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ABSTRACT

The source credibility model is essential to understanding how influencers can be effectively utilized in marketing
communications. Initially explored within the field of communication, the concept later became a crucial
component of the celebrity endorsement literature. In recent years, with the rapid rise of influencer marketing,
source credibility receives increasing attention from scholars in this domain. Despite this growing interest, there
is a lack of a comprehensive literature review specifically examining how source credibility theory is applied
within influencer marketing. Addressing this gap, the present study aims to explore the use of source credibility
theory in influencer marketing through a comprehensive literature review supported by bibliometric analysis. To
this end, articles indexed in Scopus are reviewed, and 162 eligible articles are identified and analyzed based on
predetermined criteria using bibliometric methods. The findings reveal several key insights: the source credibility
model is most frequently examined in conjunction with parasocial relationship theory. Among the model’s
dimensions, trustworthiness, expertise, and attractiveness are the most commonly studied. Furthermore, the study
identifies the leading authors and most-cited works in the field, highlights core research themes and trends, and
presents a comprehensive discussion of the literature. This research offers a valuable resource for scholars by
synthesizing the key contributions, summarizing influential studies, and identifying emerging topics that guide
further investigations in the field.
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Influencer Pazarlamada Kaynak Giivenilirligi Arastirmalarinin On Yillik Haritalandirmasi:
Bibliyometrik Bir inceleme
(074

Kaynak giivenilirligi modeli, etkileyicilerin pazarlama iletisiminde nasil efektif bir bi¢imde kullanilabilecegini
anlamak i¢in 6nem arz etmektedir. Konsept, literatiirde ilk olarak iletisim alaninda arastirilmis ve daha sonra tinlii
onay1 literatliriiniin 6nemli bir bileseni olmustur. Son yillarda etkileyici pazarlamada yasanan patlama, bilim
insanlarinin kaynak giivenilirligine olan ilgisini arttirmaktadir. Ancak literatiir, artan ilgiye ragmen, kaynak
giivenilirligi teorisinin etkileyici pazarlamada nasil uygulandigmni inceleyen kapsamli bir arastirmadan
mahrumdur. Bu boslugu ele alan caligma, bibliyometrik analizle desteklenen detayli bir literatiir incelemesi
yoluyla etkileyici pazarlamada kaynak giivenilirligi teorisinin kullanimin1 kesfetmeyi amaglamaktadir. Bu amagla
Scopus’ta indekslenen makaleler incelenmis ve belirlenen kriterlere gore elde edilen 162 makale analize tabi
tutulmustur. Bulgular kaynak giivenilirligi modelinin en fazla parasosyal iliski teorisi ile incelendigini ve modelin
en sik kullanilan alt boyutlarinin giivenilirlik, uzmanlik ve gekicilik oldugunu goéstermistir. Ayrica bu ¢alisma ile
alanin 6nde gelen yazarlari ve en ¢ok atif alan ¢aligmalari belirlenmekte, temel aragtirma temalar1 ve egilimler
vurgulanmakta ve literatiiriin kapsamli bir tartigmasi sunulmaktadir. Bu caligma alandaki 6nemli katkilart
sentezleyerek, etkili ¢aligmalar1 6zetleyerek ve gelecek arastirmalara rehberlik edecek yeni konular belirleyerek
arastirmacilar i¢in yol gosterici bir kaynak sunmaktadir.
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GENISLETILMIS OZET
Amac ve Kapsam:

Unliilerin marka onaylayicilar1 olarak kullanilmast 18.yy’a kadar uzanmaktadir (Kaikati, 1987). Topluma mal olan
bu kisiler markalara yonelik olumlu tiikketici tutumlarini sekillendirmede (Kahle ve Holmer, 1985; Wilson ve
Sherrell, 1993; Tormala, Brifiol ve Petty, 2006), marka anlamlarin1 aktarmada (McCracken, 1989; Roy, 2018;
Torres, Augusto ve Matos, 2019) ve tiiketicilerin davranigsal niyetlerini etkilemede (Torn, 2012; Amos vd., 2008;
AlFarraj ve digerleri, 2021) 6nemli bir role sahiptir. Web 2.0 sonrasi sosyal medyanin gelisimiyle beraber ortaya
cikan geleneksel olmayan iinliller olan etkileyiciler (influencers), geleneksel iinliilerin bu roliinii iistlenerek
markalarla pek ¢ok sekilde is birligi yapmaktadir. Bu noktada etkileyicilerin tipki geleneksel {inliilerinki gibi
titketici tutum ve niyetlerini etkileyebilmesi icin 6ne ¢ikan konulardan birisi de algilanan giivenilirlikleridir.

Hem biiyiik isletmeler hem de kiiciik ve orta 6l¢ekli isletmeler iletisim stratejilerinde her gegen giin etkileyicilerin
giivenilirliginden daha fazla yararlanmaktadir. Bu durum, alanda ¢ok sayida arastirma yapilmasina neden
olmaktadir. Ancak markalarin hangi etkileyici dzelliklerinin giivenilirlie neden olabilecegini anlamasi etkileyici
secimleri i¢in dnemli bir kriterdir. Ayrica arastirmacilarin, etkileyicilerin giivenilirligini olusturan unsurlar1 ve bu
giivenilirligin etkilerini bir biitiin olarak gorebilmesi, literatiirde bosluk kalan alanlari tespit edip bu alanlara
yogunlasabilmeleri i¢in 6nem arz etmektedir. Boyle bir tespit ancak veri gorsellestirmesi ile miimkiin
olabilmektedir. Unlii onay1 (Hariningsih vd. 2024), kaynak giivenilirligi (Halder vd. 2021) ve etkileyici pazarlama
(Srivastava, 2021) alaninda ¢esitli caligmalar yapilmis olsa da higbiri etkileyici giivenilirligini bir biitiin olarak ele
almamigtir. Bu nedenle bu ¢alisma dort arastirma sorusuna odaklanmistir:

1) Alanin 6nde gelen aragtirmacilari kimlerdir ve etkileyici giivenilirligi konusunu nasil ele almaktalardir?

2) Alani sekillendiren temel arastirma konulari nelerdir?

3) Etkileyicilere yonelik yapilan en dnemli ¢aligmalar (en yiiksek atifa sahip) etkileyicinin giivenilirligini hangi alt
boyutlar ile agiklamaktadir?

4) Alandaki mevcut ve gelecekteki arastirmalara rehberlik eden trenler nelerdir?

Yontem:

Bu caligmada ele alinan arastirma sorularinin cevaplanabilmesi i¢in alanda yapilan ¢aligmalar, en fazla eseri
barindirdig bilinen Scopus veri tabani araciligiyla elde edilmis (Elsevier, 2024) ve bibliyometrik analiz yontemi
ile incelenmistir. Analizi gergeklestirmek icin Vosviewer (Van Eck ve Waltman, 2014) ve Biblioshiny (Aria ve
Cuccurullo, 2017) yazilimlarindan yararlanilmistir. Analizin Klarin (2024) tarafindan 6nerildigi gibi sistematik bir
akis icerisinde gergeklestirilebilmesi igin Aria & Cuccurullo (2017) nun akis1 takip edilmistir. Eser tiiriine, makale
basligina, makale 6zetine, anahtar kelimelere, arastirma alanina gore yapilan eleme sonucu etkileyici pazarlamada
kaynak giivenilirligi teorisinden faydalanan 173 makale tespit edilmistir. Bu makalelerin her birinin 6zetleri ve
anahtar kelimeleri incelenerek calismanin kapsami disinda kalan 11 makale elenmis ve 162 makale analize
sokulmustur.

Bulgular:

Bu ¢alismanin bulgulari alanda yazilan eserlere gore alanin yillik ortalama biiyliimesinin %25,3 oldugunu, alanin
onde gelen ii¢ yazarinin Lou, Yuan ve Djafarova oldugunu, alanin en ¢ok atif alan {i¢ ¢alismasinin Lou ve Yuan
(2019), Djafarova ve Rushworth (2017) ile Breves vd. (2019)’ne ait oldugunu, alanda 6ne ¢ikan teori ve
yaklasimlar arasinda arasinda parassosyal iliski teorisi, tinlii kullanim modelleri, ayrintilandirma olasilig1 modeli,
kaynak ¢ekiciligi modeli ve uyumun yer aldigini, ele alinan temel arastirma konulariin arasinda milenyum kusagi,
sanal etkileyiciler, yapay zeka, antropomorfizm, giizellik iiriinleri ve reklam ifsasinin bulundugunu, etkileyicinin
giivenilirlik boyutlarindan en fazla uzmanlik, giivenilirlik ve ¢ekiciligin incelendigini, kaynak giivenilirliginin
dogrudan ya da dolayli olarak etkiledigi degiskenler arasinda en ¢ok caligilanlarin giiven, marka giiveni, marka
katilimi, seyahat niyetleri, reklama yonelik tutumlar ve satin alma niyetleri oldugunu ve giivenilirlikleri agisindan
en ¢ok incelenen etkileyici tiplerinin Instagram etkileyicileri oldugunu tespit etmistir.

Sonu¢ ve Tartisma:

Bu ¢alismanin sonuglari alani1 inceleyecek arastirmacilara tematik haritalandirma, es zamanlilik ag1 ve trend analizi
ile etkileyici pazarlama literatiiriinde kaynak giivenilirliginin nasil ele alindigini, hangi konularin bir arada
calisildigini, donemsel olarak popiiler alanlarin neler oldugunu ve arastirma bosluklarinin neler olabilecegini
gostermigtir. Dolayistyla ¢aligma, bu konuda gelecekte c¢alisacak arastirmacilar i¢in zengin bir yol haritast
sunmaktadir.
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1. INTRODUCTION

Celebrity endorsement is one of the most extensively discussed topics in the marketing literature. The
use of celebrities as brand endorsers dates back to the 19th century (Kaikati, 1987). Celebrities play a
crucial role in shaping positive consumer attitudes toward brands (Kahle & Holmer, 1985; Wilson &
Sherrell, 1993; Tormala, Brifiol, & Petty, 2006), facilitating the transfer of brand meanings (McCracken,
1989; Roy, 2018; Torres, Augusto, & Matos, 2019), and influencing consumer behavioral intentions
(Torn, 2012; Amos, Holmes, & Strutton, 2008; AlFarraj et al., 2021). This role of celebrity not only
affects consumers’ behavior towards the brand or product but also transforms society (McCracken,
1986; McCracken, 1989). Recognizing this persuasive power, brands have made celebrity endorsement
a core element of their communication strategies.

The literature categorizes the main celebrity endorsement models under four primary frameworks: the
source credibility model, the source attractiveness model, the meaning transfer model, and the match-
up hypothesis. The match-up hypothesis posits that the effectiveness of the persuasion process increases
when there is a perceived fit or congruence between the endorser and the product or brand (Kahle &
Holmer, 1985; Misra & Beatty, 1990; Kamins, 1990). The meaning transfer model, proposed by
McCracken (1986, 1989), suggests that celebrities serve as cultural conduits, transferring symbolic
meanings to the brands they endorse. The source credibility model asserts that a communicator must
possess certain characteristics—such as trustworthiness and expertises—to be perceived as credible
(Hovland et al., 1953; Wilson & Sherrell, 1993). On the other hand, the source attractiveness model
focuses on attributes such as familiarity, likability, similarity, and physical attractiveness, which
enhance consumer interest in the source (McGuire, 1985). Later, Ohanian (1990) developed a composite
source credibility model by integrating the source credibility and source attractiveness models.

Undoubtedly, all four theoretical models discussed play a significant role in shaping brand adoption and
product consumption. However, this study specifically focuses on the source credibility model. As
previously noted in the literature, there has been a substantial surge in scholarly attention to source
credibility since the early 2000s (Roy, 2018). Moreover, with the rise and evolution of social media,
non-traditional celebrities—commonly referred to as influencers—have emerged as key endorsers,
possessing their unique characteristics. According to Statista, as of February 2025, approximately 5.24
billion people, in other words, 63.9% of the global population, reported using social media (Petrosyan,
2025). Furthermore, the Statista Research Department (2025) reported that the influencer marketing
market size reached $24 billion in 2024. In a related projection, Goldman Sachs (2023) estimated that
the total influencer economy, valued at $250 billion in 2023, is expected to grow to $450 billion by
2027. This situation has raised important questions regarding which influencer characteristics are most
persuasive as a credible source, and how these characteristics influence various consumer attitudes and
behavioral intentions. Both established brands and small and medium-sized enterprises (SMEs)
increasingly leverage influencers' credibility in their communication strategies. As a result, celebrity
endorsement theory has significantly contributed to the rapid expansion of influencer marketing
literature. However, to further advance the field, researchers must be able to identify future research
directions, recognize the most frequently studied topics and theories, pinpoint gaps in the literature, and
discover the leading authors and foundational studies. A comprehensive understanding of the field also
requires access to synthesized insights from these key contributions. Such an endeavor is only possible
through a bibliometric analysis conducted within a systematic and structured research framework.

With the evolution of celebrity endorsement, a number of early studies have sought to examine the
development of the literature (Kaikati, 1987; Erdogan, 1999; Pornpitakpan, 2004). In recent years,
comprehensive bibliometric analyses have also been conducted in the field (Wang & Liu, 2022; Shafie
et al., 2023). However, these studies typically approach the topic as a very broad whole. In other
respects, Rocha et al. (2020) specifically examined celebrity endorsement within the context of
marketing communication, while Halder et al. (2021) focused on the credibility dimension. In a more
narrowly scoped study, Hariningsih et al. (2024) provided a snapshot of the celebrity endorsement
literature, addressing both influencer and traditional celebrities. Moreover, studies on influencer
marketing have also been explored from a broader lens using bibliometric analysis (Srivastava, 2021;
Tanwar et al., 2022). Collectively, these studies offer researchers a valuable foundation for shaping their
scholarly roadmaps. However, within the fields of persuasion literature and communication studies, the
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question of which source characteristics contribute to credibility continues to be actively investigated.
For this reason, the number of studies that use source credibility theory in influencer marketing is rapidly
increasing. Unlike the studies cited above, the present research focuses on a prescription that will guide
researchers who will directly examine influencer credibility. In doing so, this study provides future
researchers with a structured overview—a focused map within a theoretical context—to navigate a
growing and complex body of literature. Based on this rationale, the research questions (RQs) guiding
this study are as follows:

RQ1: Who are the leading researchers in the field, and how do they approach the topic of source credibility in
influencer marketing?

RQ2: What are the key research topics that have shaped the field?
RQ3: Which dimensions of source credibility are addressed in the most influential studies on influencers?
RQ4: What emerging trends guide current and future research in the field?

To conduct this research, the study employs the bibliometric analysis method. For bibliometric analysis to
effectively examine a topic from multiple perspectives and provide meaningful insights for researchers, it must
follow a systematic and structured workflow (Klarin, 2024). Accordingly, this study adopts the workflow proposed
by Aria and Cuccurullo (2017).

The structure of this study is as follows: The next section examines the theoretical background of influencer
credibility. This is followed by a detailed explanation of the research methodology and systematic workflow
adopted for the bibliometric analysis. Subsequently, all retrieved studies were analyzed, and the contributions of
leading authors in the field were evaluated. The analysis continues with factor analysis of authors’ keywords,
followed by the construction of network matrices, including bibliographic coupling and co-occurrence analysis.
In the final stages, a comprehensive overview of the literature is presented through thematic mapping and trend
topic analysis, highlighting current research directions and gaps in the literature. The study concludes with a
general evaluation of the findings and key points for discussion.

2. THEORETICAL BACKGROUND
2.1. Influencer Marketing

In general, influence can be defined as the power to affect a person, situation or event (Brown & Hayes,
2008, p. 50). Influence is not exerted in isolation; it occurs within a specific context or frame of reference
(Levin, 2020). Therefore, for influence to take place, there must be both a stimulating event or message
and a target audience or recipient. In this regard, the primary role of an influencer is to affect the attitudes
and behaviors of their audience by shaping what they communicate, how they behave, and what they
present in digital environments (Vodak et al., 2019).

The earliest studies on interpersonal influence can be traced back to Ryan and Gross's (1943) seminal
work, “The Diffusion of Hybrid Seed Corn in Two lowa Communities”, which laid the foundation for
the Diffusion of Innovations Theory (Valente & Rogers, 1995; Kaminski, 2011). Early adopters play a
pivotal role in the dissemination of innovations. Their influence often facilitates the adoption process
by encouraging the early majority and late majority to accept and try innovations (Chan & Misra, 1990).
Subsequent research highlighted the importance of interpersonal contacts in shaping adoption behavior,
as well as the influence of dissenting or opposing leaders on public opinion (Burt, 1999; Valente &
Davis, 1999). Academic inquiry into consumer influence formally began with the foundational studies
of Katz & Lazarsfeld (1955), which introduced the concept of key opinion leadership (KOL). KOLs are
defined as individuals who exert varying degrees of influence over others’ decisions (Rogers & Cartano,
1962, p. 453). Practitioners have long recognized the value of KOLs and have utilized symbolic or real
figures to shape public perception. For example, Aunt Jemima was introduced in 1889 to personify a
pancake mix, Coca-Cola famously employed Santa Claus in 1931, and the Marlboro Man emerged in
the 1950s as a lasting symbol of rugged masculinity (Glenister, 2021). These figures served not only as
marketing icons but also as opinion leaders, capable of influencing consumers’ beliefs, motivations,
attitudes, and behaviors (Valente & Pumpuang, 2007).

Today, independent third parties, which may also consist of opinion leaders, who shape the attitudes of
those who follow them through social media are called “influencers” (Freberg et al., 2011). One of the
defining characteristics that distinguishes influencers, as the term is understood in both colloquial and
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academic contexts, is that their public recognition originates primarily from social media platforms,
rather than from traditional media outlets such as television, radio, or film (Khamis et al., 2017; Lou &
Yuan, 2019).

Lou and Yuan (2019, p. 59) emphasize that social media content influencers (SCIs) are, above all,
content creators. They define SCIs as “one who has a status of expertise in a specific area, who has
cultivated a sizable number of captive followers— who are of marketing value to brands—by regularly
producing valuable content via social media.” Unlike traditional celebrities, whose interaction with
audiences is typically limited and one-directional, social media influencers are able to form more
meaningful, sincere, and trust-based relationships through ongoing, personal engagement with their
followers (Breves et al., 2019). In this context, the user—positioned as a potential customer—becomes
the focal point of influencer marketing. Influencers often function as relatable role models with whom
users can identify and emotionally connect (Alassani & Goretz, 2019). Influencer marketing emphasizes
interactive, two-way communication, making it a more effective and personalized approach. As noted
earlier, the bond established with an influencer tends to be perceived as more credible and trustworthy.
In this process, the influencer may serve not only as a distribution channel but also as a strategic
intermediary in marketing communication—delivering persuasive texts, images, and videos that foster
brand engagement (Carter, 2016).

2.2. Source Credibility

The scientific examination of the concept of credibility is as old as the study of rhetoric, tracing back to
Ancient Greek philosophy (Eisend, 2006, p. 2). The term was originally conceptualized as “ethos” by
Aristotle, referring to the audience’s trust in the speaker—a foundational element of persuasive
communication (Giffin, 1967; Ohanian, 1990, p. 41).

The significance attributed to credibility lies in its ability to enhance the persuasiveness of a message
and shape audience attitudes (Hovland & Weiss, 1951, p. 650). From a marketing communication
perspective, consumers often rely on intuitive cues to assess the trustworthiness and accuracy of the
messages they encounter. Research in the persuasion literature suggests that, rather than engaging in
systematic processing of message content, individuals frequently base their judgments on source-related
cues, such as the source's identity (Chaiken, 1980, p. 754). In this context, messages delivered by a
credible source are shown to be more effective in influencing attitudes and beliefs compared to those
from less credible sources (Hovland & Weiss, 1951, p. 650).

However, individuals may already hold pre-existing opinions about a topic before encountering a
persuasive message. In such cases, these initial attitudes serve as a key determinant of how the message
is processed and received. The individual evaluates the degree of similarity between their own opinion
and the message content. When this similarity is high and the source is perceived as highly credible, the
individual is more likely to form a positive cognitive response to the message (Sternthal et al., 1978, p.
252). Moreover, when the message presents strong arguments, and the recipient develops positive
thoughts in response, the perceived credibility of the source amplifies the persuasive effect—Ileading to
more favorable attitudes compared to messages from sources perceived as less credible (Tormala et al.,
2006, p. 684).

The first seminal study to conceptualize source credibility within the context of celebrity endorsement
was conducted by Hovland et al. (1953). Their work established the foundational sub-dimensions of
credibility: expertise and trustworthiness, by analyzing the communicator’s role in shaping message
effectiveness. Trustworthiness is defined as “the degree of confidence in the communicator's intent to
communicate the assertions he considers most valid.” (Hovland et al., 1953, p. 21). In contrast, expertise
refers to “the extent to which a communicator is perceived to be a source of valid assertions” (Hovland
et al., 1953, p. 21). Subsequent research has consistently demonstrated that these dimensions
significantly influence attitude change in the message recipient (Wilson & Sherrell, 1993, p. 102).

In addition to these two dimensions, Friedman & Friedman (1976, p. 48) found a strong correlation
between trust in political figures and their perceived likability. Similarly, Friedman et al. (1978)
identified a significant relationship between trust in celebrities—including actors, athletes, and
entrepreneurs—and both likability and perceived similarity. These findings suggest that a celebrity’s
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similarity to the audience and their likability play a key role in facilitating trust, thereby enhancing
source credibility.

In subsequent research, McGuire (1985) made a significant contribution to the literature by developing
the Source Attractiveness Model. Grounded in social psychology, this model posits that the effectiveness
of a persuasive message is influenced by the familiarity, likability, similarity, and physical attractiveness
of the source (Ohanian, 1990, p. 41). McGuire’s work became a foundational reference point for future
studies aiming to determine the dimensions of source credibility. Building on both theoretical
frameworks, Ohanian (1990) integrated McGuire’s Source Attractiveness Model with the earlier
expertise and trustworthiness dimensions proposed by Hovland et al. (1953). This synthesis resulted in
a more comprehensive model of source credibility, which has since been widely applied in marketing
and communication studies.

As previously emphasized, this study focuses on how source credibility is conceptualized and applied
within the influencer marketing context. Accordingly, the ways in which these two theoretical
foundations intersect and are reflected in the literature will be discussed in detail in the results and
discussion section of the study.

3. METHODOLOGY
3.1. Data Collection and Elimination

This two-stage study consists of a comprehensive literature review in the first phase, followed by data
visualization in the second phase to provide a holistic perspective on the findings. To achieve this, the
most suitable database was first identified. Scopus, one of the most widely used academic databases
(Bergman, 2012; Chadegani et al. 2013), was selected as the data source for this study. According to the
latest report published by Elsevier (2024) in August 2024, Scopus indexes over 7,000 publishers, more
than 25,300 active peer-reviewed journals, and 19 million+ author profiles. Additionally, over 97.3
million publications have been cited more than 2.4 billion times. Based on these statistics, Scopus
provides a more comprehensive dataset compared to another widely used database, Web of Science
(WoS). WoS offers access to over 22,600 journals, books, and conference proceedings and reports that
its database contains 2.26 billion citations for more than 95 million publications (WoS, 2025). Moreover,
similar justifications have been applied in bibliometric analyses conducted in similar fields (Rocha et
al., 2020; Srivastava, 2021, Halder et al., 2024; Hariningsih et al. 2024), ultimately reinforcing the
decision to prefer the Scopus database.

The search criteria were applied by selecting the “article title, abstract, and keywords” tab. The keywords
were kept as broad as possible to ensure that no studies related to source credibility theory were
overlooked. For this reason, the following criteria were considered when determining the keywords:

« Since this research primarily focuses on studies related to the theory of source credibility in influencer
marketing, the abbreviation “IM” (influencer marketing) was included alongside the keyword
“influencer marketing,” as done in previous studies by Srivastava (2021).

* Influencers are categorized based on their number of followers (Campbell & Farrell, 2020). Therefore,
the keywords “mega-influencer,” “macro-influencer,” “micro-influencer,” and “nano-influencer” were
added.

99 <

* Influencers can also be classified according to the platforms on which they create content. Accordingly,
the keywords “Tiktoker,” “Instagrammer,” “Instafamous,” “Youtuber,” “Podcaster,” “Blogger,”
“Vlogger,” and “Streamer” were included.

* Before the term "influencer" became widely adopted, various other terms were used to describe such
individuals. To ensure these studies were not overlooked, the keywords “social media star,” “social
media celebrity,” “social media famous,” “content creator,” and “digital creator” were also included.

29 ¢

* Finally, the relevant keywords were rewritten by adding plural suffixes.

Based on these criteria, the search query was formulated as follows: (' "source credibility” AND "
influencer " ) OR (" source credibility" AND "influencers ") OR (" source credibility " AND " influencer
marketing " ) OR (" source credibility” AND "IM" ) OR (" source credibility” AND "Youtuber" ) OR (
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"source credibility” AND "Youtubers" ) OR (" source credibility” AND "Instagrammer" ) OR (" source
credibility” AND "Instagrammers" ) OR (" source credibility” AND "Tiktoker" ) OR (" source
credibility” AND "Tiktokers" ) OR (" source credibility" AND "Blogger" ) OR (" source credibility”
AND "Bloggers" ) OR (" source credibility” AND "viogger" ) OR (" source credibility” AND "vloggers"
) OR (" source credibility” AND "streammer" ) OR (" source credibility" AND "streammers" ) OR ("
source credibility” AND "podcaster” ) OR (" source credibility" AND "podcasters" ) OR (" source
credibility” AND "instafamous” ) OR (" source credibility” AND "micro-influencer” ) OR (" source
credibility” AND "macro-influencer" ) OR (" source credibility” AND "mega-influencer" ) OR (" source
credibility” AND "nano-influencer" ) OR (" source credibility" AND "micro-influencers" ) OR (" source
credibility” AND "macro-influencers"” ) OR (" source credibility” AND "mega-influencers" ) OR ("
source credibility” AND "nano-influencers" ) OR (" source credibility” AND "Social Media Famous" )
OR (" source credibility” AND "social media star" ) OR (" source credibility” AND "social media
stars" ) OR (" source credibility” AND "content creator" ) OR (" source credibility" AND "content
creators" ) OR (" source credibility” AND "digital creator" ) OR (" source credibility" AND "digital
creators" ) OR (" source credibility” AND "social media celebrity” ) OR ( "source credibility” AND
"social media celebrities” ). At this stage, 219 articles were retrieved, with the earliest published in
2011. However, to exclude out-of-scope and irrelevant studies from the analysis, Scopus filtering was
applied. The subject areas were limited to “Business, Management and Accounting,” “Social Sciences,”
“Economics, Econometrics, and Finance,” “Psychology,” “Arts and Humanities,” and “Decision
Sciences.” Non-English studies were excluded. Additionally, book chapters, conference papers,
reviews, and letters were removed from the analysis, ensuring that only peer-reviewed scientific articles
were retained. The source type was specified as “journal.” After filtering, 173 articles were evaluated,
and each underwent content analysis by reviewing their titles, abstracts, and keywords. As a result of
the content analysis, 11 additional studies were excluded. These studies were deemed irrelevant as they
fell outside the specified scope and were not related to influencer marketing. Therefore, the final dataset
comprises 162 articles, with the earliest published in 2015. The complete elimination procedure is
illustrated in Figure 1.

Figure 1. Elimination Procedure

Keyword * A total of 36 terms related to influencer marketing
based search identified (n=219).

J
)
Criteria based * Non-English, out-of-field, and non-peer-reviewed articles
filtration were excluded (n=173).
. J

* All remaining studies were reviewed, and
off-topic studies were subsequently
eliminated (n=162).

Topic based
elaboration

>

Source: (Authors).
3.1. Data Analysis

To address the research questions, conducting a bibliometric analysis and literature review using a
systematic approach is essential (Klarin, 2024). This study adhered to the guidelines proposed by Aria
& Cuccurullo (2017), as illustrated in Figure 2.

Figure 2. Systematic Flow

Data Collection > Data Analysis > Data Visualization >
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Source: (Aria & Cuccurullo, 2017).
In this direction, an overview of the data obtained as a result of the elimination procedure was presented.
Subsequently, the most influential scholars in the literature were identified, and their contributions were
analyzed. The sub-dimensions that constitute an influencer’s credibility as a source were examined.
Multidimensional scaling (MDS) was applied for data reduction. Bibliographic coupling and co-
occurrence network analyses were conducted for network creation. Finally, the general framework and
trends were visualized using thematic mapping and a trend map.

The dataset was analyzed using VOSviewer (Van Eck & Waltman, 2014), developed by Leiden
University’s Centre for Science and Technology Studies, and Biblioshiny, (Aria & Cuccurullo, 2017) a
tool within Bibliometrix, a software package integrated into R-Studio.

4. RESULTS AND DISCUSSION
4.1. Descriptive Details of Bibliometric Analysis

The analysis began with a report on descriptive data, which is summarized in Table 1. After applying
the filters and conducting the literature review, it was determined that 162 articles on influencer
marketing utilized source credibility theory. The earliest of these articles was published in 2015,
resulting in a ten-year dataset. Although influencer marketing has been on the rise, research on the topic
dates back to 2011 (Tanwar et al., 2022), and the average age of studies based on source credibility
theory was calculated as 2.39 years. The growth rate of articles in this field was 23.11%. Additionally,
131 articles received at least one citation, with a total of 6,951 citations recorded over the ten-year
period. This corresponds to an average of 43.17 citations per article. The total number of authors
contributing to these studies was 416. Only 14 articles were single-authored, indicating an average of
2.88 authors per article. Furthermore, the international collaboration rate among authors was 27.95%.

Table 1. Main Information of Documents

Main Information Citation Data

Timespan 2015-2025 Total citations 6951
Annual growth rate %23,11 Average citations per article 43.17
Average age of articles 2.39 Cited articles 131
Authors Authors Collaboration

Authors 416 Co-Authors per article 2.88
Single-authored articles 14 International co-authorship %27.95
Keyword Information

Author’s Keywords 451 Keyword Plus 206

Source: (Authors).

Finally, descriptive data related to keyword analysis was evaluated. At this stage, two different
datasets—referred to as "Keywords" and "Keywords Plus"—were analyzed. Evaluating both datasets
was essential, as both are considered valuable in examining the structure of knowledge (Zhang et al.,
2016). The term "Keywords" refers to author-assigned keywords that best represent the article’s content.
In contrast, "Keywords Plus" includes words or phrases that frequently appear in the titles of cited
references and are automatically generated by an algorithm, even if they are not explicitly assigned as
keywords by the author (Garfield & Sher, 1993). A total of 451 keywords were identified across 162
articles. Additionally, the algorithm-generated Keywords Plus dataset contained 206 terms.
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Graphic 1. Annual Change of Scientific Production and Average Citations
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An analysis of the annual number of articles and growth in the field reveals that the use of source
credibility theory in influencer marketing studies has been steadily increasing since 2018. The
compound annual growth rate (CAGR) for the period from 2015 until February 2025 is calculated at
23.11%. However, when considering only the 2015-2024 period, this rate rises to 58.46%. Additionally,
studies published between 2017 and 2019 received the highest average number of citations.

Table 2. Pioneer Journals

Journal No. of Articles Total Citations h-index  Total Link Strength
Journal of Retailing and 6 181 5 21
Consumer Services

Computers in  Human 5 1154 4 77
Behavior

International  Journal of 5 361 3 30
Advertising

Journal of  Interactive 5 1550 5 92
Advertising

International ~ Journal  of 5 55 4 11
Internet Marketing and

Advertising

Journal of  Promotion 4 125 4 15
Management

Humanities and  Social 3 8 1 11
Sciences Communications

Journal of Current Issues 3 10 2 11
and Research in Advertising

Journal of Product and 3 229 3 23
Brand Management

Journal of Research in 3 102 1 16
Interactive Marketing

Journal of Vacation 3 62 2 10
Marketing

Psychology and Marketing 3 108 2 12

Source: (Authors).
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An evaluation of the pioneering journals in the field revealed that VOSviewer identified citations from
105 journals. Each cited source was analyzed, and the journals with the highest number of publications,
total citation counts, h-index, and total link strengths were assessed. The results are presented in Table
2. All journals with three or more publications were included in the table. The Journal of Retailing and
Consumer Services had the highest number of publications. These publications, produced between 2020
and 2025, received 181 citations until February 2025. The most cited publications appeared in
Computers in Human Behavior and the International Journal of Interactive Advertising, which also
exhibited the strongest citation linkages. The five journals with the highest h-index were, in order:
Journal of Interactive Advertising, Journal of Retailing and Consumer Services, Computers in Human
Behavior, Journal of Promotion Management, and International Journal of Internet Marketing and
Advertising.

4.2. Leading Scholars and Their Influence in the Field

One of the key measures of author productivity is the number of publications (Potter, 1981). In 1926,
Lotka introduced a framework for measuring scientific productivity, which later became known as
Lotka's Law, in his work "The Frequency Distribution of Scientific Productivity" (Huber, 2002). Based
on this law, author productivity was categorized into percentages according to the number of
publications, and the publication patterns of authors contributing to the field were analyzed. The findings
revealed that 90.9% of the authors produced only one study, while 9.1% published two or more studies.
When these findings are considered alongside other results related to author productivity, it suggests
that the number of authors who consistently contribute to the development of the field's literature was
relatively low.

Graphic 2. Leading Scholars
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Specific criteria were established to identify the leading scholars contributing to the field. Given that
research on influencer credibility as a source spans only a decade, determining these criteria required
special considerations. To ensure selectivity, the productivity criterion established by Lotka (1926) was
first applied (Huber, 2002), and authors with fewer than two studies were excluded from the list. Next,
the h-index of these authors was examined, and those with an h-index below 2 were also eliminated.
Additionally, the total number of citations received by each author was considered as an indicator of
their impact on the field, and those with fewer than 100 citations were removed. However, since only a
limited number of authors had an h-index above 2, and given that the h-index is regarded as an important
indicator of scholarly contribution (Costas & Bordons, 2008), authors with an h-index of 3 or higher
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were reinstated on the list even if their total number of citations was below 100. As a result, a final list
of 15 leading scholars was compiled.

An evaluation of the most productive authors in the field revealed that one author had four publications,
while eight authors had three publications each. The most prolific author, with four articles, was Chen
Lou from the Wee Kim Wee School of Communication and Information at Nanyang Technological
University. In two quantitative studies, Lou examined source credibility in four sub-dimensions—
expertise, trustworthiness, attractiveness, and similarity—from the perspective of influencers (Lou &
Yuan, 2019; Yuan & Lou, 2020). However, when considering content value, the author also identified
entertainment value and informative value as additional sub-dimensions of source credibility (Lou &
Yuan, 2019). Lou’s most cited study introduced the Social Media Influencer Value Model, which
demonstrated that an influencer’s informative content value, trustworthiness, attractiveness, and
similarity to their followers positively influenced trust in branded posts (Lou & Yuan, 2019). Another
study examined how the influencer-follower relationship and influencer-product match-up affect
advertising effectiveness. The findings confirmed the mediating role of source credibility in the effect
of match-up on brand attitude (Ju & Lou, 2022). In another quantitative study, Yuan & Lou (2020)
investigated the mediating role of the parasocial relationship in the effect of influencer credibility and
fairness on product interest. The results confirmed that attractiveness, similarity, procedural fairness,
and interpersonal fairness serve as mediators in generating product interest. In Lou’s most recent study,
Lou et al. (2024) conducted a qualitative analysis of cause-related marketing within the influencer
marketing context. The study highlighted the role of parasocial relationships with followers, followers’
wishful identification, source credibility, and varying levels of congruence as key theoretical
foundations contributing to prosocial behaviors promoted by influencers.

The second most influential author contributing to the field is Balaban from Babes-Bolyai University.
In her research, Balaban focused on the persuasive power of influencers (Balaban et al., 2022), young
people's motivations for following influencers (Balaban et al., 2020), and the effectiveness of digital
manipulation disclosures (Mucundorfeanu et al., 2024). In her first study, Balaban et al. (2020)
discovered that the perceived quality of information influences an influencer's trustworthiness, which,
in turn, affects whether individuals choose to follow the influencer. While Instagram usage frequency
moderates the effect of perceived information quality on an influencer’s trustworthiness, YouTube usage
frequency did not exhibit a moderating effect. In another study, Balaban et al. (2022) applied source
credibility theory for the second time while examining an influencer with 12,000 followers. The authors
found that parasocial relationships (PSRs) positively impact the social media influencer’s (SMI)
credibility, leading to positive brand attitudes, increased purchase intentions, and a greater likelihood of
sharing the influencer’s content on social media. In addition, in her most recent study, Mucundorfeanu
et al. (2024) found that social media users with high levels of product involvement who could recognize
digital manipulation tended to perceive SMIs as less credible.

Baudier and de Boissieu from EM Normandie Business School, who are actively engaged in the field
and have conducted three studies, have focused on robot influencers as their primary research theme. In
two of their studies, source credibility dimensions were examined across five distinct variables. In their
most recent study, Baudier & de Boissieu (2025), referencing Ohanian (1990), developed a model that
represents attractiveness in two distinct dimensions while integrating source credibility and source
attractiveness. According to this model, an influencer’s attractiveness consists of physical attractiveness
and content attractiveness. In an earlier study, Baudier et al. (2023) contributed to the source credibility
literature by examining both human and robot influencers representing luxury brands through semi-
structured interviews. In this study, they merged the source credibility and source attractiveness models
and introduced effectiveness as a separate dimension, defined by the sub-dimensions of reactivity,
investment, and ROI. Another significant contribution of these authors to the literature is their
demonstration that source credibility dimensions -including trustworthiness, expertise, physical
attractiveness, and content attractiveness- and anthropomorphic appearance influence consumer
attitudes (Baudier & de Boissieu, 2025). Additionally, in a cross-cultural study, the authors found that
individuals are more inclined to follow virtual influencers regardless of source credibility dimensions
(de Boissieu & Baudier, 2023).
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Another notable contributor to the field with three studies is Filieri from Audencia Business School,
who examined eWOM in relation to behavioral intentions across all three studies. A defining
characteristic of Filieri’s research is its focus on comparative studies that incorporate different groups
(Mainolfi et al., 2022), different products (Filieri et al., 2023a), or different influencers (Filieri et al.,
2023b). On the other hand, Leite concentrated on the antecedents of source credibility (Leite et al. 2022;
Leite et al. 2024), with a particular emphasis on self-disclosure (Leite & Baptista, 2022; Leite et al.,
2022). In one of the most cited studies in the field, Leite & Baptista (2022) found that high levels of
intimate self-disclosure can enhance consumers' purchase intentions, with the parasocial relationship
(PSR) established with the influencer exerting a stronger influence than source credibility. Another
author, Nicole Liebers, contributed to the field with three studies, two of which rank among the most
cited works. In all her research exploring influencer credibility as a source, Liebers consistently
investigated the role of the parasocial relationship. Contrary to the findings of Leite & Baptista (2022),
Breves & Liebers (2025) demonstrated that source credibility is a stronger predictor of attitudes and
behavioral intentions than parasocial relationships. Furthermore, Breves et al. (2021) found that
individuals who follow influencers develop stronger parasocial relationships than non-followers, and
that these relationships influence source credibility, which, in turn, positively affects the evaluation of
sponsored posts. Liebers’ most cited study revealed that influencer-brand fit positively affects
advertising effectiveness and influencer image, particularly when followers exhibit a low parasocial
relationship (Breves et al., 2019).

Djafarova conducted two significant qualitative studies that have been extensively cited in the field and
have provided a theoretical foundation for numerous studies. In the first study, Djafarova & Rushworth
(2017) found that participants perceived bloggers and “instafamous” individuals as more trustworthy
than traditional celebrities. Additionally, the study highlighted the importance of content quality,
attractiveness, and composition in shaping influencer credibility. In a later study, Djafarova &
Trofimenko (2019) findings, derived from in-depth interviews, revealed that Instagram users prioritize
competence over expertise, particularly in the context of micro-influencers. Moreover, several
characteristics of micro-influencers—such as social ties, active engagement, and authenticity—were
found to enhance online source credibility. These attributes were collectively categorized under the
dimension of “online behavior/self-presentation.” Through this work, Djafarova & Trofimenko (2019)
contributed to theory by proposing a four-dimensional model consisting of trustworthiness,
attractiveness, competence, and online behavior/self-presentation.

Another highly cited author in the field is Harrigan. In a study co-authored by Harrigan, Weismueller et
al. (2020) found that perceiving a source as attractive, expert, and trustworthy enhances purchase
intention. Additionally, the number of followers positively influenced attractiveness, trustworthiness,
and purchase intention. Finally, the authors demonstrated the indirect effect of advertising disclosure on
purchase intention through attractiveness. In another study involving Harrigan, a comprehensive
analysis was conducted on 281 social media users using the source credibility model and signaling
theory (Hugh et al. 2022). This study evaluated expertise, trust, and similarity as dimensions of
perceived influencer efficacy. The findings confirmed that the parasocial relationship (PSR) influences
perceived influencer efficacy, which, in turn, affects perceived brand authenticity. Furthermore, this
effect mediated brand engagement and attitudes toward the post.

Among other leading scholars, Mugaddam co-authored two influential studies exploring the effects of
influencer posts. In one study, Jin & Muqaddam (2019) found that followers were more likely to react
negatively when the influencer was not featured alongside the product in a product placement post. The
authors also demonstrated that product placement influences corporate credibility, with this effect being
mediated by the parasocial relationship. In another study, Argyris, Muqaddam & Miller (2021) showed
that the visual presentation of an influencer’s extraversion influences audience brand perceptions and
purchase intentions, with this effect being mediated by the influencer’s credibility.

In this section of the study, the final leading scholar recognized for her contributions to the field is Muda
from Universiti Teknologi MARA. The author has incorporated source credibility theory into several of
her academic works. In two notable studies, she examined source credibility through the dimensions of
trustworthiness, expertise, and attractiveness, focusing on the impact of user-generated content on
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behavioral intentions (e-WOM and purchase intention) on YouTube (Muda, 2019; Muda & Hamzah,
2021). The findings of both studies validated the theory within the YouTube context.

4.3. Data Reduction
4.3.1. Factorial Analysis for Author’s Keywords

Biblioshiny enables the examination of overlapping and co-occurring topics by conducting factorial
analysis on titles, abstracts, authors' keywords, and Keyword Plus analysis units. For this study, article
keywords determined by the authors were selected as the unit of analysis. The number of terms was set
at 50, and five clusters were generated using multidimensional scaling.

Figure 3. Factorial Analysis for Author’s Keywords
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As aresult of the analysis, source credibility theory was positioned at the center of the axis, forming the
largest cluster in terms of word count. Another centrally located theory was parasocial relationship
theory, which has been widely applied in the field. A review of leading authors revealed that numerous
studies have utilized parasocial relationship theory (e.g., Jin & Muqaddam, 2019; Breves et al., 2021;
Chen et al., 2022). Additionally, some studies have integrated social learning theory alongside these
core theories (Le & Hancer, 2021; Qiu et al., 2024; Babu et al., 2024). Other keywords in this cluster
included TikTok and YouTube. While the leading studies in the field primarily examine the credibility
of Instagram influencers, research on YouTube (Xiao et al., 2018; Muda & Hamzah, 2021; Filieri et al.,
2023a) and TikTok influencers (e.g., Jamil et al., 2024; Shoukat et al., 2023; Lawrence & Meivitawanli,
2023) has also gained traction, with a higher concentration of studies on YouTube. In addition to these
concepts, the most frequently studied keywords include elaboration likelihood model, brand
engagement, transparency, native advertising, attitude toward advertising, and purchase intention.

Another cluster revealed that keywords such as source attractiveness, homophily, and word-of-mouth
(WOM) were grouped together. A review of the literature indicated that some studies consider source
attractiveness as a separate dimension from source credibility (Albogami, 2023; Martensen et al., 2018).
In Cluster 3, congruence was found to be associated with both the elaboration likelihood model (O’Neil
& Eisenmann, 2017; Afiafia & Barbosa, 2023) and self-determination theory (Shoukat et al., 2023; Leite
et al., 2024). Meanwhile, factor analysis identified that sponsorship disclosure, message sidedness,
skepticism, and blogs were commonly examined together. Since topics such as influencers' product
placement, the effects of these marketing efforts, and their explicit disclosure can significantly impact
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perceived credibility, they hold great importance in the field (Hwang & Jeong, 2016; De Veirman &
Hudders, 2020; Weismueller et al., 2020). In addition to these clusters, a separate cluster was identified,
focusing exclusively on travel influencers. A literature review revealed that numerous studies have
examined the credibility of travel influencers (Jang et al., 2021; Yilmazdogan et al., 2021; Mainolfi et
al., 2022).

4.4. Network Creation
4.4.1. Bibliographic Coupling

Popularized by Kessler's (1963) article, "Bibliographic Coupling Between Scientific Papers,"
bibliographic coupling refers to a situation in which two publications share a common reference (Egghe
& Rousseau, 2002). This means that two publications are considered bibliographically coupled if they
both cite the same third publication (Khanra et al., 2021). To conduct a bibliographic coupling analysis,
various units of analysis can be selected, including country, organization, source, document, or author
(Van Eck & Waltman, 2019). In this study, the author was chosen as the unit of analysis to facilitate
visualization. A minimum citation threshold of 50 was applied, resulting in the formation of four
clusters, comprising 32 studies with 463 links.

Figure 4. Bibliographic Coupling
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The study centered on the most cited article in the field, “Influencer marketing: How message value and
credibility affect consumer trust of branded content on social media” by Lou & Yuan (2019). This study
combined source credibility and source attractiveness and addressed the dimensions that make up the
influencer's credibility as expertise, trustworthiness, attractiveness, and similarity. Unlike studies that
focus on specific platforms, this research did not distinguish between social media platforms but rather
provided a generalized analysis of all social media influencers. In doing so, it offered a fundamental
perspective and made a significant contribution to the theoretical development of influencer marketing.

A similar pattern was observed in other studies within the same cluster. A detailed examination of the
articles revealed that six studies integrated Hovland’s source credibility model with source
attractiveness, as established by Ohanian (1990) (e.g., Weismueller et al., 2020; Breves et al., 2019;
Argyris et al., 2021). Several key studies explored both the source credibility model and parasocial
relationship theory in conjunction (Jin & Mugaddam, 2019; Yuan & Lou, 2020; Breves et al., 2021). In
general, it was argued that the parasocial relationship formed between an individual and an influencer
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enhances perceived credibility (Breves et al., 2021). Other studies specifically investigated the effects
of source fit and personality (Breves et al., 2019; Argyris et al., 2021; Ozdemir et al., 2023). Among
these, Ozdemir et al. (2023) was particularly significant, as the authors conducted five experimental
studies, demonstrating that human influencers were more effective than virtual influencers.
Additionally, the studies in this cluster consistently found that source credibility influences behavioral
intentions, including brand attitude and purchase intention. Due to their high citation counts and central
positioning within the analysis, the studies in this cluster were categorized as “core studies.”

The cluster shown in blue contained three prominent themes. A comprehensive evaluation of all studies
included in the analysis revealed that the most frequently examined influencer group was Instagram
influencers, also referred to as Instafamous or Instagrammers. Meanwhile, Cluster 2 featured a higher
concentration of studies on blogs (i.e., bloggers, micro-bloggers, and vloggers) compared to other
clusters (Hwang & Jeong, 2016; Banerjee et al., 2017; Filieri et al., 2023a). Additionally, two studies
investigated user attitudes toward sponsored influencer posts and the effect of source credibility on these
posts (Hwang & Jeong, 2016; De Veirman & Hudders, 2020). A detailed examination of Cluster 2
revealed that persuasion was the central theme across all studies. For instance, Filieri et al. (2023a)
suggested that viewers’ perceptions of vloggers as experts and knowledgeable figures influenced their
purchase decisions for utilitarian products. Martensen et al. (2018) demonstrated that the
trustworthiness, expertise, likeability, similarity, and familiarity of user-generated content (UGC)—
categorized as citizen influencers—affect persuasion. Similarly, Jang et al. (2021) examined travel
influencers and found that influencer engagement itself enhances persuasive impact. In light of these
findings, Cluster 2 was classified as “persuasion-oriented studies.”

Cluster 3, highlighted in red, contained the highest number of studies. Therefore, this cluster
encompassed a diverse range of themes. However, a closer examination of the studies revealed that the
dominant topic was the antecedents and consequences of travel influencers' source credibility. For
instance, Chen et al. (2022) demonstrated that parasocial interaction influences the credibility of travel
influencers. Similarly, Cheng et al. (2020) argued that multiple dimensions contribute to source
credibility (SCR). Their study on vloggers found that self-congruity, perceived authenticity, and
parasocial interaction all affect the credibility of travel influencers. In another study, Le & Hancer (2021)
showed that social and psychological attractiveness, expertise, and trustworthiness influence wishful
identification. Furthermore, wishful identification was found to impact audience behavioral intentions
regarding the characteristics of travel influencers. Other studies have shown the impact of travel
influencer credibility on destination brand trust (Cheng et al. 2020; Chen et al. 2022), hedonic and
utilitarian motivations (Mainolfi et al. 2022), brand engagement (Mainolfi et al. 2022), and travel
intention (Yi1lmazdogan et al. 2021). Beyond travel influencers, two studies in Cluster 3 focused on the
credibility of beauty influencers (Muda & Hamzah, 2021; Leite & Baptista, 2022), while another study
examined the credibility of influencers targeting predominantly male or female audiences (Pick, 2021).
Additionally, six studies explicitly stated that they examined YouTube influencers, making this cluster
the most concentrated in terms of vlogger credibility research (Xiao et al., 2018; Cheng et al., 2020;
Pick, 2021; Muda & Hamzah, 2021; Le & Hancer, 2021; Leite & Baptista, 2022). As a result, the
majority of studies in Cluster 3 focused on specific types of influencers. Therefore, this cluster was
categorized as “specific themes.”

Cluster 4, highlighted in yellow, comprised four studies. Among them, Hayes & Carr (2015) conducted
the first study to apply the source credibility model in influencer marketing. As a pioneering study, it
examined the impact of bloggers’ credibility on audience attitudes. The remaining three studies in this
cluster shared a common objective: exploring the dimensions of source credibility and its consequences
through semi-structured interviews and focus groups. Balaban & Mustatea (2019) conducted a
comparative study between Germany and Romania, analyzing differences in users’ perceptions of
credibility. Meanwhile, Djafarova & Trofimenko (2019), in their exploratory study, proposed that
credibility encompasses additional dimensions beyond those frequently cited in the literature. Given its
exploratory nature, Cluster 4 was categorized as “exploratory studies.”

-63 -



Turkish Journal of Marketing Research / Cilt: 4, Say1: 1, Haziran 2025, 49-76
Turkish Journal of Marketing Research / Volume: 4, Issue: 1, June 2025, 49-76

4.4.2. Co-occurrence Network

Content co-occurrence analysis identifies relationships between frequently occurring terms within a
specified analysis unit by examining their interconnections (Klarin, 2024). In this study, authors'
keywords were selected as the analysis unit to identify the most frequently studied themes, concepts,
theories, and the sample's environments. Normalization was applied using association strength, the
minimum number of edges was set at 2, and the Louvain clustering algorithm—which included 50
nodes—was employed. Independent nodes were excluded from the analysis.

Figure 5. Co-occurrence Network
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In the resulting network, keywords that frequently co-occur are positioned closer together (Bornmann
et al., 2018). The size of each node represents keyword frequency (Sedighi, 2016). As expected, the
most frequently used keywords were source credibility and influencer marketing, which align with the
focus of this research. Among social media platforms, Instagram exhibited the strongest connection with
source credibility and influencer marketing. The most frequently associated theories and paradigms were
parasocial relationship and source attractiveness, while the most studied variable was purchase intention.

The most prominent theories and paradigms included source credibility, celebrity endorsement,
elaboration likelihood model, parasocial relationship, persuasion knowledge, source attractiveness, and
congruity. The key research topics identified were millennials, virtual influencers, artificial intelligence,
anthropomorphism, beauty products, Instagram, and advertising disclosure. The most frequently
examined source credibility dimensions were trustworthiness, expertise, and attractiveness. The primary
variables found to be directly or indirectly influenced by source credibility were trust, brand trust, brand
engagement, travel intention, attitude toward advertising, and purchase intention.

4.5. Visualization
4.5.1. Thematic Map

In this section of the study, thematic mapping of sources utilizing source credibility theory in influencer
marketing was conducted. Thematic mapping illustrates the distribution of specific concepts (Tennekes,
2018). The Walktrap clustering algorithm was employed in this study. The Walktrap method detects
community structures within a network, making it suitable for use in agglomerative clustering
algorithms (Halim et al., 2021). This method allows for the grouping of related data (Pons & Latapy,
2005), facilitating a visual representation of how studies in the field have evolved (density) and their
relevance to the field (centrality).
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The thematic map classifies interactive articles into four categories (Callon et al., 1983; Tanwar et al.,
2022). Basic themes represent foundational studies in the field, located in the center. These studies are
critically important but have limitations in terms of further development. Motor themes are highly
centralized and rapidly developing. These themes signify fast-growing areas within the field. Niche
themes refer to specialized studies with low centrality. Despite their lower centrality, these themes are
also rapidly evolving. Finally, themes positioned in the lower-left quadrant of the thematic map are
either emerging research areas or underexplored topics. The development of these themes remains
limited during the period in which the thematic mapping study was conducted.

Figure 6. Thematic Map
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In this study, the thematic mapping parameters include keywords determined by the authors, a word
limit of 100, and three keyword displays per circle. The top keyword of the circle in the thematic map
serves as the representative name of the cluster. The analysis resulted in the creation of 13 clusters.

Notably, source credibility, social media influencers, the three most cited dimensions of source
credibility (expertise, trustworthiness, and attractiveness), and virtual influencers—a specific type of
influencer—formed the central and basic theme. The rapidly developing research areas include the
source attractiveness model, congruence, and the elaboration likelihood model, which are frequently
studied in conjunction with source credibility and influencer marketing. These, along with the parasocial
relationship theory, which is part of the basic theme, represent some of the most commonly applied
theories in the field.

While studies on online reviews appear to be developing, they are positioned at the intersection of niche
and motor themes. Themes that focus on specialized areas and are rapidly evolving include sponsorship
disclosure, travel intention, and internet celebrity—primarily covering research on streamers and
vloggers (e.g. Li et al. 2023; Dokumaci, 2024). Authenticity is positioned at the boundary between
emerging/declining themes and niche themes. Another theme with low development and limited
centrality is transparency. Celebrity endorsement, which encompasses source credibility and
incorporates both the meaning transfer model and match-up hypothesis, is situated closer to the center
but is not explicitly highlighted as a primary keyword by the authors.

-65 -



Turkish Journal of Marketing Research / Cilt: 4, Say1: 1, Haziran 2025, 49-76
Turkish Journal of Marketing Research / Volume: 4, Issue: 1, June 2025, 49-76

4.5.2. Trend Topics

The trend topics map illustrates which topics have been studied more prominently over time, based on
the selected analysis unit. Since article titles and abstracts include meaningless words, “author’s
keywords”, which allows authors to clearly label the main topics of their articles, were selected as the
analysis unit, as in other analyses in this study. The time frame was set to cover a 10-year period, starting
from 2015, the year in which the first relevant study was identified, through to the present day. A word
minimum frequency threshold of three was applied to ensure the inclusion of only those keywords that
appeared with sufficient regularity across the dataset.

Figure 7. Trend Topics
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Before reporting the results, it should be emphasized that the lines on the map indicate the years in which
the relevant keyword was studied, and the size of the circles indicate the period in which it was studied
the most. Since the minimum frequency of the word was determined as three, keywords from years with
relatively fewer studies were automatically eliminated from the analysis. Accordingly, in the periods
when studies started to become widespread, the influencer's statement of his/her sponsor as a source and
the influencer's credibility creating e-wom as a behavioral intention were taken into consideration more.
On the other hand, as the literature review conducted in this study shows, while in the first studies there
was an uncertainty about which dimensions the source credibility should be or the dimensions were
expressed without being divided into sub-dimensions (i.e. Hayes & Carr, 2015), in the studies conducted
in recent years, it was observed that the dimensions of attractiveness, trustworthiness and expertise
suggested by the combined model by Ohanian (1990) were taken into consideration more (i.e. Argyris
et al. 2021; Leite & Baptista, 2022; Ooi et al. 2023). In addition, the existence of studies examining the
results of the source's compatibility with the brand or target audience represented by the similarity
dimension within match-up hypotheses or source credibility is also revealed in this analysis. However,
the word that stands out at this point is “congruency” (i.e. Balaban & Mustatea, 2019; Lou & Yuan,
2019). The most important point that draws attention is that the Parasocial Relationship Theory, which
is frequently studied together with the source credibility study, continues to be examined today, as
revealed in the previous titles of this study.

Another notable finding revealed by the trend topics map is that, when influencer types are categorized
by platform, Instagram influencers emerge as the most frequently studied group. However, the literature
review conducted within the scope of this study also shows a growing scholarly interest in TikTok and
YouTube influencers, particularly regarding their credibility. Additionally, the credibility and impact of
user-generated content (UGC) have attracted increasing attention in recent years. This body of work is
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represented in the trend map under the keyword “online reviews.” It is noteworthy that the topic of
“persuasion” has been explored in parallel with online reviews during the same time period, indicating
a thematic convergence between message credibility and persuasive communication in digital
environments.

In recent years, the keyword “virtual influencer” has emerged as a prominent topic in the literature. This
area of study has gained significance, particularly due to advances in artificial intelligence, which have
enabled ordinary users to create their own virtual influencers. In parallel, professionally managed virtual
personas—such as Lil Miquela—have garnered widespread attention, receiving millions of views on a
weekly basis. The advantages and limitations of these non-human influencers, who actively engage in
brand communication activities, have become a subject of increasing academic interest. In this context,
source credibility theory provides a valuable theoretical lens through which to examine their
effectiveness, as it raises critical questions about how audiences perceive credibility in the absence of
human authenticity (Ozdemir et al. 2023).

5. CONCLUSION

Studies examining the theoretical development of influencer marketing remain limited (Srivastava,
2021; Tanwar et al., 2022). Nevertheless, a substantial body of research has investigated the impact of
influencers on consumer behavioral intentions (e.g., Lou & Yuan, 2019; Mucundorfeanu et al., 2024;
Baudier & de Boissieu, 2025). Moreover, extensive empirical evidence supports the notion that the
perceived credibility of influencers significantly affects consumers' behavioral intentions (e.g., Cheng
et al., 2020; Chen et al., 2022; Leite & Baptista, 2022). Given this context, understanding the
determinants of influencer credibility is essential. Equally important is the need to offer researchers a
structured and systematic classification of studies addressing influencer credibility as a source factor.

To address this need, the present study conducts a comprehensive literature review combined with
bibliometric analysis to investigate how source credibility theory is applied within the influencer
marketing literature. More specifically, this study: 1) identifies the leading authors contributing to the
integration of source credibility in influencer marketing, 2) reveals the most prominent journals
publishing research on this topic, 3) provides a thematic classification of the existing studies, 4)
determines the most frequently studied topics and theories within the field, 5) traces the evolution of
research trends over time, and 6) offers insights into the application of source credibility dimensions in
varying contexts.

The findings confirm that the three-dimensional source credibility model (“expertise, trustworthiness,
and attractiveness”), developed by combining the framework introduced by Hovland et al. (1953) with
the Source Attractiveness Model proposed by Ohanian (1990), remains the most widely accepted and
empirically supported model for evaluating influencers as credible sources. In addition, credibility
dimensions such as similarity (Balaban & Mustitea, 2019; Lou & Yuan, 2019; Yuan & Lou, 2020),
likability (Xiao et al. 2018; Jin & Mugaddam, 2019), homophily (Xiao et al. 2018), competence
(Djafarova & Trofimenko, 2019), and authenticity (Albogami, 2023) have also been explored by
researchers in different situations.

Among the scholars who have most significantly contributed to the development of this field are Lou,
C., Yuan, S., and Djafarova, E. The most influential studies include Lou & Yuan (2019), Djafarova &
Rushworth (2017), and Breves et al. (2019). In addition to these, Journal of Retailing and Consumer
Service, Journal of Interactive Advertising, Computers in Human Behavior, International Journal of
Internet Marketing and Advertising, International Journal of Advertising, and International Journal of
Internet Marketing and Advertising journals are seen as leading journals in the field.

The findings indicate that the largest share of samples investigating influencer credibility has been
collected from studies focusing on Instagram. However, both trend analysis and topic analysis reveal a
notable increase in studies that either do not specify a particular social media platform (e.g., Djafarova
& Rushworth, 2017; Lou & Yuan, 2019; Wiedmann & Von Mettenheim, 2021; Ooi et al., 2023) or focus
specifically on YouTubers (Xiao et al., 2018; Muda & Hamzah, 2021; Le & Hancer, 2021; Filieri et al.,
2023a) and TikTokers (Lawrence & Meivitawanli, 2023; Jamil et al., 2024; Phan & Nguyen, 2024;
Hong et al., 2024). Importantly, each social media platform possesses distinctive characteristics in terms
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of format, user base, and content style, which in turn shape influencers’ communication practices and
competencies. Consequently, it is essential to expand research on platforms such as YouTube and
TikTok, which now rival Instagram in terms of user base and influence. Further studies are needed to
better understand the factors contributing to influencer credibility on these platforms, as well as to
identify the antecedents and consequences of credibility in platform-specific contexts. Additionally, the
rise of streamers across platforms has attracted growing attention. Given the distinctive nature of
streaming content—characterized by real-time interaction and prolonged engagement—there is a
pressing need for more research to explore how streamers establish and maintain credibility and how
this credibility influences audience attitudes and behaviors.

This study also reveals that the Parasocial Relationship Theory is the most frequently applied theoretical
framework in studies examining influencer credibility (e.g., Jin & Mugaddam, 2019; Yuan & Lou, 2020;
Breves et al., 2021). However, according to Halder et al. (2021), the most commonly employed models
within the broader celebrity endorsement literature include the Source Credibility Theory, Elaboration
Likelihood Model (ELM), Source Attractiveness Model, Match-Up Hypothesis, Attribution Theory, and
the Meaning Transfer Model. In line with this, the findings of the present study—particularly the
thematic map and other bibliometric visualizations—indicate that researchers frequently employ
theories such as the Elaboration Likelihood Model, Persuasion Knowledge Paradigm, Source
Attractiveness Model, Congruity Theory, and Social Learning Theory when examining influencer
credibility. Therefore, the authors can conduct further research on these theories while investigating
influencer credibility.

Furthermore, the present study shows that research involving different samples and thematic focuses
often leads to contradictory findings. For instance, Chen et al. (2022) found that parasocial relationships
influence source credibility, whereas Yilmazdogan et al. (2021) argued the opposite, suggesting that
source credibility affects the formation of parasocial relationships. Resolving this conceptual ambiguity
will not only strengthen the theoretical foundations of the field but also provide clearer guidance for
both practitioners and future researchers.

Additionally, the trend analysis highlights several emerging and evolving concepts within the literature,
including virtual influencers, sponsorship disclosure, congruence, anthropomorphism, online reviews,
and millennials. While some of these topics have received considerable attention in past years and are
now less frequently studied, others, such as sponsorship disclosure, continue to warrant further
investigation. With the increasing regulation of covert advertising and the imposition of substantial legal
penalties for violations, the perceived credibility of influencers may be significantly changed. Therefore,
there is still a need for more empirical evidence on how such regulations impact influencer effectiveness
and user trust. At the same time, some concepts are becoming more popular. For instance, Ozdemir et
al. (2023) revealed that virtual influencers are generally perceived as less effective than their human
counterparts. In contrast, de Boissieu and Baudier (2023) found that users may be more inclined to
follow virtual influencers. This apparent contradiction within the literature underscores the necessity for
further research on the conditions under which virtual influencers can establish higher credibility, the
mechanisms through which this credibility is formed, and the behavioral consequences it may produce.

In conclusion, the thematic mapping conducted in this study offers a comprehensive visual
representation of how key topics within the SCR in influencer marketing literature are interconnected.
The trend topic analysis reveals which topics have gained prominence during specific periods, while the
co-occurrence network provides a holistic overview of the most influential concepts and themes in the
field. These visual analyses serve as valuable tools for researchers, enabling them to identify which
theories, topics, social media platforms, and influencer types have been most frequently examined and
where research gaps remain. In doing so, this study provides a practical roadmap for scholars seeking
to design future studies and contribute meaningfully to the evolving literature on influencer credibility.
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Appendix 1. Influencer Credibility Dimensions in Most Cited Studies

Authors TC Type Att  Aut  Com Cre  Exp Good Hom Lk OB Tr Sim
Hayes & Carr (2015) 60 Blog X X

Hwang & Jeong (2016) 152 Blog X
Banerjee et al. (2017) 204 Yelp X
Djafarova & Rushworth 913 General

(2017)

Xiao et al. (2018) 305 YT X X X X
Martensen et al. (2018) 100 1G X X

Lou & Yuan (2019) 1238 General X X X X
Breves et al. (2019) 306 1G X X X
Djafarova & 200 1G X X X X
Trofimenko (2019)

Jin & Muqaddam 103 1G X X X X
(2019)

Balaban & Mustitea 67 IG&YT X X X X
(2019)

Yuan & Lou (2020) 260 General X X X X
Weismueller et al. 250 1IG X X X
(2020)

De Veirman & Hudders 223 1G X X X
(2020)

Cheng et al. (2020) 118 Vlog X X
Wiedmann & V. 183 General X X X
Mettenheim (2021)

Breves et al. (2021) 119 1G X X

Muda & Hamzah (2021) 101 YT X X X
Nafees et al. (2021) 79 1G X X X

Pick (2021) 71 IG&YT X X X

Jang et al. (2021) 68 1G X X X
Yilmazdogan et al. 59 1IG X X X
(2021)

Le & Hancer (2021) 58 YT X X
Argyris et al. (2021) 57 1G X X X

Chen et al. (2022) 103 TA X X

Leite & Baptista (2022) 100 IG&YT X X X
Mainolfi et al. (2022) 53 Blog X

Ooi et al. (2023) 74 General X X X
Albogami (2023) 64 1G X X

Filieri et al. (2023) 53 YT X X

TC: Total Citation; Type: Types of Platform for Source;
Att: Attractiveness; Aut: Authenticity; Com: Competence; Cre: Credibility; Exp: Expertise; Good: Goodwill; Hom: Homophily; Lik:
Likability; OB: Online Behavior / Self-Presentation; Tr: Trustworthiness; Sim: Similarity
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