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Abstract

Purpose - This study aims to analyse behavioural outcomes shaped by social media influencers in tourist decision-making,
identify dominant theoretical and methodological approaches, and examine how influencer marketing has been applied
within the tourism sector.

Methodology/Design/Approach - A systematic literature review was conducted using the PRISMA approach. Publications
from 2010 to 2025 indexed in Web of Science and Scopus were screened. Following the stages of identification, screening,
eligibility, and inclusion, 32 relevant studies on influencer marketing in tourism were selected for in-depth analysis.
Findings - The results indicate that influencer marketing has become an effective communication tool for many
organisations; however, academic research in tourism remains limited and methodologically fragmented. Key factors
influencing travel intention, destination loyalty, word-of-mouth, and experience sharing include credibility, authenticity,
emotional engagement, parasocial interaction, and influencer-destination fit. Emerging themes such as virtual
influencers, platform-specific content, ethical promotion, and green tourism messaging are also evident. Overall,
influencer marketing significantly affects tourist behaviour when aligned with audience preferences, destination
branding, and emotionally engaging narratives, although contextual differences highlight the need for comparative and
integrative research.

Originality/Value - This study contributes to tourism literature by mapping the evolution of influencer-based destination
promotion, identifying theoretical and empirical gaps, and proposing directions for future research while offering
practical insights for data-driven influencer collaboration strategies.

Keywords: Influencer Marketing, Travel Intention, Destination Markeyting, Source Credibility, Social Media Platforms

Introduction

Tourism research as a distinct and structured topic of study has historically received a very less attention in
scholarly literature. Tourism has a tremendous social, cultural, and economic impact on a global and local
scale, yet it has gotten little attention from scholars in many academic areas (Wilson et al., 2008) states that it
is arelatively new phenomenon that has seen significant changes in the field of investigation in recent decades.
It is a topic with significant relevance because, tourism is one of the key industries that strengthens a nation's
economic growth.

There is an increasing demand for organisations to better understand and respond to the needs of tourists
due to the intense competition in today’s tourism sector. Service providers must develop a deeper
understanding of tourists’ interests and behaviour, as these are crucial to the growth and sustainability of the
travel industry. The academic literature highlights the importance of examining tourist behaviour to identify
the key factors influencing travel choices. This understanding is essential for developing effective marketing
strategies aimed at meeting tourist expectations and enhancing overall satisfaction.
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In this context, several researchers emphasise the importance of understanding the factors that influence
tourists’ travel decisions. For instance, Varkaris & Neuhofer (2017) argues that research aimed at
understanding and influencing consumer decision-making is becoming increasingly important in the face of
intense global competition, making it a necessary condition for the effective development of market strategies
that support business success.

Numerous researchers have also highlighted the growing need for in-depth studies on the evolving
dynamics of tourist decision-making (Kumar & Valeri, 2022; Vrontis et al., 2021; Rodriguez-Hidalgo et al,,
2023). Collectively, these scholars advocate for a more comprehensive and systematic examination of the
various factors influencing tourist behaviour. In particular, they emphasise the importance of exploring
thematic patterns, methodological approaches, and sector-specific variations that shape travellers’ decision-
making processes and motivations. The decision-making process is influenced by multiple factors, including
psychological, social, technological, cultural, and economic dimensions; therefore, understanding these factors
requires a nuanced and interdisciplinary approach.

The researchers emphasise that traditional models may not adequately represent the complexity of
contemporary tourist behaviour, given the dynamic nature of consumer expectations in the travel industry
and the growth of digital and influencer-driven marketing tactics. To better understand decision-making in a
more contextualised manner, they consequently recommend studies that not only classify existing research
but also investigate gaps, emerging trends, and innovative frameworks. In the fields of tourism marketing,
product development, and strategic destination planning, such studies are considered crucial for both
academic advancement and practical application. Furthermore, tourists do not always base their decisions
solely on rational thinking (Decrop, 1999; Pham, 2007). Instead, these studies highlight the importance of
behavioural factors that frequently influence travel decisions, particularly emotional responses, individual
preferences, and psychological tendencies. Their findings indicate that cognitive biases are commonly present
at different stages of the tourist journey, including pre-trip, during the trip, and post-trip reflections. These
biases—such as confirmation bias, impulsivity, and over-optimism—often shape perceptions and lead
travellers to make decisions that are not entirely rational or utility-based. Therefore, understanding these
irrational elements provides important insights into how travellers evaluate destinations, interpret
promotional content, and ultimately choose their experiences. This perspective also challenges the traditional
notion of the rational consumer and underscores the need for tourism marketers and planners to integrate
behavioural science insights into their strategies.

Moreover, Jeng and Fesenmaier (2002) and Stylos (2020) argue that technological developments have a
significant impact on how travellers choose their destinations. Furthermore, Munar et al. (2013) disclose that
social networks have transformed how people communicate in society, enabling the creation of
communicational bridges that allow members of digital communities to become prescribers through the
content they create, thereby influencing their audience. This process expands tourists’ perspectives and aligns
their views and opinions within a global discourse that affects their travel choices.

In terms of methodology, previous research has used a variety of approaches, such as surveys, experiments,
and content analyses, to investigate how influencer marketing affects travel intention and destination loyalty
(Rodriguez-Hidalgo, et al. 2023). However, despite the literature continues to expand, but there are still gaps
in the theoretical integration, contradictory regional findings, and a lack of attention paid to new trends like
platform-specific dynamics, virtual influencers, and micro-influencers. This emphasises how important it is to
examine the phenomena and how further research is required to understand that how influencers affect
promotional tactics. With the increasing shift to digital, it is necessary to also conduct a systematic review of
the available knowledge on influencer marketing in tourism. This paper seeks to review literature, determine
theoretical approaches, identify methodological trends and highlight new themes that characterize the field,
in relation to tourism, between 2010 to 2025. The findings are intended to inform both academic inquiry and
practical strategies for tourism marketers seeking to leverage influencer partnerships effectively.

The main objective of this study is to perform a comprehensive and systematic examination of influencer
marketing in the travel industry from 2010 to 2025 in order to comprehend how digital influencers will affect
traveler behaviour and destination marketing success. The study's specific goal is to determine the theoretical
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underpinnings, methodological strategies, antecedents, mediators, moderators, and behavioural outcomes
related to influencer-driven tourism promotion. The study aims to identify prevailing research themes, assess
the strategic role of influencers for Destination Marketing Organisations (DMOs), and investigate how factors
like credibility, authenticity, emotional engagement, content type, and digital platform dynamics will impact
travel intention, brand loyalty, word-of-mouth, and experience sharing by synthesising empirical evidence
across various geographical and digital contexts. The ultimate goal will be consolidate disparate knowledge,
identify gaps in the body of existing research, and offer a conceptual framework that will direct future
scholarly investigations and useful strategies for tourism marketers to successfully leverage influencer
relationships. The ultimate goal will be consolidate disparate knowledge, identify gaps in the body of existing
research, and offer a conceptual framework that will direct future scholarly investigations and useful
strategies for tourism marketers to successfully leverage influencer relationships.

Review methodology

The literature review used in this investigation was informed by the PRISMA framework, which incorporates
new conceptual and methodological developments in systematic reviews. Consequently, the evaluation
proceeded through four main stages, which are briefly described below: identification, screening, eligibility,
and inclusion (Fig. 1).
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Figure 1. PRISMA Diagram. Source: Author’s fieldwork, 2025

In relation to the identification phase, a search was carried out in the Web of Science and Scopus-indexed
databases for scholarly works on influencer marketing. A few keys were used to search the articles viz
"Influencer, social media influencer, influencer marketing, tourism influencer”. The 2010-2025 time frame
was taken into consideration for this procedure since it included the first studies that addressed the problem,
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allowing for an explanation of the development of those studies. A total of 114 papers pertaining to the
keywords were found.

During the screening stage, 5 duplicate publications appearing across multiple databases, were removed.
Furthermore, only peer reviewed scientific articles were retained leading to the exclusion of review papers.
The selection was further refined by including only those articles published in English language, ultimately
reducing the search to 109 research articles.

In the eligibility phase of selecting articles, only those research studies that clearly addresses the topic in
their title, abstract and keywords were selected. As a result, 30 research articles not directly connected to the
tourism sector were excluded, and reduced to a total of 79 documents.

During the inclusion stage, articles were thoroughly evaluated to make sure they were in line with the
research focus. The first screening process was based on titles, abstracts, and conclusions; full-text reviews
were conducted where the relevance was not clear. As a result of this process, 47 articles were excluded since
their research objectives were inconsistent with the present research. In the final phase, 32 articles were
chosen for content analysis since they were considered appropriate.

Results

A thorough analysis of regional and global research outputs was carried out in order to interpret the ways in
which the subject of influencer marketing has been studied. The results show that influencers are becoming
more and more important in a variety of industries, including business, healthcare, education, and most
importantly communication. An increasing understanding of the influencer as a key player in contemporary
communication ecosystems is reflected in this integrative study. Despite this, there are still very few research
specifically focused on the tourism industry, suggesting a lack of understanding and use of this phenomena in
this setting.

The examined research revealed a number of fundamental components thought necessary for influencer
marketing to be implemented successfully. These include of audience involvement, credibility, authenticity,
and the strategic application of digital platforms. These elements have been identified to be crucial in
influencing consumer perception and influencing marketing results. Nevertheless, the application of these
concepts specifically to the tourism industry is still in its early stages. Numerous articles only briefly discuss
tourism, indicating an overlooked opportunity to use influencer marketing to promote destinations and
engage tourists.

The impact that social personalities, sometimes known as opinion leaders, have on influencing attitudes
and actions is a recurrent issue in the literature evaluated. Such individuals frequently act as intermediaries
between cultures that can change consumer behaviour and increase brand value by communicating in a
specialised way. However, academic discussion about the theoretical and methodological frameworks that
may methodically explain how influencers function in the marketing of tourism is still lacking. In order to
develop an adequate comprehension of the ways in which influencers shape travel preferences and tourism-
related decision-making, more targeted study is required.x To enhance comprehension of the reviewed
literature, the analysis is divided into two main sections. The first sections presents the subjects that have
been the focus of research and identified across the reviewed papers. The second section of this study
emphases more intently on the particular dimension of the influencer phenomenon in relation to the tourism
& hospitality sector. As illustrated in Figure 2, the proposed framework integrates these dimensions to explain
the role of influencer marketing in tourism.

Influencers

There is a wide range of conceptualisations in the literature on digital influencers, much of which has been
addressed in foundational studies. Freberg et al. (2011) provide a frequently cited definition, describing
influencers as individuals who have developed a substantial network of followers and are perceived by their
audiences as credible sources of information. These individuals leverage their perceived authority and
authenticity to shape opinions and influence purchasing decisions, particularly within specialised domains of
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interest. Unlike traditional media personalities, influencers are not only content distributors but also active
participants in the communication process, which enhances their persuasive power (Boerman et al., 2017).

Literature Review |

|

Influencers Destination Tourists/Consumers Digital Platforms
Marketing
Organisations
Credibility and Strategy & Decision Making Content Types,
Fit Planning Process Engagement
(Attractiveness, (Collaboration, (Emotional Modes
Trust, Expertise) Targeting & Ethics) Engagement,
Bonds. Biases,
Intensions)
| | |
Antecedents |___ Outcomes Mediators | | Moderators

Impact on Tourism Behaviour & Destination Marketing Success
(Travel Intension, Brand Loyalty. WoM, Experience Sharing)

Figure 2. Propose Framework: Influencer Marketing in Tourism. Source: Author’s fieldwork, 2025

Differentiating influencers from celebrities or other media figures is essential. Influencers typically emerge
from more organic, interest-driven networks, whereas celebrities often operate within environments
characterised by mass popularity and managed exposure. Marwick and Boyd (2011) argue that influencers’
effectiveness depends largely on their ability to build relatable, peer-like relationships with their audiences.
Their close social proximity enhances both credibility and influence over decision-making. Rather than relying
solely on visibility, their authority is often domain-specific and grounded in experiential expertise. This
intimacy positions influencers as micro-celebrities whose authenticity and trustworthiness can outweigh
mere fame (Abidin, 2016).

Several researchers have identified measurable indicators of influence (De Veirman et al.,, 2017; Belanche
et al, 2021). Metrics such as follower counts, engagement rates (e.g., likes, comments, and shares), and
audience interaction are commonly used to assess an influencer’s effectiveness and reach. These indicators
reflect the extent to which audiences actively engage with and interpret content. In addition, scholars have
examined the motivations underlying influencers’ content creation to better understand their communication
styles. Key drivers include the desire for social connection, perceived usefulness, trust-building, and self-
expression (Huang et al,, 2009; Seeler et al,, 2019). Meanwhile, Okonkwo and Namkoisse (2023) emphasise
the importance of content quality, narrative coherence, platform suitability, and authenticity in building and
sustaining influence.

Furthermore, Enke and Borchers (2021) argue that influencer power is not inherent but is constructed
through audience targeting, strategic content creation, and an evolving understanding of social media
ecosystems. They suggest that influencers’ effectiveness lies in their adaptability and their ability to produce
content that resonates with the interests and preferences of specific communities, rather than merely in their
personal attributes. This perspective aligns with the arguments of Keller and Richey (2006) and Azoulay and
Kapferer (2003), who view influencers as strategic communication entities rather than fixed identities. From
this viewpoint, the concept of an influencer is less about inherent personal traits and more about their
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communicative role. Consequently, influencer identity is dynamic and shaped by context, audience
engagement, and communicative purpose.

Table 1 shows a number of characteristics identified by researchers in the figure of the influencer that
contribute to the effective communication of their messages and the adoption of these messages by their

audience.
Table 1. Influencer Characteristics
Variable Dimensions No'. of Weight Articles
Articles %
Credibility Experience, reliability, and 4 12.5 Breves et al. (2019); Fink et al.
attractiveness (2020); Reinikainen et al.
(2020); Sakib et al. (2020)
Experience Knowledge or skill derived from 3 9.37 Hughes et al. (2019); Ki & Kim
observation, participation, and (2019); Trivedi & Sama (2020)
experience of an event
Physical Public attention and interest in the 2 6.25 Lee & Watkins (2016); Sakib et
Attractiveness  influencer al. (2020)
Familiarity Way of being and acting that makes 2 6.25 Torres et al. (2019); Trivedi &
them pleasant to others Sama (2020)
Popularity Admission, approval, acceptance, or 2 6.25 Hill et al. (2017); Ladhari et al.
appreciation by the majority for a (2020)
particular activity
Reliability Ability to perform efficiently and 1 3.13 Schouten et al. (2020)
effectively without mistakes based
on action and knowledge
Power of Ability to influence, determine, or 1 3.13 Jiménez-Castillo & Sanchez-
Influence alter the thinking or behaviour of Fernandez (2019)
their audience
Prestige Good reputation, positive opinion, 1 3.13 Ki & Kim (2019)
recognition, respect, and trust
Not Specified 16 50.0

Note: Relative frequencies are based on 32 articles. Source: Source: Author’s fieldwork, 2025

Destination Marketing Organisations:

A vast range of stakeholders are included in destination marketing organisations (DMOs), and each one
contributes in a different way to the growth and promotion of travel destinations. These Organisations may
comprise both private sector players like lodging establishments, travel agencies, and transportation
companies that concentrate on more focused, product-specific marketing initiatives, as well as publicly
financed tourism organisations in charge of more general national or regional branding. In order to adjust
communication strategies to changing audience behaviours, specialised marketing consultants are becoming
more and more prevalent as intermediaries that assist in bridging the gap between DMOs and online content
creators, such as social media influencers (Kilipiri et al.,, 2023).

In the contemporary digital ecosystem, influencers have become prominent contributors to destination
branding. When Destination Management Organisations (DMOs) integrate influencers into their strategic
marketing activities, they can access peer-driven and authentic communication channels that resonate with
younger, technologically savvy audiences. Influencer marketing is considered a flexible and cost-effective
strategy that enables tourism stakeholders to remain competitive in an increasingly crowded global market
(Iswanto et al., 2024). Additionally, by fostering the development of online communities centred on travel
experiences, these digital figures enhance both the emotional appeal and social visibility of destinations
(Gretzel, 2017).

Consequently, influencers contribute to improved performance indicators such as user engagement,
follower growth, and conversion rates. Influencer collaborations have been shown to positively impact key
performance indicators (KPIs), including reach, engagement rate, and ultimately return on investment (ROI)
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(Kapitan & Silvera, 2016). As a result, DMOs increasingly prioritise partnerships with influencers who
demonstrate strong audience alignment and thematic relevance, rather than focusing solely on follower
numbers. Casal6 et al. (2018) argue that an influencer’s ability to generate authentic engagement and convey
a credible destination narrative is as important as their level of visibility.

Additionally, the relational component of influencer collaboration is crucial to destination marketing, as
DMOs benefit from the capability of influencers to create engaging, experiential content that elevates a place
and promotes trust among prospective tourists. This narratives style improves perceived authenticity, which
is a quality that contemporary tourists are increasingly considering, and allows for more credible two-way
communication than conventional advertising or institutional tourism websites (Buhalis & Sinarta, 2019).
Significantly, research has shown that the audience's intention to visit is greatly influenced by the perceived
consistency between the influencer and the destination brand, highlighting the significance of choosing
ambassadors whose image is consistent with the identity of the place being promoted (Pencarelli, 2020).

As the travel industry develops further, DMOs need to take a more logical and research-based approach to
influencer marketing. In addition to finding influencers whose audiences and ideals complement the
destination's objectives, this entails becoming ready for the wider effects of influencer partnerships on
reputation management, branding, and enduring tourist loyalty (Trunfio & Della Lucia, 2019). In the digital
age, influencer marketing is becoming a crucial component of destination promotion plans rather than a
supplemental approach.

Tourists/Consumers

An individual who obtains and uses goods and services is considered as consumer (Terryn, E. 2016). The
behaviour of consumer comphrends not only the process of purchasing but also the roles people perform
before, during and after consumption. In this case these consumers can be divided into numerous roles based
on their contribution in the process of decision-making, like as , influncers, initiators, buyers, deciders and
users (Kotler et al,, 2021). In the perspective of tourism, however these roles frequentally appers wthin a
single person i.e the tourist; who analyzsis the purchases and experiences service directly (Gretzel et al,,
2006). The consumer acts as the primery focus of persuasion efforts, in strategic communication, especially
influencer marketing. In the digital ecosystem, they are not just the recipients of messages but also active
responders and interpreters. These people may be loyal followers of influencers viewers who come across
commercial contents on platforms such as Instagram or YouTube etc. (Lou & Yuan, 2019). Their reaction o
persuasive content is influenced by a huge number of internal factors consisting personal attitudes, values,
beliefs and experiences, which are consistent with the traditional concept of persuasion proposed by McGuire
(1989).

Present studies has emphasised on the motivations beyond engagement of consumers with contets of
inflencer. As indicated by (Ki et al. 2020) recognizes that the main motivators of effective influenser are
emotional connection, entertainment, trust, informational value, and perceived authenticity. Similarly
Sokolova and Perez (2021) indicates that credibility and relatability of influencer improves acceptance of
message, which may openly impacts ourchasing intentions. These outomes stresses the siginificance of
consistant persuasive tactics with motivations of customer to adopt engagement deeply.

The impact of influencer communication is further enhanced by customers' social nature. Digital
communities are crucial places for identity building and comparison as people want for social approval and a
sense of belonging (Niarawati, 2024). Influencers contribute in this approach by regularly disclosing details
of their personal life, which promotes parasocial interactions; one-sided emotional bonds that develop
between viewers and media personalities. This closeness sets influencers apart from conventional superstars
and strengthens their ability to persuade (Giles, 2002). In addition to these relational variables, consumers'
internalisation and response to influencer messaging are also influenced by psychological characteristics such
aspirational identification, resemblance, adoration, and inspiration. Influencer marketing is successful,
according to Vrontis etal. (2021), when customers view influencers as idealised representations of themselves
or as real extensions of themselves. When paired with effective message and consistent content, this emotional
resonance fosters behavioural impact.
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Many factors have been found to understand how influencers impact consumer decision-making after a
thorough study of pertinent academic literature. A variety of behavioural effects that businesses seek to induce
through influencer marketing methods have been studied by academics. Purchase intention, brand trust,
brand attitude, product appeal, consumer interest in the influencer and the product, emotional engagement,
brand loyalty, brand recognition, and ultimately persuasive purchase behaviour are some of these outcomes
(Vrontis et al., 2021). The type of product or service being promoted, the target audience's profile, and the
organization's overarching strategic goals all influence how successful these results are.

Researchers advise against excessively commercialising influencer content, though. Overt or inadequately
disclosed sponsorships can harm the credibility of the influencer and the company if they are not done
correctly (Reijmersdal et al., 2016; Hudders et al., 2021). The employment of influencers entails strategic and
ethical obligations, much like other persuasive communication techniques. Overly forced, scripted, or
commercial messaging can backfire by undermining the endorsement's sincerity and eroding consumer
confidence.

In order to ensure that promotional content is in line with both the influencer's own brand and the
expectations of their audience, influencer marketing should place a high priority on authenticity and
relevancy. This strategy not only maintains the message's integrity but also strengthens consumers'
perceptions of the endorsed brand's worth.

Table 2 displays a few variables identified after analysing some literatures, which have been studied to
understand the influencer phenomenon and its intervention in consumer decision-making.

Table 2. Consumer Characteristics

Variable Al::’i'c;’; Weight % Articles

Inspiration 1 3.13 Kietal. (2020)

Self-Congruence with the Influencer 1 3.13 Kim & Kim (2020)

Parasocial Interaction 4 12.5 Hu et al. (2020); Jin et al. (2019); Lee &
Watkins (2016); Sokolova & Kefi (2020)

Enjoyment 2 6.25 Ki et al. (2020); Magno (2017)

Homophily 3 9.37 Ki et al. (2020); Magno (2017); Schouten et al.
(2020)

Influencer-Fan Bond 1 3.13 Folkvord et al. (2019)

Identification of Desires 1 3.13 Hu et al. (2020)

Sense of Friendship 1 3.13 Kim & Kim (2020)

Not Specified 18 56.25

Note: Relative frequencies are based on 32 articles. Source: Author’s fieldwork, 2025

Digital Platforms

The marketing landscape has changed dramatically as a result of the quick spread of digital platforms,
especially with the rise and development of influencer marketing. Influencer marketing uses people with a
solid social media following and established credibility to promote goods and services, frequently through
genuine interaction and personal narratives (Lou & Yuan, 2019; De Veirman, 2017). Influencers primarily
communicate with their fans through digital platforms like Facebook, Instagram, YouTube, and TikTok. These
platforms allow for real-time communication, visual branding, and algorithmic content amplification.

In contrast to conventional marketing methods, digital platforms provide a dynamic and interactive
environment where users can co-create content in addition to receiving messages (Kaplan & Haenlein, 2010).
Because digital influencers, particularly micro- and nano-influencers, develop trust and perceived authenticity
through consistent engagement and relatability, this interactivity has made influencer marketing highly
effective (Sokolova & Perez, 2021; Ki et al,, 2020). These platforms enable brands to more effectively segment
and contact specific consumers through scalable, targeted, and economical marketing techniques.



Akram and Majeed Journal of Rural Tourism (2026) 3:2 260

Based on recent research, platform features—including content format (e.g., short-form videos on TikTok),
algorithmic visibility, and audience demographics—play a crucial role in determining the success of influencer
campaigns (Boerman etal,, 2017; Jin etal,, 2019). Additionally, there are new issues with disclosure, openness,
and consumer trust when sponsored material is integrated into native digital settings (Evans et al., 2017).
Researchers want a comprehensive understanding of how platform affordances affect influencer reputation,
engagement metrics, and behavioural effects as legislation and consumer awareness change. A thorough
analysis of the current state of research on influencer marketing on digital platforms is both necessary and
appropriate given the growing reliance on these platforms in contemporary marketing strategies. The purpose
of this study is to summarise academic findings, pinpoint research gaps, and suggest future paths for
comprehending the relationship between influencer efficacy and digital media settings.

Credibility and Fit (Attractiveness, Trust, Expertise)

Due to consumers' increasing involvement and trust in social media content creators, influencer marketing
has emerged as a major force in digital branding initiatives. The credibility of the influencer, which is
frequently viewed via three main dimensions: attractiveness, trustworthiness, and expertise is a fundamental
component underpinning the success of influencer marketing (Ohanian, 1990). Together, these factors
influence the influencer's persuasiveness and the degree to which viewers regard them as genuine,
trustworthy, and informed information providers. Credibility in the context of digital marketing is intricately
linked to the influencer's alignment with audience expectations and brand values rather than just being a
function of fame. According to research, consumers' views, brand assessments, and purchase intentions are
more inclined to be influenced by influencers with high source credibility (Djafarova & Rushworth, 2017). By
improving message relevance and perceived authenticity, endorser-brand congruence the fit between the
influencer and the endorsed brand, further fortifies this link (Breves et al., 2019). Influencers' initial audience
attention and emotional connection are greatly influenced by their attractiveness. The source attractiveness
concept states that likeability and physical appeal encourage emotive reactions that can boost message
adoption (Till & Busler, 2000). But integrity is frequently the most important component, especially when it
comes to long-term brand partnerships. Consumer trust is increased by influencers who are seen as genuine
and honest, and this can result in increased brand credibility. In a similar vein, persuasive results are
reinforced by expertise, which is defined as the influencer's perceived knowledge or skill on the topic matter,
particularly in fields like technology, fitness, and health (Jin et al., 2019). Although each of these aspects of
credibility affects consumer behaviour on individual basis, an extensive study of their combined effects and
relationship to brand-influencer fit is necessary. According to earlier research, Lee and Kim (2020) and
Schouten et al. (2020) found that a strong alignment between an influencer’s image and a brand’s identity
enhances message persuasiveness and reduces perceived advertising bias. In light of these revelations, the
goal of this systematic literature review is to summarise what is already known about how influencer
credibility and brand fit affect customer reactions, spot conceptual and methodological trends, and suggest
future study avenues in this quickly developing topic.

Strategy & Planning (Collaboration, Targeting & Ethics)

Influencer marketing's strategic and planning dimensions have become important focal points for both
industry practice and scholarly research. As influencer marketing develops from a fad to a disciplined field,
more focus is being placed on how companies plan their partnerships, target markets, and handle moral
dilemmas (Boerman et al., 2017; Schouten et al., 2020). Influencer marketing, in contrast to traditional
advertising, necessitates a sophisticated and meticulously crafted strategic strategy that incorporates
relational, ethical, and market-based factors to guarantee effect, authenticity, and alignment. Influencer-brand
collaboration has changed from transactional to strategic partnerships with the goal of co-creating value
through shared narratives and sustained engagement (Glucksman, 2017). According to research, influencer
credibility, shared values, and alignment with the brand's identity and mission are critical components of a
successful influencer-brand partnership (Lou & Yuan, 2019). Co-creating content and storytelling techniques
that appeal to the influencer's audience while upholding brand consistency is another aspect of strategic
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collaboration (Campbell & Farrell, 2020). In influencer marketing, targeting strategy is essential to increasing
campaign efficacy. In order to ensure message relevance and engagement, brands are increasingly dividing
influencer audiences according to demographics, psychographics, and behavioural traits (Ki et al.,, 2020). For
instance, despite having less followers, micro- and nano-influencers are frequently carefully selected due to
their highly engaged niche audiences (De Veirman et al, 2017). Data analytics and Al solutions enable
marketers to match influencers whose audience characteristics closely fit their campaign objectives,
supporting this intentional targeting (Jin et al, 2019). Strategic planning now places a high priority on ethics
in influencer marketing, especially when it comes to disclosure, transparency, and the possible manipulation
of customer perceptions. In the US, regulatory organisations like the Federal Trade Commission (FTC) have
made disclosure requirements for sponsored material mandatory, highlighting the importance of ethical
communication (Evans et al,, 2017). But according to studies, not all influencers follow disclosure guidelines,
which raises questions about authenticity and trust (Boerman et al., 2017). As a result, ethical issues are
becoming crucial to influencer marketing tactics, necessitating the establishment of precise rules,
accountability systems, and transparency procedures by brands. The purpose of this systematic literature
review is to compile the body of knowledge about the strategic and planning aspects of influencer marketing,
with a particular emphasis on collaborative models, targeting tactics, and ethical frameworks. By looking at
these three pillars, the review hopes to give readers an extensive understanding of how strategic planning
supports effective influencer marketing initiatives and point out areas that still require investigation.

Decision Making Process (Emotional Engagement, Bonds, Biases, Intensions)

Influencer marketing (IM) has become a highly effective digital marketing strategy in recent years,
transforming how consumers develop preferences and make purchasing decisions. Consumer decision-
making in this context is no longer purely rational or information-driven, but is increasingly shaped by
emotional, relational, and psychological factors (Casalé et al., 2018; Lou & Yuan, 2019). Furthermore, Lou and
Yuan (2019) emphasise that these influences play a critical role in shaping consumer responses. Schouten et
al. (2020) also argue that influencers build emotional connections with their followers, fostering familiarity
and trust that affect every stage of the decision-making process, from awareness and evaluation to purchase
and post-purchase behaviour. Consumer perceptions and behaviour are greatly influenced by the emotional
interaction between influencers and followers. Influencers provide realistic stories, real-life experiences, and
genuine interactions that, in contrast to traditional advertising, promote parasocial relationships—one-sided
emotional bonds that customers develop with influencers (Jin et al, 2019). These connections strengthen
persuasive power, fostering emotional attachment and loyalty in addition to brand awareness (Sokolova &
Perez, 2021). The likelihood of positive attitudes and behavioural intentions, such as purchase and
recommendation, rises with emotional involvement (Lim et al,, 2017). Moreover, cognitive biases such as halo
effect, confirmation bias, and social proof are commonly activated in influencer marketing environments.
Consumers may instinctively attach good features to a product just because they like the influencer (Freberg
et al, 2011). Furthermore, influencer trustworthiness and message consistency have a major impact on
intention formation, a crucial precursor to decision-making (Martensen et al.,, 2018). Additionally, studies
show that followers are more likely to embrace the viewpoints of influencers when they identify with them
personally or share their values (Lee & Watkins, 2016). This influences both long-term brand advocacy and
short-term behaviours like purchases.

The goal of this systematic literature review (SLR) is to compile and critically analyse the academic
literature on the psychological and emotional processes that influence consumer decision-making in
influencer marketing. In order to comprehend their functions, relationships, and implications within this
developing field of marketing research, the review specifically focusses on four essential constructs: emotional
engagement, interpersonal attachments, cognitive biases, and behavioural intents.

Content Types, Engagement Modes

Influencer marketing (IM) has completely changed as a result of the emergence of social media sites like
Facebook, Instagram, YouTube, TikTok, and others. This has opened up new channels for consumer
interaction and brand communication. These platforms function as interactive ecosystems where influencers
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create a range of content formats and cultivate unique modes of engagement with their followers, rather than
just being digital advertising places (Khamis et al., 2017; Hudders et al, 2021). Understanding the interaction
between content types and user engagement tactics in influencer marketing is crucial since platform-specific
affordances have a substantial impact on the creation, distribution, and consumption of marketing content.
Particular types of information and forms of engagement are promoted by each platform. For instance,
Instagram supports both short-term and long-term influencer marketing by promoting beautiful visual
material like Stories, Reels, and static photographs (Casalé et al., 2018). Long-form, narrative-driven videos,
such as vlogs, product reviews, and tutorials, are made possible by YouTube and are especially useful for in-
depth brand discussions and storytelling (Ferchaud et al, 2018). Using algorithmic exposure and user
interaction, TikTok, which is well-known for its short-form video format, relies on entertaining, trend-based,
and extremely viral material (Montag et al,, 2021). Facebook, on the other hand, facilitates both community-
driven and educational content in a range of formats, including live video, posts, and group discussions
(Boerman et al.,, 2017). Influencers use a variety of content genres, including as educational (tutorials, product
demos), amusing (challenges, skits), and experiencing (travel vlogs, behind-the-scenes). According to
Schouten et al., (2020), these forms not only fulfil several communication objectives but also appeal to a range
of consumer psychological requirements, including inspiration, utility, identification, and emotional
connection. The platform's affordances and the nature of the influencer-follower connection frequently
influence the choice of content type. In contrast, different platforms and content formats have different ways
of involvement, ranging from passive consumption (likes, views) to active engagement (comments, shares,
duets, stitches, polls, DMs). For example, TikTok promotes engagement through remixing or duplicating
content, Instagram Stories encourages rapid connections through polls or swipe-ups, and YouTube comments
frequently lead to deeper conversations (Lou & Yuan, 2019; Lee & Kim, 2020). According to Jin et al. (2019),
these forms of interaction promote customer participation, trust, and parasocial relationships all of which are
important factors in influence and conversion.

There is still a need to thoroughly investigate how platform-specific content and engagement strategies
affect customer reactions, despite the increasing scholarly interest in influencer marketing. The comparative
and cross-platform dynamics that define contemporary influencer efforts have been overlooked by the
majority of research to far, which has either examined platform effects in isolation or concentrated on certain
content categories (Sokolova & Perez, 2021). Researchers and marketers may maximise influencer strategies
in a variety of digital contexts with a thorough grasp of this dynamic phenomenon.

The purpose of this Systematic Literature Review (SLR) is to gather and evaluate the existing researchabout
content kinds and modes of engagement on the main influencer marketing platforms, including Facebook,
Instagram, YouTube, and TikTok. This study aims to uncover important trends, theoretical foundations, and
research needs in the multi-platform digital influence environment by mapping the literature on platform
affordances, content strategies, and user interactions.

Impact on Tourism Behaviour & Destination Marketing Success (Travel Intention, Brand Loyalty,
WoM, Experience Sharing)

The last stage of the influencer-DMO-consumer interaction cycle deals with the behavioural results that
appear when tourists are exposed to platform-driven engagement, strategic DMO messaging, credible
influencer content, and psychologically anchored decision-making processes. Influencer-generated material
significantly influences travel behaviour, impacting not only short-term travel intentions but also longer-term
relationship outcomes including brand loyalty, word-of-mouth promotion, and sharing of destination
experiences, based to a substantial body of research.

Travel Intention

Due to their perceived competence, authenticity, and experience storytelling, influencers have a considerable
impact on travellers' destination selections and visitation intents (Casalé et al., 2018; Sokolova & Perez, 2021).
When followers view influencers as reliable sources whose advice fits with their own interests and lifestyle
goals, their ambition to travel is strengthened. Jin et al. (2019) argue that persuasive impact is further
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enhanced by emotional involvement, which is fostered through parasocial interactions and increases the
likelihood that consumers will move from desire to action. According to research, intention creation is
significantly influenced by the influencer's and the destination brand's congruence. High influencer-
destination fit improves destination appeal, decreases perceived bias, and promotes message relevance
(Breves et al., 2019; Pencarelli, 2020). When taken as a whole, these results show that influencers not only
increase awareness but also dramatically alter tourists' behavioural intentions towards particular locations.

Brand Loyalty

Influencer marketing fosters emotional ties and reinforces good opinions over time, strengthening destination
brand loyalty beyond original travel intentions. Audiences start to link a destination with dependability and
emotional worth when influencers continuously present coherent narratives about it through recurrent
storytelling, follow-up experiences, and genuine endorsements (Hudders et al., 2021). Short-term persuasion
is transformed into longer-term loyalty behaviours by parasocial interactions, trust, and identification with
the influencer (Lee & Watkins, 2016). A key factor is the idea of authenticity: devoted followers often
incorporate influencer recommendations into their own preference system, creating a strong bond with the
promoted location (Vrontis et al., 2021). Additionally, DMOs that maintain influencer relationships over time
foster a consistent brand image, which strengthens the development of loyalty.

Word-of-Mouth (WOM) and eWOM

Positive opinions of influencer authenticity and content quality have a significant impact on electronic word-
of-mouth (eWOM) activities, including sharing posts, leaving comments, reposting travel experiences, and
suggesting places to peers. Consumers are more likely to share influencer-related information when it elicits
strong feelings, provides practical benefit, or strengthens their own social identity, according to research on
digital persuasion (Hennig-Thurau et al, 2004; Lou & Yuan, 2019). Through peer-to-peer dissemination,
influencers serve as catalysts for the amplification of destination narratives, giving DMOs access to larger
social networks. In the tourism industry, where tourists primarily rely on social evidence and
recommendations to assess places, the influence of eWOM is especially crucial (Filieri & McLeay, 2014).
Additionally, studies show that visually rich content, such YouTube vlogs or Instagram trip photos, improves
persuasive eWOM effects by offering vivid mental simulations of the destination experience (Ferchaud et al.,
2018; De Veirman et al, 2017). As a result, influencer-driven eWOM immediately boosts destination
competitiveness and serves as a crucial byproduct of effective communication strategies.

Experience Sharing

The post-visit behavioural consequence that completes the consumer decision loop is experience sharing.
Influencers encourage tourists to record and share their own experiences on digital platforms in addition to
providing inspiration for travel. According to theories of co-creation and digital engagement, visitors take on
the role of secondary destination boosters, which is consistent with this participatory behaviour (Gretzel &
Yoo, 2008). Emotional fulfilment, perceived social value, and the desire to imitate influencer behaviour all
have an impact on experience sharing (Ki et al.,, 2020; Niarawati, 2024). According to research, tourists who
were first inspired by influencer material frequently share their experiences using comparable visual styles,
captions, or storylines, which increases the destination's online visibility (Casal6 et al,, 2018). By increasing
organic reach, boosting authenticity, and encouraging peer-driven validation, such user-generated content
greatly enhances destination marketing success.

Antecedents of the study

Table 3 presents a detailed overview of the antecedents explored in influencer marketing research within the
tourism domain, based on a review of 32 articles. These antecedents represent the key factors that influence
consumer attitudes, perceptions, and behaviors toward influencers and the content they share. The most
frequently studied antecedent is Influencer Type, investigated in 5 articles (15.63%), indicating a strong
research interest in how different types of influencers (e.g., celebrity, micro, virtual) affect audience
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engagement and persuasion. This emphasis reflects the importance of selecting the right kind of influencer for
effective marketing communication. Several other variables appeared in 2 articles each (6.25%), such as:
Content Type/Format, Trustworthiness of the Influencer, Influencer’s Popularity and Follower Base,
Influencer Marketing (as a broader strategy), Destination Type, Social Media Influencer Marketing (SMIM) and
Content Presented by Influencers. These topics suggest that both influencer characteristics (e.g., trust,
popularity) and content-related features are crucial drivers of consumer response. The presence of multiple
articles focusing on these aspects highlights their consistent relevance in shaping influencer effectiveness.
Most of the other antecedents like Al-generated influencers, ethical messaging, emotional connection, green
influencer passion, bio-digitalisation, and visual design were only examined in one article each (3.13%). These
reflect emerging, niche, or highly specific research interests, suggesting potential areas for further exploration.

Table 3. Antecedents of the study

Variables No. Weight (%) Key References
Al-generated Influencer 1 3.13 Ochoaetal. (2025)
Ethical Messaging in Posts 1 3.13 Ochoaetal. (2025)
Content Type/Format 2 6.25 Ochoa et al. (2025); Kapoor et al. (2022)
Posting Frequency & Timing 1 3.13 Ochoaetal. (2025)
Website Quality 1 3.13 Almakayeel (2023)
Trustworthiness 2 6.25 Bastrygina et al. (2024); Bidabadi Amin et al. (2021)
Perceived Expertise 1 3.13 Bastrygina et al. (2024)
Influencer Popularity 2 6.25 Bastrygina et al. (2024); Rajput & Gandhi (2024)
Emotional Connection 1 3.13 Bastrygina et al. (2024)
Cultural Heritage & Authenticity 1 3.13 Babu & Barik (2024)
Social Media Presence 2 6.25 Babu & Barik (2024); Szymkowiak et al. (2021)
Influencer Marketing 2 6.25 Kvitkova & Masarova (2021); Banerjee et al. (2025)
Influencer Type 5 15.63 Meng et al. (2025); Liu et al. (2025); Chu et al. (2024); Zhang

etal. (2025); Barbe & Neuburger (2021)

Destination Type 2 6.25 Meng et al. (2025); Son & Park (2024)
Social Attractiveness 1 3.13 Abate et al. (2025)

Physical Attractiveness 1 3.13 Abate et al. (2025)

SMIM 2 6.25 Raj (2023); Fas & Zumstein (2019)
Loyalty Programs 1 3.13 Fas & Zumstein (2019)

Exposure to Influencers 1 3.13 Mohanty et al. (2022)

Influencer Content 2 6.25 Fedeli & Cheng (2023); Tsai & Hsin (2023)
Influencer Recommendations 1 3.13 Rajput & Gandhi (2024)

Virtual Influencers 1 3.13 Choi & Choi (2024)

Visual Impact 1 3.13 Choi & Choi (2024)

Seasonality Content 1 3.13 Son & Park (2024)

Green Influencer Passion 1 3.13 Ding et al. (2024)

Travel Lifestyle Desire 1 3.13 Lietal. (2024)

Source Credibility 1 3.13 Yu etal. (2025)

Trust in Instagram 1 3.13 Choi et al. (2024)

Behavioral Realism 1 3.13 Kim et al. (2024)

Form Realism 1 3.13 Kim et al. (2024)

Note: Relative frequencies are based on 32 articles. Source: Author’s fieldwork, 2025

Some unique antecedents such as Behavioral Realism, Desire for Travel Lifestyle, and Trust in Instagram
Marketplace reflect the increasing complexity of digital environments and evolving consumer expectations in
tourism promotion. Overall, the findings show that while a few core antecedents have received concentrated
attention, the field is also branching out into diverse and innovative areas. This mix of established and
emerging themes offers opportunities for future studies to deepen the understanding of influencer
effectiveness in tourism marketing.
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Outcomes of the study
Table 4 presents a comprehensive summary of the outcomes explored in influencer marketing research within
the tourism domain. These outcomes reflect the behavioral, attitudinal, and perceptual

Table 4. Outcomes of the study

Variables No. Weight (%) Key References

Audience Engagement 1 3.13 Ochoa et al. (2025)

Ethical Purchase Intentions 3 9.38 Ochoa et al. (2025); Almakayeel (2023); Bastrygina et
al. (2024)

Attitude Toward Ethical Travel 1 3.13 Ochoa et al. (2025)

Trust in Virtual Influencers 1 3.13 Ochoa et al. (2025)

Brand Support / Loyalty 2 6.25 Ochoa et al. (2025); Babu & Barik (2024)

Travel Podcast Consumption 1 3.13 Manisha (2024)

Travel Podcast Listening 1 3.13 Manisha (2024)

Brand Awareness 3 9.38 Bastrygina et al. (2024); Babu & Barik (2024); Fas &
Zumstein (2019)

Brand Loyalty 1 3.13 Bastrygina et al. (2024)

Tourism Supply Chain 1 3.13 Ding et al. (2023)

Marketing Effectiveness 2 6.25 Ding et al. (2023); Babu & Barik (2024)

Online Interest in Destinations 1 3.13 Kvitkova & Masarova (2021)

Tourism Demand Signals 1 3.13 Kvitkova & Masarova (2021)

Visit Intention 3 9.38 Secilmis et al. (2022); Meng et al. (2025); Barbe &
Neuburger (2021)

Green Destination Image 1 3.13 Abate et al. (2025)

Influencer Effectiveness 1 3.13 Raj (2023)

Endorsement Effectiveness 3 9.38 Liu et al. (2025); Zhang et al. (2025); Kapoor et al.
(2022)

Customer Loyalty 1 3.13 Fas & Zumstein (2019)

Word-of-Mouth (WOM) 1 3.13 Fas & Zumstein (2019)

Influencer Credibility Perception 1 3.13 Mohanty et al. (2022)

Unethical Influencer Behavior 1 3.13 Fedeli & Cheng (2023)

Experience Sharing 1 3.13 Bidabadi Amin etal. (2021)

Destination Preference 2 6.25 Banerjee et al. (2025); Tsai & Hsin (2023)

Engagement Levels 1 3.13 Son & Park (2024)

Destination Perception 1 3.13 Rajput & Gandhi (2024)

Travel Content Engagement 1 3.13 Rajput & Gandhi (2024)

Bio-digital Influencer Perception 1 3.13 Jauffret et al. (2025)

Campaign Engagement 1 3.13 Choi & Choi (2024)

Consumer Engagement 1 3.13 Son & Park (2024)

Support for Green Initiatives 1 3.13 Ding et al. (2024)

Sense of Belonging 1 3.13 Lietal. (2024)

Purchasing Intention 4 12.50 Yu et al. (2025); Choi et al. (2024); Kim et al. (2024);

Szymkowiak et al. (2021)
Note: Relative frequencies are based on 32 article. Source: Author’s fieldwork, 2025

responses of consumers influenced by social media influencers. The most frequently studied outcome is
Purchasing Intention, addressed in 4 articles (12.50%), highlighting that a primary goal of influencer
marketing in tourism is to drive consumer buying decisions. This suggests a strong emphasis on measuring
influencers’ ability to convert interest into action. Following this, Ethical Purchase Intentions, Brand
Awareness, Visit Intention, and Endorsement Effectiveness are each investigated in 3 articles (9.38%). Other
outcomes, such as Brand Support or Loyalty and Destination Preference, appeared in 2 articles each (6.25%),
showing a moderate focus on long-term consumer relationships and preferences influenced by marketing
efforts. The majority of outcomes—such as Audience Engagement, Perception of Influencer Credibility, and
Tourist Support for Green Initiatives, Experience Sharing, and Unethical Behavior of Influencers—are each
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studied in 1 article (3.13%). These diverse themes indicate the breadth of research but also the scattered
nature of focus in the literature. Additionally, newer and niche outcomes like Trust in Virtual Influencers,
Perceptions of Bio-digital Influencers, and Sense of Belonging to Influencer Communities reflect emerging
trends shaped by technological and social shifts in digital tourism marketing.

Mediators of the study

Table 5 summarizes the mediating variables investigated in influencer marketing research within the tourism
context. Mediators explain the mechanisms through which influencer marketing impacts

Table 5. Mediators of the study

Variables No. Weight (%) Key References

Perceived Authenticity 3 9.38 Ochoa et al. (2025); Babu & Barik (2024); Fedeli &
Cheng (2023)

Emotional Engagement 5 15.63 Ochoa et al. (2025); Bastrygina et al. (2024); Babu
& Barik (2024); Son & Park (2024); Kim et al.
(2024)

Perceived Ethical Value 1 3.13 Ochoaetal. (2025)

Satisfaction 1 3.13 Almakayeel (2023)

Loyalty 1 3.13 Almakayeel (2023)

Engagement Behaviours 2 6.25 Bastrygina et al. (2024); Kvitkova & Masarova
(2021)

Content Relevance 4 12.50 Bastrygina et al. (2024); Fas & Zumstein (2019);
Son & Park (2024); Rajput & Gandhi (2024)

Social Media Platforms 1 3.13 Ding et al. (2023)

Marketing Effectiveness 1 3.13 Ding et al. (2023)

Consumer Awareness 1 3.13 Kvitkova & Masarova (2021)

Destination Attractiveness 2 6.25 Kvitkova & Masarova (2021); Tsai & Hsin (2023)

Influencer Credibility 3 9.38 Meng et al. (2025); Choi & Choi (2024); Barbe &
Neuburger (2021)

Environmental Concern 1 3.13 Abate et al. (2025)

Perceived Experience 3 9.38 Liu et al. (2025); Mohanty et al. (2022); Bidabadi
Amin etal. (2021)

Trust in Influencers 2 6.25 Mohanty et al. (2022); Yu et al. (2025)

Social Categorization 1 3.13 Zhang et al. (2025)

Cultural Understanding 1 3.13 Zhang et al. (2025)

Hotel Sustainability Perception 1 3.13 Kapoor et al. (2022)

Destination Evaluation 2 6.25 Bidabadi Amin et al. (2021); Banerjee et al. (2025)

Biodigital Influencer Usefulness 1 3.13 Jauffret et al. (2025)

Attitude Toward Technology 1 3.13 Jauffret et al. (2025)

Tourist Passion 1 3.13 Ding et al. (2024)

Trust in Tour Sellers 1 3.13 Choi et al. (2024)

Note: Relative frequencies are based on 32 articles. Source: Author’s fieldwork, 2025

consumer behavior, helping to uncover the "how" and "why" behind its effectiveness. The most prominent
mediator is Emotional Engagement, explored in 5 articles (15.63%). This reflects the crucial role of emotional
connections in shaping tourist perceptions and intentions. Influencers who evoke emotional responses appear
to have greater persuasive power. Another frequently studied mediator is Perceived Relevance of the
Influencer’s Content, found in 4 articles (12.50%). This underscores the importance of message relevance in
capturing attention and influencing decisions—especially in digital tourism marketing, where content
overload is common. Three mediators were studied in 3 articles each (9.38%): Perceived Authenticity,
Perceived Credibility of the Influencer, Perceived Experience. Several other variables were examined in 2
articles each (6.25%), such as: Engagement Behaviours, Perceived Attractiveness of the Destination, Trust in
Influencers and Destination Evaluation. These mediators suggest that the user’s interaction with content,
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perceptions of destination appeal, and level of trust play key roles in influencing outcomes. Most other
mediators like Satisfaction, Loyalty, Environmental Concern, Social Categorization, Perceived Hotel
Sustainability, and Attitude Toward Technological Change appeared in only one article (3.13%) each. These
represent more niche or emerging areas of interest, pointing to the expanding scope of the research field.

Moderators of the study
Table 6 highlights the moderators investigated in influencer marketing research in the tourism sector,

showing how different factors influence the strength or direction of influencer marketing outcomes.

Table 6. Moderators of the study

Variables No. Weight (%) Key References

Digital Literacy 2 6.25 Ochoa et al. (2025); Barbe & Neuburger (2021)

Audience Demographics 3 9.38 Ochoa et al. (2025); Bastrygina et al. (2024);
Kvitkova & Masarova (2021)

Skepticism Toward Influencers 2 6.25 Ochoa et al. (2025); Kapoor et al. (2022)

Ethical Consumerism Interest 1 3.13 Ochoaetal. (2025)

Social Media Usage 2 6.25 Bastrygina et al. (2024); Babu & Barik (2024)

Cultural Background 2 6.25 Bastrygina et al. (2024); Zhang et al. (2025)

Destination Context (Geo-Socioeconomic) 1 3.13 Ding et al. (2023)

Influencer Cultural Identity 1 3.13 Ding et al. (2023)

Influencer-Heritage Fit 1 3.13 Babu & Barik (2024)

Destination Type 2 6.25 Kvitkova & Masarova (2021); Liu et al. (2025)

Need for Uniqueness (TNFU) 1 3.13 Meng et al. (2025)

Physical Attractiveness 1 3.13 Abate et al. (2025)

Loyalty Programs 1 3.13 Fas & Zumstein (2019)

Influencer Impact on Decisions 3 9.38 Mohanty et al. (2022); Bidabadi Amin et al. (2021);
Banerjee et al. (2025)

Eco-tourism Involvement 1 3.13 Kapoor et al. (2022)

Source Credibility 2 6.25 Rajput & Gandhi (2024); Son & Park (2024)

Tourism Market Type 1 3.13 Jauffret et al. (2025)

Organizational Digital Maturity 1 3.13 Jauffret et al. (2025)

Familiarity with Virtual Influencers 1 3.13 Choi & Choi (2024)

Goal Specificity 1 3.13 Ding et al. (2024)

Cultural Norms 1 3.13 Lietal. (2024)

Influencer-Product Congruence 1 3.13 Yu etal. (2025)

Influencer/Post Type 2 6.25 Choi et al. (2024); Szymkowiak et al. (2021)

Realism Interaction (Form x Behavior) 1 3.13 Kim et al. (2024)

Note: Relative frequencies are based on 32 articles. Source: Author’s fieldwork, 2025

The most frequently studied moderator is audience demographics, examined in 3 articles (9.38%), indicating
that characteristics like age, gender, and income play a crucial role in shaping consumer responses.
Moderators such as digital literacy (2 articles, 6.25%), skepticism toward influencers (2 articles, 6.25%), level
of social media usage (2 articles, 6.25%), cultural background (2 articles, 6.25%), and type of destination (2
articles, 6.25%) also appeared prominently, suggesting that the effectiveness of influencer campaigns depends
significantly on technological familiarity, user attitudes, and contextual relevance. Several moderators were
examined in only one article each (3.13%), including previous interest in ethical consumerism, geographical
and socioeconomic conditions, cultural identity and geographical characteristics, relevance of influencer’s
niche to heritage tourism, tourists’ need for uniqueness (TNFU), physical attractiveness, loyalty programs,
consumer involvement with eco-tourism, source credibility, type of tourism market, level of digital maturity,
familiarity with virtual influencers, goal specificity, cultural norms, influencer-product congruence,
influencer/post type, and interaction between form and behavioral realism. These less-studied variables
reflect emerging and niche areas of interest, indicating the growing complexity of the field. Overall, the findings
demonstrate that the impact of influencer marketing in tourism is not uniform, but moderated by various
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demographic, psychological, cultural, and technological factors, calling for more targeted and context-specific
strategies.

Theoretical perspectives

Table 7 shows a series of theoretical perspectives used by researchers to describe how influencer marketing
functions across digital environments. A theory is a collection of related concepts, definitions, and assertions
that clarify or anticipate phenomena by detailing the relationships between variables (Wacker, 1998).

Table 7. Theories used in Influencer Marketing research

Weight
Theory No. Key References
(%)
Stimulus-Organism-Response (S-0-R) 5 15.63 Ochoa et al. (2025); Secilmis et al. (2022);
Tsai & Hsin (2023); Szymkowiak et al. (2021)
Source Credibility Theory 4 12.50 Meng et al. (2025); Fas & Zumstein (2019);
Rajput & Gandhi (2024); Yu et al. (2025)
Emotional Contagion Theory 3 9.38 Ding et al. (2024); Choi et al. (2024); Kim et al.
(2024)
Para-social Interaction Theory 3 9.38 Chu et al. (2024); Mohanty et al. (2022);
Manisha (2024)
Match-up Hypothesis 2 6.25 Fas & Zumstein (2019); Ochoa et al. (2025)
Source Attractiveness Model 2 6.25 Fas & Zumstein (2019); Mohanty et al. (2022)
eWOM / Reputation Theory 2 6.25 Chu et al. (2024); Barbe & Neuburger (2021)
Mind Perception Theory 2 6.25 Meng et al. (2025); Liu et al. (2025)
Social Categorization Theory 2 6.25 Zhang et al. (2025); Fedeli & Cheng (2023)
Consumer Decision-Making Process (CDMP) 2 6.25 Banerjee et al. (2025); Bidabadi Amin et al.
(2021)
Social Identity Theory 2 6.25 Choi & Choi (2024); Li et al. (2024)
Elaboration Likelihood Model (ELM) 2 6.25 Kapoor et al. (2022); Son & Park (2024)
Social Learning Theory 2 6.25 Banerjee et al. (2025); Abate et al. (2025)
Social Influence Theory 2 6.25 Babu & Barik (2024); Ding et al. (2023)
Theory of Planned Behavior (TPB) 1 3.13 Manisha (2024)
AIDA Model 1 3.13 Almakayeel (2023)
ADO Framework 1 3.13 Bastrygina et al. (2024)
Media Influence Theory 1 3.13 Kvitkova & Masarova (2021)
Conceptual Framework Approach 1 3.13 Son & Park (2024)
SMMS Framework 1 3.13 Jauffret et al. (2025)
No Guiding Theory 1 3.13 Raj (2023)

Note: Relative frequencies are based on 32 articles. Source: Author’s fieldwork, 2025

Reviewing a complicated phenomenon like influencer marketing via a theoretical perspective provides more
insight into its mechanics and strategic implications. Despite increased interest, current research lacks
theoretical consistency. This study uses a systematic review to identify major theories, frameworks, and gaps
before providing an integrative model that increases understanding and directs future research (Vrontis et al.,
2021). As shown in Table 7, researchers have used a variety of theoretical frameworks in Influencer Marketing
study to clarify relevant consequences. This section briefly discusses some of the most prevalent theories in
the area of study.

Table 7 presents a comprehensive overview of the theoretical foundations underpinning influencer
marketing research in the tourism industry, based on 32 selected articles. The Stimulus-Organism-Response
(S-0-R) Theory (Mehrabian & Russell, 1974) emerges as the most frequently applied framework, used in 5
studies (15.63%), indicating its central role in explaining how environmental stimuli (like influencer content)
affect tourists’ emotional responses and behavioral outcomes. Following this, the Source Credibility Theory
(Hovland & Weiss, 1951) is used in 4 studies (12.5%), highlighting the importance of influencer
trustworthiness, expertise, and attractiveness in shaping consumer behavior. Theories like Emotional


111-D.docx#Banerjee

Akram and Majeed Journal of Rural Tourism (2026) 3:2 269

Contagion and Para-social Interaction Theory are each used in 3 articles (9.38%), reflecting a growing interest
in the emotional and relational dynamics between influencers and their followers. A range of other theories—
such as the Match-up Hypothesis, Source Attractiveness Model, eWOM Theory, Mind Perception Theory, Social
Categorization Theory, CDMP, Social Identity Theory, ELM, Social Learning Theory (Akers & Jennings, 2015),
and Social Influence Theory appear in 2 articles each (6.25%). This diversity illustrates the multidisciplinary
nature of influencer marketing, drawing from psychology, communication, consumer behavior, and social
sciences. Meanwhile, theories such as the Theory of Planned Behaviour (TPB) (Ajzen, 2011), AIDA model, ADO
Framework, Media Influence Theory, Conceptual Frameworks, SMMS Framework, and studies with no guided
theory are each applied in only one article (3.13%). These are either niche in application or emerging in
relevance and demonstrate a potential area for future theoretical expansion and empirical validation. While
some theories like S-0-R and Source Credibility dominate the current discourse, the wide range of less-
frequently used theories suggests opportunities for integrating alternative perspectives to enrich the
understanding of influencer marketing in tourism contexts. Future research may benefit from combining
multiple theoretical lenses to capture the complex and evolving nature of influencer-consumer relationships.

Organisation/ Industry investigated in Influencer Marketing research
Table 8 shows the main organisations and industries identified in the analysed literature, which have been

examined to understand the contexts in which influencer marketing operates in different organisation.

Table 8. Organisation/ Industry investigated in Influencer Marketing research

Organisation / Industry No. V\I(((e);og)ht Key References

Tourism & Hospitality Industry 25 78.13 Ochoa et al. (2025); Manisha (2024); Almakayeel (2023);
Bastrygina et al. (2024); Ding et al. (2023); Kvitkova &
Masarova (2021); Secilmis et al. (2022); Meng et al. (2025);
Abate et al. (2025); Raj (2023); Liu et al. (2025); Fas &
Zumstein (2019); Chu et al. (2024); Mohanty et al. (2022);
Fedeli & Cheng (2023); Zhang et al. (2025); Kapoor et al.
(2022); Bidabadi Amin et al. (2021); Banerjee et al. (2025);
Rajput & Gandhi (2024); Choi & Choi (2024); Tsai & Hsin
(2023); Yu et al. (2025); Choi et al. (2024); Barbe &
Neuburger (2021)

Tourism Organizations / DMOs 2 6.25 Ding et al. (2024); Babu & Barik (2024)

Marketing & Advertising Industry 1 3.13 Kim et al. (2024)

Not Specified 4 12.50 Son & Park (2024); Jauffret et al. (2025); Li et al. (2024);

Szymkowiak et al. (2021)
Note: Relative frequencies are based on 32 articles. Source: Authors fieldwork, 2025

Table 8 classifies the articles selected in the context of influencer marketing research from 2010 to 2025
based on the industry or organisational focus. The tourism and hospitality sector accounts for 25 out of 32
papers, or 78.13% of the total, making it the dominant research landscape. In the tourism industry, which
includes hotels, travel agencies, and experience-based marketing, influencer marketing strategies are being
used with great academic and practical interest, as evidenced by this dominating representation. Examples of
this trend are researchers like Tsai & Hsin (2023), Meng et al. (2025), and Ochoa et al. (2025). A moderate
amount of attention was paid to tourism organisations and DMOs, since they contributed two articles (6.25%).
These studies specifically examined the use of influencers by national or regional tourism boards to advertise
travel destinations (e.g., Babu & Barik, 2024; Ding et al., 2024). There is just one article (3.13%) about the
marketing and advertising industry in the literature on tourism, despite the fact that it is crucial to influencer
marketing in general (Kim et al., 2024). In tourist research, this points to a gap where the involvement of larger
marketing organisations in influencer strategies are still limited. Interestingly, four papers, or 12.50% of the
studies, did not identify the precise company or sector being studied. These include research that are
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conceptual or framework-based (e.g., Son & Park, 2024; Li et al,, 2024), where the context is abstract or generic
and not sector-specific.

Countries investigated in Influencer Marketing research

Table 9 presents the countries identified in the analysed literature, highlighting how influencer marketing
practices vary across different national contexts. The geographical distribution of studies on influencer
marketing in the travel and tourism sector suggests a global yet uneven focus across nations. China emerges
as the most extensively examined country, with six articles (18.75%), reflecting its dynamic digital landscape
and large consumer base, and active usage of social media influencers in tourism marketing. Followed by
India, the second most represented, with 3 (9.38%) articles, indicating its fast expanding tourism industry,
digital penetration, and emerging influencer economy. Several additional nations (i.e. Singapore, Saudi Arabia,
Malaysia, the Czech Republic, Turkey, Finland, and others) have only one study each (3.13%) respectively,
showing a lack of country-specific research and a need for greater regional exploration. Additionally, 11
(34.38%) research did not mention any country setting. This "Not Specified" group accounts for a sizable
proportion of the sample, raising concerns regarding the contextual validity and relevance of these research’
findings. Studies that lack a regional focus may struggle to address localised behaviours, cultural variations,
or platform-specific trends, which are frequently important in influencer marketing. Based on the data,

Table 9. Countries investigated in Influencer Marketing research

Country No. Weight Key References
(%)
China 6 18.75 Ding et al. (2023); Meng et al. (2025); Liu et al. (2025); Zhang et al. (2025);

Lietal. (2024); Yu et al. (2025)

India 3 9.38 Manisha (2024); Babu & Barik (2024); Banerjee et al. (2025)
Singapore 1 3.13 Ochoaetal. (2025)

Saudi Arabia 1 3.13 Almakayeel (2023)

Malaysia 1 3.13 Bastrygina et al. (2024)
Czech Republic 1 3.13 Kvitkova & Masarova (2021)
Turkey 1 3.13 Secilmis et al. (2022)
Finland 1 3.13 Abate et al. (2025)
Switzerland 1 3.13 Fas & Zumstein (2019)
Australia 1 3.13 Fedeli & Cheng (2023)

Italy 1 3.13 Zhang et al. (2025)

United States 1 3.13 Kapoor et al. (2022)

Iran 1 3.13 Bidabadi Amin et al. (2021)
South Korea 1 3.13 Choi & Choi (2024)

Taiwan 1 3.13 Tsai & Hsin (2023)

Not Specified 11 34.38 Raj (2023); Chu et al. (2024); Mohanty et al. (2022); Son & Park (2024);
Rajput & Gandhi (2024); Jauffret et al. (2025); Ding et al. (2024); Choi et al.
(2024); Kim et al. (2024); Szymkowiak et al. (2021); Barbe & Neuburger
(2021)

Note: Relative frequencies are based on 32 articles. Source: Author’s fieldwork, 2025

Western nations (for example, the United States, Australia, Switzerland, and Italy) are under-represented in
tourism influencer marketing study when compared to Asia, particularly China. This could indicate a
geographical bias in current research, probably due to the importance of tourism and technology platforms.

Methodology used in the Influencer Marketing research

Table 10 presents the methodological approaches used in the analysed influencer marketing literature,
highlighting the diversity of research designs adopted across 32 tourism-related studies. The most common
approach is quantitative (primary), used in 9 articles (28.13%), indicating a strong preference for statistically
testing hypotheses and measuring consumer responses using structured data collection tools like surveys or
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experiments. Within the qualitative domain, semi-structured interviews were conducted in 5 articles
(15.63%), and qualitative approaches in general appeared in 4 articles (12.50%), demonstrating researchers’
interest in capturing in-depth, contextual insights about influencer dynamics.

Table 10. Methodology used in the Influencer Marketing research

Weight
Research Approach No. (t;g) Key References
(V]
Quantitative (Primary) 9 28.13  Almakayeel (2023); Meng et al. (2025); Abate et al. (2025); Mohanty

etal. (2022); Bidabadi Amin et al. (2021); Banerjee et al. (2025);
Son & Park (2024); Tsai & Hsin (2023); Yu et al. (2025)
Secondary Data / Review 6 18.75  Raj (2023); Fas & Zumstein (2019); Chu et al. (2024); Fedeli &
Cheng (2023); Barbe & Neuburger (2021); Ochoa et al. (2025)
Semi-Structured Interviews 5 15.63  Dingetal. (2023); Jauffret et al. (2025); Choi & Choi (2024); Li et al.
(2024); Choi et al. (2024)

Experimental Data 5 15.63  Jauffret etal. (2025); Ding et al. (2024); Choi et al. (2024); Kim et al.
(2024); Szymkowiak et al. (2021)

Qualitative (Primary) 4 12.50  Bastrygina etal. (2024); Ding et al. (2023); Babu & Barik (2024);
Kvitkova & Masarova (2021)

Survey Data 3 9.38 Manisha (2024); Liu et al. (2025); Fas & Zumstein (2019)

Case Study 1 3.13 Manisha (2024)

Note: Relative frequencies are based on 32 articles. Source: Author’s fieldwork, 2025

Additionally, case studies were used in 1 article (3.13%), suggesting limited reliance on this method.
Experimental data was also used in 5 studies (15.63%), showing the field’s growing inclination toward causal
analysis and controlled testing of influencer marketing strategies. Survey-based research, although
overlapping with quantitative methods, was explicitly identified in 3 articles (9.38%), confirming its role as a
staple method for collecting user perceptions and behavioral intentions. Finally, secondary data was employed
in 6 articles (18.75%), indicating the importance of analyzing existing datasets, content, or prior records
especially, when primary data collection is not feasible. The findings reveal a balanced mix of qualitative and
quantitative methodologies, with a slight dominance of quantitative approaches. There is also a noticeable use
of experimental and secondary data, reflecting the field’s evolution toward diverse and robust research
designs. However, the limited use of case studies and mixed methods suggests potential areas for
methodological expansion in future research.

Discussion

The results of this systematic analysis show that influencer marketing, which emphasises authenticity,
emotional storytelling, and parasocial relationships, has developed into a key element of tourism promotion,
progressively displacing traditional advertising strategies. The analysed research consistently show that
travellers now rely more on social media influencers whose content reflects real-life experiences, realistic
lives, and reliable advice rather than just institutional information sources. Influencers are therefore
increasingly influencing not only destination awareness but also travel motivations, decision-making
processes, and post-travel behaviours including sharing experiences and spreading word of mouth.

But the analysis also reveals a fragmented field of study. The interrelated role of mediators and moderators
is currently understudied, despite the fact that several research address influencer attributes including
credibility, expertise, attractiveness, and content relevance. Though significant contextual moderators, such
as demographic differences, cultural backgrounds, and levels of digital literacy, need more empirical attention
to comprehend variations in behavioural responses across tourist segments, emotional engagement and
perceived authenticity have emerged as significant mediating factors that drive behavioural intentions.

The results also show a theoretical gap. Despite the application of numerous theories, including the S-0-R
framework, Source Credibility Theory, Emotional Contagion, Para-social Interaction Theory, Elaboration
Likelihood Model, and Social Identity Theory, the discipline lacks a dominant or cohesive theoretical
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framework. A lot of research adopts hypotheses in isolation, which restricts the development of cumulative
knowledge. Similarly, a disproportionate reliance on quantitative survey-based research has hindered the
field's capacity to uncover deeper emotional and psychological dynamics contained in tourist-influencer
connections, notwithstanding methodological diversity.

One last important observation concerns new patterns. Influencers with an emphasis on sustainability,
virtual influencers, micro-influencers, and platform-specific reaction mechanisms are all in its early stages. .
In the meantime, despite their growing significance in digital marketing practices, fields like Al-generated
content, live streaming, podcast-based travel persuasion, and immersive technologies are still under-
represented. This suggests that there are a lot of chances for future academics to investigate into how ongoing
behavioural and technical changes will alter the effectiveness of influencers in the travel industry.

Conclusion

Influencer marketing has grown to be a very powerful and strategically essential instrument for influencing
traveler behaviour and boosting destination competitiveness in the digital age, according to the review's
conclusion. Through digital communities and experience sharing, influencers play a multifaceted role in
creating destination awareness, encouraging travel intention, strengthening destination loyalty, and
promoting traveler engagement. Perceived credibility, authenticity, emotional connection, and match between
the influencer and the marketed destination are the main factors that determine the effectiveness of influencer
marketing in the travel industry.

Despite its efficacy, the field's research is still philosophically and methodologically disconnected, requiring
more integration with fields like psychology, communication, digital behaviour, and tourism studies. Research
on new phenomena including virtual influencers, ethical endorsement practices, platform-specific interaction
strategies, and responses from culturally varied audiences is limited, which points to significant areas for
further study. To advance knowledge in this field, it will be crucial to broaden analysis to new digital
ecosystems, vary methodological techniques, and strengthen theoretical underpinnings.

Influencer marketing will continue to transform travel promotion overall, but its sustainable use requires
careful alignment between influencer identity, audience expectations, destination branding objectives, and
ethical communication standards. In order to support long-term destination growth in an increasingly
competitive digital marketplace, this review offers academics and practitioners a foundation for
understanding current developments, filling in research gaps, and developing marketing strategies that can
leverage influencer partnerships.
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