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Abstract. In light of rising interest in research on influencer marketing, this paper aims to analyse the impact of in-
fluencer characteristics on consumer behaviour. The study was based on a systematic analysis of 127 peer-reviewed 
articles published or accepted from 2000 to 2021. The paper included 52 influencer characteristics classified into four 
categories: psychological, social, behavioural and demographic characteristics. The findings show that influencers’ psy-
chological characteristics, such as trustworthiness, expertise, and attractiveness, have been over-studied. However, re-
search gaps exist in the area of influencers’ social characteristics, such as envy and betrayal, as well as behavioural 
characteristics, such as facial expression, body language, speaking speed and sharing secrets. In addition, there is also a 
lack of research on the importance of demographic characteristics such as gender, age and ethnicity. 
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Introduction 

The wide adoption of social media has rapidly changed 
the ways in which marketing content is created, spread 
and received among users. Not only traditional celebri-
ties but also many social media users have gained online 
fame and become a source of advice for their followers. 
By sharing their interests, knowledge and opinions on 
social media platforms, they develop into social media 
influencers (referred to as influencers in this article) or 
micro-celebrities (Gaenssle & Budzinski, 2020). For an 
increasing number of brands, collaboration with influ-
encers has become an effective marketing tool and is re-
ferred to as influencer marketing (Hudders et al., 2020).

In parallel with business practices, influencers and in-
fluencer marketing have also drawn the growing interest 
of academics, especially since 2020. A number of literature 
reviews in this field have been published; Sundermann 
and Raabe (2019) reviewed the impact of influencers on 
strategic communication. Other reviews on influencer 
marketing have focused on consumer groups, such as 
youth (De Veirman et al., 2019), and on industries, such 
as travel (Nafi & Ahmed, 2019). Ye et al. (2021) conducted 
a thematic content analysis of influencer marketing, and 

Vrontis et al. (2021) systematically analysed the anteced-
ents, mediators and moderators of social media influenc-
ers’ impact on consumer behaviour.

Influencer characteristics have been broadly studied 
as independent variables, mediators, dependent variables 
and moderators, and have been proven to impact con-
sumer behaviour. For example, influencers’ attractive-
ness, expertise and trustworthiness are positively related 
to consumers’ trust in brands and purchase intention 
(Lou & Yuan, 2019; Weismueller et al., 2020). Influenc-
ers’ parasocial relationships with consumers (Sokolova 
& Kefi, 2020; Reinikainen et al., 2021) and influencers’ 
homophilic relationships with consumers (Lou & Yuan, 
2019; Li & Peng, 2021; Sokolova & Kefi, 2020) have been 
shown to impact consumer attitudes towards influencers 
and brands. However, there has been little exploration 
into past research in order to systematically analyse in-
fluencer characteristics. It is not clear which influencer 
characteristics have been over-studied and which may 
be potentially important for future research. This paper 
aims to generate collective insights on the impact of on-
line influencer characteristics on consumer behaviour 
during the past 20 years, and answer the following re-
search questions:
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a.	Which influencer characteristics impacted con-
sumer behaviour?

b.	How should influencer characteristics be classified?
c.	 In the field of consumer behaviour, which influ-

encer characteristics have been over-studied and 
which influencer characteristics need to be ad-
dressed in future studies?

1. Methodology

The Preferred Reporting Items for Systematic Reviews 
and Meta-Analyses (PRISMA) statement was used for 
the systematic review. The study searched relevant lit-
erature across nine major electronic databases: Emerald, 
Business Source Complete, JSTOR, Sage, Taylor & Fran-
cis, Web of Science, Wiley Online Library, Scopus and 
Springer. The search was limited to peer-reviewed jour-
nal articles written in English. The keywords “Influencer”, 
“Opinion leader” and “Blogger” were searched using the 
Boolean operator “OR”. The time range was delimited 
between 2000 to 2021.

The initial step yielded 2612 articles. After excluding 
duplicate articles (1202), 1410 relevant studies remained 
for further examination. The next step was to manu-
ally read the title and abstract of all articles and remove 
non-English language studies (20), studies without an 
empirical research methodology (33), studies less than 
four pages (25) and studies not related to consumer be-
haviour (1002). For the remaining 330 articles, a full-text 
screening was conducted. Because the methods of meas-
uring influencer characteristics are different in quantita-
tive research and qualitative research, this paper focuses 
on articles that used quantitative research methods only. 
Articles with qualitative research methods (65) and data 
observation (18) were excluded and only articles with 
research methods such as surveys or experiments were 

left for further analysis. The domain of influencer char-
acteristics was targeted and any articles not related to 
influencer characteristics (120) were disregarded. This 
resulted in a final sample of 127 articles for the literature 
analysis. The final selection of articles covers research in 
35 countries with more than 30,000 respondents. The 
overall strategy of the review methodology is illustrated 
in Figure 1.

2. Descriptive analysis

The oldest article included in the systematic review was 
published in 2008. The sample contained only one article 
published in each of 2008, 2010, 2013, 2014 and 2015, 
respectively, representing only 3.9% of all included sam-
ples, indicating that research progress on this topic from 
2008 to 2015 was quite slow. The topics of all articles 
from 2008 to 2014 focused on the term “blogger”, and 
the article published in 2015 investigated the concept of 
“friend as a social media opinion leader”. As the usage 
of the terms “influencer” and “social media influencer” 
became more common in the titles of articles in 2017, 
a significant increase in the number of articles appeared. 
The majority of articles used in the sample were pub-
lished in 2020 and 2021 (87), accounting for 68% of 
those included. The 8 articles published in 2022 were at 
the acceptance stage in 2021, and therefore included in 
the sample, as shown in Figure 2.

The publication with the highest number of included 
articles on this subject was the International Journal of 
Advertising, with eight articles included, followed by the 
Journal of Business Research, the Journal of Interactive 
Advertising and the Journal of Retailing and Consumer 
Services, with five articles included, respectively. Four 
articles were included from the journal Computers in 
Human Behaviour, the Journal of Fashion Marketing 
and Management, the Journal of Marketing Manage-
ment, the Journal of Product and Brand Management, 
and Psychology and Marketing, respectively. A total of 
81 articles were included from 72 other journals, each 
of which contained either one or two articles, as shown 
in Table 1. 

Figure 1. Search strategy Figure 2. Year of publication and number of articles published
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Table 1. Name of journals

Name of the journal Number of 
articles

International Journal of Advertising 8
Journal of Business Research 5
Journal of Interactive Advertising 5
Journal of Retailing and Consumer Services 5
Computers in Human Behaviour 4
Journal of Fashion Marketing and 
Management

4

Journal of Marketing Management 4
Journal of Product and Brand Management 4
Psychology and Marketing 4
Australasian Marketing Journal 3
72 other journals 81

3. Thematic analysis

3.1. Categories of influencer characteristics 

This paper summarised 52 influencer characteristics from 
the final sample of 127 studies and classified them into 
four categories: psychological characteristics, social char-
acteristics, behavioural characteristics and demographic 
characteristics. The psychological category includes those 
characteristics related to consumers’ impressions of in-
fluencers, such as credibility, trustworthiness and exper-
tise. The social category represents characteristics related 
to influencers’ social and interpersonal connections with 
consumers, brands and products, such as parasocial re-
lationships, homophily and congruence of influencer and 
brand. The behavioural category includes how influenc-
ers conduct themselves on social media platforms when 
creating content and interacting with followers, or in-
fluencers’ self-presence, including interactions and body 
language. The demographic category includes influenc-
ers’ gender, occupation and other demographic informa-
tion.

3.2. Psychological characteristics

The psychological category includes influencers’ self-
features as they are perceived by consumers subjectively 
through psychological processes. Characteristics such 
as credibility, trustworthiness, expertise and attrac-
tiveness are the most commonly researched features. 
Table 2 shows the total of 27 influencer psychological 
characteristics from the analysis of selected samples. Due 
to the size of the table, the full list of influencer psycho-
logical characteristics with citations is included in the 
Appendix Table A1.

Perceived source credibility has long been shown to 
be positively related to the effectiveness of endorsements 
(Hovland & Weiss 1951; Bhatt et  al., 2013; Munnukka 
et al., 2016). Based on the implications of findings con-
cerning the relationship between source credibility and 
consumer behaviour, many researchers believe that a 

social media influencer’s perceived high credibility is one 
of the main attributes impacting consumers’ attitudes to-
wards the influencer (Stubb et al., 2019; Chetioui et al., 
2020; Belanche et al., 2021a), the advertisement (Lee & 
Kim, 2020; Janssen et al., 2021) and the brand (Stubb & 
Colliander, 2019; Chetioui et  al., 2020; Pick, 2021). By 
applying a source credibility model (Ohanian, 1990), 
influencer credibility has frequently been identified as 
consisting of trustworthiness, expertise and attractive-
ness (Breves et al., 2019; Schouten et al., 2020; Wu, 2020).

Attractiveness can be described as physical attractive-
ness or social attractiveness (Rubin & Step, 2000; Sokolo-
va & Kefi, 2021). Physical attractiveness has been shown 
to positively impact trust in influencers (Kim & Kim, 
2021b) and brand image (Reinikainen et al., 2020; Duh & 
Thabethe, 2021), whilst social attractiveness is commonly 
related to likeability and familiarity (Torres et al., 2019), 
and can induce a parasocial relationship with consumers 
(Sokolova & Kefi, 2021).

Involvement, authority and fame can be interrelated. 
A high level of network involvement or social presence, 
i.e. frequent posts and intense participation in the net-
work, can increase influencers’ fame and consumers’ 

Table 2. Psychological characteristics

Psychological characteristics Number of articles

Credibility 27
Trustworthiness 40
Expertise 32
Attractiveness 36
Identification 5
Authenticity 4
Involvement 3 
Authority 3 
Fame/prestige 3 
Uniqueness 2 
Originality 2 
Enjoyability 1
Interestingness 1 
Reliability 1 
Reputation 1 
Warmth 1 
Coolness 1 
Usefulness 1 
Effectiveness 1 
Passion 1 
Motivation 1 
Benevolence 1 
Competence 1 
Morality 1 
Importance 1 
Sincerity 1 
Respect 1 
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trust in the influencer (De Veirman et al., 2017; Renchen, 
2020). An influencer is authoritative when they are per-
ceived as powerful and important, and they are more 
likely to be believed than other sources (Balabanis & 
Chatzopoulou, 2019). The creation of links to an influ-
encer from different online sources can also confer au-
thority to the influencer (Kleinberg, 1999). 

3.3. Social characteristics

Although social characteristics are also perceived by con-
sumers, the primary difference between the social and 
psychological categories lies in the social category’s fo-
cus on the “relationship” between influencers and others 
whilst the psychological category is focused on the in-
fluencer’s “self ”. The most common social characteristics 
include congruence, homophily and parasocial relation-
ships. The paper identified 16 influencer social character-
istics from the analysis of the selected articles as shown 
in Table 3. The full list of influencer social characteristics 
with citations is listed in the Appendix Table A2 due to 
the size of the table.

Congruence refers to the fit or match-up between an 
influencer and a product or brand in terms of image (Till 
& Busler, 2000; Fink et  al., 2004), personality (Mishra 
et  al., 2015), expertise regarding the type of product 
(Till & Busler, 1998) and shared cultural values (Choi 
et al., 2005). Similar to the congruence between a celeb-
rity and a brand or product in the traditional domain, 
an influencer’s congruence with a brand or product has 
been shown to be related to consumer attitudes towards 
the influencer’s credibility (Breves et al., 2019; Belanche 
et al., 2021a; Janssen et al., 2021), the advertisement (Xu 
& Pratt, 2018; Torres et al., 2019; Schouten et al., 2020; 

Jansen et  al., 2021) and the brand or product (Torres 
et al., 2019; Belanche et al., 2020; Kim & Kim, 2021a).

Homophily, or similarity, refers to the perceived like-
ness between influencer and followers in terms of demo-
graphic or ideological factors such as attitudes, sense of 
worth and personality (Lou & Yuan, 2019; Chen, 2020). 
Influencers engage in a two-way interaction with their 
followers via social media and develop a relationship 
with their followers. Based on parasocial interactions, 
a parasocial relationship is similar to an illusory friend-
ship, indicating a socioemotional bond between influ-
encers and their followers (Lou & Yuan, 2019). Paraso-
cial interactions (Jin & Muqaddam, 2019) and parasocial 
relationships (Breves et al., 2021; Agnihotri & Bhattacha-
rya, 2021; Reinikainen et al., 2021) can shape brand per-
ception. A higher level of homophily between influencers 
and their followers can lead to increased parasocial in-
teractions (Folkvord et al., 2020) and stronger parasocial 
relationships (Yuan & Lou, 2020; Shan et al., 2020).

As a strong indicator of popularity, the number of 
followers can impact how influential influencers are (De 
Veirman et al., 2017; Balabanis & Chatzopoulou, 2019). 
As an effect of herd behaviour, a higher number of fol-
lowers can indicate a higher level of credibility and iden-
tification for an influencer (Janssen et al., 2021). Popular-
ity metrics can also be measured by a mix of the number 
of followers, likes (Pittman & Abell, 2021) and views (Lee 
& Theokary, 2021) an influencer receives.

Similar to interpersonal relationships, followers may 
develop positive feelings for an influencer, such as admi-
ration (De Cicco et al., 2021) and inspiration (Ki et al., 
2020; Balabanis & Chatzopoulou, 2019), as well as nega-
tive feelings, such as envy (Jin & Ryu, 2020) and betrayal 
(Reinikainen et  al., 2021). Envy, functioning together 
with parasocial relationships, increases the influencer’s 
credibility and followers’ purchase intention (Jin & Ryu, 
2020). Conversely, feelings of betrayal can harm the par-
asocial relationship and diminish positive feelings about 
an influencer, which results in a negative impact on pur-
chase intention (Reinikainen et al., 2021).

Interestingly, the construct of likeability is measured 
by different dimensions in studies. Likeability can be trig-
gered by physical attractiveness (Duh & Thabethe, 2021), 
social attractiveness (Torres et al., 2019) or friendliness/
approachability (Saima & Khan, 2020). However, De 
Veirman et al. (2017) and Janssen et al. (2021) claimed 
that likeability is determined by users’ perceptions of an 
influencer’s popularity, such as the number of followers.

3.4. Behavioural characteristics

The behavioural category is centred on influencers’ be-
haviours, such as interactions, language and style of com-
munication. Table 4 shows the six influencer behavioural 
characteristics that were included in the study.

Influencers’ interaction with followers is the most 
commonly studied behavioural characteristic. Interac-
tion has three dimensions: real-time conversation, no-
delay and engagement (McMillan & Huang, 2002). Social 

Table 3. Social characteristics

Social characteristics Number of 
articles

Homophily of influencer and follower 22 
Congruence of product and influencer 17 
Parasocial relationship 19 
Likeability 6 
Popularity by number of followers or likes 5 
Leadership 5 
Familiarity 3 
Perceived power 3
Inspiration 2 
Influence 3 
Envy 1 
Betrayal 1 
Approachability 1 
Admiration 1 
Role modelling 1 
Social advocacy 1 
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media influencers can have more and deeper interactions 
with followers compared with traditional celebrities 
(Meng & Wei, 2020). Influencers may respond to their 
followers quickly and directly, which makes followers feel 
valued (Jun & Yi, 2020) and enhances their emotional at-
tachment (Yang & Sia, 2018; Jun & Yi, 2020), thereby in-
creasing their trust in advertisements (Li & Peng, 2021) 
and brands (Jun & Yi, 2020) promoted by their favourite 
influences.

People tend to build intimate connections with indi-
viduals who disclose personal details about themselves 
(Yang & Sia, 2018; Pornsrimate & Khamwon, 2021; Leite 
& Baptista, 2021). Sharing one’s life and secrets is a spe-
cific method of interaction, and self-disclosures increase 
followers’ emotional attachment to influencers (Yang & 
Sia, 2018; Pornsrimate & Khamwon, 2021).

Body language and facial expressions are additional 
behavioural characteristics that have been minimally 
explored, though some research has shown that smile 
frequency can increase influencers’ perceived warmth 
and competence, and generate positive attitudes towards 
influencers (Kim & Read, 2021).

3.5. Demographic characteristics

Demographic characteristics such as age, gender and oc-
cupation are often studied in consumer behaviour. This 
study identified three influencer demographic character-
istics from the selected samples, as shown in Table 5.

The most studied demographic characteristic is 
commercial orientation, which examines whether in-
fluencers disclose their commercial sponsorship (Stubb 
& Colliander, 2019; Lou et  al., 2021; Naderer et  al., 
2021). Most studies have shown that influencers who 
disclosed their sponsorship enhanced followers’ ad rec-
ognition and persuasion knowledge (Boeerman, 2020; 
Stubb & Colliance, 2019). However, a few studies (Kay 
et  al., 2020) have indicated non-significant results of 
sponsorship disclosure.

Typologies of influencers by occupational nature, 
such as celebrity and influencer, are also often studied 

(Schouten et al., 2020; Gräve & Bartsch, 2022). Studies 
have shown that social media influencers can be more 
effective at promoting brands and products because con-
sumers feel they have more in common with influenc-
ers than with celebrities (Schouten et al., 2020; Kapitan 
et al., 2022). However, Gräve and Bartsch (2022) found 
that endorsements from influencers were more effective 
than those from celebrities only when the advertisements 
were subtle rather than intrusive. In contrast, intrusive 
advertising was more effective through celebrities (Gräve 
& Bartsch, 2022).

Influencers can be classified by the number of fol-
lowers at low, moderate and high levels, referred to as 
micro-influencers, meso-influencers and macro-influ-
encers (Kay et  al., 2020). Influencers with fewer than 
10,000 followers are classified as micro-influencers, those 
in the 10,000 to one million-follower range are meso-in-
fluencers and those with more than one million followers 
are macro-influencers (Boerman, 2020). The number of 
followers of macro-influencers can be comparable to the 
followers of “regular” celebrities (Marwick, 2015). Schol-
ars have compared the marketing effectiveness across dif-
ferent types of influencers according to their number of 
followers. Kay et al. (2020) claimed that micro-influenc-
ers were more attractive than macro-influencers in the 
condition of disclosure of sponsorship. Boerman (2020), 
however, found that this classification had no moderat-
ing effect on the impact of sponsorship disclosure on 
consumer behaviour.

Table 4. Behavioural characteristics with citations

Behavioural 
characteristics Citations

Interaction 6 articles: Chen, 2020; Li & Peng, 2021; 
Meng & Wei, 2020; Ki & Kim, 2019; Jun 
& Yi, 2020; Yang & Sia, 2018

Self-disclosure 
(sharing secret)

3 articles: Pornsrimate & Khamwon, 2021; 
Yang & Sia, 2018; Leite & Baptista, 2021

Body language 1 article: Kim & Read, 2021
Light-hearted 
entertainment 
(jokes, stories)

1 article: Yang & Sia, 2018

Showing body 
parts

1 article: Su et al., 2021

Outfit style 1 article: Tiggemann & Anderberg, 2020

Table 5. Demographic characteristics with citations

Demographic 
characteristics Citations

Disclosure / 
commercial 
orientation

22 articles: Stubb & Colliander, 2019; 
Lou et al., 2021; Breves et al., 2021; 
Johnson et al., 2021; Boerman & van 
Reijmersdal, 2020; Evans et al., 2017; 
Naderer et al., 2021; van Reijmersdal 
& van Dam, 2020; Han et al., 2021; 
Lee et al., 2021; Kim & Kim, 2021a; 
Weismueller et al., 2020; Holiday et al., 
2021; Lee & Kim, 2020; Martínez-López 
et al., 2020a; Stubb et al., 2019; Argyris 
et al., 2021; Kim et al., 2021; Woodroof 
et al., 2020; Kay et al., 2020; Trivedi & 
Sama, 2020; Woodroof et al., 2020

Influencer type 17 articles: Martínez-López et al., 2020b; 
Schouten et al., 2020; De Jans et al., 
2021; Agnihotri & Bhattacharya, 2021; 
Jin et al., 2021; Sudha & Sheena, 2017; 
Lee et al., 2021; Kapitan et al., 2022; Jin 
& Muqaddam, 2019; Pittman & Abell, 
2021; Jin et al., 2019; Folkvord et al., 
2020; Trivedi & Sama, 2020; Gerrath 
& Usrey, 2021; Piehler et al., 2022; Kay 
et al., 2020; Tobon & García-Madariaga, 
2021

gender 4 articles: Tiggemann & Anderberg, 
2020; Renchen, 2020; Kim & Read, 
2021; Su et al., 2021
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Some studies have compared human, fictitious 
(Folkvord et  al., 2020) and AI influencers (Thomas & 
Fowler, 2021). Similar to human celebrities, AI influenc-
ers can produce positive brand benefits but are less likely 
to be viewed as unique entities (Thomas & Fowler, 2021). 
Folkvord et al. (2020) found that human influencers gen-
erated more positive attitudes towards products due to 
higher parasocial interactions. Other studies focused on 
fictitious influencers without additional comparison with 
influencer types (Pick, 2021; Piehler et  al., 2022; Kim 
et al., 2021).

Different types of influencers can also be classified 
by different industries. Gerrath and Usrey (2021) found 
that lifestyle influencers attracted followers based on 
communication whilst review influencers attracted fol-
lowers by offering unique review content. Many studies 
have examined influencers in the fashion industry (Wu, 
2020; Belance et  al., 2021a; Malek & Ligaraba, 2020), 
beauty industry (Le et al., 2021; Sokolova & Kefi, 2020) 
and travel industry (Silva & da Costa, 2021; Yılmazdoğan 
et al., 2021).

Gender, as one of the most commonly researched 
demographic characteristics, is not often studied as a 
variable in the influencer marketing field. However, 
a specific gender was usually used as a pre-set condition 
of study. Many scholars have analysed female influencers’ 
marketing impact in the fashion and beauty industries 
(Renchen, 2020; Kim & Read, 2021), and some studies 
have attempted to explore the impact of male influencers 
on their male followers (Tiggemann & Anderberg, 2020) 
or female followers (Su et al., 2021).

4. Discussion and limitation

Four categories of characteristics have been classified in 
this study: psychological characteristics, social charac-
teristics, behavioural characteristics and demographic 
characteristics. The results indicate that influencer psy-
chological characteristics such as trustworthiness (Breves 
et  al., 2019), attractiveness (Wu, 2020), and expertise 
(Silva & da Costa, 2021) have been over-studied. There 
is also a great deal of research on social characteristics 
such as congruence (Torres et  al., 2019), homophily 
(Yuan & Lou, 2020) and parasocial relationships (Jin & 
Ryu, 2020). Further research is needed to investigate psy-
chological and social characteristics, which have not yet 
been well studied. For example, in the social category, 
envy and betrayal could be linked to influencers’ psycho-
logical or behavioural characteristics, which could yield 
interesting insights.

In connection with behavioural characteristics, a few 
studies on influencer interactions have been published 
(Yang & Sia, 2018; Jun & Yi, 2020). Future research is 
needed to investigate behaviours related to specific con-
tent, such as sharing intimate secrets and emotional per-
sonal stories, or aspects of communication style, such as 
speaking speed. In addition, further research on influ-
encers’ facial expressions and body language is recom-
mended.

Sponsorship disclosure and commercial transparency 
have also been well studied (Stubb & Colliander, 2019; 
Lou et al., 2021). Many studies have compared celebrities 
and influencers in the context of social media market-
ing (Schouten et al., 2020) but relatively few studies have 
compared the influence of mega-, meso- and micro-in-
fluencers. Although some articles examined either female 
influencers or male influencers (Renchen, 2020; Kim & 
Read, 2021), there is a surprising lack of research com-
paring the impact of influencers’ gender on consumer 
behaviour. Unlike research in other fields, the impact of 
an influencer’s age, nationality, race or ethnicity was not 
found to have been examined in any of the selected sam-
ples in this review. In order to fill these gaps, future study 
is needed to compare the impact of influencers’ gender 
on specific groups of consumers. Furthermore, further 
research should be conducted to compare influencers 
from different age groups, ethnic groups, nationalities 
(local or international), or the types of influencers by 
follower size (mega, meso or micro).

Notably, some characteristics, such as likeability, can 
be measured in different dimensions; the term “like” can 
refer to attraction (Duh & Thabethe, 2021; Torres et al., 
2019) and friendliness/approachability (Saima & Khan, 
2020) or as a symbol of popularity (De Veirman et al., 
2017; Janssen et  al., 2021). Although different dimen-
sions of likeability all belong to the social category, these 
differences can cause confusion in a research context.

Similarly, attractiveness has two dimensions as well: 
physical attractiveness and social attractiveness (Rubin & 
Step, 2000; Sokolova & Kefi, 2021). Physical attractiveness, 
as a self-feature of an influencer that is perceived by us-
ers, should be classified as a psychological characteristic. 
However, social attractiveness, similar to likeability and 
familiarity, should be classified as a social characteristic. 
As physical attractiveness is the prime concept, this study 
has included attractiveness in the psychological category.

The limitations of this study become apparent when 
there are certain difficult classifying characteristics due 
to a specific characteristic being multi-dimensional. For 
example, power can also be measured across different 
dimensions, such as personal power (Hamdan & Lee, 
2022), expert power (Hsu et al., 2014; Wang et al., 2021), 
referent power (Hu et  al., 2020; Wang et  al., 2021) or 
reciprocity power (Wang et  al., 2021). Personal power 
and expert power, which are related to influencers’ ability 
to manage themselves (Hamdan & Lee, 2022) and their 
skills and knowledge (Hsu et al., 2014), should be clas-
sified as psychological characteristics. However, power 
has a social dimension, as seen in referent power, reci-
procity power and reciprocity, which should be classified 
as social characteristics. This study has classified power 
into social characteristics because a majority of studies 
collected explored the social dimensions of power. This 
paper recommends future scholars work to improve 
preciseness in classifications and measurements of some 
constructs to better address the specific dimensions of 
these constructs in research.
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Conclusions 

This study has important implications for researchers. 
This study provides a systematic overview of which in-
fluencer characteristics have been studied in relation 
to consumer behaviour using quantitative research 
methods. Some previous systematic research (Vrontis 
et al., 2021) also explored influencer characteristics, but 
a small number of characteristics were included. To our 
knowledge, this study provides the most complete list 
of influencer characteristics in the domain of influencer 
marketing from previous research. It provides unique 
insights into how influencer characteristics can impact 
consumer behaviour, enabling researchers to conveni-
ently locate influencer characteristics with relevant ref-
erences.

The four categories (psychological, social, behaviour-
al and demographic) of characteristics offer a logical way 
to comprehend and classify influencer characteristics. In 
addition, this method provides a framework to further 
distinguish more potential influencer characteristics that 
have not yet been studied. For example, body language 
has been identified as one of the behavioural character-
istics that impacts on consumer behaviour. Similarly, fa-
cial expressions and speaking speed are also in the same 
behavioural category, and further research is needed on 
these characteristics.

The most important theoretical implication of this 
paper is the finding that influencer psychological char-
acteristics such as expertise, trustworthiness, attractive-
ness have been over-studied. However, research gaps ex-
ist in the areas of influencer social characteristics, such as 
envy and betrayal, and behavioural characteristics, such 
as facial body language and sharing secrets. In addition, 
the importance of demographic characteristics, such as 
gender, age, or ethnicity, is another area recommended 
for future research.

This study also provides practical implications for 
businesses in the form of insights into the importance of 
influencer characteristics for companies when choosing 
influencers for endorsements. For example, the impor-
tance of congruence and homophily shows that an en-
dorsement will be much more effective when a market-
ing manager finds a credible influencer who best fits the 
brand and demonstrates similarities with target consum-
ers. When choosing different types of influencers, social 
media influencers can be more effective than traditional 
celebrities when advertisement messages are delivered in 
a subtle way, whilst celebrities can achieve more effective 
endorsements with more intrusive advertising. Further-
more, marketers and influencers should pay attention to 
specific behaviours, such as interaction and sharing se-
crets, which can also boost the effects of endorsements. 
Overall, the theoretical analysis provided in this paper 
offers information to marketers in business practice, ena-
bling them to more effectively select influencers when 
designing marketing campaigns.
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630

perspective on the existing literature. African Journal of 
Hospitality, Tourism and Leisure, 8(1), 1–15.

Nunes, R. H., Ferreira,  J. B., Freitas, A. S. D., & Ramos, F. L. 
(2018). The effects of social media opinion leaders’ recom-
mendations on followers’ intention to buy. Revista Brasileira 
de Gestão de Negócios, 20(1), 57–73. 
https://doi.org/10.7819/rbgn.v20i1.3678

Ohanian, R. (1990). Construction and validation of a scale to 
measure celebrity endorsers’ perceived expertise, trustwor-
thiness, and attractiveness. Journal of Advertising, 19(3), 
39–52. https://doi.org/10.1080/00913367.1990.10673191

Pick, M. (2021). Psychological ownership in social media influ-
encer marketing. European Business Review, 33(1). 
https://doi.org/10.1108/EBR-08-2019-0165

Piehler, R., Schade, M., Sinnig, J., & Burmann, C. (2022). Tra-
ditional or “instafamous” celebrity? Role of origin of fame 
in social media influencer marketing. Journal of Strategic 
Marketing, 30(4), 408–420. 
https://doi.org/10.1080/0965254X.2021.1909107

Piriyakul,  I., & Piriyakul, R. (2021). The moderating effect of 
influencer on the causal map of mutual information, copro-
ducer and customer value: A thematic analysis of messages 
posted by brand communities. Journal of Marketing Analyt-
ics, 1–14. https://doi.org/10.1057/s41270-021-00124-9

Pittman, M., & Abell, A. (2021). More trust in fewer followers: 
Diverging effects of popularity metrics and green orientation 
social media influencers. Journal of Interactive Marketing, 
56(1), 70–82. https://doi.org/10.1016/j.intmar.2021.05.002

Pop, R. A., Săplăcan, Z., Dabija, D. C., & Alt, M. A. (2022). The 
impact of social media influencers on travel decisions: The 
role of trust in consumer decision journey. Current Issues in 
Tourism, 25(5), 823–843. 
https://doi.org/10.1080/13683500.2021.1895729

Pornsrimate, K., & Khamwon, A. (2021). How to convert Mil-
lennial consumers to brand evangelists through social me-
dia micro-influencers. Innovative Marketing, 17(2), 18–32. 
https://doi.org/10.21511/im.17(2).2021.03

Reinikainen,  H., Munnukka,  J., Maity,  D., & Luoma-aho,  V. 
(2020). “You really are a great big sister” – parasocial rela-
tionships, credibility, and the moderating role of audience 
comments in influencer marketing. Journal of Marketing 
Management, 36(3–4), 279–298. 
https://doi.org/10.1080/0267257X.2019.1708781

Reinikainen, H., Tan, T. M., Luoma-aho, V., & Salo,  J. (2021). 
Making and breaking relationships on social media: The 
impacts of brand and influencer betrayals. Technological 
Forecasting and Social Change, 171, 120990. 
https://doi.org/10.1016/j.techfore.2021.120990

Renchen, K. D. (2020). Influencer impact on brand awareness: 
A mixed method survey in the German fashion segment. 
European Journal of Business Science and Technology, 6(2), 
138–153. https://doi.org/10.11118/ejobsat.2020.009

Roman, K. (2020). The role of influencers in shaping consumer 
purchasing decisions in the dietary supplement industry in 
Poland. Postmodern Openings, 11(1), 93–110. 
https://doi.org/10.18662/po/110

Rubin, A. M., & Step, M. M. (2000). Impact of motivation, at- 
traction, and parasocial interaction on talk radio listening. 
Journal of Broadcasting and Electronic Media, 44(4), 635–
654. https://doi.org/10.1207/s15506878jobem4404_7

Saima, & Khan, M. A. (2020). Effect of social media influencer 
marketing on consumers’ purchase intention and the mediat-

ing role of credibility. Journal of Promotion Management, 27(4), 
503–523. https://doi.org/10.1080/10496491.2020.1851847

Sashittal, H. C., & Jassawalla, A. R. (2020). The personal influ-
ence of Instagram bloggers on consumer–brand interactions: 
Brands as tribal artifacts. Journal of Brand Management, 
27(6), 679–690. https://doi.org/10.1057/s41262-020-00203-9

Satria, A. D., Jatipuri, S., Hartanti, A. D., & Sanny, L. (2019). 
The impact of celebrity endorsement by social influencer 
Celebgram on purchase intention of generation Z in fash-
ion industry. International Journal of Recent Technology and 
Engineering (IJRTE), 8(2S), 397–404.

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity 
vs. Influencer endorsements in advertising: The role of iden-
tification, credibility, and Product-Endorser fit. International 
Journal of Advertising, 39(2), 258–281. 
https://doi.org/10.1080/02650487.2019.1634898

Shan, Y., Chen, K. J., & Lin, J. S. (2020). When social media in-
fluencers endorse brands: The effects of self-influencer con-
gruence, parasocial identification, and perceived endorser 
motive. International Journal of Advertising, 39(5), 590–610. 
https://doi.org/10.1080/02650487.2019.1678322

Silva, A. S., & da Costa, M. F. (2021). Appearances can (not) 
be deceiving: Purchase of hotel services endorsed by Ins-
tagram digital influencers. Brazilian Journal of Marketing, 
20(1), 52–77.

Silva, R., Sampaio, A., & Rodrigues, P. (2019). The role of digital 
influencers on buying intention. In Smart innovation, systems 
and technologies: vol. 167. Marketing and smart technologies: 
Proceedings of ICMarkTech 2019 (pp. 137–145). Springer Sin-
gapore. https://doi.org/10.1007/978-981-15-1564-4_14

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube blog-
gers promote it, why should I buy? How credibility and par-
asocial interaction influence purchase intentions. Journal of 
Retailing & Consumer Services, 53, 101742. 
https://doi.org/10.1016/j.jretconser.2019.01.011 

Stubb, C., & Colliander, J. (2019). “This is not sponsored con-
tent”  – The effects of impartiality disclosure and e-com-
merce landing pages on consumer responses to social me-
dia influencer posts. Computers in Human Behaviour, 98, 
210–222. https://doi.org/10.1016/j.chb.2019.04.024

Stubb, C., Nyström, A. G., & Colliander,  J. (2019). Influencer 
marketing: The impact of disclosing sponsorship compensa-
tion justification on sponsored content effectiveness. Journal 
of Communication Management, 23(2), 109–122. 
https://doi.org/10.1108/JCOM-11-2018-0119

Su, Y., Kunkel, T., & Ye, N. (2021). When abs do not sell: The 
impact of male influencers conspicuously displaying a mus-
cular body on female followers. Psychology & Marketing, 
38(2), 286–297. https://doi.org/10.1002/mar.21322

Sudha, M., & Sheena, K. (2017). Impact of influencers in con-
sumer decision process: The fashion industry. SCMS Journal 
of Indian Management, 14(3), 14–30.

Sundermann, G., & Raabe, T. (2019). Strategic communication 
through social media influencers: Current state of research 
and desiderata. International Journal of Strategic Communi-
cation, 13(4), 278–300. 
https://doi.org/10.1080/1553118X.2019.1618306

Tabellion,  J., & Esch,  F.  R. (2019). Influencer marketing and 
its impact on the advertised brand. In Bigne, E., & Rosen-
gren, S. (Eds.), Advances in advertising research X: Multiple 
touchpoints in brand communication (pp. 29–41). Springer 
Gabler. https://doi.org/10.1007/978-3-658-24878-9_3

https://doi.org/10.7819/rbgn.v20i1.3678
https://doi.org/10.1080/00913367.1990.10673191
https://doi.org/10.1108/EBR-08-2019-0165
https://doi.org/10.1080/0965254X.2021.1909107
https://doi.org/10.1057/s41270-021-00124-9
https://doi.org/10.1016/j.intmar.2021.05.002
https://doi.org/10.1080/13683500.2021.1895729
https://doi.org/10.21511/im.17(2).2021.03
https://doi.org/10.1080/0267257X.2019.1708781
https://doi.org/10.1016/j.techfore.2021.120990
https://doi.org/10.11118/ejobsat.2020.009
https://doi.org/10.18662/po/110
https://doi.org/10.1207/s15506878jobem4404_7
https://doi.org/10.1080/10496491.2020.1851847
https://doi.org/10.1057/s41262-020-00203-9
https://doi.org/10.1080/02650487.2019.1634898
https://doi.org/10.1080/02650487.2019.1678322
https://doi.org/10.1007/978-981-15-1564-4_14
https://doi.org/10.1016/j.jretconser.2019.01.011
https://doi.org/10.1016/j.chb.2019.04.024
https://doi.org/10.1108/JCOM-11-2018-0119
https://doi.org/10.1002/mar.21322
https://doi.org/10.1080/1553118X.2019.1618306
https://doi.org/10.1007/978-3-658-24878-9_3


Influencer Characteristics in Social Media Influencer Marketing: A Systematic Literature Review

631

Taillon, B. J., Mueller, S. M., Kowalczyk, C. M., & Jones, D. N. 
(2020). Understanding the relationships between social me-
dia influencers and their followers: The moderating role of 
closeness. Journal of Product & Brand Management, 29(6), 
767–782. https://doi.org/10.1108/JPBM-03-2019-2292

Theocharis, D., & Papaioannou, E. (2020). Consumers’ respons-
es on the emergence of influencer marketing in Greek market 
place. International Journal of Technology Marketing, 14(3), 
283–304. https://doi.org/10.1504/IJTMKT.2020.111543

Thomas, V. L., & Fowler, K. (2021). Close encounters of the AI 
kind: Use of AI influencers as brand endorsers. Journal of 
Advertising, 50(1), 11–25. 
https://doi.org/10.1080/00913367.2020.1810595

Tiggemann,  M., & Anderberg,  I. (2020). Muscles and bare 
chests on Instagram: The effect of Influencers’ fashion and 
fitspiration images on men’s body image. Body Image, 35, 
237–244. https://doi.org/10.1016/j.bodyim.2020.10.001

Till, B. D., & Busler, M. (1998). Matching products with endorsers: 
Attractiveness versus expertise. Journal of Consumer Marketing, 
15(6), 576–586. https://doi.org/10.1108/07363769810241445

Till, B. D., & Busler, M. (2000). The match-up hypothesis: Physi-
cal attractiveness, expertise, and the role of fit on brand atti-
tude, purchase intent and brand beliefs. Journal of Advertising, 
29(3), 1–13. https://doi.org/10.1080/00913367.2000.10673613

Tobon,  S., & García-Madariaga,  J. (2021). The influence of 
opinion leaders’ eWOM on online consumer decisions: 
A study on social influence. Journal of Theoretical and Ap-
plied Electronic Commerce Research, 16(4), 748–767. 
https://doi.org/10.3390/jtaer16040043

Torres, P., Augusto, M., & Matos, M. (2019). Antecedents and 
outcomes of digital influencer endorsement: An exploratory 
study. Psychology & Marketing, 36(12), 1267–1276. 
https://doi.org/10.1002/mar.21274

Trivedi,  J. P. (2021). Effect of influencer marketing on online 
impulse purchase: The mediating role of consumer-brand 
engagement. Journal of Electronic Commerce in Organiza-
tions (JECO), 19(3), 49–64. 
https://doi.org/10.4018/JECO.2021070104

Trivedi, J., & Sama, R. (2020). The effect of influencer market-
ing on consumers’ brand admiration and online purchase 
intentions: An emerging market perspective. Journal of In-
ternet Commerce, 19(1), 103–124. 
https://doi.org/10.1080/15332861.2019.1700741

Turcotte,  J., York, C., Irving,  J., Scholl, R. M., & Pingree, R.  J. 
(2015). News recommendations from social media opin-
ion leaders: Effects on media trust and information seek-
ing. Journal of Computer-Mediated Communication, 20(5), 
520–535. https://doi.org/10.1111/jcc4.12127

Urrutikoetxea Arrieta, B., Polo Peña, A. I., & Martínez Medi-
na,  C. (2019). The moderating effect of blogger social in-
fluence and the reader’s experience on loyalty toward the 
blogger. Online Information Review, 43(3), 326–349. 
https://doi.org/10.1108/OIR-02-2016-0049

Van Reijmersdal, E. A., & van Dam, S. (2020). How age and dis-
closures of sponsored influencer videos affect adolescents’ 
knowledge of persuasion and persuasion. Journal of Youth 
and Adolescence, 49(7), 1531–1544. 
https://doi.org/10.1007/s10964-019-01191-z

von Mettenheim, W., & Wiedmann, K. P. (2021). The complex 
triad of congruence issues in influencer marketing. Journal 
of Consumer Behaviour, 20(5), 1277–1296. 
https://doi.org/10.1002/cb.1935

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). 
Social media influencer marketing: A systematic review, 
integrative framework and future research agenda. Interna-
tional Journal of Consumer Studies, 45(4), 617–644. 
https://doi.org/10.1111/ijcs.12647

Wang, P., Huang, Q., & Davison, R. M. (2021). How do digi-
tal influencers affect social commerce intention? The roles 
of social power and satisfaction. Information Technology & 
People, 34(3), 1065–1086. 
https://doi.org/10.1108/ITP-09-2019-0490

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). 
Influencer endorsements: How advertising disclosure and 
source credibility affect consumer purchase intention on 
social media. Australasian Marketing Journal (AMJ), 28(4), 
160–170. https://doi.org/10.1016/j.ausmj.2020.03.002

Wiedmann, K. P., & von Mettenheim, W. (2020). An adaptation 
of the source credibility model on social influencers: An ab-
stract. In Pantoja, F., Wu, S., & Krey, N. (Eds.), Enlightened 
marketing in challenging times: Proceedings of the 2019 AMS 
World Marketing Congress (WMC) (pp. 241–242). Springer 
International Publishing. 
https://doi.org/10.1007/978-3-030-42545-6_65

Woodroof, P.  J., Howie, K. M., Syrdal, H. A., & VanMeter, R. 
(2020). What’s done in the dark will be brought to the light: 
effects of influencer transparency on product efficacy and 
purchase intentions. Journal of Product & Brand Manage-
ment, 29(5), 675–688. 
https://doi.org/10.1108/JPBM-05-2019-2362

Wu, S. (2020). An empirical research on social media market-
ing and consumer responses. The Kyoto Economic Review, 
87(182), 34–63.

Xiao, M., Wang, R., & Chan-Olmsted, S. (2018). Factors affect-
ing YouTube influencer marketing credibility: A heuristic-
systematic model. Journal of Media Business Studies, 15(3), 
188–213. https://doi.org/10.1080/16522354.2018.1501146

Xu, X., & Pratt, S. (2018). Social media influencers as endors-
ers to promote travel destinations: An application of self-
congruence theory to the Chinese Generation Y. Journal of 
Travel & Tourism Marketing, 35(7), 958–972. 
https://doi.org/10.1080/10548408.2018.1468851

Yang, W., & Sia, C. L. (2018, July). Why blogger sells: An ap-
proach from the attachment theory. In F. F.-H. Nah, & 
B. S. Xiao (Eds.), HCI in business, government, and organi-
zations: 5th International Conference, HCIBGO 2018, Held 
as Part of HCI International 2018, Las Vegas, NV, USA, Pro-
ceedings (pp. 526–535). Springer International Publishing. 
https://doi.org/10.1007/978-3-319-91716-0_42

Ye, G., Hudders, L., De Jans, S., & De Veirman, M. (2021). The 
value of influencer marketing for business: A bibliometric 
analysis and managerial implications. Journal of Advertising, 
50(2), 160–178. 
https://doi.org/10.1080/00913367.2020.1857888

Yılmazdoğan, O. C., Doğan, R. Ş., & Altıntaş, E. (2021). The 
impact of the source credibility of Instagram influencers on 
travel intention: The mediating role of parasocial interac-
tion. Journal of Vacation Marketing, 27(3), 299–313. 
https://doi.org/10.1177/1356766721995973

Yuan, S., & Lou, C. (2020). How social media influencers foster 
relationships with followers: The roles of source credibility 
and fairness in parasocial relationship and product interest. 
Journal of Interactive Advertising, 20(2), 133–147. 
https://doi.org/10.1080/15252019.2020.1769514

https://doi.org/10.1504/IJTMKT.2020.111543
https://doi.org/10.1080/00913367.2020.1810595
https://doi.org/10.1016/j.bodyim.2020.10.001
https://doi.org/10.1108/07363769810241445
https://doi.org/10.1080/00913367.2000.10673613
https://doi.org/10.3390/jtaer16040043
https://doi.org/10.1002/mar.21274
https://doi.org/10.4018/JECO.2021070104
https://doi.org/10.1080/15332861.2019.1700741
https://doi.org/10.1111/jcc4.12127
https://doi.org/10.1108/OIR-02-2016-0049
https://doi.org/10.1007/s10964-019-01191-z
https://doi.org/10.1002/cb.1935
https://doi.org/10.1111/ijcs.12647
https://doi.org/10.1108/ITP-09-2019-0490
https://doi.org/10.1016/j.ausmj.2020.03.002
https://doi.org/10.1007/978-3-030-42545-6_65
https://doi.org/10.1108/JPBM-05-2019-2362
https://doi.org/10.1080/16522354.2018.1501146
https://doi.org/10.1080/10548408.2018.1468851
https://doi.org/10.1007/978-3-319-91716-0_42
https://doi.org/10.1177/1356766721995973
https://doi.org/10.1080/15252019.2020.1769514


Y. Ying, V. Dikčius
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Appendix 

Table A1. Psychological characteristics with citations

Psychological 
characteristics Citations

Credibility 27 articles: Jin & Ryu, 2020; Wu, 2020; Stubb & Colliander, 2019; Breves et al., 2021; Belanche et al., 2021a; 
Theocharis & Papaioannou, 2020; De Jans et al., 2021; Saima & Khan, 2020; Malek & Ligaraba, 2020; 
Chetioui et al., 2020; Janssen et al., 2021; Lee & Kim, 2020; Stubb et al., 2019; Sokolova & Kefi, 2020; Pick, 
2021; De Cicco et al., 2020; Leite & Baptista, 2021; Nunes et al., 2018; Chia et al., 2021; Satria et al., 2019; 
Gerrath & Usrey, 2021; Lim et al., 2017; Mainolfi & Vergura, 2022; Urrutikoetxea Arrieta et al., 2019; 
Reinikainen et al., 2021; Roman, 2020; Breves et al., 2019

Trustworthiness 41 articles: Wiedmann & von Mettenheim, 2020; Wu, 2020; Ing & Ming, 2018; Silva & da Costa, 2021; 
Wiedmann & von Mettenheim, 2020; Duh &Thabethe, 2021; Martínez-López et al., 2020a; Johnson 
et al., 2021; Trivedi, 2021; Saima & Khan, 2020; Naderer et al., 2021; AlFarraj et al., 2021; Chetioui et al., 
2020; Yuan & Lou, 2020; Le et al., 2021; Lee et al., 2021; Weismueller et al., 2020; Tabellion & Esch, 2019; 
Martínez-López et al., 2020b; Lou & Yuan, 2019; Jin et al., 2019; Koay et al., 2021; Cheng et al., 2021; 
Guerreiro et al., 2019; Chu & Kamal, 2008; Hsu et al., 2013; Pop et al., 2022; Yılmazdoğan et al., 2021; 
Ki & Kim, 2019; Breves et al., 2019; Silva et al, 2019; Piehler et al., 2022; Balabanis & Chatzopoulou, 2019; 
Alsaleh, 2017; Fink, 2021; Balaban et al., 2020; Su et al., 2021; Yang & Xia, 2018; Reinikainen et al., 2020; 
Monge-Benito et al., 2020; Xiao et al., 2018

Expertise 33 articles: Wiedmann & von Mettenheim, 2020; Wu, 2020; Silva & da Costa, 2021; Wiedmann & von 
Mettenheim, 2020; Duh & Thabethe, 2021; Theocharis & Papaioannou, 2020; Johnson et al., 2021; Trivedi, 
2021; Saima & Khan, 2020; AlFarraj et al., 2021; Chetioui et al., 2020; Yuan & Lou, 2020; Pornsrimate & 
Khamwon, 2021; Le et al., 2021; Bakar & Musa, 2020; Lee et al., 2021; Weismueller et al., 2020; Tabellion & 
Esch, 2019; Lou & Yuan, 2019; Li & Peng, 2021; Meng & Wei, 2020; Koay et al., 2021; Trivedi & Sama, 2020; 
Yılmazdoğan et al., 2021; Ki & Kim, 2019; Breves et al., 2019; Piehler et al., 2021; Kim & Kim, 2021; Balabanis 
& Chatzopoulou, 2019; Yang & Xia, 2018; Reinikainen et al., 2020; Monge-Benito et al., 2020; Xiao et al., 2018

Attractiveness 36 articles: Wiedmann & von Mettenheim, 2020; Wu, 2020; Silva & da Costa, 2021; Torres et al., 2019; 
Wiedmann & von Mettenheim, 2020; Duh & Thabethe, 2021; Theocharis & Papaioannou, 2020; Johnson 
et al., 2021; Trivedi, 2021; Saima & Khan, 2020; AlFarraj et al., 2021; Wang et al., 2021; Chen, 2020; Yuan 
& Lou, 2020; Le et al., 2021; Bakar & Musa, 2020; Weismueller et al., 2020; Lou & Yuan, 2019; Li & Peng, 
2021; Ki et al., 2020; Sokolova & Kefi, 2020; Koay et al., 2022; Cheng et al., 2021; Trivedi & Sama, 2020; 
Nunes et al., 2018; Chia et al., 2021; Satria et al., 2019; Lim et al., 2017; Yılmazdoğan et al., 2021; Ki & Kim, 
2019; Balabanis & Chatzopoulou, 2019; Taillon et al., 2020; Fink, 2021; Yang & Sia, 2018; Reinikainen et al., 
2020; Monge-Benito et al., 2020

Identification 5 articles: Janssen et al., 2021; Folkvord et al., 2020; Lee, 2021; Hu et al., 2020; Croes & Bartels, 2021
Authenticity 4 articles: Gerrath & Usrey, 2021; Theocharis & Papaioannou, 2020; Pornsrimate & Khamwon, 2021; Kim & 

Kim, 2021b
Involvement 3 articles: Renchen, 2020; Huang et al., 2010; Meng & Wei, 2020
Authority 3 articles: Renchen, 2020; Balabanis & Chatzopoulou, 2019; Jun & Yi, 2020
Fame/prestige 3 articles: Meng & Wei, 2020; Ki & Kim, 2019; Hu et al., 2020
Uniqueness 2 articles: Cheng et al., 2021; Hu et al., 2020
Originality 2 articles: Li & Peng, 2021; Cheng et al., 2021
Enjoyability 1 article: Ki et al., 2020
Interestingness 1 article: Martínez-López et al., 2020b
Reliability 1 article: Roman, 2020
Reputation 1 article: Alsaleh, 2017
Warmth 1 article: Kim & Read, 2021
Coolness 1 article: Reinikainen et al., 2021
Usefulness 1 article: Nunes et al., 2018
Effectiveness 1 article: Gräve & Bartsch, 2022
Passion 1 article: Hamdan & Lee, 2022
Motivation 1 article: Renchen, 2020 
Benevolence 1 article: Al-Harbi & Badawi, 2022
Competence 1 article: Kim & Read, 2021
Morality 1 article: Roman, 2020
Importance 1 article: Johnstone & Lindh, 2018
Sincerity 1 article: Lee & Eastin, 2020
Respect 1 article: Monge-Benito et al., 2020
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Table A2. Social characteristics with citations

Social characteristics Citations

Homophily of 
influencer and 
follower

23 articles: Duh & Thabethe, 2021; Schouten et al., 2020; Thomas & Fowler, 2021; Chen, 2020; Yuan & 
Lou, 2020; Le et al., 2021; Lou & Yuan, 2019; Li & Peng, 2021; Ki et al., 2020; Sokolova & Kefi, 2020; 
Folkvord et al., 2020; Xu & Pratt, 2018; von Mettenheim & Wiedmann, 2021; Mainolfi & Vergura, 2022; 
Roman, 2020; Kim & Kim, 2021b; Balabanis & Chatzopoulou, 2019; Hu et al., 2020; Taillon et al., 2020; 
Fink, 2021; Shan et al., 2020; Monge-Benito et al., 2020; Xiao et al., 2018

Congruence of 
product and influencer

17 articles: Torres et al., 2019; Martínez-López et al., 2020a; Belanche et al., 2021a; Al-Harbi & 
Badawi, 2022; Schouten et al., 2020; Belanche et al., 2020; Chetioui et al., 2020; Janssen et al., 2021; 
Kim & Kim, 2021a; Folkvord et al., 2020; Xu & Pratt, 2018; von Mettenheim & Wiedmann, 202; De 
Cicco et al., 2021; Chia et al., 2021; Lim et al., 2017; Breves et al., 2019; Belanche et al., 2021b 

Parasocial relationship 19 articles: Jin & Ryu, 2020; Wu, 2020; Silva & da Costa, 2021; Breves et al., 2021; De Jans et al., 2018; 
Agnihotri & Bhattacharya, 2021; Yuan & Lou, 2020; Pornsrimate & Khamwon, 2021; Sokolova & Kefi, 
2020; Reinikainen et al., 2021; Jin & Muqaddam, 2019; Fokvord et al., 2020; Leite & Baptista, 2021; 
Dhanesh & Duthler, 2019; Huhn Nunes et al., 2018; Yılmazdoğan et al., 2021; Hu et al., 2020; Shan 
et al., 2020; Reinikainen et al., 2020

Popularity by number 
of followers or likes

5 articles: Janssen et al., 2021; Renchen, 2020; Pittman & Abell, 2021; Lee & Theokary, 2021; Balabanis 
& Chatzopoulou, 2019

Likeability 7 articles: Duh & Thabethe, 2021; Saima & Khan, 2020; Janssen et al., 2021; Taillon et al., 2020; Fink, 
2021; Monge-Benito et al., 2020; Xiao et al., 2018

Leadership 5 articles: Casaló et al., 2020; Turcotte et al., 2015; Farivar et al., 2021; Ki & Kim, 2019; Sashittal & 
Jassawalla, 2020

Familiarity 3 articles: Duh & Thabethe, 2021; Fink, 2021; Monge-Benito et al., 2020
Perceived power 3 articles: Hsu et al., 2014; Hamdan & Lee, 2022; Wang et al., 2021; Jiménez-Castillo & Sánchez-

Fernández, 2019
Inspiration 2 articles: Ki et al., 2020; Balabanis & Chatzopoulou, 2019
Influence 3 articles: Casaló et al., 2020; Balabanis & Chatzopoulou, 2019; Khodabandeh & Lindh, 2021
Envy 1 article: Jin & Ryu, 2020
Betrayal 1 article: Reinikainen et al., 2021
Approachability 1 article: Balabanis & Chatzopoulou, 2019
Admiration 1 article: De Jans et al., 2021
Role modelling 1 article: Yang & Sia, 2018
Social advocacy 1 article: Xiao et al., 2018


