Table 1. Summary of Studies reviewed

	Paper
	Region
	Study objectives
	Methodology
	Main findings

	Influence of social media on the uptake of emerging musicians and entertainment events,
(Nwagwu & Akintoye, 2023)

	Nigeria
	Oyo and Lagos' burgeoning musicians are on social media. Understand young musicians' social media use. Explore social media methods for city-developing musicians. Assess and clarify how rising bands use social media to influence consumer perceptions. To examine how young artists mimic genuine interactions and create parasocial bonds with their social media audience. Meeting audience expectations is a challenge for budding musicians in the listed cities. 

	- The research employed a qualitative methodology. The research was guided by the Parasocial Engagement Model. - A numerous case study design was utilized. - Snowball sampling was employed to pick 20 young musicians from Ibadan and Lagos. - Data collection comprised questionnaires for background information and video-call interviews for in-depth observations. - The data analysis encompassed transcription, open coding, and thematic analysis utilizing ATLAS.ti software.

	Emerging musicians gain attention and exposure by expressing themselves and connecting with bigger audiences on social media. - Emerging musicians can gain exposure by working with social media influencers and magazines. - The study sheds light on how social media methods effect Nigerian young musicians, emphasizing audience interaction and connection building.


	Global influencers' content creation strategies: Negotiating with platform affordances to practice vernacular creativity
(Bhatia et al., 2024)
	India
	- To comprehend how influencers emphasize individualization and localization of media products while conforming to standardized social media procedures. To investigate the methods by which influencers cultivate tailored online interactions to attract and keep global audiences.

	- Critical Technocultural Discourse Analysis (CTDA) framework - Thematic analysis for coding discursive strategies - Purposive sampling of seven influencers - Textual analysis to identify themes
	Temporatization helps global South influencers standardize content that addresses global concerns for local audiences. - These influencers bridge local cultures and social media's technical limits to reach global audiences. - Influencers face obstacles from global North-centric platform designs despite some worldwide success.


	Impact of integrated marketing communication strategies on choice of higher education institutions
(Roy & Misra, 2024)
	India
	- Assess and analyze the influence of Integrated Marketing Communication strategies on the selection of higher education institutions. 
- Evaluate the impact of Integrated Marketing Communications Strategies on the choice of higher education institutions and academic fields.




	- Descriptive research design - Data collection via structured questionnaire - Purposive sampling technique - Sample size of 384 students - Data analysis using statistical methodologies, including multiple regression analysis
	Students' opinions of Integrated Marketing Communications vary by gender, preferred discipline, and institution, but not by age. - Higher education institution choosing is positively correlated with IMC perceptions. IMC strategies like social media and alumni interaction strongly influence higher education institution and academic discipline choices.


	Hashtag activism on Twitter: The effects of who, what, when, and how a tweet is sent for promoting citizens' engagement with climate change
(Estrella-Ramón et al., 2024)
	Spain
	Use the connected action framework to analyze how Twitter hashtag activism might increase climate change engagement. 
- Determine how post qualities affect #fridaysforfuture tweet engagement. 
Increase empirical connective action theory applications and comprehend message tactics for higher engagement. Explain how social movements can improve message design and communication.

	Tweets with #fridaysforfuture were collected using TAGS and Twitter API. Retweets and replies were eliminated; 6% was randomly picked for analysis. Manual Coding: Three coders classified tweets by attributes, ensuring intercoder reliability. Statistics: Kruskal-Wallis test was performed to examine tweet-based engagement disparities. User engagement was dependent, while sender type, influencer type, message content, posting time, and format were independent variables.

	- Greta Thunberg and notable influencers provide the highest online interaction for #fridaysforfuture tweets. - Content categories such as "non-endorsement of the movement" and "information pertaining to COVID-19/digital protests" augment engagement. - Content disseminated during business hours, especially when accompanied by text in video or image formats, exhibits heightened engagement levels.
.


	Effect of Social Media Influencers on Consumer Brand Engagement and its Implications on Business Decision Making
(Galdón-Salvador et al., 2024)
	Jordan
	It is the purpose of this study to investigate the influence that social media influencers and content marketing have on the desire to repurchase an item online by means of customer brand engagement and trust in the brand within e-commerce platforms.various speeds.

	A questionnaire was created from earlier research. Responses were on a seven-point Likert scale. Targeted Jordanian online shoppers on social media. Distributed via social media via Google Forms. Implemented data integrity deduplication. - January 17–February 15, 2023 survey. Used SPSS 26 to analyze 408 valid replies. Modeled structural equations with SMART-PLS3. Used CFA to verify construct validity. Used SEM to test causal and mediation hypotheses.

	Content marketing and social media influencers boost customer engagement, trust, and online buy intent. 
Content marketing is the biggest element in customer engagement and trust, while social media influencers affect online shopping intentions. 
Trust in the brand mediates the effect of social media influencers and content marketing on online repurchases, but customer interaction does not. 


	Enhancing Self-Leadership in Online Fitness Education and Training: Exploring Strategies and Addressing Challenges Among Social Media Influencers in Henan Province, China
(Yangzi et al., 2023)

	Henan Province, China
	- Analyze the self-leadership activities of SMIs in online fitness coaching. 
Examine the methods by which Social Media Influencers (SMIs) navigate their responsibilities in online fitness instruction and training, emphasizing tactics and obstacles. 
- Elucidate the tactics utilized by SMIs in overseeing their self-leadership in online fitness education and training.

	- Qualitative study using interviews and thematic analysis. - Surveys with a 5-point Likert scale for initial screening. - Purposive and snowball sampling to select 12 local SMIs. - Data collection included surveys, audio recordings, and transcription. - Coding and thematic analysis using ATLAS.ti 22 software. - Reliability ensured through expert evaluations. - Matrix tables used to connect research topics with theoretical frameworks.
	Social Media Influencers (SMIs) in Henan Province need self-leadership skills to navigate the fitness education field, according to research. 
SMIs can provide vital fitness education and shape health and wellness advocacy by solving challenges. 
The results are contextualized by Henan Province's culture and geography and the COVID-19 pandemic. 




	Exploring the dynamics of consumer engagement in social media influencer marketing: from the selfdetermination theory perspective
(Gu & Duan, 2024)

	China
	- Create a model to assess how influencer qualities, advertising content, and social dynamics affect customer engagement. To create efficient influencer marketing tactics, study customer involvement mechanisms. Using the S-O-R framework and self-determination theory, examine how exterior cues lead to psychological motivators and customer involvement. - Show how customers' psychological needs affect their social media influencer marketing involvement.

	The Wenjuanxing platform assisted with the survey. Participants were recruited via WeChat, Douyin, and Weibo. We assessed 522 valid surveys. Validated research-based measurement scales. Responses were analyzed using a seven-point Likert scale. Thirty participants were pre-tested for understanding. - Using Smart PLS for Partial Least Squares Path Analysis for data analysis. Running a bootstrapping test with 5000 samples. - The S-O-R model, self-determination, and planned behavior underpin this approach. 


	- Social media influencers are proficient at producing initial online traffic but possess less impact on deeper customer involvement levels. The crux of advanced engagement resides in the significance of advertising information, confirming that content is paramount. - Interpersonal elements, including subjective standards, markedly augment consumer engagement by affecting the propensity for self-disclosure and the confidence in information.


	Integrating Characteristics Of Indonesian Female Into Virtual Influencers For Ai-Based Marketing Strategies To Support Sdg 9: Promoting Innovation In Social Media Marketing
(Iffah et al., 2024)

	Indonesia
	Consider using Indonesian female virtual influencers' attributes in AI-driven marketing efforts. - Examine social media behaviour of virtual influencers. Examine how brands use female virtual influencers in social media marketing. Explore narrative storytelling in virtual influencer marketing.

	- Qualitative case study approach - Descriptive research type - Interpretative paradigm - Multiple case studies - Non-participatory direct observation - In-depth interviews with virtual influencer teams and creators - Literature studies
	To attract audiences, AI-based marketing methods use Indonesian female virtual influencers and storytelling. - Virtual influencers use new technologies to innovate marketing, supporting SDG 9. - Women virtual influencers are designed in Indonesian style to captivate audiences.


	Influencers y jóvenes seguidores. Análisis de sus interacciones comunicativas Influencers and Young Followers. Analysis of their Communicative Interactions
(Paredes et al., 2024)

	Spain
	- Use artificial intelligence to determine how Spain's top influencers engage with their adolescent following. Using natural language processing (sentiment analysis), analyze the emotional components in these influencers' content and their followers' reactions. - Use natural language processing to analyze the conversation models between Spain's most prominent adolescent influencers and their fans.

	Data mining and semantic content analysis, quantitative-qualitative. - Sentiment analysis and NLP. Analysis of comment, like, and view correlations using data mining. - ROBERTa and RoBERTuito sentiment analysis for English and Spanish comments. Word-clouds show user opinion polarity. Video title analysis using TextBlob and VADER. Extraction from YouTube Data v3 API. Eliminating irrelevant comments for analysis.

	- Influencer video views and likes are strongly correlated, but not comments, suggesting audience engagement measures should be revised. Despite a positivity tendency in interactions, influencers employ neutral or negative video titles to gain attention. Influencers and followers make positive or neutral comments, showing a redundant bidirectional communication mechanism.


	Influence Of Social Media Influencers On Buying Behavior Of College Students In Ernakulam District
(Subitha et al., 2024)

	Ernakulam district, Kerala, India
	Examine how social media influencers affect Ernakulum college students' purchases. Assess how influencer marketing affects young customers and how different tactics affect students' buying habits. Assess how authenticity, similarity, and credibility affect influencers' buying power. Examine how social media influencers affect college students' purchases. - Use social media influencers to assess college student product awareness.

	- Quantitative research design - Sample: 100 college students from Ernakulam district - Structured questionnaires for data collection - Non-probability convenience sampling - Online survey administration - Data analysis using SPSS
	Due to their authenticity, relatability, and credibility, social media influencers strongly influence college students' purchases. - Influencer content reactions vary by gender, age, and academic discipline. - Students are increasingly worried about influencer marketing ethics and want transparency and integrity in influencer-brand cooperation.


	Digital Influencers' Attributes and Perceived Characterizations and Their Impact on Purchase Intentions
(Pereira et al., 2023)

	Portugal
	Digital influencers' trustworthiness, knowledge, parasocial relationship, attitude homophily, physical beauty, and social attractiveness affect Portuguese customers' buy intentions. Find the finest digital influencers by analyzing their buy intention effect in fashion, sports, beauty, and film/TV/music. Prioritize influential groups. Choose the best fashion, sports, beauty, film, TV, and music digital influencers for your brand. Get influencer traits. Find digital influencers' best qualities. Think about buyer intent.

	- An online questionnaire was administered to a non-probabilistic convenience sample. - Selected participants possessing experience in making purchases subsequent to interactions with digital influencers. - Disseminated through social media from June to November 2022. - Incorporated closed-ended inquiries utilizing a five-point Likert scale. - Data were analyzed with SPSS version 29. - Evaluated with 12 students prior to testing. - Screening questions guaranteed pertinent respondents.

	- The attributes and perceived qualities of digital influencers have a substantial and favorable impact on purchase intention. - Digital influencers enhance the shopping experience and credibility, profoundly impacting consumers' buying intentions. - The principal influencers identified are Helena Coelho in Fashion, Cristiano Ronaldo in Sports, Sara Sampaio in Beauty, and Ricardo Araújo Pereira in Music, Television, and Film.


	Eco friendly branding and digital marketing strategies in Jordanian assessment
(Almestarihi, 2024)

	Jordan
	To understand how Jordanian companies perceive digital marketing and its impact on consumer behavior and brand perception. To explore how companies may align their digital marketing with global sustainability trends and build an eco-friendly presence. 


	Not mentioned (the paper does not provide a specific methodology section or details on the methods used by Ra'd Almestarihi)
	Jordanian companies need sustainable digital marketing to comply with environmental laws and boost brand awareness. Sustainability boosts brand image and customer engagement in digital marketing. - Government programs like "Go Green" and the EU-EBRD's Green Financing Facility encourage sustainable business in Jordan. 




	Decalogue to identify red flags in fitness content
(López López & López Villar, 2024)
	Spain
	- Identify indicators of risk (red flags) in online communities related to sports and physical activity to contribute to digital literacy by developing a decalogue.
	- Sequential explanatory mixed methods design. - Quantitative phase: Content analysis of 600 Instagram posts during COVID-19 lockdown. - Qualitative phase: Reflexive thematic analysis of themes from the quantitative phase. - Unit of analysis: Visual elements, titles, and overlaid messages in images.
	- The study created a decalogue to identify dangers in social media fitness material, including excessive appearance emphasis and gender stereotypes. - The decalogue encourages responsible content use and digital literacy in education. - It promotes critical thinking in fitness communities for better social media use.



	The Role of Social Media Marketing in Green Product Repurchase Intention
(Hu et al., 2024)
	Taiwan
	- Study how social media marketing and ESG green brand interaction affect eco-friendly product repurchase intention. Examine how ecological values, environmental concerns, brand perception, and brand involvement mediate repurchase intention. Understand repurchase intentions with the Theory of Planned Behavior (TPB). 


	- Quantitative approach using an online survey. - Data collected from 438 valid responses. - Five-point Likert scale used for measuring opinions. - Structural Equation Modeling (SEM) for analyzing relationships. - Confirmatory Factor Analysis (CFA) for measurement model evaluation. - SPSS 23.0 used for statistical analysis. - Referenced existing scales for social media marketing activities.
	Social media marketing boosts brand involvement by promoting green principles, environmental concerns, and brand image. - Brand involvement strongly affects green values, environmental concerns, brand image, and repurchase intention. Effective social media marketing boosts green product loyalty and repurchase intentions.


	Authentic cult: Media representations of cultural consumption and legitimization of cultural hierarchies
(Heřmanová, 2024)

	Czech Republic
	- Study Czech media cultural consumption legitimization methods. Compare influencer messaging on social media and traditional media portrayals of cultural items. Explore how social media influencers and journalists use discourse to validate cultural hierarchies. Examine how cultural omnivorousness and algorithmic culture affect these methods.

	Qualitative thematic and ethnographic content analysis. Collection of historic media data using Newton Media Database. Two coding rounds: open and ethnographic content analysis. The Atlas.ti software analyzed Instagram data. Influencer selection by following, engagement, and target group relevancy. Instagram is important to Czech influencer culture.

	- Social media influencers use authenticity as a legitimization strategy, while journalists use the notion of cult. - Journalists employ "canon cult" for popular artifacts and "niche cult" for artifacts appreciated by specific communities. - The platforms used by cultural intermediaries significantly influence their legitimization strategies.

	Exploring Rapport Management among Culturally Diverse Students during Group Work Face-to-face Interactions: A Qualitative Study
(Lim et al., 2023)

	Malaysia
	Investigate rapport management techniques employed by culturally diverse students in group work engagements. Examine how participants maintain rapport in potentially face-threatening contexts. - Analyze the negotiation of social categories during interactions.

	Ethnographic qualitative research. First-year English for Business students. Data: Group discussion audio recordings and in-situ observations. Since the researcher is a lecturer, convenience sampling is used. Weekly 15-20 minute group work for six weeks. Analyze verbal conflicts from audio recordings. Data validation: Accurate transcriptions and unstructured post-hoc interviews. Triangulation: Expert informant feedback reduces researcher bias.

	- Rapport orientation significantly influences strategy choice, driven by constructed social categories. - Participants initially engage in rapport-neglect and rapport-challenge but shift towards rapport-maintenance to achieve group goals. - Education practitioners need to develop intercultural competence to understand and facilitate intercultural communication dynamics.

	"Don't Make Me Ratio You Again": How Political Influencers Encourage Platformed Political Participation
(Harris et al., 2023)

	United States, Turkey
	Ratioing may boost political activity. - Show influencers using platform capabilities to spread content across platforms. Consider ratioing an innovative way to encourage multi-platform political activity. Consider how Hasan Piker uses ratioing for political engagement. - Assess ratioing's ability to turn political differences into captivating storylines. 


	Multi-case study analysis uses heuristic case studies. Three incidents were studied as "data outcroppings." Five-year Twitch streamer study. - Twitter's advanced search found ratio tweets. Includes contextual tweets from surrounding days. Tweets, Twitch, and YouTube were used. Exploratory, interpretative, or descriptive methods.


	- Ratioing is used by political influencers to engage audiences in coordinated political participation across multiple platforms. - Ratioing helps influencers amplify their reach and influence by directing audiences to promote specific narratives. - Ratioing is part of a broader trend of evolving forms of political participation facilitated by social media.

	Automated Parasociality: From Personalization to Personification
(Andrejevic & Volcic, 2024)

	Australia
	Explore the trend from personalization to personification in digital interactions. Analyze the personification strategy for recentralizing internet media control. Personification's impact goes beyond social media influencers. Place automated personalization in historical personal influence and parasociality theories.

	The methodology involves an observational approach where graduate students prompted a large language model (LLaMA 2) to generate responses for different audiences, analyzing the tone and style of these responses to discuss broader theoretical concepts.
	New AI technologies are personifying digital interfaces, making them more human-like. Automatic personification strengthens parasocial links, letting AI influence opinion leaders. - This trend may destabilize automated interfaces and raise authenticity problems beyond social media. 



	Visual propaganda in chinese central and local news agencies: a douyin case study
(Zhao & Zhang, 2024)

	China
	- Analyze the deployment of short videos in both central and local spheres of political subjectivity. - Develop and assess an analytical framework for the examination of visual propaganda, taking into account both visual components and language context.

	Analyzed 2,852 Douyin short clips from central and local news sources. - Found popular media accounts and curated 2 million-like videos. - Used coding to manipulate themes, visuals, and emotions. - Used quantitative measures for each video and random sampling to assess inter-coder reliability. - Used quantitative and qualitative methods to analyze visual and textual elements.

	Local news agencies emphasize warmth and livelihood, whereas central agencies highlight military and politics. Local agencies inspire expectation and delight, whereas central organizations create anger and terror. - Local agencies get less attention than central agencies despite creating more content.


	Brands' Green Activism: An Empirical Comparison between Posts of Digital Influencers and Brands
(Silveira et al., 2024)

	multinational
	Discover how brands use social media for environmental advocacy. Brand- or influencer-generated content. Direct brand communication can raise customer knowledge and participation in green activities. - Review literature gaps on how digital influencers and social media brand activism affect customer opinions and brand equity. - Discuss whether digital media promotes sustainability. 


	An internet survey-based quantitative empirical approach. - Six brand-digital influencer couples from various industries were sampled. - The quiz has brand and influencer posts. Participants rated posts on a 5-point Likert scale. - Using IBM SPSS 25, descriptive statistics and non-parametric Wilcoxon signed-rank tests were performed.



	- Social media serves as a useful medium for firms to convey their environmental activities. - Direct brand communication is more advantageous than employing digital influencers for the promotion of green activism. - Communications originating from the brand exert a greater influence on consumer perception than content provided by influencers.


	The Importance of Engagement in the Dissemination of Audio-Visual Content by Spanish Health Influencers on Instagram
(Almela-Baeza et al., 2023)

	Spain
	- Determine which communication methods and content engage health and pharmaceutical consumers. Assess whether influencers with over 30,000 followers engage more due to their follower count, or if those with fewer followers engage more. Determine content distribution-enhancing communication tactics. Identify influencers' preferred content format. 

	Analyzed six Spanish health influencers with over 30,000 followers on Instagram. User interaction metrics and shared content were assessed. - Used Infludata to identify profiles by criteria. Digital content classification using qualitative research. Impact measured over six months using user involvement metrics. Average post likes and comments divided by followers to calculate engagement. - Measured involvement with the latest 10 March 2022 publications.

	- Engagement is a crucial element in the distribution of health-related content and is not inherently associated with possessing a substantial follower count. - The utilization of Reels and infographics correlates with elevated engagement rates. - Interactive methods such as product raffles markedly enhance engagement.


	Keep the Influencers! Exploring How Sacrifice Enhances ''Creator Self-Identity'' and Providing Practical Recommendations by the Marketing Mix: An Exploratory Study
(Chen & Hsieh, 2024)

	Taiwan
	- Identify key factors and motivations driving content creators to persist through challenges and produce high-quality content. - Explore the correlation and reciprocal impact between "sacrifice" and "creator self-identity." - Apply the Marketing Mix (6P) to develop effective strategies for enhancing "creator self-identity" and retaining high-quality creators.
	- Participant observation: The primary author engaged in self-media management for nearly 7 years. - Semi-structured in-depth interviews: Conducted with 10 content creators, with 5 selected for further detailed interviews. - Data documentation: Utilized field notes, video recordings, and transcripts. - Thematic analysis: Used to code and analyze the data. - Ethical considerations: Informed consent obtained from participants.
	- Creator self-identity helps influencers overcome challenges and sustain content creation efforts. - Three methods to strengthen creator self-identity are sacrifice, sense-making positive feedback, and identity community interaction. - The marketing mix (6P) is introduced as a tool to enhance creator self-identity and retain influencers.

	Online Marketing: Emerging Trends and Issues
(Rajathi & Dass, 2024)

	Not mentioned (the paper does not specify any region or country)
	- To comprehend the current and developing trends in digital marketing. - To comprehend the influence of current and developing trends in digital marketing on customer purchasing behaviour.

	- Descriptive research design (conclusive research) - Data collected from 136 respondents - Non-probability convenience sampling method - Online questionnaire used for data collection - Statements in the questionnaire based on past research - One-sample t-test used for analysis
	Social media marketing, content marketing, search engine marketing, and display advertising greatly impact customer purchasing behavior. Visual search, interactive marketing, influencer marketing, and personalization strongly affect customer purchasing behaviour. Email marketing and chatbots barely affect customer purchases.



	Bringing Bourdieu to a Content Farm: Social Media Production Fields and the Cultural Economy of Attention
(Mears, 2023)

	United States, Mexico, India, Cyprus
	- Develop a relational theory of attention in social media content generation. - Examine status-reach inverse correlation. Use an anthropological case study to examine viral content providers' methods. Provide a framework for studying social media as cultural creation. Offer new perspectives on authenticity and relationships. - Plan creator study investigations.

	Social media content publisher ethnography ("Magic Media Productions"). - Digital ethnography: private Facebook group and monetized page content generation. Traveling to see creators and attend events is ethnography. - Zoom and in-person semi-structured interviews with 60 viral creators. - Transcripted, thematically examined interviews.

	- Viral creators seek immediate recognition through extensive reach and substantial compensation. - Viral creators fabricate situational authenticity, sacrificing personal authenticity and undermining their personal brand. - Viral producers engage with their extensive audiences in unexpectedly adversarial manners.


	Accessing the TikTok Influencer Marketing on Consumer Behavior: An Econometric Examination
(Tartaraj et al., 2024)

	multinational (no specific countries or regions are mentioned)
	To examine how TikTok influencer marketing influences brand awareness, buy intentions, and sales. Determine how TikTok influencer collaborations effect customer attitudes and intentions. - Assess TikTok influencer trust and purchase impact. - To educate marketers and businesses on TikTok influencer marketing for audience targeting. 
	- Quantitative methodology - Online survey targeting TikTok users - Stratified sampling method - Pilot study for survey refinement - Econometric models (regression analysis) - Correlation analysis - Sensitivity analyses, subgroup analyses, mediation/moderation analyses
	- Engagement with TikTok influencer partnerships markedly enhances brand recognition. - Interaction with TikTok influencer content is significantly associated with heightened buying intentions. - Confidence in TikTok influencers substantially influences actual purchasing behaviour.
behavior.

	Visualizing Authority: Rise of the Religious Influencers on the Instagram
(Febrian, 2024)

	Indonesia
	- Study how Instagram religious influencers assert power. - Study Indonesian Islamic religious influencers' visual tactics. Understanding Global South religious influencers is lacking. Examine how visual authority is used to establish names in Indonesian religion.

	- 9,801 Instagram postings from three religious influencers. - Simple random sampling of 374 posts for content analysis (95% confidence, 5% error). Manual content analysis by two qualified coders. At least 75% intercoder reliability test agreement. Framework based on image-making and management philosophies.
	Indonesian religious influencers adopt a close-up, pleasant Instagram style to exude authority, unlike distant religious icons. To preserve respect and authority, they use visual and verbal contrasts to balance intimacy with followers. Instagram allows new religious leaders to spread da'wah without traditional alliances.


	The Role of Emotional Attachment in the Impact of Generation Z's Trust in Digital Influencers on Unplanned Purchase Behavior
(Ateş et al., 2024b)

	Turkey
	Examine the influence of emotional attachment on Generation Z customers' faith in social media influencers and its consequent effect on impulsive purchasing behaviour. - Assess the influence of emotional attachment to digital influencers on the relationship between trust in digital influencers and unplanned purchasing behaviour.

	- Survey technique for data collection - Online questionnaire with demographic and behavioral propositions - Likert scale for responses - Data collection period: January 29 - February 15, 2024 - Analysis of 766 valid responses - Factor analysis for scale validation - Structural equation modeling for hypothesis testing
	Emotional relationship to digital influencers helps Generation Z trust them and make impulsive purchases. Emotional attachment triggers trust-induced impulsive buying. - Emotional attachment reduces the effect of trust alone on spontaneous purchasing.


	A Hybrid Model for Fitness Influencer Competency Evaluation Framework
(Yang et al., 2024)

	Taiwan
	- Develop a thorough competency assessment system for fitness influencers. - Create a hybrid model to assess the capabilities of fitness influencers via the lens of the MCDM model. - Determine essential competency indicators in the fitness industry and enhance business performance via management strategies.

	Government competency standards and expert knowledge hybrid model. - Competency weighting using Bayesian BWM. Modified TOPSIS-AL for aspiration-level performance evaluation. Criteria identification through literature review and expert group talks. - Testing result robustness with sensitivity analysis.

	- Fitness influencers value behavioral standards most, highlighting the necessity for comprehensive norms. - Fitness influencers need self-review, timeliness, inventiveness, rapport, and body image conformity, according to the study. - The study provides a framework for increasing corporate performance and influencing the fitness sector.


	The Role Of Influencers And Opinion Formers Marketing On Creative Brand Communication
(Černikovaitė & Karazijienė, 2023)
	Lithuania, Multinational
	To determine how to disclose influencers' engagement in innovative brand communication by comparing Lithuanian and foreign influencers' social media posts. Indicate influencer participation in innovative brand marketing. - To determine Lithuanian and international influencer brand marketing tactics. 
	Literature analysis by deduction, induction, and comparison. The qualitative method is expert interviews. A questionnaire survey is quantitative. Quantitative Instagram content analysis. Thematic quantitative research analysis. Summary and conclusion extrapolation.

	- Choosing the right influencer is a crucial step in influencer marketing strategies. - Foreign influencers are more likely to disclose advertisements compared to Lithuanian influencers. - Foreign influencers use more video content for advertising, while Lithuanian influencers prefer photos.

	The intimacy triple bind: Structural inequalities and relational labour in the influencer industry
(Glatt, 2024)
	United Kingdom, United States
	Focus on systematic creator-audience inequities in emotional and relational work from an intersectional feminist perspective. - Connect emotional and relational labor to digital society's hostility and harassment of marginalized people. Create the "intimacy triple bind" for marginalized creators. - Address London content creator precarity and platformization.

	- Ethnographically based investigation - Longitudinal study (2017-2023) - In-person participant observation at industry events and gatherings - Virtual participant observation on social media platforms - Comprehensive semi-structured interviews with 30 content creators situated in London - Autoethnographic investigation through the role of a YouTube creator

	Marginalized creators suffer a "intimacy triple bind," where they must undertake relational work while being harassed and trolling. To control relational labor demands, creators focus on content creation, ignore anti-fans, escape to private locations, and disable comments. - Marginalised groups may struggle to make a living from content creation due to structural disparities and platform accountability.

	Smartphone Ownership, Minors' Well-being, and Parental Mediation Strategies. An Analysis in the Context of Social Media Influencers
(Martín-Cárdaba et al., 2024)
	Spain
	Examine the relationship between electronic device ownership, influencer-generated content, and psychological distress, maladaptive usage patterns, and dangerous behavior in children and adolescents. - Assess parental mediation approaches' ability to mitigate negative consequences of minors' device ownership, particularly social media influencer usage.

	Participants: 800 Spanish 8-16-year-olds. Data collection: Online self-questionnaire. Time spent on influencer content, parasocial relationships, parental mediation, device ownership, psychological discomfort, problematic use, risky behaviors. Bivariate correlations, regression analysis, double mediation moderated model, hierarchical linear regression.

	Minors who own smartphones are more likely to experience psychological anguish, poor usage, and dangerous behavior. - Influencer content and parasocial ties affect these negative impacts. - Active parental mediation can improve well-being, but it's less effective when kids have electronics.


	«Kidfluencers»: Un Análisis De Las Estrategias Comunicativas
(Martínez Allué & Martín-Cárdaba, 2024)
	Not Mention
	Know what makes "Kidsfluencers." Check their YouTube and TikTok stuff. Determine how they affect young audiences. - Examine their main commercial and communication tools. Threats and vulnerabilities should be examined.

	- Theoretical review of existing literature - Focus on three areas: content by minor influencers, communicative factors, and vulnerabilities - Analysis of interactions on TikTok and YouTube
	TikTok encourages creativity and interaction with dynamic viral challenges, while YouTube is more educational. Child safety requires increased control due to their influencer and follower status. - To solve new digital problems, research must continue.


	Sponsorship Disclosure in Social Media Influencer Marketing: The Algorithmic and Non-Algorithmic Barriers
(Musiyiwa & Jacobson, 2023)
	Canada
	Assess the discrepancy between Canadian influencer marketing laws and practises. - Assess sponsorship disclosure compliance barriers. - Determine influencer noncompliance drivers. Determine procedural barriers to compliant sponsorship disclosure. Explore ways to make social media influencer marketing disclosures clear. 
	- Qualitative research approach - Semi-structured interviews with 21 influencer relations professionals - Purposive and network sampling for participant recruitment - Thematic coding for data analysis - Use of NVivo software for organizing and analyzing data
	Legal compliance in influencer marketing is hindered by algorithmic and non-algorithmic restrictions. Secretive content moderation, shadowbanning, and unpredictable changes are algorithmic problems. Influencer relations experts reconcile technology innovation with glacial regulatory adaption.



	
Anonymity and Digital Islamic Authority
(Astor et al., 2024)
	Spain, Latin America
	Discover how religious digital creatives (RDCs) use anonymity to gain attention and influence. - Explain the characteristics of anonymous reference websites and their strong Islamic content. - Highlight what makes anonymous and generic Islamic reference websites appealing to diverse audiences.

	- February 2023–May 2024 study. Use Google to simulate Spanish-speaking Muslim or convert queries. - Found anonymous Islamic reference sites. Sites with explicit affiliations were excluded. Analyzed site content and structure using textual analysis. Interviewing site admins was mostly unsuccessful. Similar search algorithms were used to analyze Facebook pages. Held semi-structured interviews with Facebook page administrators.


	- Islamic reference site administrators employ anonymity to look neutral and unbiased to gain awareness and influence. Anonymous sites can offer their material as universal religious truths, transcending ideology and sectarianism. These sites appear real and appealing in a variegated digital religious landscape by performing anonymity.






