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[bookmark: _Hlk190260565]Web Appendix A: Review of Previous Literature Reviews And Meta-Analyses
	Author(s)
	Type of endorser
	Research type (No. of studies)
	Independent variables
	Dependent variables
	Mediation analysis
	Moderator analysis

	Knoll and Matthes (2017)
	Celebrity endorsement 
	Meta analysis of 36 studies
	Celebrity endorsement (vs. no endorsement, quality seals, awards, or endorser brands)
	Attention, awareness, estimation, perception, attitude toward Ad and object, behavioral intention and behavior
	_
	Endorser (gender, type, and match, familiarity of endorsed object); Message (explicitness and frequency); Comparative effect (actor celebrities, models, musicians, TV hosts)

	Schimmelpfennig and Hunt (2020)
	Celebrity endorsement 
	Literature review
	Celebrity characteristics (credibility, attractiveness, match-up hypothesis, meaning transfer model)
	Attitudes and behavioral intentions
	Perceived fit or congruence, credibility, cultural meaning transfer
	

	Elmi (2022)
	Endorsers (e.g., celebrity, social media influencers)
	Meta analysis of 103 studies
	Celebrities or endorsement in traditional and social media, or Social media influencers, or opinion leaders
	Brand attitude, trust, purchase, and loyalty
	-
	-

	Packer et al. (2022)
	Endorsers (e.g., celebrity, social media influencers)
	Meta analysis of 7 studies
	Celebrities’ endorsement in traditional or social media, or Social media influencers.
	Children’s high in fat, sugar, and salt (HFSS) foods consumption
	-
	-

	Ao et al. (2023)
	Social media influencer
	Meta analysis of 62 studies
	Social media influencers characteristics (expertise, homophily, credibility, congruence, trustworthiness, attractiveness, entertainment, and informative value)
	Purchase and engagement
	-
	-

	Han and Balabanis (2024)
	Social media influencer
	Meta analysis of 53 studies
	Social media influencer characteristics (credibility, trustworthiness, expertise, authenticity, attractiveness, homophily, opinion leadership, content informativeness, ad recognition)
	Attitudes, purchase intention, and engagement
	-
	Social media influencers (size); Product (benefits); Platform (social media); Followers  (Geographical distribution of sample)

	Pan et al. (2024)
	Endorsers (e.g., celebrities, social media influencers)
	Meta analysis of 251 studies
	Post content value, social identity, consumer knowledge, Influencer–brand fit, interaction strategies, influencer indegree
	Attitude, purchase intention and engagement
	Persuasion knowledge and Source credibility
	Platform types (Nature of connection and usage) and Product types (Information availability and status-signaling capability)

	Current study
	Social media influencer
	Meta analysis of 131 studies
	Social media influencers (vs. celebrities, VIs, brand post in social media and others) 
	Credibility, attractiveness, ad and brand attitudes, purchase, and engagement
	Developing and testing four different mediation mechanisms and an integrative model
	Social media influencers (size, age, and gender); Message (appeal, abstractness, endorsement); Product (benefits and familiarity, classification, Social media influencers -product congruence); Platform (social media); Followers (age and gender); Interaction (Social media influencers size and other variables); Comparative effect: Social media influencers vs. other alternatives
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Web Appendix B: Review of Previous Influencer Marketing Research
	[bookmark: _Hlk190260828]Research area
	Prior empirical research findings
	Prior meta-analysis findings

	Social media influencer effectiveness
	

	Dependent variables
	

	Engagement and purchase intention
	Social media influencers are effective in engaging their followers with a product/brand (Cascio Rizzo et al., 2024; Wies et al., 2023) as well as triggering purchase intention among their followers of a product/brand (Gu et al., 2024)
	Social media influencers characteristics (e.g., credibility, attractiveness) positively impact customer engagement and purchase intention (Ao et al., 2023; Han & Balabanis, 2024). 
[bookmark: _Hlk189043458]Endorsers including celebrity endorsements increase attitude toward the endorsed object (Knoll & Matthes, 2017) and purchase intention ((Elmi, 2022)

	Comparative effect
	

	Social media influencers vs. Celebrity
	Social media influencers are more effective (Zhu et al., 2022) or indifferent (Kapitan et al., 2021; Shi et al., 2021) or less effective (Fan et al., 2024) than celebrity
	Celebrities are more effective than no endorsement but less effective than quality seals, awards, or endorser brands (Knoll & Matthes, 2017)

	Social media influencers vs. VI
	Social media influencers are more effective (Zhou et al., 2023) or indifferent (Belanche et al., 2024) or less effective (Di Cioccio et al., 2024; Sands et al., 2022) than VI.
	Not addressed in previous meta-analyses

	Social media influencers vs. Brand post
	Social media influencers are more effective (Singh et al., 2020) or indifferent (Beuckels & De Jans, 2022) or less effective (Kumar et al., 2024) than brand social media posts
	Not addressed in previous meta-analyses

	Social media influencers vs. No endorsement
	Social media influencers are more effective (Buvár et al., 2024) or less effective (Kapoor et al., 2023) than no product or brand endorsement
	Celebrities work better than no endorsement but are less effective than quality seals, awards, or endorser brands (Knoll & Matthes, 2017)

	Mediation mechanism
	

	Direct effect
	Social media influencers directly influences consumer responses (Leung et al., 2022).
	Not addressed in previous meta-analyses

	Social influence theory
	Social media influencers' credibility and attractiveness mediate the relationship between social media influencers and consumer responses (Schouten et al., 2020; J. Yang et al., 2023)
	

	Hierarchy of effects
	Ad attitude influencing brand attitude serves as a mediator between social media influencers' credibility/attractiveness and consumer engagement/purchase intention (O. Ozdemir et al., 2023; Qu & Baek, 2023)
	

	Moderating effects
	

	Social media influencer characteristics
	

	Size (number of followers)
	Social media influencers with a lower number of followers are more effective (Cascio Rizzo et al., 2024; Wies et al., 2023) or less effective than Social media influencers with a higher number of followers (Gu et al., 2024)
	Findings of the moderating effect of social media influencer size on the influence of social media influencers characteristics (e.g., credibility, attractiveness) depend on consumer responses (engagement and purchase intention) (Han & Balabanis, 2024)

	Age 
	No previous research
	Not addressed in previous meta-analyses

	Gender
	No previous research
	Male celebrities are more effective than female celebrities (Knoll & Matthes, 2017)

	Message 
	
	

	Appeal (emotional vs. rational)
	Social media influencers are more effective (Ozan Ozdemir et al., 2023) or less effective (Zhu et al., 2022) when using an emotional messages (vs. rational messages)
	Not addressed in previous meta-analyses

	Abstractness (high vs. low)
	No previous research 
	Not addressed in previous meta-analyses

	Endorsement (usage vs. recommendation based)
	No previous research 
	Not addressed in previous meta-analyses

	Product
	
	

	Benefits (hedonic vs. utilitarian)
	Social media influencers are more effective (Belanche et al., 2024; Hughes et al., 2019) or less effective (Cho et al., 2024) when endorsing hedonic products (vs. utilitarian)
	Mixing finding in moderating effects of hedonic (vs. utilitarian) on the relationship between social media influencers characteristics (e.g., credibility, attractiveness) and consumer response (engagement and purchase intention) (Han & Balabanis, 2024)

	Familiarity (new vs. established)
	Social media influencers are more effective (Wies et al., 2023) or less effective (Zhu et al., 2022) when endorsing new (vs. familiar) products 
	Celebrities are more effective in endorsing unfamiliar products (vs. familiar ones) (Knoll & Matthes, 2017)

	Classification (search vs. experience)
	Social media influencers are more effective (Xie et al., 2022) or less effective (Hill et al., 2020) when endorsing search product (vs. experience)
	Not addressed in previous meta-analyses

	[bookmark: _Hlk178574204]Social media influencer-product congruence (high vs. low)
	Social media influencers fit with endorsed product enhance social media influencers effectiveness (Breves et al., 2019; Schouten et al., 2020) or does not have an effect
	Congruent celebrities (vs. incongruent) enhance celebrity effectiveness (Knoll & Matthes, 2017)

	Channel
	
	

	Social media platform (e.g., Instagram, TikTok, YouTube)
	No previous research
	Finding of the moderating effect of social media platforms on the influence of social media influencers characteristics (e.g., credibility, attractiveness) depends on consumer response (engagement and purchase intention) (Han & Balabanis, 2024)

	Followers
	
	

	Age
	No previous research
	Not addressed in previous meta-analyses

	Gender
	Social media influencers effect on consumer responses are stronger among females (Kumar et al., 2024) than males
	Not addressed in previous meta-analyses
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[bookmark: _Hlk190258830]Web Appendix C: Measurement Issues
Table 2 (in the manuscript) presents a detailed overview of how consumer responses to social media influencers have been operationalized in prior research, highlighting potential measurement differences next to the current research's definitions of these variables. Below, we discuss the different measures, and the definition of the aggregate concept used in the meta-analysis. Using different measures to assess the same (aggregate) concept is a common issue in meta-analysis research. Following previous meta-analyses (Knoll & Matthes, 2017; Liadeli et al., 2023; Rosengren et al., 2020), we aggregate these diverse measures under one focal concept (credibility, attractiveness, ad attitude, brand attitude, engagement and purchase intention) to ensure consistency and comparability across studies.
Cognitive responses, such as credibility and attractiveness, have been measured using various scales. For instance, credibility has been assessed through constructs such as credibility (Lee & Ham, 2023), expertise (Lee et al., 2021), authenticity (Kapitan et al., 2021), trust, and trustworthiness (Jin et al., 2019), leading to fragmented measurement. This paper unifies these measures under a single definition of social media influencer credibility, encompassing perceptions of the endorser's trustworthiness and expertise. Similarly, attractiveness has been measured in terms of attractiveness (Choi et al., 2023), physical (Mirowska & Arsenyan, 2023), and social (van Reijmersdal et al., 2024) attractiveness or likeability, which this study consolidates as social media influencer attractiveness, defined as the perceived pleasing and appealing qualities of the endorser.
Affective responses have also been measured in varying ways. Attitude toward advertisements has been measured at different levels, including message (Holiday et al., 2021), ad (Franke et al., 2022), and post likeability/attitude (Pöyry et al., 2019). This paper consolidates these measures by defining ad attitude as the evaluation of the ad and the message endorsed by the influencer. Similarly, brand attitude has been measured in terms of brand (Jin et al., 2019) and/or product (Schouten et al., 2020) likeability or attitude. In this meta-analysis, we aggregate these measures and define brand attitude as the evaluation of the product/brand as endorsed by the influencer.
For conative responses, both engagement and purchase intention have been measured using a wide range of scales. Engagement has been assessed through measures such as social media post likes (Chung et al., 2023), likes and comments (Cascio Rizzo et al., 2024), sharing (Lee et al., 2021), number of reposts (Leung, Gu, Li, et al., 2022), as well as WOM (Sands et al., 2022). We combine all these under the umbrella of engagement, defined as involvement activities associated with the endorsed product or brand. Lastly, previous research has primarily focused on purchase intention (Piehler et al., 2022) or willingness to buy (Zhang et al., 2023) rather than actual behavior. Therefore, the current research focuses solely on purchase intention, defined as the likelihood of acquiring the endorsed product or brand.
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Web Appendix D: Alternative Models
Explaining how social media influencers drive consumer behavior
Figures B1 to B4 show four alternative models that are based on different theoretical frameworks and propose different mechanisms regarding how social media influencers drive consumer responses. Model 1, as the baseline model, refers to the direct and independent effects of social media influencers on the six consumer responses. This aligns with some prior research in this domain, suggesting that social media influencers can directly elicit diverse consumer responses (Leung et al., 2022). 

Figure B1: Model 1: Direct effect model
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Model 2 is based on social influence theory, which investigates the impact of social surroundings on people's attitudes and actions (Kelman, 1961). According to this theory, individuals are more likely to conform to the prevailing norms and opinions of important people around them, such as social media influencers, rather than adhere to their own beliefs (Cialdini & Goldstein, 2004). Important people are characterized by credibility, attractiveness, and power, of which credibility and attractiveness are factors that are prevalent in marketing communications and work as mediators of persuasion (Erdogan, 1999).

Figure B2: Model 2: Social influence theory model
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Model 3 is predicated on the hierarchy of effects whereby a consumer is believed to move through a series of stages. Each stage builds upon the previous one, with the ultimate outcome of driving the consumer to take a desired action, such as making a purchase (Smith et al., 2008). The sequence of stages is based on a hierarchy in which consumers at first evaluate social media influencers’ credibility and attractiveness in promoting a product or brand leading to ad and brand attitude formation, which in turn influence engagement and purchase intention (Barry, 2002). While there are various combinations of cognitive and affective responses that lead to behavioral outcomes, this model aligns with the affect transfer model (MacKenzie et al., 1986). According to this model, ad attitude influencing brand attitude serves as a mediator between social media influencers’ credibility/attractiveness and consumer engagement/purchase, ultimately determining the effectiveness of an advertisement.

Figure B3: Model 3: Hierarchy of effects model
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Model 4 represents an integration and nesting of the above three models and incorporates both the direct and indirect effects of social media influencers to obtain a more comprehensive account of how social media influencers work. Further, integration allows us to test whether and which of the partial models or the integrative model provides the best fit. We can also compare the strength of social media influencers’ effects along each path and identify the most persuasive path.
Figure B4: Model 4: Integrative model
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Testing alternative models
Table B1 presents the results of the MASEM, testing the alternative models. Except for model 1, all other models exhibited a good fit with the data.

 Table B1: Result of meta-analysis structural equation modelling
	Path
	Model 1 (baseline)
	Model 2 (Social influence)
	Model 3 (Hierarchy of effects)
	Model 4
Integrative model

	Social media influencers
	→
	Credibility 
	.23**
	.23**
	.23**
	.23**

	Social media influencers
	→
	Attractiveness
	.10**
	.10**
	.10**
	.10**

	Social media influencers
	→
	Ad attitude 
	.15**
	—
	—
	.03

	Social media influencers
	→
	Brand attitude 
	.13**
	—
	—
	.01

	Social media influencers
	→
	Engagement
	.14**
	—
	—
	.04

	Social media influencers
	→
	Purchase intention
	.11**
	—
	—
	-.01

	Credibility 
	→
	Ad attitude 
	—
	.31**
	.31**
	.31**

	Attractiveness
	→
	Ad attitude 
	—
	.43**
	.43**
	.43**

	Credibility 
	→
	Brand attitude 
	—
	.44**
	.44**
	.44**

	Attractiveness
	→
	Brand attitude 
	—
	.16**
	.16**
	.16*

	Credibility 
	→
	Engagement
	—
	.27**
	—
	.02

	Attractiveness
	→
	Engagement
	—
	.30**
	—
	.17**

	Credibility 
	→
	Purchase intention
	—
	.38**
	—
	.18**

	Attractiveness
	→
	Purchase intention
	—
	23**
	—
	.07**

	Ad attitude 
	→
	Engagement
	—
	—
	.25**
	.15**

	Brand attitude 
	→
	Engagement
	—
	—
	.46**
	.43**

	Ad attitude 
	→
	Purchase intention
	—
	—
	.37**
	.26**

	Brand attitude 
	→
	Purchase intention
	—
	—
	.34**
	.28**

	Model Statistics
	RMSEA <.08
	.087
	.068
	.065
	.041

	
	CFI        >.90
	.878
	.904
	.9010
	.920

	
	AGFI        >.90
	.845
	.898
	.904
	.912

	**p<.01, *p < .05



 







Because all models are nested within the integrative model, a chi-square difference test was employed to compare the three parsimonious models with the integrative model. The model fit significantly deteriorated when restricted to model 1 (Δχ²/df = 2877.45/13, p < .001), model 2 (Δχ²/df = 838.36/9, p < .001), and model 3 (Δχ²/df = 311.34/8, p < .001). The results of the chi-square difference test suggest that the integrative model when compared to each of the three nested models provides a significantly better fit and thus a better explanation.
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[bookmark: _Hlk189724742]Web Appendix E: Moderator Variables Definitions and Operationalizations
	Moderator
	Definitions
	Coding details
	[bookmark: _Hlk189552301]Operationalizations

	Social media influencer
	The data were provided by experiment descriptions. If the information was not provided, online influencer social media pages or InfluencerMarketingHub.com were used to find the demographic and follower data of the social media influencers in the year the study was conducted.

	Size
	Number of social media influencer’s followers on a specific social media platform
	· [bookmark: _Hlk177727667]Large: Social media influencer had one million or more followers in the study or was introduced as a large social media influencer based on Campbell and Farrell (2020)’s classification.
· Small and medium: Social media influencer had less than one million followers in the study or was introduced as Nano or Micro or Macro based on Campbell and Farrell (2020)’s classification.
Note: If there was more than one social media influencer in a study, the sizes were based on the average number of all social media influencer followers.
	1 = Large vs 0 = small and medium
(Large = 39 vs. Small and medium = 92 studies)

	Age
	Social media influencer age at the time of data collection
	In cases where there was more than one social media influencer in the study, the age was determined based on the average age of all social media influencers.
	Continuous variable (mean = 27.09 years)

	Gender
	Social media influencer gender
	· Female: Gender of social media influencer is female.
· Others: Gender of social media influencer is male or a mixture of male and female social media influencers.
	1 = Female vs 0 = Othersa
(Female = 95 vs. Others = 36 studies)

	Message
	The information about the message was provided in the study or experiment materials, such as stimuli, including social media posts and its captions.

	Appeal
	The degree to which the brand is promoted through emotional vs promotional message strategies
	· Emotional: The message in the study was based on an emotional or soft approach to promote a product (e.g., “Resurrection of inner freshness. Today, I am born again.” (Zhu et al., 2022))
· Rational: The message in the study used a rational or hard approach to promote a product (e.g., “These earbuds sound clear without noise. My ear feel comfortable even after wearing it for six hours” (Li et al., 2023))
	1 = Emotional vs 0 = Rational (AR b = 93%)
(Emotional = 54 vs. Rational = 67 studies)

	Abstractness
	The degree to which the product is promoted through abstract or concrete message strategies
	· Low abstract: The message in the study was presented in a specific, detailed, and tangible manner (e.g., “This shampoo contains biotin as well as provitamin B5, zinc, coconut oil, and several other nutrient-rich botanicals. This blend works to remove DHT buildup, and prevents dandruff flakes and scales in the hair and scalp.” (Agnihotri & Bhattacharya, 2021)).
· High abstract: The message in the study was presented in a general, broad, or conceptual manner (e.g., “Outfit of the day”(Piehler et al., 2022)).
	1 = Low vs 0 = High (AR = 95%)
(Low = 44 vs. High = 76 studies)

	Endorsement
	The degree to which the product was promoted is based on the social media influencer referencing their previous or current product usage.
	· Usage-based: Message used in study was based on social media influencer experience with product (e.g., “Hello girls! Since I've been using Myskin's “Hydra” cream, I've found my skin to be increasingly radiant and beautiful!”(Claeys et al., 2024)) or was using promoted product in the post image or video.
· Recommendation-based: Message used in study was recommendation (e.g., “Be protected, Feel refreshed”(Agnihotri & Bhattacharya, 2021)) without mentioning previous or current product usage.
	1 = Usage-based vs 0 = Recommendation-based (AR = 96%)
(Usage-based = 44 vs. Recommendation-based  = 77 studies)

	Product
	The information about the product was provided in the study or experiment materials, such as stimuli, including social media posts with product images and their captions (e.g., product name, brand name, product description).

	Benefit
	The benefits of using the product for consumers
	· Hedonic: The endorsed product in the study was introduced as hedonic, meaning it is primarily associated with pleasure, enjoyment, and sensory experiences. 
· Utilitarian: The endorsed product in the study was introduced as utilitarian, meaning it serves a practical, or functional.
	1 = Hedonic vs 0 = Utilitarian (AR = 94%)
(Hedonic = 43 vs. Utilitarian = 82 studies)

	Familiarity
	The level of consumer familiarity with the promoted product or brand.
	· New: The endorsed product in the study was a new product or fictitious product.
· Familiar: The endorsed product in the study was a familiar product, or it was a well-established or well-known product.
	1 = New vs 0 = Familiar (AR = 97%)
(New = 75 vs. Familiar = 52 studies)

	Classification
	A categorization of products based on how easily consumers can evaluate them
	· Search: The endorsed product in the study can be evaluated based on objective criteria or information available (e.g., electronics, clothing).
· Experience: The endorsed product in the study can only be evaluated after consumption or usage (e.g., food, cosmetics).
	1 = Search vs 0 = Experience (AR = 96%)
(Search = 43 vs. Experience = 75 studies)

	Social media influencer-product congruence
	The level of product congruence with social media influencer area of expertise
	· High: The endorsed product in the study has high congruence with the social media influencer's area of expertise (e.g., a fitness influencer endorsing athletic wear).
· Low: The endorsed product in the study has low congruence with the social media influencer's area of expertise (e.g., a fitness influencer endorsing electronic gadgets).
	1 = High vs 0 = Low (AR = 94%)
(High = 51 vs. Low = 70 studies)

	Channel  
	The information about the platform was provided in the study or experiment materials, either mentioning the platform used for the experiment stimuli or the platform could be inferred from the design of the post.

	Platform
	The social media platform used by social media influencers for product/brand promotion
	· Instagram
· Others: This category also includes cases where the platform was not indicated, or a mixture of different platforms was used.
	1 = Instagram vs 0 = Others
(Instagram = 69 vs. Others = 63 studies)

	Followers
	The information was provided in sample description of study.

	Gender
	Respondent gender
	Female: 100% of the sample used in the study was female.
Others: Less than 100% of the sample used in the study was female.
	1 = Female vs 0 = Others
(Female = 20 vs. Others = 69 studies)

	Age
	Respondents’ average age
	The average age of respondents in a study sample
	Social media influencer age as continuous variable (mean = 30.69 years)

	Control group
	The group that was compared with social media influencer in studies.
	Dummy coded variables. “Others” refers to three control conditions, e.g., traditional ad, expert person, and customer review.
	· Others (base)
· Social media influencer
· Celebrity
· Virtual influencer 
· Brand post
· No endoresement

	Consumer response
	The dependent variables identified in this research are consumer responses towards social media influencer
	Dummy coded variables.
	· Credibility (base)
· Attractiveness
· Ad attitude
· Brand attitude
· Engagement 
· Purchase intention


Note: a Social media influencer gender category “other” category includes 30 males and 6 mixed gender.
 b AR: Agreement rate.




[bookmark: WA3][bookmark: _Hlk160095878]Web Appendix F: List of Studies and Variable Coding
	[bookmark: _Hlk179536396]Paper
	Study
	Author, Year
	Outcome
	Control
	Social media influencer Size
	Social media influencer gender
	Social media influencer Age
	Message Appeal
	Abstractness
	Endorsement
	Benefit
	Familiarity
	Classification
	Social media influencer-product  congruence
	Platform
	Flowers gender
	Flowers  Age

	[bookmark: _Hlk160096979]1
	1
	Agnihotri and Bhattacharya (2021)
	Purchase intention  Brand Attitude
	Celebrity
	Small and medium
	Others
	29
	Rational
	High
	Recommendation
	Hedonic
	New
	Search
	High
	Instagram
	Female
	33

	1
	2
	Agnihotri and Bhattacharya (2021)
	Purchase intention  Brand
Attitude
	Celebrity
	Small and medium
	Female
	29
	Rational
	Low
	Recommendation
	Hedonic
	New
	Search
	High
	Instagram
	Female
	32

	1
	3
	Agnihotri and Bhattacharya (2021)
	Purchase intention  Brand Attitude
	Celebrity
	Small and medium
	Female
	29
	Rational
	Low
	Recommendation
	Hedonic
	New
	Experience
	Low
	Instagram
	Female
	32

	2
	4
	Ahmadi and Ieamsom (2022)
	Engagement
	Celebrity
	Large
	Female
	26
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Search
	High
	Instagram
	Female
	28

	3
	5
	Barbosa (2021)
	Purchase intention  Credibility Attractiveness
	Brand post
	Small and medium
	Female
	29
	Rational
	Low
	Usage
	Hedonic
	Familiar
	Search
	High
	Instagram
	Others
	21

	4
	6
	Belanche et al. (2024)
	Engagement
	Virtual influencer
	Small and medium
	Female
	30
	Rational
	Low
	Usage
	Hedonic
	New
	Experience
	Low
	Instagram
	Female
	31

	5
	7
	Beuckels and De Jans (2022)
	Purchase intention  Engagement
Ad Attitude Credibility
	Brand post
	Large
	Female
	31
	Emotional
	High
	Usage
	Hedonic
	Familiar
	Search
	Low
	Instagram
	Female
	31

	5
	8
	Beuckels and De Jans (2022)
	Purchase intention Engagement
Ad Attitude Credibility
	Brand post
	Large
	Female
	31
	Emotional
	High
	Usage
	Hedonic
	Familiar
	Search
	Low
	Instagram
	Female
	31

	6
	9
	Buvár et al. (2024)
	Engagement  
Ad Attitude Credibility
	Control
	Small and medium
	Others
	29
	Rational
	Low
	Recommendation
	Hedonic
	New
	Experience
	Low
	Instagram
	Others
	25

	7
	10
	Chiu and Ho (2023)
	Purchase intention Engagement    Attractiveness
	Virtual influencer
	Large
	Female
	25
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Others
	21

	7
	11
	Chiu and Ho (2023)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Large
	Female
	25
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Others
	21

	7
	12
	Chiu and Ho (2023)
	Engagement   Credibility
	Virtual influencer
	Large
	Female
	25
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Others
	21

	7
	13
	Chiu and Ho (2023)
	Purchase intention Engagement   Credibility Attractiveness
	Virtual influencer
	Large
	Female
	25
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Others
	21

	7
	14
	Chiu and Ho (2023)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Large
	Female
	25
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Others
	21

	7
	15
	Chiu and Ho (2023)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Large
	Female
	25
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Others
	21

	8
	16
	Chung et al. (2023)
	Purchase intention Engagement 
Brand Attitude  
Credibility
	Celebrity
	Small and medium
	Female
	23
	
	
	
	Hedonic
	New
	Experience
	High
	Instagram
	Others
	34

	9
	17
	Cho et al. (2024)
	Purchase intention Engagement  
Ad Attitude
	Brand post
	Small and medium
	Female
	27
	Rational
	Low
	Usage
	Hedonic
	New
	Search
	Low
	Instagram
	Others
	44

	9
	18
	Cho et al. (2024)
	Purchase intention
	Brand post
	Small and medium
	Female
	27
	Rational
	Low
	Usage
	Hedonic
	New
	Search
	Low
	Instagram
	Others
	43

	10
	19
	(Choi et al., 2023)
	Purchase intention Engagement 
Brand Attitude 
Ad Attitude
	Celebrity
	Small and medium
	Others
	25
	Emotional
	High
	Recommendation
	Hedonic
	Familiar
	Search
	High
	Others
	Others
	30

	11
	20
	Di Cioccio et al. (2024)
	Purchase intention Engagement
	Virtual influencer
	Small and medium
	Others
	25
	Rational
	High
	Usage
	Hedonic
	New
	Search
	Low
	Others
	Others
	37

	11
	21
	Di Cioccio et al. (2024)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Small and medium
	Female
	25
	Rational
	High
	Usage
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	36

	11
	22
	Di Cioccio et al. (2024)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Small and medium
	Others
	26
	Rational
	High
	Usage
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	36

	11
	23
	Di Cioccio et al. (2024)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Small and medium
	Others
	26
	Rational
	High
	Usage
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	38

	11
	24
	Di Cioccio et al. (2024)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Small and medium
	Others
	26
	Rational
	High
	Usage
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	36

	12
	25
	Claeys et al. (2024)
	Purchase intention
	Control
	Large
	Female
	25
	Emotional
	Low
	Usage
	Hedonic
	New
	Experience
	Low
	Instagram
	Others
	23

	12
	26
	Claeys et al. (2024)
	Purchase intention
	Control
	Large
	Others
	25
	Emotional
	Low
	Usage
	Hedonic
	Familiar
	Search
	Low
	Instagram
	Others
	24

	13
	27
	Deng et al. (2024)
	Brand Attitude
	Virtual influencer
	Small and medium
	Others
	25
	Emotional
	High
	Usage
	Utilitarian
	New
	Experience
	High
	Others
	Others
	29

	14
	28
	Dwidienawati et al. (2020)
	Purchase intention    Credibility
	Customer review
	Small and medium
	Others
	28
	Emotional
	Low
	Usage
	Hedonic
	Familiar
	Experience
	Low
	Instagram
	Others
	22

	15
	29
	Fan et al. (2024)
	Ad Attitude Credibility Attractiveness
	Virtual influencer
	Large
	Female
	35
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	Low
	Others
	Others
	21

	15
	30
	Fan et al. (2024)
	Ad Attitude Credibility Attractiveness
	Celebrity
	Large
	Female
	35
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	Low
	Others
	Others
	21

	16
	31
	Franke et al. (2022)
	Ad Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Rational
	High
	Recommendation
	Utilitarian
	Familiar
	Search
	High
	Others
	Female
	29

	16
	32
	Franke et al. (2022)
	Purchase intention   Ad Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	
	Low
	Others
	Female
	30

	17
	33
	Giuffredi-Kähr et al. (2022)
	Purchase intention  Brand Attitude  Credibility Attractiveness
	Celebrity
	Small and medium
	Female
	28
	Rational
	High
	Recommendation
	Hedonic
	New
	Search
	High
	Instagram
	Others
	36

	17
	34
	Giuffredi-Kähr et al. (2022)
	Purchase intention  Brand Attitude  Credibility Attractiveness
	Celebrity
	Small and medium
	Others
	29
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	High
	Instagram
	Others
	35

	17
	35
	Giuffredi-Kähr et al. (2022)
	Purchase intention  Brand Attitude  Credibility Attractiveness
	Celebrity
	Small and medium
	Others
	29
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	High
	Instagram
	Others
	35

	17
	36
	Giuffredi-Kähr et al. (2022)
	Purchase intention  Brand Attitude  Credibility Attractiveness
	Celebrity
	Large
	Others
	29
	Rational
	High
	Recommendation
	Hedonic
	New
	Search
	High
	Instagram
	Others
	34

	18
	37
	Gräve and Bartsch (2022)
	Purchase intention
	Celebrity
	Small and medium
	Others
	
	
	
	Recommendation
	Hedonic
	Familiar
	
	
	Instagram
	Others
	20

	18
	38
	Gräve and Bartsch (2022)
	Ad Attitude
	Celebrity
	Small and medium
	Others
	
	
	
	Recommendation
	Hedonic
	Familiar
	Search
	Low
	Instagram
	Others
	23

	18
	39
	Gräve and Bartsch (2022)
	Ad Attitude
	Celebrity
	Small and medium
	Others
	
	
	
	Recommendation
	Hedonic
	Familiar
	Experience
	Low
	Instagram
	Others
	39

	19
	40
	Gutaj (2022)
	Purchase intention
Ad Attitude
	Virtual influencer
	Small and medium
	Female
	32
	Rational
	Low
	Usage
	Utilitarian
	Familiar
	Search
	High
	Instagram
	Others
	36

	19
	41
	Gutaj (2022)
	Purchase intention
Ad Attitude
	Virtual influencer
	Small and medium
	Female
	32
	Rational
	Low
	Usage
	Utilitarian
	Familiar
	Search
	High
	Instagram
	Others
	35

	20
	42
	Hermanda et al. (2019)
	Purchase intention
Brand Attitude
	Control
	Small and medium
	Female
	29
	Emotional
	Low
	Usage
	Utilitarian
	New
	Search
	High
	Instagram
	Others
	26

	21
	43
	Hofeditz et al. (2022)
	Credibility
	Virtual influencer
	Small and medium
	Female
	25
	Emotional
	High
	Recommendation
	
	
	
	
	Instagram
	Others
	35

	22
	44
	Holiday et al. (2021)
	Engagement
	Control
	Small and medium
	
	
	
	
	
	Hedonic
	Familiar
	
	
	Instagram
	Female
	36

	23
	45
	Hung and Chen (2021)
	Engagement
	Celebrity
	Small and medium
	Others
	
	Emotional
	High
	Recommendation
	Hedonic
	New
	
	
	Instagram
	Others
	24

	24
	46
	Igarashi et al. (2024)
	Purchase intention   Ad Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Emotional
	Low
	Recommendation
	Hedonic
	New
	Search
	Low
	Instagram
	Others
	39

	24
	47
	Igarashi et al. (2024)
	Purchase intention   Ad Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Emotional
	Low
	Recommendation
	Hedonic
	New
	Search
	Low
	Instagram
	Others
	35

	24
	48
	Igarashi et al. (2024)
	Purchase intention   Ad Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Emotional
	Low
	Recommendation
	Hedonic
	New
	Search
	Low
	Instagram
	Others
	41

	25
	49
	Janssen and Rudeloff (2024)
	Purchase intention
	Brand post
	Small and medium
	Female
	25
	Emotional
	High
	Recommendation
	Hedonic
	New
	Experience
	Low
	Instagram
	Female
	25

	26
	50
	Jin and Muqaddam (2019)
	Brand Attitude  Credibility Attractiveness
	Brand post
	Small and medium
	Female
	33
	Emotional
	
	Recommendation
	Utilitarian
	Familiar
	Experience
	High
	Instagram
	Female
	

	27
	51
	Jin et al. (2019)
	Credibility
	Celebrity
	Large
	Female
	30
	Emotional
	
	
	
	New
	
	
	Instagram
	Female
	

	28
	52
	Kapitan et al. (2021)
	Purchase intention    Credibility
	Celebrity
	Large
	Others
	24
	Rational
	Low
	Usage
	Utilitarian
	New
	
	Low
	Others
	Others
	26

	28
	53
	(Kapitan et al., 2021)
	Purchase intention    Credibility
	Celebrity
	Large
	Others
	24
	Rational
	Low
	Usage
	Utilitarian
	New
	
	Low
	Others
	Others
	26

	29
	54
	Kapoor et al. (2023)
	Purchase intention     Attractiveness
	Control
	Large
	Female
	28
	Emotional
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	Low
	Instagram
	Others
	28

	30
	55
	Kim et al. (2021)
	Purchase intention Engagement
	Celebrity
	Small and medium
	Others
	42
	Rational
	Low
	Usage
	Hedonic
	New
	Experience
	Low
	Others
	Others
	26

	31
	56
	Kumar et al. (2024)
	Purchase intention Engagement
	Brand post
	
	
	
	
	
	
	
	
	
	
	
	Others
	42

	32
	57
	Lee and Ham (2023)
	Purchase intention  Brand Attitude 
Ad Attitude Credibility
	Virtual influencer
	Large
	Female
	22
	Emotional
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	High
	Instagram
	Others
	40

	33
	58
	Lee et al. (2021)
	Engagement Brand Attitude 
Ad Attitude Credibility
	Celebrity
	Small and medium
	Female
	28
	Rational
	Low
	Usage
	Utilitarian
	Familiar
	Search
	Low
	Instagram
	Female
	20

	34
	59
	Li et al. (2023)
	Purchase intention  Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	29
	Emotional
	High
	Usage
	Utilitarian
	New
	Experience
	High
	Others
	Others
	30

	34
	60
	Li et al. (2023)
	Purchase intention  Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	29
	Emotional
	High
	Usage
	Utilitarian
	New
	Experience
	High
	Instagram
	Female
	29

	34
	61
	Li et al. (2023)
	Purchase intention  Brand Attitude
	Virtual influencer
	Small and medium
	Others
	28
	Rational
	High
	Usage
	Hedonic
	New
	Experience
	Low
	Instagram
	Others
	41

	35
	62
	Liu and Lee (2022)
	Purchase intention Engagement 
Brand Attitude 
Ad Attitude Credibility Attractiveness
	Virtual influencer
	
	Female
	
	
	
	
	
	
	
	
	Instagram
	Others
	34

	36
	63
	Liu and Lee (2024)
	Purchase intention Engagement
	Control
	Large
	Female
	19
	Emotional
	High
	Usage
	Utilitarian
	New
	Experience
	High
	Instagram
	Others
	42

	36
	64
	Liu and Lee (2024)
	Engagement 
Brand Attitude
	Virtual influencer
	Large
	Female
	19
	Emotional
	High
	Usage
	Utilitarian
	New
	Experience
	High
	Instagram
	Others
	35

	36
	65
	Liu and Lee (2024)
	Purchase intention  Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	22
	Rational
	Low
	Recommendation
	Hedonic
	New
	Experience
	High
	Instagram
	Others
	29

	37
	66
	Meng et al. (2024)
	Brand Attitude Ad Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Emotional
	High
	Usage
	Hedonic
	New
	Search
	Low
	Others
	Others
	45

	37
	67
	Meng et al. (2024)
	Brand Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Emotional
	High
	Usage
	Hedonic
	New
	Search
	High
	Others
	Others
	23

	37
	68
	Meng et al. (2024)
	Brand Attitude
	Virtual influencer
	Small and medium
	Others
	24
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	25

	37
	69
	Meng et al. (2024)
	Brand Attitude
	Virtual influencer
	Small and medium
	Others
	25
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	37

	38
	70
	Meng et al. (2025)
	Purchase intention
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Others
	Others
	24

	38
	71
	Meng et al. (2025)
	Purchase intention
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Others
	Others
	29

	38
	72
	Meng et al. (2025)
	Purchase intention
	Virtual influencer
	Small and medium
	Others
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Instagram
	Others
	42

	38
	73
	Meng et al. (2025)
	Purchase intention
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Instagram
	Others
	37

	38
	74
	Meng et al. (2025)
	Purchase intention
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Instagram
	Others
	40

	39
	75
	Mirowska and Arsenyan (2023)
	Engagement    Attractiveness
	Virtual influencer
	Large
	Female
	20
	Emotional
	High
	Usage
	Utilitarian
	New
	Search
	High
	Others
	Others
	

	40
	76
	Myers (2017)
	Purchase intention  Brand Attitude
	Celebrity
	Small and medium
	Female
	22
	Emotional
	High
	Usage
	Hedonic
	Familiar
	Search
	High
	Instagram
	Others
	20

	41
	77
	Naderer et al. (2021)
	Purchase intention Engagement   Credibility
	Control
	Small and medium
	Female
	23
	Emotional
	High
	Usage
	Utilitarian
	Familiar
	Experience
	High
	Instagram
	Female
	24

	42
	78
	Ozan Ozdemir et al. (2023)
	Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	28
	
	
	
	
	
	
	
	Others
	Others
	39

	42
	79
	Ozan Ozdemir et al. (2023)
	Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	28
	
	High
	Recommendation
	Hedonic
	New
	Experience
	Low
	Others
	Others
	38

	42
	80
	Ozan Ozdemir et al. (2023)
	Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	28
	Emotional
	Low
	Usage
	Hedonic
	New
	Experience
	Low
	Instagram
	Others
	41

	42
	81
	Ozan Ozdemir et al. (2023)
	Brand Attitude
	Virtual influencer
	Small and medium
	Female
	28
	Rational
	High
	Recommendation
	Hedonic
	New
	Experience
	Low
	Instagram
	Others
	39

	42
	82
	Ozan Ozdemir et al. (2023)
	Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	28
	Rational
	High
	Recommendation
	Hedonic
	New
	Experience
	Low
	Others
	Others
	40

	43
	83
	Piehler et al. (2022)
	Purchase intention
	Celebrity
	Small and medium
	Female
	28
	Rational
	High
	Usage
	Utilitarian
	Familiar
	Experience
	High
	Instagram
	Female
	27

	44
	84
	Pöyry et al. (2019)
	Ad Attitude Credibility
	Celebrity
	Small and medium
	Others
	30
	Rational
	High
	
	Hedonic
	
	
	Low
	Instagram
	Others
	25

	45
	85
	Qu and Baek (2024)
	Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Others
	Others
	31

	45
	86
	Qu and Baek (2024)
	Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Others
	Others
	31

	45
	87
	Qu and Baek (2024)
	Credibility
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Others
	Others
	30

	45
	88
	Qu and Baek (2024)
	Credibility
	Virtual influencer
	Small and medium
	Female
	26
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	Low
	Others
	Others
	29

	46
	89
	van Reijmersdal et al. (2024)
	Credibility Attractiveness
	Layperson
	Small and medium
	Female
	27
	Rational
	Low
	Usage
	Hedonic
	Familiar
	Search
	High
	Others
	Female
	21

	46
	90
	van Reijmersdal et al. (2024)
	Credibility Attractiveness
	Celebrity
	Small and medium
	Female
	27
	Rational
	Low
	Usage
	Hedonic
	Familiar
	Search
	High
	Others
	Female
	21

	47
	91
	Ren et al. (2023)
	Purchase intention    Credibility
	Celebrity
	Large
	Female
	28
	Rational
	Low
	Recommendation
	Hedonic
	Familiar
	Search
	High
	Others
	Others
	28

	47
	92
	Ren et al. (2023)
	Purchase intention    Credibility
	Celebrity
	Small and medium
	Female
	34
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Others
	26

	47
	93
	Ren et al. (2023)
	Purchase intention    Credibility
	Celebrity
	Large
	Female
	36
	Rational
	Low
	Recommendation
	Hedonic
	New
	Search
	High
	Others
	Others
	34

	48
	94
	Rizzo et al. (2023)
	Credibility
	Virtual influencer
	
	
	
	
	
	
	
	
	
	
	
	
	

	48
	95
	Rizzo et al. (2023)
	Credibility
	Virtual influencer
	
	
	
	
	
	
	
	
	
	
	
	
	

	49
	96
	Sands et al. (2022)
	Engagement   Credibility
	Virtual influencer
	Small and medium
	Female
	26
	
	
	
	
	Familiar
	
	
	Instagram
	Female
	33

	49
	97
	Sands et al. (2022)
	Engagement   Credibility
	Virtual influencer
	Small and medium
	Female
	26
	
	
	
	
	Familiar
	
	
	Instagram
	Others
	36

	50
	98
	Schaffler (2021)
	Purchase intention    Credibility
	Virtual influencer
	Small and medium
	Female
	21
	Emotional
	High
	Recommendation
	Utilitarian
	Familiar
	Search
	Low
	Instagram
	Others
	26

	51
	99
	Schouten et al. (2020)
	Purchase intention  Brand Attitude Ad Attitude Credibility
	Celebrity
	Large
	Female
	31
	Rational
	Low
	Recommendation
	Utilitarian
	Familiar
	Search
	Low
	Instagram
	Female
	23

	51
	100
	Schouten et al. (2020)
	Purchase intention  Brand Attitude 
Ad Attitude Credibility
	Celebrity
	Large
	Female
	31
	Rational
	Low
	Recommendation
	Utilitarian
	Familiar
	Search
	Low
	Instagram
	Female
	23

	51
	101
	Schouten et al. (2020)
	Purchase intention  Brand Attitude 
Ad Attitude Credibility
	Celebrity
	Large
	Female
	31
	Rational
	Low
	Recommendation
	Hedonic
	Familiar
	Search
	Low
	Instagram
	Female
	31

	51
	102
	Schouten et al. (2020)
	Purchase intention  Brand Attitude 
Ad Attitude Credibility
	Celebrity
	Large
	Female
	31
	Rational
	Low
	Recommendation
	Hedonic
	Familiar
	Search
	Low
	Instagram
	Female
	31

	52
	103
	Shi et al. (2021)
	Credibility Attractiveness
	Celebrity
	Large
	Female
	33
	Rational
	High
	Recommendation
	Hedonic
	New
	Search
	Low
	Others
	Others
	22

	52
	104
	Shi et al. (2021)
	Credibility Attractiveness
	Celebrity
	Large
	Female
	33
	Rational
	High
	Recommendation
	Hedonic
	New
	Search
	Low
	Others
	Others
	23

	52
	105
	Shi et al. (2021)
	Credibility Attractiveness
	Celebrity
	Large
	Female
	33
	Rational
	High
	Recommendation
	Hedonic
	New
	Search
	Low
	Others
	Others
	23

	52
	106
	Shi et al. (2021)
	Credibility Attractiveness
	Celebrity
	Large
	Female
	33
	Rational
	High
	Recommendation
	Hedonic
	New
	Search
	Low
	Others
	Others
	23

	53
	107
	Singh et al. (2020)
	Credibility
	Brand post
	Large
	Female
	27
	Rational
	Low
	Recommendation
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	31

	54
	108
	Soma (2019)
	Purchase intention   Ad Attitude Credibility Attractiveness
	Celebrity
	Large
	Others
	26
	Rational
	Low
	Usage
	Utilitarian
	New
	Experience
	High
	Others
	Others
	26

	55
	109
	Stein et al. (2022)
	Purchase intention Engagement   Credibility
	Virtual influencer
	Small and medium
	Female
	31
	Rational
	Low
	Usage
	Utilitarian
	New
	Search
	High
	Others
	Others
	23

	56
	110
	Thomas and Fowler (2021)
	Purchase intention  Brand Attitude  Credibility
	Virtual influencer
	Small and medium
	Female
	29
	Rational
	High
	Recommendation
	Hedonic
	New
	Experience
	
	Instagram
	Others
	36

	57
	111
	Jin et al. (2021)
	Credibility
	Brand post
	Small and medium
	Female
	27
	Rational
	Low
	Usage
	Utilitarian
	Familiar
	Experience
	Low
	Instagram
	Female
	32

	58
	112
	Verger (2020)
	Purchase intention   Ad Attitude Credibility
	Celebrity
	Small and medium
	Female
	23
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Instagram
	Others
	31

	58
	113
	Verger (2020)
	Purchase intention   Ad Attitude Credibility
	Celebrity
	Large
	Female
	23
	Emotional
	High
	Recommendation
	Hedonic
	New
	Experience
	High
	Instagram
	Others
	31

	59
	114
	Wang and Lee (2021)
	Purchase intention
	Celebrity
	Large
	Female
	18
	Emotional
	High
	Recommendation
	Utilitarian
	New
	Search
	High
	Others
	Female
	25

	60
	115
	Wang and Lee (2021)
	Engagement   Credibility
	Control
	Small and medium
	Others
	35
	Rational
	Low
	Recommendation
	Hedonic
	New
	Experience
	Low
	Others
	Others
	36

	60
	116
	Wang and Lee (2021)
	Engagement   Credibility
	Celebrity
	Small and medium
	Others
	35
	Rational
	Low
	Recommendation
	Hedonic
	New
	Experience
	Low
	Others
	Others
	36

	60
	117
	Wang and Lee (2021)
	Engagement
	Celebrity
	Small and medium
	Others
	35
	Rational
	Low
	Recommendation
	Hedonic
	New
	Experience
	Low
	Others
	Others
	36

	61
	118
	Wielen (2022)
	Brand Attitude 
Ad Attitude
	Celebrity
	Small and medium
	Female
	29
	Emotional
	High
	Recommendation
	Utilitarian
	Familiar
	Search
	High
	Instagram
	Female
	23

	62
	119
	Wolff (2022)
	Purchase intention Engagement 
Brand Attitude  Credibility Attractiveness
	Virtual influencer
	Small and medium
	Others
	27
	Emotional
	High
	Recommendation
	Hedonic
	New
	Search
	Low
	Instagram
	Others
	23

	62
	120
	Wolff (2022)
	Purchase intention Engagement 
Brand Attitude  
Credibility Attractiveness
	Virtual influencer
	Small and medium
	Others
	27
	Emotional
	High
	Recommendation
	Hedonic
	New
	Search
	Low
	Instagram
	Others
	23

	63
	121
	Wu et al. (2021)
	Purchase intention  Brand Attitude 
Ad Attitude
	Brand post
	Large
	Others
	28
	Emotional
	Low
	Usage
	Utilitarian
	New
	Search
	High
	Others
	Female
	24

	64
	122
	Jeongwon Yang et al. (2023)
	Engagement   Credibility
	Virtual influencer
	Large
	Female
	31
	Rational
	Low
	Recommendation
	Hedonic
	Familiar
	Experience
	High
	Instagram
	Others
	26

	65
	123
	Zhang et al. (2021)
	Purchase intention
	Brand post
	Small and medium
	Others
	30
	Rational
	Low
	Usage
	Hedonic
	New
	Search
	High
	Others
	Others
	46

	66
	124
	Zhang et al. (2023)
	Purchase intention  Brand Attitude
	Virtual influencer
	Small and medium
	Female
	25
	Rational
	Low
	Usage
	Hedonic
	New
	Search
	High
	Instagram
	Others
	33

	67
	125
	Zhang et al. (2023)
	Purchase intention  Brand Attitude
	Virtual influencer
	Small and medium
	Female
	25
	Rational
	Low
	Usage
	Hedonic
	New
	Search
	High
	Instagram
	Others
	32

	68
	126
	Zhao et al. (2024)
	Purchase intention    Credibility Attractiveness
	Virtual influencer
	Small and medium
	Female
	25
	Rational
	High
	Usage
	Hedonic
	Familiar
	Experience
	Low
	Others
	Others
	31

	68
	127
	Zhao et al. (2024)
	Purchase intention
	Virtual influencer
	Small and medium
	Female
	32
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	High
	Others
	Others
	38

	69
	128
	Zhou et al. (2023)
	Purchase intention
	Virtual influencer
	Small and medium
	Female
	21
	
	
	
	
	
	
	
	Others
	Others
	39

	69
	129
	Zhou et al. (2023)
	Purchase intention
	Virtual influencer
	Small and medium
	Female
	21
	Rational
	High
	Recommendation
	Hedonic
	New
	Experience
	Low
	Others
	Others
	42

	69
	130
	Zhou et al. (2023)
	Purchase intention
	Virtual influencer
	Small and medium
	Others
	21
	Rational
	Low
	Recommendation
	Hedonic
	Familiar
	Experience
	Low
	Others
	Others
	39

	69
	131
	Zhou et al. (2023)
	Purchase intention
	Virtual influencer
	Small and medium
	Others
	21
	Rational
	Low
	Recommendation
	Hedonic
	Familiar
	Search
	Low
	Others
	Others
	38

	69
	132
	Zhou et al. (2023)
	Purchase intention
	Virtual influencer
	Small and medium
	Others
	21
	Rational
	High
	Recommendation
	Hedonic
	Familiar
	Experience
	Low
	Others
	Others
	40

	70
	133
	Zhou et al. (2023)
	Purchase intention Engagement
	Virtual influencer
	Small and medium
	Female
	24
	Emotional
	High
	Recommendation
	Hedonic
	New
	Search
	Low
	Others
	Others
	31

	70
	134
	Zhou et al. (2023)
	Purchase intention Engagement 
Brand Attitude
	Virtual influencer
	Small and medium
	Female
	24
	Emotional
	High
	Usage
	Hedonic
	New
	Experience
	Low
	Others
	Others
	31

	71
	135
	Zhu et al. (2022)
	Purchase intention  Brand Attitude
	Celebrity
	Large
	Female
	27
	Rational
	High
	Usage
	Utilitarian
	Familiar
	Search
	High
	Others
	Others
	23
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Web Appendix G: Funnel Plots
The circles in the plot represent the individual effect sizes, with larger effect sizes represented on the right side of the line and smaller effect sizes represented on the left side. The precision of the effect sizes is represented by their proximity to the bottom of the plot, with larger standard errors corresponding to points closer to the bottom. The white funnel-shaped area represents the expected dispersion of individual effect sizes around the mean as their precision decreases. The absence of rightward asymmetry, meaning the lack of missing effect sizes in the bottom left corner of the funnel in comparison to their counterparts on the bottom right corner, suggests that publication bias is unlikely to be a factor in our sample. Except for ad attitude, for the rest of the plots, it can be concluded that there is an even distribution of effect sizes across the entire funnel. Therefore, the missing effect size on the left and bottom side of the ad attitude plot could be a signal of publication bias. However, the result of Egger's test (i.e., limit estimate in the figures below) indicates symmetry in all funnel plots.
	Credibility 
	Attractiveness
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	Test for Funnel Plot Asymmetry: z = 0.0927, p = 0.9261
Limit Estimate (as sei -> 0):   b = 0.1882 (CI: -0.2921, 0.6684)
	Test for Funnel Plot Asymmetry: z = -0.8049, p = 0.4209
Limit Estimate (as sei -> 0):   b = 0.6897 (CI: -0.8938, 2.2732)

	Brand attitude
	Ad attitude
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	Test for Funnel Plot Asymmetry: z = -0.1187, p = 0.9055
Limit Estimate (as sei -> 0):   b = 0.1497 (CI: -0.7701, 1.0696)
	Test for Funnel Plot Asymmetry: z = 1.2807, p = 0.2003
Limit Estimate (as sei -> 0):   b = -0.0823 (CI: -0.4981, 0.3336)


	Purchase intention
	Engagement 
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	Test for Funnel Plot Asymmetry: z = -1.8051, p = 0.0711
Limit Estimate (as sei -> 0):   b = 0.4796 (CI: 0.0330, 0.9263)
	Test for Funnel Plot Asymmetry: z = 1.4286, p = 0.1531
Limit Estimate (as sei -> 0):   b = -0.3586 (CI: -0.9781, 0.2610)
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Web Appendix H: Results of Outlier Analysis
	
	With outliers
	Without outliers

	Response to social media influencer
	K
	N
	rrcvw
	K
	N
	rrcvw

	Credibility
	73
	17,209
	.23**
	70
	16,524
	0.22*

	Attractiveness
	23
	5,541
	.10
	22
	5,358
	0.10

	Ad attitude
	30
	7,250
	.15**
	30
	7,250
	.15**

	Brand attitude
	45
	12,626
	.13**
	44
	12,201
	.13**

	Engagement
	40
	12,318
	.14**
	38
	11,906
	.13**

	Purchase intention
	86
	307,700
	.11**
	84
	307,120
	.12**


 Note: K: number of studies; N: combined sample size; rrcvw: Reliability corrected, and variance weighted integrated correlation **p<.01, *p < .05
[bookmark: WA6]Web Appendix I: Frequency Distribution of Effect Sizes 


Web Appendix J: Hierarchical Linear Modeling Equation
For the moderator analysis, we included all reliability-corrected correlations as effect sizes across the six dependent variables. We then included dummy variables that represent the various consumer response variables at level 1 of the model, and captured the nested structure of effect sizes within studies using the following equations:
Level 1 (within-study level):
[bookmark: _Hlk162162893]Level 1: ESij = β0j + β1j * Xij + vij + eij	(1)
where:
· ESij represents the ith observed effect size from the jth study
· Xij denotes the independent variable (different consumer response variables) at level 1
· β0j is the intercept for the jth study
· β1j is the regression coefficient for Xij in the jth study
· [bookmark: _Hlk162163000]vij is known sampling error with mean of zero and a known variance
· eij is the residual error at level 1 that captures the unexplained variation in ESij after accounting for Xij and β0j and the interaction term
This equation represents a multilevel regression model at level 1, where the outcome variable (ESij) is regressed on the level 1 predictors (Xij) and the intercept (β0j), which varies across studies. 

Level 2 (between-study level):
At level 2, the model incorporates study-level moderators and interaction terms as follows:
Equation for the intercept (β0j​):
β0j = γ00 + γ01 * W1j + u0j,	(2)
Where: 
· β0j represents the intercept for the jth study, as in equation (1)
· W1j represents other study-level moderators
· γ00 is the overall intercept across studies
· γ01 is the regression coefficient for W1j in predicting β0j
· u0j is the residual error at level 2, capturing the unexplained variation in β0j after accounting for W1j and Zj

Equation for the slope (β1j​):
The slope β1j, which represents the relationship between the level 1 predictor (Xij ​) and the effect size, is modelled as follows:
β1j = γ10 + γ11 × W1j + γ12 × Zj + γ13 × (Zj × XEngagement) + γ14 × (Zj × XPurchase Intention) + u1j,	(3)

Where: 
· β1j is the slope of Xij from level 1;
· W1j denotes the level 2 moderator;
· Zj​ is the dummy-coded variable for Endorser Type;
· γ10 is the overall slope across studies;
· γ11 is the regression coefficient for W1j​ in predicting the slope;
· γ12​ represents the main effect of Endorser Type on the slopes;
· γ13​ and γ14​ capture the interaction effects between Endorser Type and the customer responses, Engagement and Purchase intention, respectively;
· u1j is the residual error at level 2, capturing the unexplained variation in the slope after accounting for W1j, Zj and their interactions.
[bookmark: _Hlk159330590]Web Appendix K: Correlation Matrix Between Moderators
	 
	01
	02
	03
	04
	05
	06
	07
	08
	09
	10
	11
	12
	13
	14
	15
	16
	17
	18
	19
	20
	21
	22
	23
	24

	Social media influencer
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Celebrity
	-0.33
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Virtual influencer
	-0.30
	-0.26
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Brand post
	-0.22
	-0.10
	-0.12
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Others
	-0.21
	-0.09
	-0.12
	-0.04
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Social media influencer size
	0.23
	0.14
	-0.16
	0.06
	0.01
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Social media influencer gender
	0.12
	-0.09
	0.07
	0.05
	-0.04
	0.19
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Social media influencer age
	0.32
	0.20
	-0.25
	0.11
	0.03
	0.11
	-0.06
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Appeal
	0.24
	-0.23
	0.15
	0.07
	0.05
	0.05
	0.18
	-0.39
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Abstractness
	0.13
	0.09
	-0.17
	0.10
	0.09
	0.01
	0.00
	0.25
	-0.39
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Social media influencer-product  congruence
	0.32
	0.08
	-0.04
	-0.03
	-0.03
	0.09
	0.14
	-0.19
	0.15
	-0.07
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	

	Endorsement
	0.24
	-0.16
	0.01
	0.19
	0.08
	-0.14
	-0.03
	-0.10
	-0.05
	0.20
	0.04
	1.00
	
	
	
	
	
	
	
	
	
	
	
	

	Benefit
	0.13
	-0.04
	0.06
	-0.03
	-0.02
	0.19
	0.24
	-0.15
	0.33
	0.00
	0.32
	0.12
	1.00
	
	
	
	
	
	
	
	
	
	
	

	Classification
	0.32
	0.03
	0.03
	0.07
	-0.19
	0.13
	0.08
	-0.03
	0.08
	0.03
	-0.05
	-0.02
	0.15
	1.00
	
	
	
	
	
	
	
	
	
	

	Familiarity
	0.12
	-0.06
	0.13
	-0.09
	-0.07
	-0.03
	-0.01
	-0.13
	0.26
	-0.04
	0.09
	-0.09
	0.14
	-0.01
	1.00
	
	
	
	
	
	
	
	
	

	Platform
	0.10
	0.06
	-0.13
	0.10
	0.06
	-0.12
	0.08
	0.00
	0.07
	0.18
	0.04
	-0.06
	-0.14
	-0.12
	-0.15
	1.00
	
	
	
	
	
	
	
	

	Flowers gender
	0.19
	0.18
	-0.23
	0.17
	-0.03
	0.14
	0.20
	0.10
	-0.02
	0.20
	0.01
	0.14
	0.20
	0.22
	-0.17
	0.22
	1.00
	
	
	
	
	
	
	

	Flowers age
	0.13
	0.09
	-0.09
	-0.10
	0.13
	0.36
	0.06
	0.13
	0.01
	0.19
	0.08
	-0.02
	0.38
	0.20
	-0.06
	-0.08
	0.16
	1.00
	
	
	
	
	
	

	Purchase intention
	0.09
	-0.03
	0.02
	0.02
	0.00
	-0.05
	-0.03
	-0.14
	0.03
	0.05
	0.02
	0.06
	0.03
	0.04
	0.04
	0.02
	-0.04
	-0.03
	1.00
	
	
	
	
	

	Engagement
	0.10
	-0.08
	0.04
	0.01
	0.04
	-0.01
	-0.06
	-0.04
	0.06
	-0.05
	-0.02
	0.09
	-0.01
	0.00
	0.05
	-0.06
	0.00
	-0.03
	0.25
	1.00
	
	
	
	

	Brand
	0.06
	0.02
	0.04
	-0.05
	-0.06
	-0.13
	0.00
	-0.04
	0.02
	-0.04
	0.07
	0.00
	-0.01
	-0.06
	0.07
	0.09
	0.02
	-0.09
	0.27
	0.17
	1.00
	
	
	

	Ad
	0.05
	0.05
	-0.06
	0.03
	-0.01
	0.05
	0.03
	0.05
	0.00
	0.11
	-0.08
	-0.04
	0.00
	0.07
	-0.15
	0.12
	0.17
	0.05
	0.21
	0.13
	0.14
	1.00
	
	

	Credibility
	0.09
	0.01
	-0.01
	-0.01
	0.00
	0.06
	0.06
	0.11
	-0.05
	0.00
	-0.05
	-0.06
	0.03
	-0.04
	-0.02
	-0.08
	-0.03
	0.02
	0.36
	0.23
	0.24
	0.19
	1.00
	

	Attractive 
	0.06
	0.05
	-0.06
	0.00
	0.04
	0.12
	0.01
	0.12
	-0.08
	-0.10
	0.05
	-0.07
	-0.07
	0.00
	-0.02
	-0.08
	-0.10
	0.12
	0.18
	0.11
	0.12
	0.10
	0.17
	1.00



[bookmark: _Hlk179975341]Web Appendix L: Robustness Check Analysis
Table: Average effect of social media influencers – excluding virtual influencer
	Relationship
	K
	N
	rrcvw
	S.E.
	LCI
	UCI
	Q
	FSN

	Social Media Influencer → Credibility
	38
	7,985
	.19**
	.06
	.07
	.31
	1384**
	1,956

	Social Media Influencer → Attractiveness
	15
	5,541
	-.02
	.10
	-.21
	.18
	389**
	326

	Social Media Influencer → Ad Attitude 
	10
	4,282
	.11*
	.07
	.02
	.26
	236**
	495

	Social Media Influencer → Brand Attitude 
	20
	4,974
	.07
	.07
	-.07
	.21
	309**
	321

	Social Media Influencer → Engagement  
	17
	5,890
	.21*
	.08
	.05
	.37
	567**
	214

	Social Media Influencer → Purchase Intention
	43
	9,914
	.12*
	.06
	.05
	.23
	1141**
	2,165

	Note: K: number of studies; N: cumulative sample size; rrcvw: Reliability corrected, and variance weighted integrated correlation; S.E. = Standard error; LCI: 95%- lower confidence interval; UCI: 95%-upper confidence interval; Q=Q statistic; FSN=fail-safe N, 
**p<.01, *p<.05




Web Appendix M: Social Media Influencer Interaction with Consumer Responses
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