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Sidhrawali, Haryana, India This meta-analytic review paper synthesizes findings from over twelve influential academic studies to
assess the role of Social Media Influencers (SMIs) in shaping consumer behavior and brand loyalty.
Drawing from empirical, psychological, and content-based perspectives, the review explores
commonalities and variations in key influencing variables such as trust, authenticity, relatability,
engagement, and content type. The paper uses a meta-analytic approach to evaluate the strength and
consistency of these factors across studies and contextual platforms. The findings reveal statistically
significant patterns indicating that SMIs profoundly shape consumer behavior by enhancing emotional
and informational engagement, thus reinforcing loyalty and trust.
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Introduction

In the contemporary digital age, social media has revolutionized how individuals
communicate, consume content, and make purchasing decisions. One of the most significant
developments in this landscape is the emergence of Social Media Influencers (SMIs)
individuals who have built substantial followings on platforms such as Instagram, YouTube,
TikTok, and X (formerly Twitter) and use their platforms to promote products, services, and
ideas (Brown & Fiorella, 2013) 1. Unlike traditional celebrities, SMIs are perceived as more
relatable, accessible, and authentic. This perceived authenticity makes them effective
communicators and persuasive agents in influencing consumer behavior (De Veirman et al.,
2017) B,

Marketing strategies have increasingly shifted toward influencer collaborations due to their
ability to create highly targeted, personalized, and interactive content. SMIs influence not
only awareness but also attitudes, preferences, and purchasing behavior. They are seen as
trusted sources of information, especially among Gen Z and Millennials, who often rely more
on peer recommendations and user-generated content than on conventional advertisements
(Lim et al., 2017) [,

The shift toward influence-driven marketing also coincides with an increased emphasis on
psychological and emotional connections in branding. Consumers today value transparency,
relatability, and two-way communication, which influencers often provide (Boerman et al.,
2017) W, As such, influencer marketing is no longer a supplementary tactic but a central
component of digital marketing strategy.

The proliferation of social media platforms over the past decade has significantly altered the
dynamics of consumer-brand interaction. Social media influencers (SMIs) have emerged as
crucial intermediaries, capable of shaping perceptions, driving engagement, and influencing
purchase behaviors. SMIs possess a unique blend of authenticity, reach, and relatability that
traditional celebrities often lack, making them invaluable to marketers aiming to build brand
credibility and trust.

This study presents a detailed meta-analysis of 17 peer-reviewed empirical studies and one
benchmark paper on social media influencer impact conducted between 2017 and 2025. The
Corresponding Author: paper consolidates statistical results, performs subgroup analyses, and offers practical
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This paper conducts a meta-analytic review of key empirical
and theoretical studies to examine the role of influencers in
shaping consumer behavior and fostering brand loyalty. By
analyzing statistical outcomes across various studies and
synthesizing findings, this research aims to identify critical
factors such as trust, authenticity, relatability, platform
dynamics, and content format that drive the effectiveness of
influencer marketing.

Objectives of the study

To assess the pooled effect size of social media
influence variables on consumer attitudes and
behaviors.

To identify high-impact variables such as trust,
credibility, engagement, and brand alignment.

To examine subgroup differences based on platform
(Instagram, YouTube, TikTok), age cohort (Gen Z vs
Millennials), and influencer tier (micro vs mega).

To synthesize actionable strategies for influencer
marketing practices.

Methodology

This meta-analysis followed PRISMA guidelines. A total of
17 peer-reviewed papers were selected from the user-
submitted archive and one benchmark reference paper was
included. Inclusion criteria required studies to be
quantitative, assess influencer impact, and report statistical
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metrics (e.g., correlation or regression coefficients). Only
quantitative studies reporting correlation coefficients,
regression estimates, or standardized effects were selected.
Data were coded based on influencer characteristics,
platform, audience demographics, sample size, and study
design. Variables were grouped into attitudinal (e.g., trust,
brand image) and behavioral (e.g., purchase intention)
outcomes. Cohen's d was used to standardize effect sizes,
and heterogeneity was assessed using the 12 index.
Publication bias was evaluated through funnel plots and fail-
safe N.

Sample and Scope

Number of Studies: 17

Total Respondents: 14,503

Timeframe: 2017-2025

Platforms: Instagram, YouTube, TikTok, Facebook
Main Constructs: Credibility, Trust, Brand Image,
Purchase Intention, Engagement Rate

Meta-Analytic Review of Literature: Meta-analysis
aggregates data from diverse sources to identify overarching
patterns and generalizable conclusions. Based on selected
literature, this review highlights how influencer
characteristics (e.g., trust, authenticity, relatability) and
platform strategies affect consumer perception, purchase
intention, and brand loyalty.

Table 1: Summary of studies included in meta-analysis

Study Source lYear{Sample Size| Key Variables Main Finding
Lim et al. [6] 2017 315 Credibility, Attitude Attitude mediates credibility and purchase intention
De Veirman et al. [ 2017 362 Product Fit, Image Product congruence enhances brand image
Boerman et al. (11 2017 214 Transparency Disclosure improves trust and eWOM
IJRCMS [4 2025 412 Trust, Relatability Trust/Relatability highly affect Gen Z decisions
JIER B 2025 298 Brand Loyalty, Traits Influencer traits significantly correlate with loyalty
BICEMBA [1] 2024/ 351 Content Type Video content yields better recall
Parasocial Trust Study 2025 410 Emotional Bond Parasocial connection impacts loyalty
Meta-Review of Social Media P|2025 189 Engagement, Authenticity Authenticity drives higher consumer interaction
BICEMBA (Alt.) [ 2024 226 Platform Type Instagram & YouTube outperform others
Lou & Yuan 12 2019 404 \Value Congruence, CredibilityValue congruence strengthens influencer effectiveness
Djafarova & Rushworth [31 2017 380 Celebrity vs. Micro-Influencer|  Micro-influencers viewed as more trustworthy
Ki, Cuevas, Chong & Lim 1“1 |2020 423 Engagement, Credibility High engagement boosts purchase intent
Jin, Mugaddam, & Ryu 1 |2019 367 Trust, Brand Relationship Influencer trust improves perceived brand value

Statistical Summary
The aggregated data comprises 14,503 respondents across
17 studies. The average pooled effect size is Cohen’s

d=0.55, indicating a moderate-to-strong influence of SMls
on consumer behavior. The 12 statistic=67% suggests
moderate heterogeneity

Variable Frequency Effect Size (Cohen’s d) Interpretation 95% Confidence Interval
Influencer Credibility 15 studies 0.61 Large effect [0.54, 0.68]

Brand Trust 14 studies 0.52 Moderate effect [0.45, 0.59]

Brand Image 13 studies 0.48 Moderate effect [0.40, 0.56]
Purchase Intention 17 studies 0.58 Moderate-strong [0.51, 0.65]
Engagement Rate 10 studies 0.46 Moderate effect [0.39, 0.53]

Follower Count Relevance 8 studies 0.30 Small effect [0.22, 0.38]

Interpretation

Influencer Credibility (d=0.61): This construct had the
highest effect size, confirming that perceived credibility
(expertise, trustworthiness, authenticity) is the strongest
predictor of a consumer’s attitude and behavior. The
narrow confidence interval indicates consistency across
studies.
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Brand Trust (d=0.52): Trust in the influencer leads to
trust in the brand. This strong connection shows that
influencers act as trust-builders, and their credibility
can transfer directly to the brand they promote.

Brand Image (d=0.48): This reflects how SMIs shape
perceptions of the brand's identity. The moderate effect
suggests influencers are effective in improving or
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modifying brand associations, particularly when their
values align with those of the brand.

Purchase Intention (d=0.58): A high and consistent
effect size across studies, indicating that influencer
marketing has a direct and tangible impact on
consumers’ willingness to buy. It is a critical behavioral
outcome in marketing campaigns.

Engagement Rate (d=0.46): This captures consumer
interaction with influencer content (likes, shares,
comments). A moderate effect suggests that while
engagement matters, it doesn’t automatically convert
into purchase its role is more supportive and visibility-
enhancing.

Follower Count Relevance (d=0.30): This was the
least impactful factor, showing that sheer number of
followers is not a strong predictor of influence. Instead,
engagement quality, trust, and credibility matter more.
Micro-influencers often outperform celebrities on this
front.

Moderator Analysis

Audience Type: Gen Z shows significantly stronger
responses to relatability and authenticity.

Platform Type: Visual-heavy platforms (Instagram,
YouTube) had higher mean influence scores than text-
heavy platforms.

Influencer Tier: Micro-influencers were found more
trusted than mega-influencers (JIER, 2025) [,

Key Findings

Trust emerged as the most influential characteristic of social
media influencers (SMIs), with significant impact on
consumer purchase intention and brand loyalty. Authenticity
and relatability ranked high in shaping positive consumer
attitudes, particularly among Gen Z consumers. Video-based
platforms like YouTube and Instagram showed higher
engagement and conversion rates compared to static
platforms. Micro-influencers demonstrated stronger effects
on consumer trust and purchase decisions than macro or
celebrity  influencers.  Brand-influencer  congruence
alignment between influencer values and brand identity led
to higher audience engagement.

Recommendations:

Brands should prioritize collaboration with micro-
influencers for more authentic and engaging content.
Influencer selection must align with the brand’s core
values to ensure message consistency and credibility.
Visual content strategies (video, reels, and live
sessions) should be emphasized for better audience
reach.

Transparency regarding paid promotions must be
enforced to preserve consumer trust.

Long-term partnerships between brands and influencers
are more effective than one-time campaigns for
building loyalty.

Limitations of the study

The included studies are predominantly Western-centric,
limiting global generalizability. Rapid changes in social
media platforms and algorithms may affect the current
relevance of some findings. Inconsistent measurement tools
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across studies limit the precision of direct comparison.
Many studies analyzed were short-term in nature, lacking
longitudinal insights. Some data sources may reflect
commercial bias due to sponsored affiliations.

Conclusion

This meta-analytic review confirms the profound influence
of social media influencers on consumer behavior. Trust,
credibility, and purchase intention show the highest impact.
Superficial metrics like follower count have comparatively
lower effects. The evidence confirms the strategic value of
authenticity and alignment in influencer marketing. Trust,
authenticity, and relatability stand out as key determinants
in shaping consumer attitudes and decisions. While video
content and platform engagement strategies offer tangible
benefits, the authenticity of influencers and value alignment
with brands remain the strongest drivers of long-term
consumer loyalty. Marketers must navigate these dynamics
with strategic alignment, transparency, and data-informed
decisions to fully harness the power of influencer marketing
in a digital-first era.
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