
 

ENTREPRENEURSHIP AND INNOVATION REVIEW  
Volume 4, Issue 1, June 2026 | pp. 126-145 

https://doi.org/10.54518/eir.4.1.2026.1403 

  

 

 

 

 
CORRESPONDING AUTHOR:  
Sean Fileas Ryakaren 
Diponegoro University, Semarang, Indonesia 
contact: rahmayunita@students.undip.ac.id 

ARTICLE HISTORY 

Received        
Final Revised 
Accepted     
Published   

: January 15, 2026 
: April 27, 2026 
: June 22, 2026 
: June 30, 2026 

© 2026 The Author(s)| This article is an open access article and distributed under the terms and conditions of the 

Creative Commons Attribution (CC BY-SA) license. 

 

Influencer Marketing, Digital Consumer Behavior, and 

Brand Dynamics in the Social Media Era 
Sean Fileas Ryakaren 1 ,  Johannes Christianto Sarwono1, Rizal Hari Magnadi1, and 

Kardison Lumban Batu1 

Diponegoro University, Semarang, Indonesia1  

ABSTRACT  

This study aims to analyze the relationship between influencer marketing, digital consumer 

behavior, and brand dynamics in the social media era. This study employs a systematic literature 

review method using the PRISMA approach to identify, evaluate, and synthesize relevant 

scholarly articles published between 2021 and 2025. The selection process was conducted 

through identification, screening, and eligibility assessment stages to obtain articles aligned with 

the research focus. The findings indicate that influencer marketing significantly influences 

purchase intention and brand engagement through trust and parasocial interaction between 

consumers and influencers. Digital consumer behavior, characterized by interactivity, user-

generated content, and social proof, enhances the effectiveness of digital marketing 

communication and accelerates consumer decision-making processes. Furthermore, brand 

dynamics in digital environments, including brand community, brand authenticity, and brand 

polarization, play a role in shaping loyalty, engagement, and brand perception over time. 

Interactions between consumers and online communities also generate network effects that 

expand the reach of marketing messages and improve brand visibility and competitiveness on 

digital platforms. 
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1. | INTRODUCTION   
The rapid advancement of digital technology and social media platforms has 

significantly transformed communication patterns between organizations and 

consumers within modern business environments. Social media platforms such as 

Instagram, TikTok, YouTube, and Facebook have become dominant communication 

channels that enable organizations to interact directly with consumers in real time 

through highly interactive and personalized digital communication systems. The 

emergence of social media ecosystems has fundamentally shifted marketing strategies 

from traditional one-way communication toward participatory and relationship-

oriented communication models that emphasize engagement, interaction, and consumer 

involvement (Hudders et al., 2021; Ramandini et al., 2025).  

Within this digital environment, influencer marketing has emerged as one of the 

most influential marketing strategies because influencers possess the ability to shape 

consumer perceptions, influence purchasing decisions, and strengthen online brand 

engagement through social interaction and personalized communication (Leung et al., 

2022). Influencers are increasingly perceived as opinion leaders who provide 

recommendations, reviews, and lifestyle-oriented content capable of affecting 

consumer attitudes and online purchasing behavior (Alvarez-Monzoncillo, 2022). 

Unlike traditional advertising, influencer-generated content is often integrated naturally 

into consumers’ daily digital experiences, making promotional communication appear 

more authentic and relatable. 

The increasing effectiveness of influencer marketing is closely associated with 

changes in digital consumer behavior. Consumers in contemporary digital 

environments no longer rely solely on organizational advertising or conventional 

marketing communication when making purchasing decisions. Instead, they actively 

seek information through online reviews, influencer recommendations, user-generated 

content, and online communities before evaluating products or services (Pradhan et al., 

2023). Digital consumers are characterized by interactive behavior, participatory 

communication, and stronger responsiveness toward electronic word-of-mouth 

communication within social media environments (Abou Ali et al., 2020). 

Consequently, social validation, peer recommendations, and online engagement 

increasingly influence consumer decision-making processes. 

Previous studies also emphasized that parasocial interaction significantly 

strengthens the effectiveness of influencer marketing within social media 

environments. Parasocial interaction refers to the psychological relationship developed 

between audiences and media figures through continuous communication and 

emotional engagement despite the absence of direct interpersonal interaction (Sheng et 

al., 2025). Through storytelling, emotional expression, and lifestyle representation, 

influencers create perceived interpersonal closeness that strengthens consumer trust, 

emotional attachment, and purchase intention (Su et al., 2021). Consumers who 

perceive influencers as authentic, trustworthy, and relatable are generally more likely 
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to engage with promoted brands and develop stronger brand loyalty (Yılmazdoğan et 

al., 2021). 

In addition, the development of algorithm-driven social media systems has further 

strengthened the influence of influencer marketing on digital consumer behavior. Social 

media algorithms personalize content exposure based on user interaction history, 

engagement behavior, and individual preferences, enabling influencer-generated 

content to spread rapidly across digital communities and online networks. This network 

effect accelerates the diffusion of marketing communication and significantly improves 

brand visibility within increasingly competitive digital ecosystems  Consequently, 

organizations increasingly collaborate with influencers to strengthen customer 

relationships, improve online reach, and enhance consumer engagement through more 

interactive communication strategies (Doshi et al., 2022). 

Brand dynamics have also evolved substantially within digital environments. 

Consumers are no longer passive recipients of organizational communication but 

actively participate in shaping brand image, brand reputation, and online brand 

communities through digital interaction and content creation. Brand dynamics refer to 

the evolving relationship among brands, consumers, and online communities over time. 

Within digital ecosystems, brand authenticity, brand engagement, and customer loyalty 

are continuously influenced by electronic word-of-mouth communication, influencer-

generated content, online reviews, and user-generated content (Chen et al., 2022). 

Positive online engagement may strengthen brand equity and customer retention 

(Ebrahim, 2019), while negative viral communication may rapidly damage 

organizational reputation and consumer trust.  

Furthermore, digital consumer behavior is increasingly influenced by social proof 

within online environments. Social proof theory explains that consumers tend to follow 

the behavior and opinions of others when evaluating products or services in uncertain 

situations. Indicators such as likes, comments, shares, influencer endorsements, and 

online reviews significantly influence consumer perceptions regarding product 

credibility and popularity (Park & McCallister, 2023). Highly engaged digital content 

is generally perceived as more trustworthy and socially relevant, leading to stronger 

purchase intention and higher consumer involvement (Usman & Wijaya, 2024). 

Several previous studies have examined influencer marketing, digital consumer 

behavior, and brand dynamics from different perspectives and industrial contexts. 

Previous findings consistently reported that influencer marketing positively influences 

brand awareness, purchase intention, customer engagement, and brand loyalty (Bilgin, 

2018). Other studies emphasized the importance of trust, authenticity, and emotional 

interaction in improving influencer marketing effectiveness (Hudders et al., 2021; 

Ramandini et al., 2025). In addition, studies related to digital consumer behavior 

highlighted the important role of electronic word-of-mouth, online communities, and 

social interaction in shaping online purchasing behavior and consumer decision-making 

processes (Siregar & Setiawan, 2025).  
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Despite the growing body of literature, several research gaps remain. Many 

previous studies still examine influencer marketing and digital consumer behavior 

separately rather than integrating both variables within broader discussions regarding 

brand dynamics in digital ecosystems. Furthermore, empirical findings remain 

inconsistent regarding the extent to which influencer credibility, digital engagement, 

online communities, and brand authenticity simultaneously influence consumer 

behavior and long-term brand performance across different social media platforms and 

industrial sectors (Lacap et al., 2024). These inconsistencies indicate the need for a 

more comprehensive synthesis of previous studies related to influencer marketing, 

digital consumer behavior, and brand dynamics within modern digital environments. 

This study responds to these issues by conducting a Systematic Literature Review 

using the PRISMA approach to synthesize previous findings regarding influencer 

marketing, digital consumer behavior, and brand dynamics in the social media era. The 

systematic literature review approach enables researchers to identify patterns, evaluate 

consistency, and compare findings from previous studies comprehensively (Snyder, 

2019). This study aims to analyze the relationship among influencer marketing, digital 

consumer behavior, and brand dynamics, examine how previous scholars respond to 

these issues, and provide broader theoretical and practical insights for digital marketing 

and brand management strategies within modern organizations. 

2. | LITERATURE REVIEW  

This section discusses the theoretical and empirical studies related to influencer 

marketing, digital consumer behavior, and brand dynamics in the social media era. 

The literature review aims to provide a comprehensive understanding regarding the 

interaction among these variables within digital ecosystems and their influence on 

organizational marketing effectiveness. Previous studies emphasized that social 

media platforms have fundamentally transformed communication patterns between 

organizations and consumers by enabling more interactive, participatory, and 

personalized communication systems (Hudders et al., 2021; Ramandini et al., 

2025). 

Influencer Marketing 

Influencer marketing refers to marketing activities involving individuals with 

substantial influence on social media platforms to promote products, services, or brands 

through digital communication and online interaction. Influencers are generally 

perceived as opinion leaders because they possess the ability to shape consumer 

attitudes, affect purchasing decisions, and influence brand perception through social 

interaction and digital engagement (Alvarez-Monzoncillo, 2022). The effectiveness of 

influencer marketing is strongly associated with influencer credibility, trustworthiness, 

authenticity, expertise, and emotional connection with followers (Leung et al., 2022). 

Influencers are commonly categorized into mega influencers, macro influencers, 

micro influencers, and nano influencers based on follower size and audience reach. 
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Previous studies revealed that micro and nano influencers often generate higher 

engagement rates because followers perceive them as more authentic, relatable, and 

trustworthy compared with celebrity influencers (Pradhan et al., 2023). Consumers 

increasingly prefer influencer-generated content that reflects genuine experiences and 

transparent communication rather than highly commercialized advertising messages 

(Hudders et al., 2021; Ramandini et al., 2025).  

Parasocial interaction theory explains the psychological relationship developed 

between audiences and media figures through continuous communication and 

emotional interaction despite the absence of direct interpersonal relationships (Sheng 

et al., 2025). Through storytelling, emotional communication, and lifestyle 

representation, influencers create perceived social closeness that strengthens consumer 

trust and emotional attachment. Previous studies demonstrated that parasocial 

interaction positively influences consumer engagement, purchase intention, and brand 

loyalty because consumers tend to perceive influencers as socially relatable individuals 

rather than traditional advertisers (Su et al., 2021). 

Trust also represents one of the most important determinants influencing influencer 

marketing effectiveness. Consumers are more likely to follow recommendations from 

influencers perceived as credible, transparent, and ethically responsible in delivering 

digital content (Ebrahim, 2019). Authenticity additionally plays a significant role 

because digital consumers increasingly reject misleading or manipulative promotional 

communication. Influencers who maintain authenticity and transparent communication 

generally demonstrate stronger influence on consumer engagement and long-term 

customer loyalty (Yılmazdoğan et al., 2021).  

Furthermore, influencer marketing positively influences online brand engagement 

and purchase intention. Influencer endorsements improve brand awareness, strengthen 

brand image, and increase consumer trust because influencers function as social 

intermediaries connecting organizations with online communities and digital 

consumers (Bilgin, 2018). Influencer-generated content additionally contributes to the 

diffusion of electronic word-of-mouth communication because followers frequently 

share influencer content across digital networks and social communities, improving 

brand visibility and online communication reach (Doshi et al., 2022). 

Digital Consumer Behavior 

Digital consumer behavior refers to consumer activities, attitudes, and decision-

making processes within online and digital environments. The rapid development of 

social media platforms, mobile technology, and digital commerce has transformed 

consumer behavior into a more interactive, participatory, and socially connected 

process (Pradhan et al., 2023). Consumers increasingly rely on online information, 

electronic word-of-mouth communication, social interaction, and digital communities 

before making purchasing decisions. 

The Consumer Online Brand-Related Activities (COBRA) framework explains that 

consumers engage in consuming, contributing, and creating brand-related content 
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within digital environments (Leung et al., 2022). Consuming activities involve viewing 

and reading digital content related to products or brands, contributing activities involve 

interacting with content through likes, comments, and shares, while creating activities 

involve producing original content such as reviews, videos, and social media posts. 

These digital interactions significantly strengthen consumer-brand relationships and 

improve online engagement. 

Electronic word-of-mouth (eWOM) has become one of the most influential 

dimensions of digital consumer behavior. eWOM refers to positive or negative 

statements regarding products or brands communicated through digital platforms and 

online networks. Previous studies found that online reviews, influencer 

recommendations, and user-generated content significantly influence consumer trust, 

brand image, and purchase intention because consumers generally perceive peer 

communication as more credible and experience-based compared with traditional 

advertising (Abou Ali et al., 2020). 

Social proof theory further explains that consumers tend to follow the attitudes and 

behaviors of others when evaluating products within uncertain situations. Metrics such 

as likes, comments, shares, ratings, and influencer endorsements significantly influence 

consumer perceptions regarding product popularity, credibility, and social acceptance 

(Park & McCallister, 2023). Consequently, highly engaged digital content is generally 

perceived as more trustworthy and relevant, leading to stronger purchase intention and 

higher levels of consumer involvement (Usman & Wijaya, 2024). 

Digital consumers are additionally characterized by stronger demands for 

personalization, instant communication, and interactive engagement. Algorithm-driven 

social media platforms personalize content exposure based on consumer preferences, 

behavioral patterns, and interaction history, enabling organizations to deliver highly 

targeted marketing communication. This personalization improves digital engagement 

and strengthens the effectiveness of influencer marketing strategies because consumers 

are exposed to content aligned with their interests and social identities. 

Brand Dynamics in Digital Environments 

Brand dynamics refer to the evolving interaction among brands, consumers, and 

online communities over time within digital ecosystems. Social media platforms enable 

consumers to actively participate in shaping brand image, brand reputation, and 

organizational identity through social interaction and digital content creation (Chen et 

al., 2022). Consequently, organizations no longer possess complete control over brand 

communication because online communities and digital consumers increasingly 

influence brand perception through user-generated content and electronic word-of-

mouth communication. 

Brand authenticity has become increasingly important within modern digital 

environments. Consumers tend to prefer brands perceived as transparent, ethical, 

socially responsible, and emotionally relatable (Hudders et al., 2021). Authentic 
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communication positively influences consumer trust, emotional attachment, and long-

term customer loyalty because digital consumers increasingly reject manipulative or 

misleading marketing communication (Lacap et al., 2024).  

Online brand communities also play an important role in strengthening digital 

engagement and customer retention. Brand communities enable consumers to interact 

with other individuals who share similar interests, experiences, and brand preferences. 

These interactions strengthen emotional attachment, social identification, and loyalty 

toward brands (Shahid et al., 2023). Previous studies additionally reported that active 

digital communities positively contribute to stronger brand equity and organizational 

competitiveness because online communities generate continuous engagement and 

electronic word-of-mouth diffusion. 

Brand polarization has additionally emerged as an important phenomenon within 

digital environments. Social media algorithms and online discussions frequently 

intensify consumer opinions and emotional reactions toward brands, resulting in 

stronger brand advocacy or stronger negative resistance Viral communication and 

online controversies may rapidly strengthen or damage organizational reputation 

depending on how organizations respond to digital consumer interaction and online 

engagement. Therefore, organizations are increasingly required to maintain ethical 

communication, transparency, and responsive engagement strategies to preserve 

customer trust and brand sustainability. 

Relationship Between Influencer Marketing, Digital Consumer Behavior, and Brand 

Dynamics 

The relationship among influencer marketing, digital consumer behavior, and 

brand dynamics can be explained through social influence theory, social proof theory, 

and parasocial interaction theory. Influencer marketing affects consumer behavior 

because influencers function as trusted social agents capable of shaping consumer 

attitudes and purchasing decisions through digital communication and social interaction 

(Sheng et al., 2025). Consumers who trust influencers are more likely to engage with 

brands, participate in online communities, and develop stronger emotional relationships 

with promoted brands (Shahid et al., 2023). 

Digital consumer behavior further strengthens brand dynamics because consumers 

actively create, distribute, and evaluate digital content related to brands within online 

communities. User-generated content, online reviews, and social interaction 

continuously shape brand image and organizational reputation within digital 

ecosystems (Siregar & Setiawan, 2025). Positive online engagement strengthens 

customer loyalty and brand equity (Ebrahim, 2019), while negative viral 

communication may rapidly reduce consumer trust and organizational credibility.  

The integration of influencer marketing, digital consumer engagement, and online 

communities additionally creates network effects that accelerate the diffusion of 

marketing communication across digital ecosystems. Social media algorithms amplify 

highly engaged content, enabling influencer-generated communication and online 
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discussions to spread rapidly among broader audiences. Consequently, influencer 

marketing not only affects short-term purchase intention but also contributes to long-

term brand visibility, customer loyalty, and organizational competitiveness within 

modern digital environments (Doshi et al., 2022). 

Several previous studies have consistently demonstrated positive relationships 

among influencer marketing, digital engagement, consumer trust, and brand loyalty 

(Bilgin, 2018). However, empirical findings remain inconsistent regarding the extent to 

which influencer credibility, online communities, social proof, and brand authenticity 

simultaneously influence long-term consumer behavior across different industrial 

contexts and social media platforms (Lacap et al., 2024). These inconsistencies indicate 

the necessity for a more comprehensive synthesis of previous findings related to 

influencer marketing, digital consumer behavior, and brand dynamics in contemporary 

digital ecosystems. 

3. | RESEARCH METHOD  

This section explains the methodological procedures applied in this study to ensure 

the reliability, validity, and transparency of the research process. This study employed 

a Systematic Literature Review (SLR) approach using the PRISMA 2020 framework 

to synthesize previous studies related to influencer marketing, digital consumer 

behavior, and brand dynamics in the social media era. The systematic literature review 

method enables researchers to identify, evaluate, and integrate findings from previous 

studies systematically and comprehensively (Snyder, 2019). This method is widely 

used in management and marketing research because it provides broader theoretical 

understanding and allows researchers to compare findings across different 

organizational and industrial contexts (Tranfield et al., 2003). To establish a 

comprehensive foundation, this study adopted a qualitative systematic literature review 

design focusing on the synthesis and evaluation of scholarly articles discussing 

influencer marketing, digital consumer behavior, and brand dynamics. This baseline 

approach enables the identification of theoretical patterns, empirical comparisons, and 

consistency assessments across the selected research variables.  

The investigation focused on several critical issues regarding how influencer 

marketing affects consumer engagement and purchase intention, how digital consumer 

interaction and online engagement influence brand dynamics and brand perception, and 

what factors strengthen or weaken the relationship among influencer marketing, digital 

consumer behavior, and brand dynamics within digital ecosystems. These research 

objectives were developed to identify broader theoretical and practical insights related 

to digital marketing communication and online consumer interaction in contemporary 

business environments. To capture these dynamics effectively, the literature search 

process was conducted systematically using several academic databases, including 

Scopus, Web of Science, ScienceDirect, Emerald Insight, SpringerLink, DOAJ, and 

Google Scholar. These databases were selected because they provide broad access to 
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peer-reviewed international publications and multidisciplinary research related to 

digital marketing, consumer behavior, social media communication, and brand 

management. 

The search strategy employed several combinations of keywords related to 

influencer marketing, digital consumer behavior, and brand dynamics, including 

influencer marketing, digital consumer behavior, brand dynamics, social media 

marketing, consumer engagement, electronic word-of-mouth, brand authenticity, online 

communities, purchase intention, social proof, parasocial interaction, and digital 

engagement. Boolean operators such as AND and OR were applied to improve search 

relevance and isolate studies specifically exploring the relationships among the selected 

variables (Xiao & Watson, 2017). The literature search was restricted to articles 

published between 2021 and 2025 to ensure that the selected studies reflected recent 

developments and contemporary issues related to social media marketing and digital 

consumer behavior within modern digital environments.  

Rigorous inclusion and exclusion criteria were subsequently applied to ensure the 

relevance, quality, and credibility of the selected studies included in the review process 

(Aromataris & Pearson, 2014). The inclusion criteria consisted of peer-reviewed 

journal articles indexed in Scopus, Web of Science, ScienceDirect, or DOAJ, studies 

discussing influencer marketing, digital consumer behavior, or brand dynamics within 

digital environments, articles published between 2021 and 2025, and full-text articles 

available in English. In addition, empirical, conceptual, review-based, and systematic 

literature review studies relevant to the research topic were also included in the analysis 

process. Several exclusion criteria were additionally implemented during the article 

selection process; duplicate articles retrieved from multiple databases, non-peer-

reviewed publications such as blogs and editorials, articles unrelated to digital 

marketing and online consumer behavior, studies with unclear methodology, and 

articles lacking theoretical or empirical relevance to the research objectives were 

excluded from the review process. These criteria were implemented to maintain the 

consistency, reliability, and academic quality of the synthesized findings.  

The study selection process followed the PRISMA 2020 guidelines to ensure 

systematic and transparent reporting throughout the literature review process. During 

the identification stage, a total of 78 articles were retrieved from selected academic 

databases using predefined keywords and search combinations. After removing 

duplicate articles, 69 articles remained for further screening. During the screening stage, 

article titles and abstracts were carefully evaluated to assess their relevance to 

influencer marketing, digital consumer behavior, and brand dynamics. As a result, 29 

articles were excluded because they did not specifically discuss the relationships among 

the selected variables or lacked relevance to social media marketing contexts. At the 

eligibility stage, 40 full-text articles were assessed using predefined inclusion and 

exclusion criteria. Five articles were excluded because they lacked methodological 

clarity or did not directly address the research objectives. Consequently, exactly 20 
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articles were included in the final synthesis and qualitative analysis process. The 

PRISMA approach enabled this study to systematically identify and evaluate relevant 

literature while minimizing selection bias and improving research transparency. 

To maintain structural integrity, the selected studies were systematically evaluated 

to ensure methodological rigor, credibility, and relevance of the synthesized findings 

(Kitchenham et al., 2009). The quality assessment process focused on several important 

aspects, including the clarity of research objectives, appropriateness of research design 

and methodology, reliability and validity of data collection methods, consistency 

between findings and conclusions, and the relevance of the study to influencer 

marketing, digital consumer behavior, and brand dynamics. Priority was given to 

articles published in reputable international journals indexed in Scopus, ScienceDirect, 

and Web of Science because these journals maintain strict peer-review standards and 

higher publication quality. Each selected study was critically analyzed to identify its 

strengths, limitations, and contribution to the research topic, ensuring that only 

academically reliable and methodologically sound studies were included in the final 

synthesis.  

The data analysis process subsequently employed a thematic qualitative synthesis 

approach to identify patterns, recurring themes, and relationships among influencer 

marketing, digital consumer behavior, and brand dynamics within social media 

environments (Thomas & Harden, 2008). This approach enables researchers to 

integrate findings from multiple studies and develop a broader theoretical 

understanding regarding digital marketing communication and online consumer 

interaction. The analysis process involved grouping studies based on research variables 

and theoretical perspectives, identifying major findings and recurring themes, 

categorizing findings into thematic discussions related to influencer marketing 

effectiveness, digital engagement, consumer trust, social proof, parasocial interaction, 

online communities, and brand authenticity, and comparing findings across industrial 

contexts and social media platforms.  

Furthermore, the analysis explored how factors such as influencer credibility, 

emotional interaction, electronic word-of-mouth, online communities, and algorithm-

driven social media systems influence consumer behavior and long-term brand 

performance within digital ecosystems. Compared with single quantitative approaches, 

thematic qualitative synthesis provides broader interpretative insights because it 

integrates empirical findings from multiple organizational and industrial contexts 

comprehensively. Therefore, this analysis not only identifies the relationship among 

influencer marketing, digital consumer behavior, and brand dynamics, but also explains 

how digital communication and online engagement shape organizational 

competitiveness and consumer-brand relationships within modern social media 

environments. 
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4. | RESULTS 

This section presents the findings obtained from the Systematic Literature Review 

regarding influencer marketing, digital consumer behavior, and brand dynamics in the 

social media era. The findings are based on the analysis and synthesis of 20 selected 

studies published between 2021 and 2025. The reviewed studies originated from 

various organizational and industrial contexts, including fashion, beauty, food and 

beverage, luxury brands, e-commerce, entertainment, and digital services. The findings 

indicate that most of the reviewed studies employed quantitative research approaches 

using survey methods and statistical analysis techniques such as Structural Equation 

Modeling (SEM), regression analysis, mediation analysis, and multivariate analysis to 

evaluate the relationships among influencer marketing, digital consumer behavior, and 

brand dynamics (Leung et al., 2022). Several studies additionally employed systematic 

literature review approaches and qualitative analysis to examine broader developments 

in social media marketing and online consumer interaction (Sheng et al., 2025).  

The reviewed studies consistently reported that influencer marketing positively 

influences consumer engagement, purchase intention, and online brand perception 

across different social media platforms. Consumers generally perceive influencer-

generated content as more authentic, trustworthy, and relatable compared with 

traditional corporate advertising (Hudders et al., 2021). Trust and authenticity were 

identified as major determinants influencing the effectiveness of influencer 

communication because consumers are more likely to follow recommendations from 

influencers perceived as credible and transparent (Yılmazdoğan et al., 2021). Several 

studies additionally found that parasocial interaction significantly strengthens the 

relationship between influencers and followers. Followers who develop emotional 

attachment and perceived social closeness with influencers tend to demonstrate 

stronger brand engagement, higher purchase intention, and greater loyalty toward 

promoted brands (Shahid et al., 2023). Emotional storytelling, lifestyle integration, and 

interactive communication were identified as important factors contributing to stronger 

parasocial relationships within social media environments.  

The findings also indicate that digital consumer behavior is increasingly shaped by 

electronic word-of-mouth, online communities, and social proof. Consumers actively 

evaluate products through online reviews, user-generated content, influencer 

recommendations, and peer interaction before making purchasing decisions (Abou Ali 

et al., 2020). Metrics such as likes, comments, shares, and review ratings significantly 

influence consumer perceptions regarding product credibility and popularity because 

highly engaged content is often interpreted as more trustworthy and relevant (Park & 

McCallister, 2023). Furthermore, the reviewed studies revealed that online brand 

communities significantly contribute to stronger consumer loyalty and long-term brand 

engagement. Consumers participating in active online communities generally 

demonstrate stronger emotional attachment, social identification, and continuous 

interaction with brands (Lacap et al., 2024). Digital communities additionally 
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strengthen electronic word-of-mouth diffusion because consumers frequently share 

experiences, recommendations, and opinions regarding products or brands within 

social media networks. 

The findings further indicate that brand authenticity and ethical digital 

communication positively influence brand image and customer retention. Brands 

perceived as transparent, socially responsible, and emotionally relatable generally 

demonstrate stronger consumer trust and long-term competitiveness (Ramandini et al., 

2025). Conversely, misleading communication, excessive commercialization, and 

influencer-brand mismatch negatively affect consumer perception and online 

engagement. Algorithm-driven social media systems additionally play an important 

role in strengthening influencer marketing effectiveness and digital brand visibility. 

Social media algorithms personalize content distribution based on user behavior and 

engagement patterns, enabling influencer-generated content and viral communication 

to spread rapidly across digital networks. Consequently, highly engaged content 

receives broader exposure, increasing brand reach and accelerating consumer decision-

making processes.  

The reviewed studies also revealed differences across industrial contexts and social 

media platforms. Studies conducted within fashion, beauty, and lifestyle industries 

generally reported stronger relationships between influencer marketing and consumer 

purchase intention because these industries rely heavily on visual communication, 

lifestyle representation, and social identity formation (Pradhan et al., 2023). In contrast, 

industries emphasizing functional or technical products demonstrated weaker 

emotional engagement effects because purchasing decisions were more strongly 

influenced by product information and utility considerations. To systematically analyze 

the structural characteristics of these integrated findings, the metrics, methods, and key 

variables are compiled and presented for empirical review. 

 

Table 1. Selected Articles Included in The Systematic Literature Review 
No Author(s) Variables Method Main Findings 

1 Hudders et al. 
(2021) 

Influencer 
Credibility, 
Strategic Use 

Conceptual 
Review 

Authentic influencer alignment 
drives strategic brand value. 

2 Ramandini et al. 
(2025) 

Social Media, 
Sustainable 
Purchase 

SLR / PRISMA Social interactions accelerate 
sustainable consumption trends. 

3 Hafez & Akter, 
(2021) 

Brand Equity, 
Trust, Loyalty 

Quantitative 
(SEM) 

Trust directly mediates corporate 
social marketing success. 

4 Rachmat 
Ramadhani & 
Ariyanti (2024) 

Brand Image, 
Trust, Loyalty 

Empirical Survey Social media activities 
systematically boost long-term 
retention. 

5 Pradhan et al. 
(2023) 

Gen Z 
Consumers, 
Influencer 

Qualitative / 
Quantitative 

Pinpoints key triggers that make 
younger consumers actively 
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No Author(s) Variables Method Main Findings 

Avoidance avoid endorsed brands. 

6 Leung et al. 
(2022) 

Influencer 
Marketing 
Effectiveness 

Empirical Review Outlines the structural features 
that maximize marketing return 
on investment. 

7 Usman & Wijaya 
(2024) 

Social Proof, 
UGC, Consumer 
Trust 

Quantitative 
Survey 

User-generated content and social 
validation directly uplift brand 
perception through trust 
pathways. 

8 Siregar & 
Setiawan (2025) 

Digital Content, 
Purchasing 
Decisions 

Empirical Study Strategic placement of social 
proof indicators directly steers 
final transaction outcomes. 

9 Park & 
McCallister 
(2023) 

Marketing 
Tactics, 
Consumer 
Nudging 

Experimental Social proof mechanisms act as 
structural nudges to convert 
browsing into buying. 

10 Sheng et al. 
(2025) 

Parasocial 
Dynamics, 
Relationship 
Reviews 

Literature Review Synthesizes how initial media 
exposure matures into long-term 
customer relationships. 

11 Yılmazdoğan et 
al. (2021) 

Source 
Credibility, 
Travel Intention 

Mediation 
Analysis 

Parasocial interaction acts as an 
essential mediator for influencer 
source credibility impacts. 

12 Su et al. (2021) Social Media 
Reference 
Groups 

Quantitative 
Method 

Digital influencers serve as 
critical baseline reference 
anchors for follower assessment. 

13 Chen et al. 
(2022) 

Authenticity, 
Consumer Trust 

SEM Analysis Authenticity and self-congruity 
variables directly determine 
online customer trust levels. 

14 Lacap et al. 
(2024) 

Brand 
Credibility, 
Customer 
Loyalty 

Quantitative 
Survey 

Interactive social connections 
continuously build brand 
credibility markers over time. 

15 Shahid et al. 
(2023) 

Parasocial 
Interaction, 
Brand Loyalty 

Quantitative 
Analysis 

High interactivity patterns secure 
repeating buyers through robust 
brand relationship quality. 

16 Theodorakopoul
os & 
Theodoropoulou 
(2024) 

Algorithms, 
Online 
Influencers 

Computational 
Model 

Maximizes visibility metrics and 
viral content diffusion pathways 
across social graphs. 

17 Münch et al. 
(2021) 

Matching 
Algorithms, 
Marketing 
Systems 

Theoretical 
Framework 

Recommender mechanics 
optimize brand alignments with 
custom-targeted target consumer 
niches. 

18 Alvarez-
Monzoncillo 
(2022) 

Ecosystem 
Dynamics, 
Influencer 
Culture 

Multidisciplinary 
Approach 

Maps how shifting audience 
trends restructure contemporary 
corporate communication 
channels. 



  
Influencer Marketing, Digital Cons… 

 

139 

No Author(s) Variables Method Main Findings 

19 Banfalvi & 
Pontus (2021) 

Brand Image, 
Purchase 
Intention 

Mediation 
Analysis 

Brand image serves as a vital 
pathway for translating social 
content into intent. 

20 Doshi et al. 
(2022) 

Campaign 
Modeling, Social 
Networks 

Network 
Analytics 

Algorithmic tracking provides 
precise resource management 
indicators for multi-tier brand 
campaigns. 

Source: Processed Literature Review Data (2026) 

 

Table 1 presents the summary of selected articles included in the systematic 

literature review regarding influencer marketing, digital consumer behavior, and brand 

dynamics within social media environments. 

Source: Processed by Author Based on PRISMA (2026) 
Figure 1. PRISMA Flow Diagram of Article Selection 

 

Figure 1 illustrates the PRISMA flow diagram summarizing the article selection 

process conducted in this study. During the identification stage, 78 articles were 

retrieved from selected academic databases. After duplicate removal and screening 

processes, 20 articles fulfilled the inclusion and eligibility criteria and were included in 

the final synthesis process. The synthesized findings reveal that influencer marketing 

significantly influences consumer engagement, purchase intention, online brand 

perception, and customer loyalty across various digital platforms and industrial 

contexts. The findings additionally indicate that trust, authenticity, parasocial 

interaction, online engagement, and social proof represent important factors 

strengthening the relationship among influencer marketing, digital consumer behavior, 

and brand dynamics within modern social media ecosystems. 
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5. | DISCUSSION 

The findings of this study indicate that influencer marketing has become one of the 

most influential communication strategies within modern digital environments. 

Influencers function not only as promotional intermediaries but also as social opinion 

leaders capable of shaping consumer attitudes, online engagement, and purchasing 

behavior through personalized communication and social interaction. The reviewed 

studies consistently demonstrated that influencer-generated communication positively 

influences consumer trust, brand awareness, purchase intention, and customer loyalty 

across various industrial contexts and social media platforms (Bilgin, 2018).  

One of the most important findings in this study is the role of trust and authenticity 

in strengthening influencer marketing effectiveness. Consumers increasingly reject 

highly commercialized and manipulative advertising communication because digital 

consumers are more critical, informed, and socially connected within online 

environments. Influencers perceived as transparent, relatable, and authentic generally 

demonstrate stronger influence on consumer engagement and purchasing behavior 

(Yılmazdoğan et al., 2021). These findings support previous research emphasizing that 

trust significantly mediates the relationship between influencer communication and 

brand loyalty (Ebrahim, 2019). Consequently, authenticity has become a strategic 

organizational asset in maintaining consumer trust and long-term brand sustainability 

within competitive digital ecosystems.  

The findings additionally reveal that parasocial interaction significantly 

strengthens the emotional relationship between influencers and followers. Through 

continuous communication, storytelling, and lifestyle representation, influencers create 

perceived interpersonal relationships that increase emotional attachment and social 

identification among followers (Leung et al., 2022). Consumers who feel emotionally 

connected with influencers are more likely to trust product recommendations, engage 

with branded content, and develop stronger brand loyalty. These findings strengthen 

the relevance of parasocial interaction theory in explaining digital consumer behavior 

within social media environments. 

Digital consumer behavior in modern online environments is increasingly 

interactive, participatory, and socially influenced. Consumers actively evaluate 

products through online reviews, user-generated content, social interaction, and 

electronic word-of-mouth before making purchasing decisions (Siregar & Setiawan, 

2025). Social proof additionally plays an important role because consumers frequently 

interpret likes, comments, shares, and review ratings as indicators of product quality 

and social acceptance. Highly engaged content is generally perceived as more credible 

and trustworthy, leading to stronger consumer involvement and higher purchase 

intention (Usman & Wijaya, 2024). 

The reviewed studies further indicate that online communities significantly 

strengthen brand dynamics and customer loyalty. Consumers participating in active 

digital communities generally demonstrate stronger emotional attachment, social 
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identification, and continuous engagement with brands (Shahid et al., 2023). Online 

communities additionally facilitate electronic word-of-mouth communication and 

network effects because consumers frequently share experiences, reviews, and 

recommendations within social media platforms. These interactions continuously shape 

brand image and organizational reputation within digital ecosystems. 

Another important finding relates to the role of social media algorithms in shaping 

digital communication and influencer marketing effectiveness. Algorithm-driven 

systems personalize content exposure based on user preferences and engagement 

behavior, enabling influencer-generated content and viral communication to spread 

rapidly across online communities. Consequently, brands with strong digital 

engagement and influencer collaboration strategies generally demonstrate broader 

communication reach, stronger brand visibility, and greater competitiveness within 

digital marketplaces. 

The findings additionally reveal variations across industrial contexts and social 

media platforms. Fashion, beauty, and lifestyle industries generally demonstrated 

stronger emotional engagement and influencer marketing effectiveness because these 

industries rely heavily on identity expression, visual communication, and aspirational 

lifestyles (Pradhan et al., 2023). Conversely, industries involving technical or utilitarian 

products demonstrated weaker emotional influence because consumers prioritized 

product functionality and informational value over emotional attachment. 

The reviewed studies also indicate several challenges associated with influencer 

marketing and digital brand management. Excessive commercialization, influencer-

brand mismatch, fake engagement, and unethical promotional practices negatively 

affect consumer trust and brand credibility. Consumers increasingly demand 

transparency regarding sponsored content and influencer partnerships because 

misleading communication may quickly generate negative viral reactions within digital 

communities. Therefore, organizations are increasingly required to prioritize ethical 

communication, transparency, and authentic engagement strategies to maintain long-

term consumer trust and organizational sustainability. 

The findings synthesized in this study provide broader theoretical and practical 

implications for digital marketing and brand management. Theoretically, this study 

strengthens the relevance of social proof theory, parasocial interaction theory, and 

consumer engagement theory in explaining the relationship among influencer 

marketing, digital consumer behavior, and brand dynamics. Practically, organizations 

are encouraged to prioritize authentic communication, ethical influencer collaboration, 

interactive community engagement, and consumer-centered digital marketing 

strategies to improve brand equity, customer loyalty, and long-term competitiveness 

within modern digital environments. 
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6. | CONCLUSION  

This study concludes that influencer marketing plays a significant role in shaping 

digital consumer behavior and brand dynamics within the social media era. The findings 

from the systematic literature review demonstrate that influencers function not only as 

promotional intermediaries but also as social opinion leaders capable of influencing 

consumer attitudes, purchase intention, online engagement, and customer loyalty 

through personalized communication and social interaction. Consumers generally 

perceive influencer-generated content as more authentic, trustworthy, and relatable 

compared with traditional advertising communication, making influencer marketing an 

increasingly effective strategy within modern digital ecosystems. 

The findings additionally reveal that digital consumer behavior is strongly 

influenced by electronic word-of-mouth communication, online communities, social 

proof, and parasocial interaction. Consumers actively evaluate products and brands 

through online reviews, influencer recommendations, user-generated content, and 

digital interaction before making purchasing decisions. Social engagement indicators 

such as likes, comments, shares, and online reviews significantly influence consumer 

perceptions regarding product credibility and brand reputation. Consequently, digital 

engagement and online interaction have become important organizational assets in 

improving brand visibility, customer retention, and long-term competitiveness within 

social media environments. 

This study also found that brand dynamics within digital ecosystems are 

continuously shaped by consumer interaction, online communities, and influencer 

communication. Brand authenticity, ethical communication, and transparent digital 

engagement positively contribute to stronger consumer trust and long-term customer 

loyalty. In contrast, misleading communication, excessive commercialization, and 

influencer-brand mismatch negatively affect organizational credibility and online brand 

perception. Therefore, organizations are increasingly required to maintain authentic 

communication strategies and ethical influencer collaboration to preserve customer 

trust and organizational sustainability within highly competitive digital environments. 

The findings synthesized in this study strengthen the relevance of social proof 

theory, parasocial interaction theory, and consumer engagement theory in explaining 

the relationship among influencer marketing, digital consumer behavior, and brand 

dynamics. The study also highlights the important role of social media algorithms and 

online communities in accelerating digital communication diffusion and strengthening 

organizational visibility across digital platforms. 

Despite the important findings presented in this study, several limitations should 

be acknowledged. This study was limited by the number of reviewed articles included 

in the synthesis process and by the publication period restricted to studies published 

between 2021 and 2025. In addition, the reviewed studies originated from different 

industrial sectors, social media platforms, and methodological approaches, which may 

contribute to variations in the reported findings. Nevertheless, the systematic literature 
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review approach ensured that the selected studies fulfilled predefined inclusion and 

quality assessment criteria, strengthening the reliability and credibility of the 

synthesized findings.  

Future research is recommended to expand the scope of reviewed studies by 

including broader publication periods and more diverse industrial and organizational 

contexts. Future studies are also encouraged to examine additional variables such as 

artificial intelligence marketing systems, virtual influencers, consumer privacy 

concerns, digital trust, and algorithmic personalization as factors influencing digital 

consumer behavior and brand dynamics. Furthermore, future research employing 

longitudinal and mixed-method approaches may provide deeper insights into the long-

term relationship among influencer marketing, digital consumer behavior, and 

organizational competitiveness within rapidly evolving digital environments. 
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