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Abstract

In recent years, social networks have affected human life, including businesses. The influence of
influencers on the audience is one of the key concepts in the field of social networks. The purpose of
this study is to identify the psychological effects that social media influencers have on their followers.
A mixed-methods design has been used in this study. Using the qualitative method of systematic
review, 26 codes were extracted from the 46 final selected articles. The codes were in the form of 8
concepts including emotional support, identification, apleasurable experience, empathy, creating a
good mindset, brand affect, mental disorders, and destructive behaviors. Then, the concepts were
categorized in the form of two main categories of positive and negative psychological effects of
influencers on consumers (followers). Finally, in order to reveal hidden variables and psychological
effects of social media influencers, exploratory factor analysis was used in the statistical population of
female students of Mazandaran University. SPSS software was used to perform this statistical
analysis. The results obtained from the systematic review method and their classification were
confirmed using the statistical method of exploratory factor analysis. In the end, brand owners, social
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network influencers, future researchers, and those in charge of virtual networks in the country are
given some advice.
Introduction

In recent years, we have witnessed an increase in the use of social media and social platforms. One of the
important concepts in marketing through social media is influencers who are key factors in the effectiveness of
communication. Influencers are called online opinion leaders. In fact, the term influencer is attributed to
someone who can affect potential customers of a product or service through advertisement or advice via social
platforms like Instagram, WhatsApp, Snapchat, Tick Tack, YouTube, etc. Para-social interaction describes a
kind of relationship between the audience and social media celebrities in which the audience develops a delusion
of perceived intimacy with the celebrities. The effects that influencers have on consumers depend on their target
population like children, teenagers, women, men, etc., and are often deep and basic. One of the influencers’
impacts is psychological effects. Psychological factors refer to processes that work at the individual level and are
effective in the mental status of individuals. Therefore, they are also effective in their behavior. There are six
specific subtypes of psychological factors: mental disturbance, psychological symptom, personality trait or
coping style, maladaptive health behavior, or a stress-related physiological response that adversely affects the
general health condition. Influencers’ effects on their audience are acute. Through investigation of the literature
on this subject, it can be said that although some studies have been done sporadically on detecting psychological
factors of influencer marketing, there is still a lack of a comprehensive framework. To fill the gap, the main aim
of the present study is to identify and analyze the social media influencers’ psychological effects on their
followers.

Methodology

In this study, a mixed-methods approach has been used which is the result of applying quantitative and
qualitative methods. First, by using the qualitative method of systematic review, 26 codes were extracted from
the 46 final selected articles and the codes are in the form of 8 concepts. Then, the concepts formed two main
categories. Next, in order to reveal hidden variables and analyze the psychological effects of Instagram
influencers on consumers, exploratory factor analysis was used via SPSS software in the statistical population of
female students of Mazandaran University. Considering the sample size formula, 383 questionnaires were
obtained through available sampling. Finally, an expert questionnaire has been designed and distributed to the
twelve influencer marketing experts to express opinions about categories of codes and concepts in the form of a
Likert scale. According to the results of the Kolmogorov-Smirnov test, the data did not follow the normal
distribution; therefore, the results of the questionnaire were checked by performing the binomial test. According
to the test results, since the significance coefficient in all psychological cases is equal to zero and less than the
error level of 0.05, all the detected psychological effects have been confirmed by the experts.

Findings

The results of the research showed that influencers in the study have positive and negative psychological
effects on their followers and consumers. The positive effects are detected in six concepts including emotional
support, identification, pleasurable experience, empathy, creating a good mindset, and inclination to brand. The
two negative effects are classified into concepts of mental disorders and destructive behaviors. The study tried to
investigate the psychological factors of influencer marketing on social media audiences, especially women who
are more affected by influencers, to reveal their positive and negative impact. With respect to the negative
impact of influencer marketing, some necessary and preventive actions should be taken, and in the positive
aspect, essential acts should be reinforced. For example, based on various scientists’ opinions, the direct effect of
happiness on the human psyche cannot be denied. In addition, happiness and pleasure are related to releasing
hormones like oxytocin and dopamine which increase the satisfaction of life.

Conclusions

The study can be practical for consumers, brand owners, social media influencers, and those in charge of
virtual networks. The brand owners, considering the deep psychological effects of the influencers on customers,
can use influencer marketing in their promoting strategies. In this way, they extend consumers’ mental,
psychological, and emotional engagement with the product. The influencers are aware of their deep behavioral
effect on their followers. It is done through managing their conduct and page content they wipe their destructive
impacts out and try to have positive impacts on their followers. In addition, consumers, considering influencers’
psychological effects, should be cautious about choosing and taking their advice.



New Marketing Reserch Journal, Vol 13, No. 3, Ser No. (50), Autumn 2023

Keywords: Influencer Marketing, Influencers, Opinion Leaders, Social Networks, Psychological Factors.



g @bl Oladss

VY L) sl esled (s olad (o je Sl
VEYBNA L VYN 8L 5 b
YY-YA e

w93 dlio

SE S Sy g ploir| SUbdSl (S gl | LSOOG S Wb ymd § (bl 1108 15T b 513
(O 3k olRE1S 50 Ol goxlild dxllan & g4)

"GN Lo gaun ¢ " 0815 ool duxas « 1 * Sg0 L e
Ol sl €015 le ol sl oo 5 3l 8aSCails ¢ G )3k g ke 03 8 skl

m.movaghar@umaz.ac.ir
Ol e JuT et olisl o olails ¢ golozm! 5 Sl p e Sl 2y ke 03,5 5lslel -

Ot el ¢ 53l o831 el pshe 5 luasdl 5uSCails ¢ G55k Sy ke (65575 (6 gl

31 50) U pas kit | 3 585 .l 03l ) 35 ST |y Loy seS alas 1 5 L0 S5 sl ladle 5o slasl gt sl
Sl (130N la ST lelid ol i gs 5l Coda ol olazrl (sladSis 5550 55 (SIS aalie dha 51 DLl y (G185
oslisul 4l (iasiy By 5l adllas () 55 LS o OB WS e a5l 5 555 Ol (olor] (laeSi (sla s glin] 87
23 LA o 5 ) el IS YF o dB sl g Wlie B8 51 S lets 5350 (ST S5y S o3lial L 1] 457 Oy o s ool 0
slasls,y 5 (Sloy sladast el ay hled o Cod sl ( Jlan (23u DA 4 2 (gl g2 (Able Soles o sgda A LB
b sk Ol g S S 13 e s e a0l sla g ol Dshe 53 LIE5s roalin (ulgip 5 (Sudtes O
hele Jdos 5108 A8 (o e o pl Sl (sl s glin (3015 (sla T ol 5 Ol (sl it (5L )ISAT (51 cplonil
D30 rao HedaTows a4 s w5 8 o g 0,5k oKiils 25 0L gmeiils (g,bT dnal> 43 SPSS Nl 5 3l estizal b SlasST)
Ololo sl plaao s bl s OLL o s ol LS ol ol (LT s Sl enlinl L LT (sutoats 5 &5 Lez

el 0 €| 5557 53 (65loen (et gol O 20 5 ST 0, Kn 3 SIS 5T 5131 s

Ll Jale o elemr| (ladSs coie Oy e shin] IS 3T U150 tle 3lgunls”

I3 o ok 5 3

2228-7744 © The Author(s). Pulished by University of Isfahan ®' BY NG

10.22108/NMRJ.2023.137087.2873



https://orcid.org/0000-0002-7730-7540

\FoY J’:‘LL-' (A~)@_\f_ o)u gt‘,..u o)u er.:j':.w de Lua_y u‘lﬂ)‘)l‘ CJLE:-E’J/Y?

S S il LUyl onl a5 S e
Sl s mar b sladly als)
oslawl 3 yls el 9 eloal glaaila U‘)Uf};%

Sl LasSaly o 5 e 8 51 S e gl

Shekarchizadeh ) cul Slods 5 &Y gaames ol

o8 sl 5 5 Ol (& Valikhani, 2022

a5y Y g e SLALS luly s Sl s
W,}gdﬁngu@bﬁuﬂx%\
L tias o OS], Sleds &1L 5 (Caides L ol o)
S S ) Sl 5 DY s b i
e & 51 ¢ G Gl gme W 55 L 55 L e sy
S n g 5 1y i
C s plamrl Glad s jlosli il s
313 el s Ol s s gl | (108,50
O A S e e gt 4 S ola 5L
OS5 58 sl LgT Oos dmale ) s 5,108 o
bl 5 e sl 0 8 5 015 0 QU 0Ll g 5
O LS s ez s shin] sl 5T 51 SO ol
S 0, g ol o la0l, sla S U
SLET 1y b s it sla 305 s 25 sl oy
Ay ol ya L g slias ul sl edles S
)93 45 gla ey sldes bl ecl il sla
OEULS O e s s i) L0155 sl 36
Slle iy sl &0 S el 0l ol
AU 5138 5b LLylbel,s el gladle b«
(el 0l ol oLl (SLadSd (gls s i
W K 5 oS e by 5 add Ol
S 3 S 5T sl 8l 4 slazel 5 (g4lsls g (laks
holl osles s 5 J5e Jalse 0556 5 Llals
old sy OT ol sladaly 5 S s I8 5T

Jeelse e j s 3 52 g0 Sl i g5 55 Oliises .ol

dodds .
305l 0g 805, ealial sl gladlu s
Sy el s glap it 5 plel Glasila,
L;udLM)@ﬂfﬁJ\_;dé)}.bpéw\ou
(ol sl (8] s islrtan 5 5 4y e ol
ol ST el o 01 IS (g g3l OT o e 5 Sidmy
LS sl |y i (bl gla gL g 5
JsbasaS Jslw ol .(Melumad et al, 2019)
s oo ) elarl Gladila s Olkes o (b
03,5 $SaS o DD il 5 s ST 2sl

das oo QLGS o 20 dalgd (sl a5 I Ll
&S il 4 gl s 4 ezl OS5 uze oS
Olasl lazr! Glagilo; slaoy 5 53 edbasli&
slaaS s (Shareef et al., 2020) .l 41,55, S

Al (6 5sls slas sl v dsle el
il Sl asle 5yl S5 6l 6ol o
bl Liaj s (5leeSin 5 Sl bl (s,
Sl i s B b L g S e
Cle s g ol e 5 ol Sl S b
Wl e 5> T talin syl 5 (65,0 Cilug
330581 (S5 &K 55 o e sl S
Slaslny blee (i A8 o sl S
Codl g o300 S8l 4 a3 S8 53 ole|
ol 0 LT 0530555

Gt L oLk o g eoalie 51 S5
48Tl (OIS 3B) s s ghit) o s ¢ olozr]
Kolo & ) cnlabls )l ise jl 55 cage 4dlo
o=l 03 ol S8 Adlw o sl .(Haumer, 2018

Salo ) gla us glanl ( ela! claailo,y b Calies
}}}O‘jrﬁ:L.fg‘&.iéj';.he‘j‘))‘q:i‘&‘j‘)g\m}‘

Qﬂg@w‘u\JOTﬁbouch.};fww



YO/ O 5 Ssn i o [ OB AS U pmn y olaim! (cladSd (gla it shin| s LB00s, sla 5T s 5 g lulid 10856 LLLI5L

(31555 (Moldovan et al., 2017) SR
o 313 S Al e LT e sl (5 o,
iy |5 OB AS 5 e pl 5 )5, ST s
Flynn et ) s” O e ol J sames (slaes gdoes

.@al., 1996

aelah A i 51 ol sk s B 6 )y p g
ﬁww}:d;}jwwﬂ(1udﬂT};
Loy 5 La i S0 ks by boas 3131 4,8
(ol sba dias e i el 38 L1, 0,505
L bl b add Clds s Al o LT
se5 glalesl b g pmads 250 (OB AS o e
D83 5 Glapandl (ol ¢ 350 60 5053
(Lin et al., 2018) x,Ii&K I

i gliia ! Y-¥
b a4 uWT sdde Ol sy b e Jlin | 4

d;pwufngﬂj%lcg_@);
slaaba; glap il )3 4o 5 L 4dd L Ll5

Ll el

o 5 0T el ol B
OMo 2 o b 5 s S LSS (i
ol a3, 51 Sledst L J gamme S5 55l
OS50 1 elaz! ladiley sla s slin) S
36 Bt 2l 45 o S Ly 5 G et
Sl Oladigd L) jols CdS L Lad e Ll
AL 5 Jolas d e a5 5l g A 5 G b
T s S o 15, slamrl aaSi j oabd
¢S ;U .(Enke & Borchers, 2021) 4,18 . 3!
Yores 5l e & (o8 Sl ol - Jlae Ly 2 5
Ol et (il axils slal gladla, s oS JLs

{Etheredge et al., 2021) 5 42 s alis ,I38 50

1S S Olpe L gy 55 oS 5 S

Sy gty S o SIS S L5k s,
331 bl ksl sl it 1 ol 4 oS,
s ol ol gen Jg tdilastls , bl 108 5T
J=lss 3l el ool 45 2l 5 5 (hagy
SR SEPNUES SN JUIS R W gl { S N TS
35 Oliss oyl ol 3wyl IS 5T L 1L
sl gla U Sl sdo)s ol ey

LIIE o 0S5 ume U s i ] 457 ditean

S Ge ¥

odis Ol vy Y-

iy 1 LSS 6 n o5 o e s i S13Y
S o) (slad o 53 O 2o & i LT ilesls
IS E 0T Coda 87 5 7 4S5l LIS
e p 3o nl 35 (6 s el ) SLBT 5 1T
AIOE U me p b s Jazme b5 s &
ysbas ) (Lazarsfeld & Merton, 1984s,1i%,
@ladsl gLaslme 51 (K Ol gt akidie (5 o IS
L Lo, il e 3131 0T L 8 s iy o

1505 ity 1513 b5 o glan o g a5,

S L (o5l 3l el O by (i s L0
Jols Ul g5 48 555 65555 Lo 55 (lazlay
SO sl s 0L 5 Olgs OB Lues
el o gn U (63131 LT ¢ pimman 3,108 o
lasl sl 5 Olulis, IS o seie 5131 dSle S0 28
Ol e Lo (T 5 ST ol o 53,108 5t
AT pamn 31,530 0 Lo pane b SIS
SLadUS o mays ity 428 53 5 At s

Ol -, (Weimann, 1994) sy rex slaala,

a5, a8 dies Jb zie obolL s elie



\FoY J’:‘LL-' (A~)@_\f_ o)u gt‘,..u o)u er.:j':.w de Lua_y u‘lﬂ)‘)l‘ CJLE:-E’J/Y?

Ol 930 Q\PQQ@&QA{:@C)JL g,..}ob\-.a
Shate SVl oy 55 4 e 395 ol 45T LS (a8l

(Russell et al., 2006) 5sb oo Sdjlys 5>

S (g o Ol Jguamen olez Il Julas (i s
333,848 Sl Oler .l Cnaieds ¢S5 L Cblies
Lapkd s S Ol 5 oozl gladls
OLej oml does U1HIE o s ol 5 oy sl
O s 4SS Csl (Glail 93 Alaly 0l B(6
o o S bl 2 e e 6 5
33 15 e sS e Ll S Sl (2 b e
LS sl 3 g lslsa L1580l
L dsly o olozx! glaailoy glacabo O )
b ool 53 b s glin | (slacmy (88T 2500
Slaly psldas Sluyjsa b 50 5 25 sl
L slal o glaclue 5o s s glis|
R A5 S 1,5 el Aty oS s s sl
1y S 50 o181 sl g Oy s 358 o0 Esl 355
el JIE SE L s e 108 5T @ el
5 53 .(Boerman, 2020) &S sloul S35 5 Sads
37K Wl g 0SS Ol e b g 55 OLSas
52 OB Uis a5 b o 5 S ot sl

ool 487 il 3 5 (i IS o 5T elenr | laaSs

S e ST U 5 b Olbles elazll 3
%f@j&@ll}&bﬁ&ﬁngscw
J(Liuetal. , 2021 5,15 5 55 ls lre 5 Soe L5

SN 5T 215 Y-t

3 S OME S L b oKl s iy
bl Sl sla gy o =0 s
3101 OT s a8 ol oL Sl loged 108 506

5 LBy n glelid 058U Ol 5 o I ST

OT G bl elanl slasln, 0,108 30
el i S e deline | 08 aiS (s
35 Ol L3l plowil (AAE & OB AT 5 jume
Sl e il 51 air iy 48 A e Ol

Gy gl i elazrl glaass
oS 5 pan 25 5 Jelw 5 Sledbl (aais

(Ki & Kim, 2019) s,ls ¢ lsbae 5 oo 50

A 0lse b siany 5 Slads 5ol o S
T L 5 s eler! gla sl (sla s ks
15 5 DL 4 e 5, (sl s 5B b
35 i S Uiy Slomis OB S JUs tandllas 3 ) 4o
(e (S 55 sl Ol i3l plol pl Sl
Pl il GLAT 5 slazel CblB (03 sl -
s a5 glity | Al o O A5 e sy 5 b
Dt 5315 6551 55 5 GLedbl whia cglou T35 5 5ba
(Shekarchizadeh & s oo i 5 084S ILss
Slgmmes 1,k L s 5 levl Valikhani, 2022)

93 9 slazel cledia LU eSS 5 (6

Pilgrim & Bohnet-) 1 ;5T oo Caws a1y 555 Ol 50

.(Joschko, 2019

eIl B falss ¥-F
5Pl o Bl 255 (pletll bl s
QTJJJ:}_&wAW}S‘)s\AJLw)‘SLAaJ_@.T

uoﬁgp\)augjb%wﬂwj%ﬁbuw

wtlas o LUl ol (Gleich, 1997) &S o sl
U RTY PR K PRV SIS TN I GO
L blins oS e e U351 0, ol
LT L 005 & LS o ol gla S0 e ases
el o 33 By e 0 5 5 nn Jalod

S b ar g gd b Ll e o Bl g 5l



YW OLKes 5 Ssn i e [ OB AS U pmn y olaim ! (claaSd (gla it shin| s Li0ls, sla 5T s 5 g lulid 10856 LLLI5L

35b e SN olaanT b o alisoly, Jolse
oy Cand s 5 S e Jas (635 el 3 &S
SIS 51l 0 gla by aos s 6,108 o 3153
U il g e o gl ) shay (LB 015 ol g iten
Slagoban) o ee Codlw Ll 5 den (6350
lapsdkim (lobs L O il 155,57 85 ¢
L i e oo ooy, pot—s 0 K) 63, Sas
L (S 0333) (55la o33le Ly (L 3o 3
.(Vahia, 2013) & 10, 31 (4

A e (L0l Jalse Sl (gilits
S s Al (a5 IS 5 ey ae
5 ot LSS ¢ 85 bl ool Lol (Regression)
Jlse 5l ooz o5, 8 05 it )l pls
=N o Slyy sl dile €315 5y (2LEON
S U goaied S5y o3 liaols, (symptom)
=\ S L LBl D Ly 4Ll
LS Condy o o ol b lad o (550553
.(Levenson, 2018) .18 . 51 e ses
Lot OLslbline o e slin] Gl o 50

35148 o&em (e (1 (Ki et al., 2020) <ol

S e |y bl slael sl 10 S 5T
nﬁ‘&‘j@&‘jm}ﬁ)}\k#(})yd‘)é.v\ﬁ)\b
(i j3 bl el Sl JUoTL L s

Lol Olble Ly Sy Lkl 51 S s o sk

33 0L 5 5o usmen (inetal., 2019) 1S s
A Ol g S S0 Ol L gy
B Olsy sl gy ST o s (sla it i
3 e i) Ol oy bl 5 il sLagely
Hu et al., 18 o d ST LT dble Saius

2020)

-V S AT OO WU i | A N W S PUN
Jyome s obay ishinl GLoLLAS 5 S 7 s
oS sl b b b BL sl ol 3l Ol e
e OLEGL L Odasl S L e SV b
sxban Ll U s pdon i i b i glin] dile
Bailis, ) 4w, Cods OLbbes a4 &5zl Lo salls
SN sy (Gl 8 5 S50, ol s (2020
L bl rles bls aSel gl 4487 S’

OIS 36 (65 s Jl 3 s (eees sbay
sladle b s, .(Hall, 2016) &ya S e
L sl laasis Calisee ladlls s =)
b oS Wlos S 3,557 5 5 Liles S (6 Sen ba s shis|
L imio o @ 18 26 oI5k 2022 Jle 0L

Db b Y5 W VFLIL A5

Noslizuh Olyte L (hass 53 OLLSes 5 o)
5 0LLE O 555l s sl 2 NT G0l
Ly S8 50 SLobL (Sledst 5 &Y guams Lins g
S P T e L B R e e
iy 5 S L s o8 b 5 o5
S SLa o (g, ld S Cods U e 43 . diles S
0335 on e TSSOy 28 5 LIk
Lo e 53580 T LSS 01y s il o
5 KT S0l 55 5l S Ao 3 5 ol
ol i ids Sleds U Y gammes U ST (gla yae]
Ol oty 4 aj':ii\ 3l | 3\1>Ja).>...\.§},i@o.s\.sg;5.3Ua.a
S L aS sy 8 e enls ik gla S T LSS
ol oo STe Al e 53 g il genn T olazr|
35 s e T LS Ol sy 3585 51 oo
(Lin et al., 2018)

SFLaley folge Y-0



VY 5l (00) (gl osles cppm oot cons s Jlu e 5 ()13l i / YA

dﬂw}lfﬁu%doﬁww&\
J}.&;J ) 0l r\}u‘ o‘j}>- d\))&@'wb J&jﬁ %.‘ﬂ
JE 5T Lol o lsoly, Jelse 55 s
23 el Sl s plowl 113 83 28 Solalllan

N T b 513k GBSO Gl T 8950 Ll B SBYR 1 Jour
Table 1: Previous researches in the fields of psychological impact create factors

b 4wl Olgis Ol Siag 3
O 3 51 LSS (i gl K5 s pl s Oliime | eSS elezl slasila, LI 5T L0 | Vrontis et al.
(2021)

5l anibe dadtnlin Jols o8 Wlos S LI SMD 1) ol | laeSls | 5 LSS sl ST s (g 2
3 Oliwe ¢ pomat ol oIS (3 e kb NS ST L s oy T Slaios J5 ) s>

Coaied ks a4 ) ool S ob,b sladnliy Jiass ol
Uadolyy andllan ol 53 o3 S skt | somn 255 5 S35 Jols cpte

RCI PSR GRPC CR W R W

B3,8 Gl 350 Gla ta s 5l Su b (550 Il las ol 08 s 5 €S o s ity 0 K8 gL Hudders &
oo = L ) - Lou (2022)
il Slen S8 56 b5 s A 4 e G55 e 20 S Slaano s 5 0T &KL6 5 b, sl
1 18 5T Lol et L s Sl 0kt 55 o g 0 (0T lidios

L s s gl | el S 53 57 gony p OIS 3T 5 0l 0 o8 s
SOl 53 5 35 S 05 S dTody) slas S8 ¢ 50
Jlo I L 6l T Ol Sl 5 (gamar CotBls 4 (JLb 12
S 3 51l (S 0350 08 (S5 8 N Lo iy
Sl 51 (6l 4203 ¢4 iy Wy 6 5 ESOY (51 5 psle

*)‘&)S‘JU’&#}A’@”?

olerl (claaSis 53 La e ki b ol (o bl 65555 b sy Ll b gou g3l 5 el i Pilgrim &

. € " . ; . o Bohnet-
T (63l 4 (Sl g b o3 shanl Ll 05 S Iy (6oL 5 el ﬁ,)wyﬁgﬁwlﬁuﬂ;}uil Joschko
S S8 Laid S e Ol OIS 5 S st 1) o) s ok (oS 5 Geod syt 5508 5 e (2019)

J\):@U.Ml{;m&l}:dﬁmH})Hb‘x)i:r}é))@di
)&ws\j(lﬁ\qjylﬁjézﬁﬂQljsadbl.ﬁ:.?l)l:.w{l)&:g

.M:‘Snbuﬁw)@‘})u\i));\)bmkC‘T’lﬂf‘j&h

LSLAA.:L«‘) Ob‘.»\fj::iu OT\)Q{&;&I‘BM Bl M&A ﬂj.}i u’i‘JJ L;le.w) Q‘)\KJ:S‘UJM&AD KI & Kim
~ _ . 2019
5 do ) Lk b S e delize |y 08 S "o ne (SMITD  olazr| 1) 08 S s s OT 5 b5l olo! (2019)

Olael (e (il Jols SMI 5585 la 2 Jsl il o 55 plple | 08 WS (o pme oles i 1S oo deline
S ey 035 o o 3 5 ool ol Sleyl ke Slal g 5 2 RN
33 0 algyn 3,8 o 15 Ooda 5y 4e e bl L5 4 08 uiS s an
il o slal s olIIE 56 sl (g, 5 sl ol
o 0288 Sl i by p b A s Olasalles sla
6 08 WS o e ible Kowls 5 ible 08 56 4 tays
ol 0 6Ll 5 U s ity

G calie 05 Jols Hlgr) OLME 5b 2,50 2 Jrasy ol 5o olol sladiluy (la it it sglor Kim & Kim

(2022a)

(6:.«1)'@.)a\é)}a&if\)alw};ﬁ(éfuéb);)J»Lu‘ u;ljljsml.;.n B JJ.&‘»&L&)‘)LJLL{&QU.F%




YA 7 O 5 Ssn i e [ OB AS U pmn y olaim ! (claaSd (gla it shin| st LB0ls, sla 5T o 5 g lolid 10856 LLLI5L

el a3

D3 e glsby T S (pmman ol odd )y LB,

ol S ghan 5 UL s e A

& as 5 s e y3 0SS o

25m AR 0315 planil gl 1y Al o 4w O1,Kn

(Tranfield et al., <ol a3 )18 51l tass

29 oo Seslinl Cle ol tags 5>.)2003
Lol (s alls) sla S g Sl (S
| il O )l D10 () s Cblies IS 5T
a0 oy gty S 25 g e Dlallae 55 Ol
Lol ¢l ;87 oLl sl e 5l galins U Jsle oS5
=S 90 3 e 2 0MS s el ol
LT sl .l 0 o5lizul SLasST Jole Lo
53 Ol ity JLST ale ot 0l plol (51
i LS oot 4 8 L ys 0l ,uke oKl
il (65T ez daliiny YAV 31U & gai o= 502

"’J:"u‘“ «on &M‘)}ﬁj})&‘f caalslys

SpIdby i ol A> g0 .£-)
50 O3laplanil (6l 5L glabis e pLS
Fleirl Gl dSi Sl anal 3131 0531 55, 63lizal
Sl gladi gl s il 35 &5 s g
allas oot 1y 0L, St g5 48T il S5
ey i) SIS 5T b 0l ol ge oSl
534S 5 5bolks LS OB LS O3 y KST L
SlouST y (slagtagsy b oLl (ha gl &ty o
JEBIR g I X PPN PP S PR
eI g 53 Olddoee Lol 6l ol ploil 0S5 e

el JSKia 1) Fie Joalse Laiagsy ol )l

9% (SdBl e
HE 3T 13 o sl slaair o e S S
3 LT o el o Li0ly, Ao cao S IS
S 5l OIS 3 W e sl oy
iy sy p b el OB SIS (gla s 5 Ola3
ssba iz S48 5 ST 0L, Ol o p b0 o
Joole i L oS0 Lo g3 Sl (o5 50 oS
(sl ol glalis HIIE 5T L L ka0l
5 e (S 3 e o il ol K
el 03 oy (e (Gladir SO
S o bl Bl ol Sl 5o 5 O
ol b el 0T 4 Jhss ool 5o OB diw 5
s U aS il pl fol i ol diu
s (#lair) Sl (6 bs s sli) 7 il

.Jﬂ&lﬁ'j@bucvﬁj\f@af-

ORI 94
S abenl Sy 5l ol Jhags 0313 plil (sl
@ 8 0 (ol S5 5 AS iy il eslinul Juol>
S0 S s SNl & Oy g s el S
L0l Jelse 2l Sl 6l Sl
o3lital OLislblbwe ) elasl et o108 5t
S35 el SHle S ot 59 50 Lol 0
5 sy g G 4 0T 53 87 gt mal
5 dzepllss gy S5 Sl e p g nl 03358 a5
e Bl old sl s ol o plulis gl Oolad
SWesls Julos 5 55T maz 15 30 5 Lo o Sl
9 5 oS e eslitul 3 g Olallls I ol



\F. ¥ jﬁ\.; (0')&\::1 o)\a.igt‘,.u oyl eréj':.w Ju (s db_)bb QLE.:E:J/\“'

sy e 1S o8

Sl 5 S et 53,0 B3y 4 ol Shas
e sl 5 el Jal e ool
O US s mn el ladSs (gla s shis|
S PN U P E N U G U g I
OIS 3 o lsolyy Jolse sl e el
ol 03 35 0S8 eme p  slazrl aaSs

anllln Ol 193 o8

G5 glado el AT 3 eSO aadllas Clsl
ol S 48 L Laatle sl ) ply 6l
S e s iyl LBy Jalge 5,18 5T
93 Azl AT OS5I L g ol S w0l g 5
3 g i gl Dy ey oSl B30 LSS
35 el 0ds o 5 Conr Slallan des 0L LS
048 Laol L ol s )5 sl allie Codo 51
Laatlin ado o 8 53 e . Ol 5l Do
AT 3 51 S 5 ) e 0l S (Ol e el
I E S (ol s e B8 gl s s o gy
s Ol

ol Jse

“Influencer marketing” OR “Influencer
marketing and psychology” OR “Influencer
and psychology”

Jslge 305,8 py3aS Pl 5ol bl e s
3L oS s e S 3T S I5L a0l
L3 SS wl )

235 Sl 9 153 06

1> e L s S, ailes Ul
OT ol o s 457 A0S o Jeas Glioee S
bl G ysban ) Ffasin 6“(‘—5 s =
0l i i 3| (Slanl p dSlen ST, s o
S e Sals s a1y ey 45 AS e ee
S o adllls JS5 s (S )
RS s 53 (68 ey S 3,8 0 D5
Jols Sl 55 0 sla i3 ST, b
Aa e Jlge 335 (o a5 ilies 1]
9 Oldlas 0L cOladlas Ozl gl jlas (g 350
Oemed 93 g5 Il 45T S g s L 3
0315 s 5 sn Jorl 53 K sl 5 e
I3 G5 S o5« JSS5 Si n prer 2 550
) I U1 0 | SR | P ¥ S ST SR (- )
s el Glads s s plin] 4 S ol

S8 o O S s e o lis 0y, sla 3

1ol :p9d U g0 £-F



¥V /0L 5 e i p OB S 5 ey olazrl (laaS (gl s i) (0055 sla S e 5 o lelis DI ST L0

e-ljtala“ cLﬁ Sldas

( Olge Jdsa odsy ladllas sluws

28 g 2 1 pallie sl

>

( 0l Ss i3l okisy (ladllin sldas
»
>

\4

( I gmee bl odds ) (ladllas slus

\4

>

( S bl ks (sladllis sluas

v

e sl slus

(U3 Slaasdl) ballao Jb & i 591 :) SO
Figure 1: Algorithm for screening articles
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Figure 2: Conceptual model of the research
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Table 4: Descriptive data of the sample
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Table 5: Bartlett and KMO statistics
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Table 6: The amount of initial sharing and after extracting the factors for the items
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Table 7: The rotated factor matrix to determine the contribution of items in the factor
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