashion, beauty, and lifestyle products. Research also indicates that influencers who maintain 

consistent messaging across channels enhance consumer memory and brand recall, leading 

to higher conversion rates (Moreno et al., 2024). 

3.4. Ethical Challenges and Platform Transparency 

Despite its effectiveness, influencer marketing faces growing ethical scrutiny. 

Several studies raise concerns about undisclosed sponsorships, misleading reviews, and 

algorithmic bias that skews visibility based on paid partnerships rather than merit or 

authenticity. Noncompliance with transparency guidelines (e.g., FTC, ASA) undermines 

consumer trust and creates reputational risks for both influencers and brands. 

Moreover, the phenomenon of fake followers and engagement manipulation 

continues to distort metrics and ROI assessments. This creates challenges for marketers in 

distinguishing genuine influence from artificially inflated reach. There is a pressing need for 

standardized reporting frameworks and third-party auditing tools to ensure accountability 

and trustworthiness in the influencer ecosystem. 

3.5. Implications for Business Performance and Marketing Strategy 

The review confirms that strategic influencer partnerships significantly contribute to 

brand visibility, consumer conversion, and loyalty formation in e-commerce. Particularly in 

highly competitive sectors, influencers serve as key opinion leaders (KOLs) whose 

endorsements shape product discovery and evaluation. Brands that co-create value with 
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influencers—rather than treating them as mere channels—benefit from more sustained and 

meaningful customer relationships. 

However, the studies also underscore the volatility of influencer-brand associations, 

where a misalignment in values or reputational scandal can rapidly reverse consumer 

sentiment. Long-term contracts, ethical vetting, and alignment of values are recommended 

to mitigate these risks. 

3.6 Influencer Credibility and Its Impact on Consumer Trust and Purchase Intention 

The analysis of the selected literature reveals that influencer credibility is the most 

critical factor in determining the success of influencer-driven e-commerce marketing. 

Credibility is commonly defined through three dimensions: trustworthiness, expertise, and 

attractiveness. Consumers are more likely to follow recommendations from influencers they 

perceive as honest, knowledgeable, and similar to themselves. 

Trust emerges not only as a facilitator of purchase intention but also as a key 

determinant of long-term brand loyalty. Research by Lou and Yuan (2019) found that trust 

mediates the relationship between influencer characteristics and consumer behavior. 

Furthermore, micro-influencers, despite having smaller follower bases, tend to generate 

higher engagement rates due to their perceived accessibility and authenticity. 

The importance of credibility is further emphasized in visual-centric platforms such 

as Instagram and TikTok, where parasocial interactions (i.e., one-sided emotional bonds) 

between influencers and followers often mimic real-life relationships. These interactions 

enhance consumer confidence and drive decision-making more effectively than traditional 

advertisements (Rajput et al., 2024; Ryan & Alversia, 2025). 

3.7 Strategic Content, Platform Dynamics, and Ethical Considerations in Influencer 

Marketing 

Beyond credibility, the strategic use of content by influencers plays a pivotal role in 

shaping consumer attitudes. Influencers who employ storytelling, user-generated content, 

and interactive features such as Q&A, live streaming, or polls demonstrate higher 

effectiveness in engaging followers. The literature consistently highlights that emotional 

appeal and relatable narratives strengthen consumer-brand connections. 

However, these benefits are accompanied by increasing concerns over ethics and 

transparency. Several studies report that a significant portion of influencer content lacks 

proper disclosure of sponsorship, potentially misleading consumers. Non-disclosure not only 

risks violating advertising standards (e.g., FTC and ASA guidelines) but also erodes 

consumer trust when uncovered. 

Additionally, the manipulation of engagement metrics (e.g., buying fake followers 

or using engagement pods) creates a distorted view of an influencer's actual impact. These 

practices challenge brands in accurately assessing ROI and necessitate the development of 

standardized measurement tools and verification platforms. 

The review also points to the role of platform algorithms in shaping the visibility of 

influencer content. Algorithms prioritize high engagement, which can incentivize 

sensational or inauthentic content. This reinforces the need for both influencers and brands 

to maintain ethical integrity while navigating these digital systems. 

4. CONCLUSION 

In the rapidly evolving domain of digital commerce, social media influencers have 

emerged as pivotal actors reshaping the dynamics of consumer-brand interactions. This 
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systematic literature review, grounded in the PRISMA framework, illuminates the 

multifaceted roles that influencers occupy in the e-commerce ecosystem—serving not 

merely as endorsers, but as credible, relatable, and emotionally resonant agents of 

persuasion. The review underscores that influencer credibility—anchored in trustworthiness, 

expertise, and authenticity—constitutes the most consistent determinant of consumer trust 

and purchase intention. 

Moreover, the integration of narrative-driven content strategies and interactive 

platform engagement reveals the importance of emotional connection and authenticity in 

fostering meaningful brand relationships. However, these opportunities coexist with ethical 

and operational complexities. Issues such as opaque sponsorships, algorithmic distortion, 

and engagement fraud present considerable challenges, requiring both regulatory vigilance 

and corporate accountability. 

Strategically, the findings advocate for a paradigm shift—from transactional 

endorsement models to value-aligned, ethically anchored partnerships. As e-commerce 

matures within a socially conscious and digitally mediated marketplace, the role of 

influencers must likewise evolve—embracing transparency, inclusivity, and long-term 

relational equity. For scholars, this review offers a roadmap to address methodological gaps 

and explore emerging intersections, particularly with technologies such as AI-driven content 

curation and augmented consumer experiences. 

Ultimately, navigating the future of influencer marketing demands a confluence of 

strategic insight, ethical foresight, and technological adaptability. In this convergence lies 

the potential to transform influencers from instruments of attention into architects of trust in 

a marketplace defined increasingly by values as much as value.   
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