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Introduction: Research on social media influencer marketing has grown significantly 
in recent decades, particularly in the fashion industry. This field is crucial for marketers, 
management, and influencers because of its strong influence on customer purchase 
decisions.
Methods: This systematic literature review employed the Preferred Reporting 
Items for Systematic Reviews and Meta-Analyses (PRISMA) framework to ensure a 
transparent and rigorous process for identifying and selecting relevant studies. To 
analyze and organize the findings, the ADO-TCM framework was applied, enabling 
a structured examination of antecedents, decisions, and outcomes (ADO), as well 
as the underlying theories, contexts, and methods (TCM) used in prior research.
Results: The review highlights credibility, trust, and attractiveness as the most 
frequently studied antecedents influencing the effectiveness of influencer marketing. 
Source credibility theory and the theory of planned behavior were identified as 
the dominant theoretical lenses guiding existing research.
Discussion: Despite the growth of scholarship in this area, significant gaps remain, 
particularly regarding contextual variations, methodological diversity, and emerging 
digital marketing trend. This study contributes by synthesizing fragmented research, 
identifying future research opportunities, and offering guidelines for marketers, 
management, and influencers. These insights aim to enhance the strategic use 
of influencer marketing and support customers in making informed purchase 
decisions in the dynamic fashion industry.
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1 Introduction

Social media influencer (SMI) marketing is a new form of digital marketing in which 
social media influencers act as third parties and influence the attitude of followers by sharing 
the details of products and experiences (Saima and Khan, 2021). The increasing number of 
SMI followers highlights the importance of this marketing form (Chetioui et al., 2020), and 
the fashion industry has emerged as the most representative category (Joshi et al., 2023). An 
emerging area of research focuses on the convergence between social media and the fashion 
industry, with a special emphasis on the purchasing intention of customers toward fashion 
products, particularly among young people (Santiago et al., 2020). SMIs are creating both 
advantages and disadvantages for the followers. The harmful spread of wrong reviews of the 
products is also being assessed nowadays (Chetioui et al., 2020). Customers can be exposed to 
misleading information because of the dysregulated nature of social media (Haines et al., 
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2023). However, influencer trust and credibility play vital roles among 
customers in making perfect purchase decisions (Cabeza-Ramírez 
et  al., 2022a; Shoukat et  al., 2023). Influencers, through engaging 
content, credibility, and trust, are producing important information 
through social media and impacting the attitude and behavior of 
followers (Shoukat et al., 2023).

The occurrence of social media influencers and their role in 
spreading product information, influencing purchase behavior, and 
other factors is of high interest to the fashion industry, and this 
constitutes the current study (Shah et al., 2023). To date, there is no 
systematic literature study known to the authors that directly focuses on 
analyzing the impact of social media influencer marketing on customer 
purchase intention in the fashion industry. However, studies in the fields 
of tourism (Polat et al., 2024), healthcare (Powell and Pring, 2024), etc., 
were existed. By using a framework approach, we aim to answer the 
following research questions: (1) What do we know about social media 
influencer marketing in the fashion industry? (2) How do we know 
about social media influencer marketing in the fashion industry? (3) 
What are the future directions that can be drawn from social media 
influencer marketing research in the fashion industry? Before this 
research, we examined different study designs that assessed the impact 
of social media influencers in the fashion industry among young people 
(Cabeza-Ramírez et al., 2022a; Joshi et al., 2023; Renchen, 2020). For 
example, studying what influencers say about the fashion industry and 
products, investigating the trust and credibility of influencers, and how 
the messages are being conveyed to the customers (Wiedmann and Von 
Mettenheim, 2021). In addition, we also examined studies that address 
our central question of whether social media influencer marketing 
affects the purchase decision of customers in the fashion industry 
(Cabeza-Ramírez et al., 2022a; Gamage and Ashill, 2023; Haenlein et al., 
2020). However, there was no previous systematic review answering this 
question, and therefore, no primary research to guide policy. Finally, 
two main contributions were made by this research to the literature: (1) 
By assessing the antecedents, decision, and outcome, the existing 
knowledge on social media influencer marketing is summarized, and 
(2) a research agenda is proposed to make future research fruitful.

The structure of the remaining paper is as follows. The review 
method is discussed in the following section. Sections 3 and 4 deal 
with the findings related to antecedents, decisions, outcomes, theories, 
contexts, and methods in social media influencer marketing. Sections 
5 and 6 address the limitations and implications of this study. Finally, 
we  present a future research agenda and concluding remarks at 
the end.

2 Review methods

Business research is growing rapidly, but it remains segmented 
and interdisciplinary. Literature review plays a vital role in research 
advancement and theory development. A systematic literature 
review is considered to be the most scientific and informative, as it 
is conducted in a well-justified manner (Paul et  al., 2021). 
Therefore, this review uses a domain-based approach that focuses 
on a specific domain only. This study adopts the PRISMA 
framework to ensure a transparent and rigorous process for 
identifying and selecting relevant studies. After the screening 
process, 27 articles were retained for the final analysis. To 
synthesize the findings, the ADO–TCM framework was employed, 

which enabled a structured categorization of antecedents, 
decisions, and outcomes of social media influencer marketing in 
the fashion industry, while simultaneously examining the 
underlying theories, research contexts, and 
methodological approaches.

2.1 The ADO and TCM framework

Thematic reviews (Hao et  al., 2019), theory-based reviews 
(Paul and Rosado-Serrano, 2019), and bibliometric analysis 
(Ruggeri et  al., 2019) are different ways in which systematic 
reviews can be  conducted. To understand the effect of social 
media influencer marketing on the purchasing intentions of 
customers in the fashion industry, an ADO and TCO dual 
framework was used. To understand how social media influencer 
marketing affects the purchasing behavior of fashion industry 
customers, the ADO framework is used (Paul and Criado, 2020). 
Here, “A” refers to antecedents, “D” refers to decision, and “O” 
refers to outcomes. Here, antecedents refer to the factors, reasons, 
and motivations that help a person engage in a behavior. 
“Decision” refers to the performance or non-performance factors 
that tell us how they engage in that behavior. The evaluation and 
other consequences that occur after the decision come under 
outcomes. The TCM framework is used here to answer the 
question of how we know what we know (Paul et al., 2017). Here, 
“T” refers to theories, “C” refers to contexts, and “M” refers to 
methods. Here, theories are the models used by the researchers, 
context refers to the background in which the construct is 
developed, and method refers to the approach used in the study. 
This combined framework was taken from Lim et al. (2021) and 
can reflect the strengths and overcome the weaknesses of 
the review.

2.2 Procedure

To identify the articles to be included in this literature review, the 
Preferred Reporting Items for Systematic Reviews and Meta-analysis 
(PRISMA) framework is used. The complete reporting of reviews 
systematically and transparently is possible using PRISMA (Liberati 
et al., 2009). The search criteria of prior research were assessed, and 
this study’s research methodology is adopted (Rosado-Serrano et al., 
2018). The information is passed through three stages: identification, 
screening, and inclusion, which are presented in Figure  1 and 
explained in the following sections.

2.2.1 Identification of studies
Studies were identified from Scopus (n = 81) and the Web of 

Science (n = 52). Both these databases were used because of their 
popularity and because they list a larger number of articles. The 
search strategy used a keyword search in the title and the Boolean 
operator to combine the terms “Social media influencer marketing” 
AND “Fashion.” To ensure that the identification criteria met the 
objectives, journal identification was limited to “business,” 
“management,” “social science,” and “arts and humanities.” 
Duplicate articles were excluded from the initial stage (n = 19). 
Only journal articles were considered; conference proceedings, 
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dissertations, review articles, etc., were removed; articles published 
before 2019 were excluded; and articles published between 2019 and 
2024 were considered; here, n = 32. This timeframe was chosen 
because the number of articles published in these years on 
influencer marketing was high compared with previous years, as 
shown in Figures 2, 3.

2.2.2 Screening of studies
Two rounds of screening were conducted. All identified articles 

were first screened based on their titles. Titles that did not match the 
scope of this study or the social media platform effectiveness study were 
also excluded. This was followed by abstract screening. The abstracts of 
55 articles were read to ensure that they met the abovementioned 
criteria. Disagreements were assessed, and 22 articles were excluded.

2.2.3 Inclusion of studies
Full data from 33 articles were extracted, and only 27 articles were 

included in the final stage. To confirm inclusion, an Excel spreadsheet 
was created to describe the study characteristics, objectives, 
methodology, and findings. One qualitative study and five articles that 
studied the impact of influencer marketing from the perspective of 
influencers were excluded. The results of the selected studies are 
discussed in the following sections.

3 What is currently known about 
social media influencer marketing in 
the fashion industry?

3.1 Antecedents

Antecedents are factors that affect or motivate customers’ 
decisions to purchase a product through social media influencer 
marketing in the fashion industry. Antecedents’ groups created are 
presented in Table 1, resulting in seven categories. Table 2 shows a 
list of 47 antecedents identified. Trust, credibility, and attractiveness 
are the three most researched antecedents. Trust is considered one 
of the strongest factors that influence the attitude of customers 
toward influencers, followed by credibility (Chetioui et al., 2020). 
Attractiveness can be  social or physical. Physical and social 
attractiveness influence a customer’s decision in selecting an 
influencer, and there is a strong association between personal 
attributes and characterization (Hugh et al., 2022; Pereira et al., 
2023). The greater the trustworthiness, the greater the attractiveness 
and credibility of the influencer; thus, it impacts the impulsive 
buying behavior of customers (Liu, 2022). The customers will 
be ready for more information if there exists trust and credibility 
(Gamage and Ashill, 2023).

FIGURE 1

PRISMA framework showing identification of studies.
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3.1.1 Influencer-related antecedents
Under this subcategory, 23 items were identified. Influencer-

related antecedents have been studied the most. Credibility, trust, 
and attractiveness were the most important factors, as described 
in the previous section. Other factors include risk, likability, 
commitment, conversation, and expertise (Al Masri et al., 2023; 
Almasri, 2023; Dhanesh and Duthler, 2019). The uncertainty that 
is felt by consumers when deciding to purchase a product 
constitutes risk (Cabeza-Ramírez et  al., 2022b). To avoid this 
aspect of risk-taking felt by the consumers, open communication 

reflecting the perception and reflection of the brand is needed 
(Renchen, 2020). To propose open communication and enhance 
a proper influencer-follower relationship requires influencer 
expertise, and thus, consumers can also make a better product 
choice (Lu et al., 2024).

3.1.2 Audience-related antecedents
These antecedents play a vital role in strengthening consumer 

behavior toward purchasing fashion products. Attitude homophily, 
behavioral control, and emotional attachment are factors that encourage 

FIGURE 2

Publication trend taken from SCOPUS.

FIGURE 3

Publication trend taken from Web of Science.
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audiences to purchase products from influencers (Bevan-Dye and 
Motaung, 2023; Cabeza-Ramírez et  al., 2022b; Shah et  al., 2023). 
Attitude homophily refers to the interconnection and similarity felt by 
customers toward the influencer (Pereira et al., 2023). This similarity 
can create an emotional bond and affiliation between followers and 
influencers (Shoukat et al., 2023). Thus, it can lead followers to perform 
and display a particular behavior (Chetioui et al., 2020).

3.1.3 Technology-related antecedents
Technological factors can attract customers to purchase products 

through influencer marketing. In terms of designing and operating 
social media platforms, it is necessary to create a way to enhance their 
ease of use and perceived usefulness (Chen et al., 2023). Similarly, the 

presence of visual esthetics on the platform can also retain the 
customers of the influencer (Lu et al., 2024). Thus, positive interaction 
with the influencer is also possible (Jin et al., 2021).

3.1.4 Content-related antecedents
Content-related factors, including the quality of information, 

message authenticity, and usefulness of content, can build the 
perceived influence and purchase intention of followers. The fitness 
of using information provided by influencers can be assessed as the 
perceived quality of information (Shah et al., 2023). In addition, 
enhancing authenticity in the information conveyed can create a 
positive attitude toward the influencer’s recommendations (Cabeza-
Ramírez et al., 2023).

TABLE 1  Categories of antecedents.

Category Definition

Influencer-related Elements from the part of the influencer that can affect the purchase intention of customers

Audience-related Individual consumer feelings and state of mind

Technology-related Purchase intentional factors through technological aspects

Content-related Factors that influence consumer behavior

Brand-related Factors that permit consumers to continue with the brand

Comparative-related The element that shows customer similarity with the influencer

Social-related Elements associated with the customer’s relationship with the influencer

TABLE 2  List of antecedents identified in social media marketing of the fashion industry.

Influencer-related antecedents Audience-related antecedents Brand-related antecedents

Influencer credibility Product involvement Brand credibility

Message credibility Behavioral control Brand loyalty

Perceived risk Subjective norms Brand awareness

Physical attractiveness Attitude homophily Comparative-related antecedent

Likeability Emotional attachment Similarity toward the influencer

Trustworthy Conspicuous value Social-related antecedents

Expertise Technology-related antecedents Perceived congruence

Innovativeness Perceived usefulness Parasocial relationship

Participation Perceived ease of use Social value

Openness Visual esthetics Interactivity

Conversation Social presence eWOM

Connectedness Content-related antecedents Online customer reviews

Network involvement Information value

Motivation Message authenticity

Social attractiveness Content usefulness

Entertainment value Perceived quality of information

Commitment

Familiarity

Authenticity

Fashion involvement

Popularity

Attitude

Perceived influence
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3.1.5 Brand-related antecedents
Brand loyalty, awareness, and credibility are brand-related factors 

identified in studies that lead to the purchase intention of customers 
(Macheka et  al., 2023). Through different market strategies and 
sponsored influencers, quality information is transmitted to 
customers, which constitutes brand credibility and thus has a positive 
relationship with purchase intention (Santiago et al., 2020).

3.1.6 Comparative-related antecedent
The alignment of the values and beliefs of followers with those of 

the influencer is based on a comparative factor (Hugh et al., 2022). 
This feeling of similarity toward the influencer can enhance the 
purchase intention of customers (Naderer et al., 2021).

3.1.7 Social-related antecedents
Studies have shown that parasocial relationships (ongoing 

relationships with influencers) can promote the purchase intention of 
customers (Hugh et al., 2022; Pereira et al., 2023). Such relationships 
and interactions by customers with the brand can lead to more 
favorable branded content (Jin et al., 2021). Moreover, online reviews 
(eWOM) are another social factor that influences consumer attitudes 
(Macheka et al., 2023) and helps social media influencers to increase 
buyer intent (Haines et al., 2023).

3.2 Decision

This section describes the different types of decisions taken by 
consumers with the involvement of different antecedents. Table  3 
provides the categories created among the decisions, which are 
categorized into two categories, resulting in the 12 concepts presented 
in Table 4. Purchase intention and parasocial relationship-building 
decisions are the two most commonly studied decisions. Each 
category is described in the following section.

3.2.1 Purchase intention
Purchase intention refers to a consumer’s psychological state of 

buying (Chen et al., 2023). In the context of social media influencer 
marketing, the purchase intention of customers will be affected by 
different factors, such as credibility and authenticity (Cabeza-Ramírez 
et al., 2022b; Shoukat et al., 2023). The influencer’s brand and the 
brand being promoted must be aligned effectively and thus can affect 
the purchase intention of customers (Renchen, 2020). Marketers are 
considering purchase intention as a key determinant in purchase 
decisions (Chetioui et al., 2020).

3.2.2 Parasocial relationship
This is another decision made by consumers when they are 

satisfied with the factors affecting their psychological needs. Increased 
trustworthiness can thus be formed between the influencer and the 
customer, which also leads the customer to make a purchase decision 
(Jin et al., 2021).

3.3 Outcome

The findings related to outcomes will be presented in this section. 
Outcomes are what occur after a purchase decision is made. Four 

categories of outcomes were identified, and Table 5 shows 14 identified 
concepts. Influencer- and brand-related factors were already discussed 
in the section on antecedents. The remaining two categories are 
discussed in this section.

3.3.1 Referral-related outcome
Once the purchase decision is made, and if the consumers are 

satisfied, they will share the details of the products with others. 
This may result in higher recommendations (Belanche et  al., 
2021), social sharing, social engagement (Cabeza-Ramírez et al., 
2022a; Macheka et  al., 2023; Masuda et  al., 2022), and better 
referral possibilities (Dhanesh and Duthler, 2019) and thus can 
improve the credibility (Saima and Khan, 2021) and authenticity 
(Hugh et al., 2022) of influencers.

3.3.2 Follower-related outcome
If the credibility of the message conveyed and its authenticity are 

worth customers, the probability of continuance intention toward the 
influencer may increase (Lu et al., 2024). This can help influencers in 
achieving trust and parasocial relationships among consumers (Jin 
et al., 2021).

TABLE 3  Category of decisions.

Category Definition

Consumer behavior

Decision that satisfies consumer needs, 

desires, and wants

Parasocial behavior

Decisions taken by consumers that can 

benefit the influencer

TABLE 4  List of concepts identified under the division.

Consumer behavior Parasocial behavior

Purchase intention Parasocial interaction

Purchase behavior Parasocial relationship

Ad recognition Persuasion

Brand name recognition Source credibility

Satisfaction with purchase

Perceived value

Product evaluation

TABLE 5  Identified concepts under outcome.

Brand-related Influencer-related

Brand credibility Influencer engagement

Brand involvement Influence

Brand trustworthiness Influencer perception

Brand engagement Follower-related

Brand authenticity The following influencer

Referral-related Continuance intention

Social sharing

Referral possibility

Social engagement

High recommendation

https://doi.org/10.3389/fcomm.2025.1676901
https://www.frontiersin.org/journals/Communication
https://www.frontiersin.org


George et al.� 10.3389/fcomm.2025.1676901

Frontiers in Communication 07 frontiersin.org

4 How do we know about social 
media influencer marketing in the 
fashion industry?

4.1 Theories

Several theories are used in the field of social media influencer 
marketing to carry out studies. A total of 29 theories were identified 
from 27 articles. Table 6 shows all identified theories and their number 
of applicable articles. This huge number of theories indicates that for 
the last 5 years, researchers have used different theoretical frameworks 
for evaluating the purchase intention of fashion product customers 
through social media influencer marketing and there is no scarcity of 
theories for conducting future research in this field.

Source Credibility theory was the most popular theory (mentioned 
in 6 articles) (Cabeza-Ramírez et al., 2022b; Chetioui et al., 2020; Liu, 
2022). This could be because, for many articles, credibility was the 
main antecedent noted before the purchase decision. The second and 

third most used theories were the theory of planned behavior (five 
articles) and Heider’s balance theory (three articles). The importance 
of using these theories to give legitimacy to their work can 
be understood by analyzing these articles. This section provides an 
overview of some of the widely used theories that have guided research 
in the field of influencer marketing in the fashion industry.

4.2 Source credibility theory

Applying this theory, Wiedmann and Von Mettenheim (2021) 
found that three variables of source credibility—attractiveness, trust, 
and expertise—play crucial roles in making customers buy products. 
Thus, the persuasive force of the sender is crucial and is positively 
impacted by source credibility (Cabeza-Ramírez et  al., 2022a). 
Another study revealed that entertainment value and information 
quality may shape source credibility and motivate people to purchase 
products (Saima and Khan, 2021).

4.2.1 Theory of planned behavior
This theory is the extension of the theory of reasoned action 

(Ajzen, 1991) and is useful in understanding the buying behavior of 
fashion products by customers through influencer marketing 
(Cabeza-Ramírez et al., 2022b). According to this theory, attitude, 
subjective norms, and behavioral control are factors that affect the 
purchasing behavior of an individual (Liu, 2022). This establishes 
the relationship between these factors. This also suggests that a more 
positive attitude can create greater intention among consumers to 
buy a product (Cabeza-Ramírez et al., 2022a). Behavior directly 
determined by behavioral intent is another key aspect of this theory 
(Macheka et al., 2023).

4.2.2 Heider’s balance theory
Emotional attachment with influencers is another key antecedent 

in enhancing the purchase decision of customers (Shoukat et al., 
2023). To enhance such an emotional attachment, a closer 
relationship with the influencer and a proper balance between 
endorser and message are necessary (Jin et al., 2021). (Wiedmann 
and Von Mettenheim, 2021) concluded that the endorser and the 
message can be  connected with trust as a mediator, as per the 
balance model.

Apart from the above three theories, 26 other theories were 
mentioned in the above-selected articles. Most studies have integrated 
more than one theory into their research framework (Santiago et al., 
2020; Wiedmann and Von Mettenheim, 2021), but some have tested 
theories in isolation (Cabeza-Ramírez et al., 2022b; Chetioui et al., 
2020). Finally, 22% of (6/27) studies did not mention the application 
of any theory in their research.

4.3 Context

This refers to the surroundings in which the study is conducted 
(Paul and Criado, 2020). Considering the selected 27 articles, two 
main contexts were selected: population and geography (Table 7). In 
terms of population, 40% of the studies were conducted among social 
media fashion influencer followers, 25% were conducted among 
general fashion customers, and 22% were conducted among female 

TABLE 6  List of theories identified.

Theory N articles

Source credibility 6

Theory of planned behavior 5

Heider’s balance theory 3

Congruity theory 2

Generational theory 2

Stimulus-organism-response framework 2

Extension of TPB 2

Social identity theory 1

Theory of reasoned action 1

Self-congruence theory 1

Observational learning 1

Source attractiveness 1

Uncanny valley theory 1

Human brand theory 1

Relationship management theory 1

Celebrity endorsement model 1

Technology acceptance theory 1

Social learning 1

Media dependency 1

Social adaptation 1

Attribution theory 1

Social judgment theory 1

Theory of persuasion 1

Elaboration likelihood model 1

Expectation theory 1

Involvement theory 1

Signaling theory 1

Cognitive dissonance theory 1

Brand equity theory 1
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fashion customers. This finding is not surprising, as all studies selected 
were considered from the perspective of customers only. 
Approximately 22% of studies are conducted among female customers, 
as they are more highly involved in fashion and beauty products than 
males (Gamage and Ashill, 2023). Next, in terms of geography, most 
studies on influencer marketing in the fashion industry have been 
conducted in Spain (11%) and China (11%). This factor is 
considerable, as other countries have only one or two studies in the 
selected papers. Only one study comes into sight from France, the 
UAE, Thailand, South Korea, Central Europe, India, the UK, 
Sri Lanka, and Canada. Therefore, these regions will require more 
attention in future studies. Countries were identified based on the 
respondent’s location and the first author’s location if the respondent’s 
location was not mentioned (Fetscherin and Usunier, 2012).

5 Methods

Research and data collection methods (Tables 8, 9) are considered 
the basis for assessing this section. In terms of the data collection 
method, 85% of the studies (23/27) were conducted using the survey 
method with circulating questionnaires. Online and offline modes 
were used in these surveys. In terms of research methods, 96% of the 
studies (26/27) were quantitative, and only one study was conducted 
using an exploratory descriptive research method. Qualitative studies 
were excluded from this review during the screening stage.

6 Systematic literature limitations

This review only included studies from SCOPUS and the Web of 
Science database, which belong to the years 2019–2024. There were 

publications before 2019 that might add insights. Conference 
proceedings, theses, dissertations, and articles not in the English 
language were excluded. Qualitative studies and those from the 
perspective of influencers were excluded. Content quality and 
feasibility were selected as the basis for these studies, and some useful 
studies may exist.

7 Implications

This is the first systematic literature study known to the authors 
that focuses on analyzing the direct impact of purchase intention on 
customers in the fashion industry through social media influencer 
marketing. Most research has focused on the credibility of influencers 
and attitudes of customers from the theoretical perspectives of the 
source credibility theory and the theory of planned behavior. 
The majority of the antecedents identified were studied based on the 

TABLE 7  Contextual coverage.

Context n % Context n %

Population Country

Social media fashion followers 11 40 Spain 3 12

General fashion customers 7 25 China 3 12

Female fashion followers 6 22 Jordan 2 8

University students 2 7 Germany 2 9

Unspecified 1 6 South Africa 2 8

Pakistan 2 8

Portugal 2 8

USA 2 8

France 1 3

UAE 1 3

Thailand 1 3

South Korea 1 3

Central Europe 1 3

India 1 3

UK 1 3

Sri Lanka 1 3

Canada 1 3

TABLE 8  Research method.

Method No. of articles

Quantitative method 26

Exploratory descriptive research 

method 1

TABLE 9  Data collection method.

Data collection method No. of articles

Survey method 23

Interview 2

Online experiment 2
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characteristics of the influencer, and thus, the impact was measured. 
In the case of the population and context of prior research, some 
limitations were identified, as the scope was scattered across different 
areas. By focusing more on youngsters and developing countries, this 
gap can be addressed. To make further research fruitful in the field of 
marketing, six gaps were identified in the studies. By analyzing the 
gaps, more marketing-related antecedents can be  included; thus, 
influencers can concentrate more on the quality of products. The 
crucial role of SMEs in impacting the purchase decision of consumers, 
which includes credibility, attitude, and parasocial relationship, should 
be considered by scholars while addressing the research gaps. More 
responsible research can be used to understand the shift from the 
importance of social media influencer marketing to protecting this 
form of marketing. This research can help marketers by spreading the 
information about the quality of their products.

In this competitive world, many influencers, managers, and 
brands in the fashion industry can make appropriate choices in 
selecting influencers based on the results of this study. While selecting 
the influencer, congruence between the influencer and the audience 
should exist, and it should also create positive consequences for the 
company. If a company wants to target a specific segment of the 
market, the influencer must be  selected accordingly. Thus, it can 
be said that consumers are getting influenced by the brands indirectly 
through the influencers. While considering the antecedents, it is clear 
that brand-related antecedents were comparatively fewer, as they 
include their importance through the characteristics of the influencer. 
Consumer behavior is directly influenced by influencers through 
brand promotion. The content quality that they demonstrate through 
their promotions determines how customers respond to these 
stakeholders. Therefore, companies should provide appropriate 
guidance to influencers to advertise product information. In addition 
to content-related factors, the credibility of the influencer, authenticity, 
transparency, etc., can also affect the purchasing behavior of 
customers. Additionally, by considering the influencer-related 
antecedents reviewed in this study, marketers can choose the best 
influencer for marketing purposes.

8 Concluding remarks

From this research, we hope to inspire future studies on social 
media influencer marketing in the fashion industry. Several aspects of 
social media influencer marketing, the fashion industry, and purchase 
intention can be  assessed by exploring this domain in the future. 
Through this review, it is noted that the number of studies on social 
media influencer marketing is increasing. Therefore, by including 
more marketing-related antecedents and other dimensions, this study 
can be explored further in the future. A proper shift to this dimension 
can help marketers and policymakers, as well as consumers, in making 
better decisions related to the products they purchase through social 
media influencers.

9 Future research directions

From the review of the antecedents, decisions, outcomes, theories, 
contexts, and methodologies of the 27 articles published in different 

journals, 6 important research gaps were identified and are discussed 
in the following section.

9.1 Decisions made by fashion industry 
customers as a result of social media 
influencer marketing can be expanded into 
other decisions

One of the most significant research gaps identified was that 
the decisions taken by customers through social media influencer 
marketing were limited to the purchase intention in the majority 
of studies. Other areas, such as motivation to become an 
influencer, brand loyalty, sharing the details of the influencer, 
following the influencer, sustainable purchase, and complete 
shifting from offline purchase to online purchase, should 
be considered for future research. For example, few studies have 
only focused on the role of sustainability through social media 
influencer marketing (Liu, 2022). Sustainable purchase is an 
important aspect nowadays, and thus it should be explored in 
future studies.

9.2 Inclusion of marketing elements as 
antecedents in social media influencer 
marketing

The next research gap identified was the lack of studies on 
marketing-related antecedents motivating customers to purchase 
products. Influencer-related antecedents were assessed in all the 
articles. Product-, price-, promotion-, and place-related factors 
may also contribute to the purchase intention of customers; thus, 
these factors should be  explored in future studies. Price- and 
place-related factors can be  considered the most important 
factors to be explored. The relationship between perceived value, 
price, and purchase intention of customers through social media 
influencer marketing in the fashion industry will be an interesting 
area of study. On the other hand, a study of the role of distribution 
channels in affecting the purchase behavior of customers through 
social media influencer marketing is also crucial. Product 
features are explored a little (Almasri, 2023) in the form of the 
qualities of the product and its usefulness. Promotional factors, 
such as social engagement (Belanche et al., 2021) and referral 
possibility, are also discussed (Shoukat et al., 2023), but more 
factors can be explored.

9.3 In-depth understanding of the 
purchase decision consequences

The lack of outcomes and consequences is identified as the 
next research gap. What are the consequences that customers face 
when they decide to purchase products? What are the advantages 
and disadvantages that customers consider when they decide to 
follow an influencer? Answers to these questions were not found 
in any of the studies. Future studies would benefit from exploring 
these areas.
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9.4 Avoid scattering of theories

The next gap identified is the scattered use of theories. A total of 
29 theories were identified from the 27 articles using the TCM 
framework. By exploring the mediating and moderating variables, key 
theories can be  identified in future studies to gain a better 
understanding. Thus, the purchase intention of the customers can 
be tested using these key theories. Another recommendation is to use 
theories that are more relevant to the field of social marketing.

9.5 Exploration of wide context and culture

In most studies, only a particular area or culture is selected. 
However, in future studies, a comparison between different countries 
and cultures should be performed. Most studies are conducted in 
China (Chen et al., 2023) and Spain (Cabeza-Ramírez et al., 2022a; 
Cabeza-Ramírez et al., 2022b) and thus show the concentration of 
studies in developed and developing countries. In future research, 
underdeveloped countries should also be considered.

9.6 Target group expansion

The sixth research gap identified is that the research should focus 
on more diversified groups. From this literature review, it is evident 
that most of the studies are conducted on female groups (Cabeza-
Ramírez et al., 2022a; Gamage and Ashill, 2023; Haines et al., 2023; Jin 
et al., 2021; Naderer et al., 2021; Wiedmann and Von Mettenheim, 
2021) and youth (Al Masri et al., 2023; Almasri, 2023; Cabeza-Ramírez 
et  al., 2022b; Santiago et  al., 2020). In the future, studies should 
be conducted among other gender and age groups. Other developing 
countries can also be explored.
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