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ABSTRACT

This research aims at providing a meta-analysis of empirical findings of the literature on the impact of
influencer marketing on purchase intention. Four factors of influencer marketing were derived like trust,
brand attitude, consumer attitude & attractiveness. Results from random effects model showed significant
effects of Trust towards influencer marketing on purchase intention (r= 0.541, [LI= 0.387-0.666], Z =
6.008), Consumer Attitude towards influencer marketingon purchase intention (r=0.622, [L1=0.435-0.758],
Z= 5.434 Brand Attitude towards influencer marketing on purchase intention (r=0.402, [LI1=0.303-0.491]
,Z=17.410), Attractiveness towards influencer marketing on purchase intention (r=0.506, [L1=0.350-0.645],
Z=5.680). whereas the effect of Brand Attitude towards influencer marketing on purchase intention is
having the lowest correlation value among all the variables and Consumer Attitude towards influencer
marketing on purchase intention is having the highest correlation value among the following. Result of the
study shows Consumer Attitude towards influencer marketing is going to have the highest impacton purchase
intention. Only a small number of studies were accessible for meta-analysis since thestudy was only confined

to Scopus and Web of Science, and several publications were also omitted because they lacked correlation
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tables. The use of qualitative articles was not relevant to our metaanalysis, hence this study was likewise
restricted to quantitative studies. Managers may leverage those variables in their marketing plan to draw
customers by concentrating on the influencer marketing aspects that have a significant impact on purchase
intention. Marketers may influence consumers’ buy intentions, which can impact their choice to make a
purchase as well as their loyalty and commitment, by better knowing how to leverage influencer marketing
variables. By using meta-analysis, we were able to reconcile earlier findings which enabled us to measure

the strength of relationship between various factors (T, CA, BA & AT) on (PI) purchase intention.

Keywords: Influencer marketing, purchase intention, Consumer attitude, Brand attitude, Trust,

Attractiveness & Meta-analysis

INTRODUCTION

A meta-analysis on the impact of influencer marketing on purchase intention is a study that compiles,
synthesizes, and analyses existing research on the aspects of influencer marketing that influence a person's
intention to buy a product. A meta-analysis is a statistical technique used to combine the findings of several
researches on a single subject. Data from various studies that have looked into this relationship would be
pooled for a meta-analysis of the effect of influencer marketing on purchase intention. The data would then
be examined to determine the overall effect size and statistical significance of the effect of influencer
marketing on purchase intention. A thorough examination of the most recent literature, including journals,
conferences, and other sources, would normally be part of the meta-analysis The articles that satisfy the
inclusion requirements were chosen for analysis after the literature has been assessed for quality and

relevance.

According to muller, L. (2018), influencer marketing refers to businesses persuading individuals with a
substantial social network of followers to promote and share their items and so drive purchase intentions.
Purchase intention is the potential or readiness of a customer to make a futurepurchase of an item or service.
Since it may indicate the degree of demand for an item or service and aid businesses in forecasting sales and

profits, it is a crucial factor that influences consumer behavior. mattke, J., & maier, C. (2018). Perceptions
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about the influencer (Babi Rosario et al. 2016; Lafferty and Goldsmith 1999), perceptions about the
advertisement (Evans et al. 2017; Wu and Chen 2016), and perceptions about the advertised product
(Bosmans and Baumgartner 2005) have all been found to be relevant types of perceptions that affect

customers' purchase intentions in the context of influencer marketing.

The meta-analysis would examine a number of influencer marketing factors, such as Trust, Consumer
Attitude, Brand Attitude, and Attractiveness have been demonstrated to influence Consumer Intentions to

Purchase.

(1 Trust - Almost all business and social transactions where there is room for uncertainty require some level of
trust; most of these exchanges take place in a virtual onlineenvironment (Pavlou, 2003). When it comes to
relationships with social media influencers, Morgan and Hunt (1994) theorised that trust "exists when one

party has confidence in theexchange partner's reliability and integrity."

(1 Consumer attitude - A good marketing strategy requires understanding customer attitudes, which marketing
scholars have expressed interest in (Solomon et al. 2010). “Consumer researches have shown a comparable
association between attitude and purchase intention (Ting and de Run 2015; Tarkiainen and Sundgvist
2005). In relation to this, Chen (2007) claimed that customers' purchase intentions may be significantly
predicted by their positive attitudes towards a certain product. Similar to this, a positive attitude towards a product

supported by social media influencers can increase the likelihood that the consumer will make a purchase”.

(1 Brand attitude — “According to Shimp (2010), attitude towards a brand is a predictor of customer behaviour
towards that brand and depends on the consumer's individual opinions of that brand. As a result, a
"individual's internal evaluation of the brand," according to Mitchell and Olson (1981, p. 318), is defined as
attitude towards the brand. In addition, "attitude towards the brand is a relatively enduring, one-dimensional
summary evaluation of the brand that presumably energizes behaviour" (Spears & Singh, 2004, p. 55). In
otherwords, brand attitude refers to a consumer's evaluation and/or response to a brand followingexposure
(Phelps & Hoy, 1996; Wilkie, 1986)”.

(1 Attractiveness - "Attractiveness is nothing more than a stereotype of positive connotations attached to a

person,” suggests Erdogan (1999), "and it extends beyond physically attractive attributes to encompass
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traits like personality and athleticism.” Extremely beautiful influencers might affect their followers'
intentions to make purchases of products or services, claim Van der Waldt et al. in 2009. Wang and
Scheinbaum (2018) agreed andemphasized the importance of appeal in the spread of important messages.

SMIs with desirable physical attributes are more likely to attract and keep their followers' interest”.

OBJECTIVES

(1 To identify and analyse the previous literature on impact of influencer marketing onpurchase intention
for facilitating a meta-analysis review.

(1 To identify variables from the existing literature and define the various determinants of influencer
marketing affecting purchase intention.

[1 To test and validate the relationship between the identified variables of influencermarketing with that of

purchase intention.

Literature Review & Hypothesis Development

Influencer Marketing

It is a strategy for marketing communications in which brands pay social media and online celebrities to
promote the brand's content to all of the influencer's subscribers and target consumersin an effort to raise
consumer brand awareness (Agrawal et al., 2016). Companies one of the mostimportant communication
technique is influencer marketing, which involves promoting items through well-known figures in online
culture. “As a result of technical advancement and digitization, influencer endorsement in product
marketing and brand communication has lately expanded”. Mammadli, G. (2000). This type of marketing
has been touted as a significant and powerful tool for influencing brand perception and customer purchase
intent. Moreira, J. F. D.

S. (2021). Influencer marketing has prompted necessary adjustments. Influencer marketing has altered the

creation and use of marketing strategies and made important changes to a number of sectors (Levin, 2019).

© 2023, [JSREM | www.ijsrem.com DOI: 10.55041/IJ]SREM20670 | Page 4



http://www.ijsrem.com/

gl \33
‘G%ﬁSREM%Q

W 0 International Journal of Scientific Research in Engineering and Management (IJSREM)

w Volume: 07 Issue: 05 | May - 2023 Impact Factor: 8.176 ISSN: 2582-3930

Influencer marketing’ factors
Trust

Potential customers anticipate dependable behaviour from suppliers, such as providing things quickly and
maintaining their promises, in order to eliminate uncertainty related to e-transactionsas a whole . As per
Morgan & Hunt (1994), trustability is the "confidence in an exchange partner's reliability and integrity".
“Partners can build trust by keeping their promises (Gronroos, 1990)”. “Trust is viewed as a relational
quality that develops over time via repeated contacts. In a similarvein, confidence in the influencer gives
followers peace of mind that their interactions with the influencer will be beneficial”. We therefore suggest

the following hypothesis:

H1: Trust on influencer marketing impacts consumer’s purchase intention.

Consumer Attitude

According to Escalas and Bettman (2003), Sirgy (2005), and Sirgy et al. (2008), consumers use products for
expressing themselves or signify its participation in social groupings. “Consumers often have more
favourable opinions of things that recall perceptions of themselves, which leads to more favourable attitudes
(Graeff, 1996)”. consumers are attracted to engage in a certain behaviour if all of them have liking towards
doing so, since attitude expresses personal judgementsof engaging in a behaviour as being favourable or
unfavourable and is governed by attitudinal beliefs and result evaluations. 2019 (Nguyen). We therefore

suggest the following hypothesis:

H2: Consumer attitude towards influencer marketing impacts consumer’s purchase intention.

Brand Attitude

“A brand's attitude is described as a "individual's internal evaluation of the brand™ by Mitchell and Olson
(1981, p. 318). In addition, "attitude towards the brand is a relatively enduring, unidimensional summary
evaluation of the brand that presumably energises behaviour" (Spears & Singh, 2004, p. 55). According to

Garvin (1984), brand attitude is connected to a number of characteristics, including robustness, fault
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occurrence, usability, features, performance, and fit and finish. According to Hu et al. (2019), trust is the
desire of a party to be exposed to the acts of the other party in risky situations”. In a nutshell, the brand's
mindset describes how a consumer feels about a brand after being exposed to it. Phelps & Hoy(1996). We

therefore suggest the followinghypothesis:

H3: Brand attitude on influencer marketing influence consumer’s purchase intention.

Attractiveness

According to several studies Baker & Churchill (1977), the level of attraction has grown in importance as a
criterion for influencer and celebrity endorsement. According to Giffin (1967), one of the five elements of a
speaker's ethos, or source credibility, is personal appeal (orattractiveness). When attempting to influence
people, modify their ideas, and improve their buy intentions, the source's physical appeal is crucial Baker &
Churchill(1977). “Social media influencers' physical appearance is said to have a strong tendency to impact
how well advertisements are received. According to Erdogan (1999), source attractiveness is primarily

concerned with an endorser's physical traits or qualities”.Hence, we suggest the following hypothesis:

H4: Attractiveness on influencer marketing impact consumer’s purchase intention.
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PRISMA MODEL
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Figure.l

Identification: For this work, “Web of Science and Scopus” were searched to compilepreviously published
publications from various sources. | used the terms "Influencer marketing” or "Social media influencers"

and "Purchase intention" to search for these papers.

Following this, duplicate data was eliminated from the publications using R-Studio.

Screening: All titles and abstracts were examined; those papers whose titles and abstracts did not meet the

requirements of my paper were rejected.

The remaining papers' hypotheses and influencing factors were taken into account in the followingstage of

screening, and papers with different variables were removed. Finally, papers with no statistical significance,
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no correlation value or table were eliminated in the final stage of screening.

Study Included: Then for the final meta-analysis, we were left with 25 papers on which we did our final

study.

Conceptual Model

CONSUMER PURCHASE BRAND
ATTITUDE INTENTION ATTITUDE

ATTRACTIVENESS

INDEPENDENT VARIABLES - TRUST, CONSUMER ATTITUDE, BRAND ATTITUDE &
ATTRACTIVENESS

DEPENDENT VARIABLE — PURCHASE INTENTION

Searchstrategies:

METHODOLOGY
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Screening of literature was done using two databases: Scopus & Web of Science, we use these keywords:

"Influencer marketing™ OR "social media influencers™ AND "Purchase intention™
o Language was limited to English only.

o Only quantitative papers were included.

Phase 1

“We examined the title and abstract of studies to exclude those which did not talk about Purchaseintention
& influencer marketing, Factors affecting it, off-topic or in other languages, and repeatedversions in different

databases”.

Phase 2

“Each included study went through an extensive review. For articles without complete descriptionsof adopted
procedures, or articles which did not use any statistical tool in their paper were removed”.

Data items

Outcomes extracted from each included article were:
(1) How purchase intention is affected by influencer marketing.
(2) Sample size

(3) Correlation between factors

(4) Correlation Table’Meta-analysis Steps for this Study: -

[1 Step 1: Using the keyword search method, phrases like "Influencer marketing” OR "Social media
influencers” AND "Purchase intention” have been used to find articles that are relevant to the study's topic.
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1 Step 2: Articles have been picked depending on the phenomena that will be examined; forinstance, studies
explaining correlations between the effects of different factors of Influencer marketing & purchase

intention.

(1 Step 3: Sorting various types of variables into categories that would be utilised in the selected articles to
analyze the connection as well as selecting additional factors of relevance for the study (such as trust,
consumer attitude, brand attitude, and attractiveness).

(1 Step 4: "To examine relationships between variables, choose the type of effect size (correlation or
standardized regression scores)”. To balance out the many scales used in other research, correlation values
have been used as a measure of an unbiased estimator inorder to analyze the relationship between variables

in this work.

(1 Step 5: Relevant information will be collected from the selected articles in accordance withthe hypothesis
under investigation. Data such as effect size and sample size were collected.

(1 Step 6: Analyzing the dataset to identify the overall effect size and effect range.

(1 Step 7:In-depth statistical analysis is performed on the data using subgroup/moderator analysis to discover

significant connections between variables and the impacts of varioussubgroups on them.
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Results and Discussion

Meta-Analysis Table for Variable.1: (H1: Trust — Purchase intention)

t odel Study name Statistics for each study Correlation and 95% CI
Correlation | Lower limit | Upper limit | Z-Walue palue -1.00 -0.50 0.00 0.50 1.00

M ammadii, 0.8+ 0.842 0.895 23658 0.000 +
Lou, Chen, 0636 0533 0634 1733 0.ao0 —+
woh 0572 0813 0626 15172 0.000 —
Abow Ai, Al 0507 0430 0576 1132 0.ao0 —+
Abou &li, 0121 0.021 0214 2373 nme —+—
Mohzeni, 0504 0428 0573 1176 0.ao0 —+
Kirn, Do 0.240 0143 0332 4778 0.000 ——
Chetioui, 0533 0534 0633 16.E20 0.ao0 —+
Lk, 0.507 0.436 0572 .97 0.000 —+

Fandom 0541 0.3a7 0.EER E.003 0.ao0 —r—

Pred Int 0.541 0139 0.8v4 I

Overview

The analysis is based on nine studies. The effect size index is the correlation.

Statistical model

“For the analysis, the random-effects model was used. The analysis will be used to drawconclusions about a
universe of prospective research, with the studies in the analysis being taken as a random sample from that
universe”.

What is the mean effect size?

“The 95% confidence interval for the mean effect size is between 0.387 and 0.666, and it is 0.541. The

average effect size across all similar trials could lie anywhere within this range. The null hypothesis that the
mean impact size is zero is tested using the Z-value. With a p-value of 0.001, the Z-value is 6.008. We reject
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the null hypothesis and come to the conclusion that the mean effectsize is not exactly zero in the universe of

populations similar to those in the analysis using a criteriaalpha = 0.0541”.

The Q-test for heterogeneity

“The Q-statistic provides a test of the null hypothesis that all studies in the analysis share a common effect
size. If all studies shared the same true effect size, the expected value of Q wouldbe equal to the degrees of
freedom (the number of studies minus 1). The Q-value is 324.662 with 8 degrees of freedom and p < 0.001.
Using a criterion alpha of 0.100, we can reject the null hypothesis that the true effect size is the same in all
these studies”.

I-squared calculation

“The I-squared statistic is 98%, which indicates that a portion of the variance in observed effects (up to

98%) actually represents variance in true effects as opposed to sampling error”.

Tau and tau-square

“The variation of real effect sizes, tau-squared, is 0.089 in Fisher's Z units. Tau, the genuine effect size

standard deviation, is 0.298 in Fisher's Z units”.

The forecasting window

“We may calculate that the prediction interval is between -0.139 and 0.874 if we assume that the genuine
effects are normally distributed (in Fisher's Z units). In 95% of all comparable populations,the genuine effect
size falls within this range. Nine studies are included in this analysis. Estimatesof heterogeneity based on

fewer than ten research are typically not considered to be trustworthy”.
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Meta-Analysis Table for Variable.3: (H2: Consumer Attitude — Purchase intention)

Data sheet [fudy name Statistics for each study Corelation and 95% Cl
Correlation | Lower limit | Upper limit | £-4alue pMalue -1.00 0.50 0.00 050 1.00

Gomes, 0533 0602 0E7d 983 n.oaa ——
PFick., 0815 0.765 0.855 16.996 0.000 —+
Lirn, #in 0855 na3 0833 17.838 n.oaa -+
Chietioui, 0.553 0.495 0.E0& 15.342 0.000 M
Belanche, 077 0726 0809 19647 n.oaa -+
Wwan, ., & 0.659 0.567 0734 10,524 0.000 —
Afendi, M. 0639 0,533 0787 85823 n.oaa —_—
Bu.*.. 0103 0.034 0167 a3 0.00z2 —+
biiller, L., 0440 0.z 0577 4933 n.oaa —
WD Tran, 0,305 0,208 0,396 5.935 0.000 —

R andom 0E22 0435 0753 5434 n.oaa -

Pred Int 0622 0277 0.340 I

Overview

Ten studies form the basis of the analysis. The correlation is the impact size index.

Statistical framework

“For the analysis, the random-effects model was used. The analysis will be used to drawconclusions about a
universe of prospective research, with the studies in the analysis being taken as a random sample from that

universe”.

What is the mean effect size?

“The mean effect size is 0.622 with a 95% confidence interval of 0.435 to 0.758. The mean effectsize in the
universe of comparable studies could fall anywhere in this interval. The Z-value tests the null hypothesis
that the mean effect size is zero. The Z-value is 5.434 with p < 0.001. Using acriterion alpha of 0.050, we
reject the null hypothesis and conclude that in the universe of populations comparable to those in the

analysis, the mean effect size is not precisely zero”.
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The heterogeneity Q-test

“The null hypothesis that all studies included in the analysis have the same effect size is tested bythe Q-
statistic. The expected value of Q would be equal to the degrees of freedom (the number ofstudies minus 1)
if all studies had the same genuine effect size. The Q-value is 488.082, there are9 possible outcomes, and p
0.001. We can rule out the null hypothesis that the true effect size is the same across all of these trials using
a criteria alpha of 0.100”.

I-squared calculation

“The I-squared statistic is 98%, which indicates that a portion of the variance in observed effects (up to

98%) actually represents variance in true effects as opposed to sampling error”.

Tau and tau-square

“The variance of real effect sizes, tau-squared, is 0.175 in Fisher's Z units. Tau, the genuine effectsize

standard deviation, is 0.418 in Fisher's Z units”.
The forecasting window
“We may calculate that the prediction interval is between -0.277 and 0.940 if we assume that the genuine

effects are normally distributed (in Fisher's Z units). In 95% of all comparable populations,the genuine effect

size falls within this range”.
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Meta-Analysis Table for Variable.2: (H3: Brand Attitude — Purchase intention)

Model Study name Statistics for each study Carrelation and 953 C1
Correlation | Lower limit | Upper limit | Z-W¥alue pMalue -1.00 -050 0.00 050 1.00

tareira, 0303 02086 0334 5319 0.0aa —
Thomas, 0.3m 0191 0.404 5188 n.oaa —_—
T ahir, 0360 0267 0.447 714 0.0aa ——
Chetiowi, &M 0524 0.E29 1E.284 n.oaa —+
tareira, J. 0303 0.206 0.394 5894 0.000 —
Singh, B 0504 0425 0675 10.769 n.oaa —+
Wang, . 0576 0492 0.650 10.886 0.000 ——
Ewers, M. L. 0390 0277 0492 B340 n.oaa —+|
Rl Elzeidi, D 0225 0137 0.309 4942 0.000 ——

Random 0402 0303 0491 7410 n.oaa —

Pred Int 0402 0015 0.683

Overview

Nine studies form the basis of the analysis. The correlation is the impact size index.

Statistical framework

“For the analysis, the random-effects model was used. The analysis will be used to drawconclusions about a
universe of prospective research, with the studies in the analysis being taken as a random sample from that
universe”.

How big is the average effect?

“The 95% confidence interval for the mean effect size ranges from 0.303 to 0.491. The average effect size

across all similar trials could lie anywhere within this range”.

The heterogeneity Q-test

“The null hypothesis that all studies included in the analysis have the same effect size is tested bythe Q-
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statistic. The expected value of Q would be equal to the degrees of freedom (the number ofstudies minus 1)
if all studies had the same genuine effect size. With 8 degrees of freedom, the Q- value is 85.960, and the p-
value is 0.001. We can rule out the null hypothesis that the true effect size is the same across all of these

trials using a criteria alpha of 0.100”.

I-squared calculation

“The I-squared score of 91% indicates that a portion of the reported impact variance actually represents

variation in true effects as opposed to sampling error”. Tau-squared and tau

“Tau-squared, the variance of true effect sizes, is 0.027 in Fisher's Z units. Tau, the standard deviation of

true effect sizes, is 0.164 in Fisher's Z units”.

The prediction interval

“If we assume that the true effects are normally distributed (in Fisher's Z units), we can estimate that the
prediction interval is 0.015 to 0.683. The true effect size in 95% of all comparable populations falls in this
interval. This analysis includes nine studies. As a general rule, estimates of heterogeneity based on less than

ten studies are not likely to be reliable”.

Meta-Analysis Table for Variable.4: (H4: Attractiveness — Purchase intention)

todel Study name Statiztics for each study Carrelation and 95% Cl
Correlation | Lower limit | Upper imit | Z-%alue palue -1.00 -0.50 0.00 0.50 1.00

Zhu, Linlin, 0579 0.501 0.648 11.694 0.000 ——
toreira, 0.ER3 0530 0.70a 14,768 0.000 —
Law, Chen, 0,380 0.305 0.450 9,253 0.000 —
Pick, 0435 0322 0536 E.897 0.000 —
Linr, ¥in 0.EEE 0.531 0737 11.278 0.000 —
K.oay, Kian 0.334 0.267 0.508 5711 0.000 —
Kirn, Do 0.080 -0.050 0149 0.977 0.329 -++—
tasuda, 0765 0714 0807 17.750 0.000 -+
Mareira, J. 0653 0.539 0,709 14.706 0.000 —+
Li, v, & 0210 0124 0232 4.800 0.000 ——

R andam 0.508 0.350 0.635 5.680 0.000 —

Pred Int 0.508 0179 0.861 ,
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Overview

The analysis is based on ten studies. The effect size index is the correlation.

Statistical model

“The random-effects model was employed for the analysis. The studies in the analysis are assumed to be a
random sample from a universe of potential studies, and this analysis will beused to make an inference to

that universe”.

What is the mean effect size?

“The mean effect size is 0.506 with a 95% confidence interval of 0.350 to 0.635. The mean effect size in
the universe of comparable studies could fall anywhere in this interval. The Z-valuetests the null hypothesis
that the mean effect size is zero. The Z-value is 5.680 with p < 0.001.

Using a criterion alpha of 0.050, we reject the null hypothesis and conclude that in the universe of

populations comparable to those in the analysis, the mean effect size is not precisely zero”.

The heterogeneity Q-test

“The null hypothesis that all studies included in the analysis have the same effect size is tested by the Q-
statistic. The expected value of Q would be equal to the degrees of freedom (the number of studies minus 1)
if all studies had the same genuine effect size. The Q-value is 286.527, there are 9 possible outcomes, and p
0.001. We can rule out the null hypothesis that thetrue effect size is the same across all of these trials using

a criteria alpha of 0.100”.

I-squared calculation

“The I-squared statistic is 97%, which indicates that a portion (about 97%) of the reported impactvariance

actually represents variation in true effects as opposed to sampling error”.
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The forecasting window

“We may calculate that the prediction interval is between -0.179 and 0.861 if we assume that thegenuine
effects are normally distributed (in Fisher's Z units). In 95% of all comparable populations, the genuine

effect size falls within this range”.

Result and Analysis

For this study 25 publications out of a corpus of 443 papers that we pulled from two databases “Scopus and
Web of Science” were taken into consideration. We have collected161 Scopus papers and 282 from Web of
Science. We conducted a systematic literature review (SLR) before choosing 25 empirical studies for meta-

analysis, which we then carried out with theuse of software for comprehensive meta-analysis.

We established 4 hypotheses for this study, and our research determined that all 4 of them were significant,
thus we accepted all 4 of them. Due to the fact that the "r" value computed in our analysis was significant,

we conclude that all of those hypotheses were valid and showed a positivecorrelation.

For proving our hypotheses we have used other values as well like: Mean effect size, The Q test for

heterogeneity, the | squared statistic, Tau square and Tau value

So, with the help of all these above values we have proved that all of our hypotheses were significant:

Hypothese.1: Trust - purchase intention

“In this hypothesis we are getting the r value as 0.541 which shows a positive and significant correlation
between these two variables. The Q-value is 324.662 with 8 degrees of freedom and p

< 0.001. It shows that there is a significant difference between the observed data and expected values under
the null hypothesis. So that is why we have rejected the null hypotheses that there isno relationship between
the variable and accepted that the alternate hypotheses that there is a significant relationship. Tau-squared,
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the variance of true effect sizes, is 0.089 in Fisher's Z units.Tau, the standard deviation of true effect sizes, is
0.298 in Fisher's Z units. It shows that there is asubstantial heterogeneity in the true effect size across the
study. The value of tau 0.298 shows thestandard deviation of the distribution of true effect size”. The value is

higher than the typical effectsize, which shows that variability of effect sizes across studies are considerable.

Hypotheses.2: Consumer attitude - purchase intention

“In this hypothesis we are getting the r value as 0.622 which shows a positive and significant correlation
between these two variables. The Q-value is 488.082 with 9 degrees of freedom and p

< 0.001. It shows that there is a significant difference between the observed data and expected values under
the null hypothesis. So that is why we have rejected the null hypotheses that there isno relationship between
the variable and accepted that the alternate hypotheses that there is a significant relationship. Tau-squared,
the variance of true effect sizes, is 0.175 in Fisher's Z units.Tau, the standard deviation of true effect sizes, is
0.418 in Fisher's Z units. The value of tau 0.418

shows the standard deviation of the distribution of true effect size. The value is higher than the typical effect
size, which shows that variability of effect sizes across studies are considerable”.

Hypotheses.3: Brand attitude - purchase intention

“In this hypothesis we are getting the r value as 0.402 which shows a positive and significant correlation
between these two variables. The The Q-value is 85.960 with 8 degrees of freedom andp < 0.001. It shows
that there is a significant difference between the observed data and expected values under the null
hypothesis. So that is why we have rejected the null hypotheses that there isno relationship between the
variable and accepted that the alternate hypotheses that there is a significant relationship. The variation of
actual effect sizes, tau-squared, is 0.027 in Fisher's Z units. Tau, the genuine effect size standard deviation,
has a Fisher's Z value of 0.164.

The value of tau 0.164 shows the standard deviation of the distribution of true effect size. The value is
higher than the typical effect size, which shows that variability of effect sizes across studies are

considerable”.
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Hypotheses.4: Attractiveness - purchase intention

“In this hypothesis we are getting the r value as 0.506 which shows a positive and significant correlation
between these two variables. The Q-value is 286.527 with 9 degrees of freedom and p

< 0.001. It shows that there is a significant difference between the observed data and expected values under
the null hypothesis. So that is why we have rejected the null hypotheses that there isno relationship between
the variable and accepted that the alternate hypotheses that there is a significant relationship. The variation
of actual effect sizes, tau-squared, is 0.0093 in Fisher's Z units. Tau, the genuine effect size standard
deviation, has a Fisher's Z value of 0.305. The value of tau 0.035 shows the standard deviation of the
distribution of true effect size. The value is higher than the typical effect size, which shows that variability

of effect sizes across studies areconsiderable”.

Research Model

0.541**

BRAND
ATTITUDE

CONSUMER
ATTITUDF

ATTRACTIVENESS
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Meta-Analysis Table

Independent Dependent  |[Number |Z value P- Lower |Upper [Correlation
variable Variable of Value [limit limit
studies

Trust purchase 0 6.008 [0.000 [0.387 [0.666 |0.541
intention

Brand attitude |purchase ¢ 7.410 |0.000 [0.303 [0.491 |0.402
intention

Consumer purchase 10 5.434 0.000 10.435 [0.758 [0.622

attitude intention

Attractiveness  purchase 10 5.680 |(0.000 [0.350 [0.635 [0.506
intention

Figure.3: Meta-Analysis for 4 variables (T, BA, CA, AT)

Figure.3 presents the meta-analysis's findings. The table lists the independent and dependent variables, the

number of times a given relationship was examined, the p-value, the standard normaldeviation (Z-value), and

the 95% lower confidence interval and Upper limit.

The correlations between the constructs are significant, as shown by the p-values across all relationships,

and the correlation coefficients are all positive that shows our entire hypothesis is alternate hypothesis and

showing higher positive correlation.

The four possibilities put out are all accepted. The correlation values demonstrate that there is a stronger

association between Trust, Brand attitude, Consumer attitude & Attractiveness with purchase intention.

The correlation values and likelihood that these values will fall within the specified interval are additionally

supported by the 95% confidence interval.
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“According to the findings of the meta-analysis (Figure. 3), 4 out of the 4 hypothesized correlations were
found to be significant. Particularly strong correlations were found between Consumer Attitude and
purchase intention (r = 0.622), followed by Trust and purchase intention (r = 0.541), Attractiveness and

purchase intention (r = 0.506) and finally Brand attitude and purchase intention(r = 0.402)”.

Conclusion and Discussion

By utilizing meta-analysis, this study synthesizes information from earlier studies on effect on purchase
intention by influencer marketing. This paper focused on how factors of influencer marketing like: Trust,
Consumer attitude, Brand attitude and Attractiveness affect purchaseintention. All relationships that were

suggested carried out satisfactorily in the meta-analysis, which was discovered.

This meta-analysis clarifies these discrepancies in the previously published literature and offers some

intriguing insights into the various elements of green purchase intention.

The results addressing the connections between the attributes of influencer marketing over purchase

intention (see Figure.3) demonstrate the significance of all connections between the constructs.

These results are consistent with the study's postulated hypotheses. Consumer attitude had the greatest
impact on consumers' purchase intention while Brand attitude had the least impact.

“Hypotheses 1 explored the connection between “Trust” and “purchase intention”. The hypothesesand some
earlier studies both agree that there is a positive and significant association between Trust” and “purchase

intention” Mammadli, Galandar. (2021)”

“Hypotheses 2 proposed the impact of “consumer attitude” towards “purchase intention”. The hypotheses
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and some earlier studies both agree that there is a higher significant association or positive relation between
“consumer attitude” towards “purchase intention” Gomes, Marina Alexandra, Susana Marques, and Alvaro
Dias (2022)”

“Hypotheses 3 proposed the impact of Brand attitude on purchase intention. The hypotheses and some
earlier studies both agrees that there is a significant association or positive relation betweenBrand attitude

and purchase intention (Moreira, Joana Filipa de Sousa 2021)”

“Hypotheses 4 proposed the impact of Attractiveness on purchase intention. The hypotheses we have
developed in this paper and some earlier published research papers or studies both agrees that there is a
significant association or positive relation between Attractiveness on Purchase intention(Zhu, Linlin, He LI,
Feng-Kwei Wang, Wu He, and Zejin Tian 2021)”

Contribution to theory

The study's findings make several theoretical contributions. This meta-analysis advances our understanding
of how different variables of influencer marketing like: T, CA, BA & AT affect purchase intention. The sort
of variables to be used for studying the effects of various factors on Pl can be inferred from this research by
academics. The results can be used as a benchmark for new structures and examined to determine how well
they perform. Additionally, the research's findings can be used to depict the points of convergence and
divergence, which will help with thedevelopment of further inquiries that can be looked into in a broader
perspective. The study gave a comprehensive overview of the effects of T, CA, BA & AT as well as how

Influencer marketing influences the purchase intention.

Limitations and Future Research Direction

The current research has some restrictions. The meta-analysis solely relies on empirical study. Asa result,
future researchers can integrate qualitative studies in their reports. Future studies could be boosted even
further by using moderators. Influencers' use of social media platforms, the items they recommend, the

demographics of the respondents, the sample size, etc. are all potential moderators. In addition, the analysis
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only took into account four characteristics. It was noted thatnot enough empirical research has been done on
some traits, such as authenticity, credibility, or congruence, in the literature that has already been published.

With more study, these qualities will be strengthened, and researchers may use the same ones to meta-

analytical studies.
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Appendix:

Studies of the Relationship Between the variable of Influencer marketing with

Purchase Intention

Title Year Author r(T-PI) N
TRUST
The Role Of Brand Trust in The | 2021 Mammadli, 0.871 316
Impact Of Social Media Influencers Galandar.
On Purchase Intention
Influencer marketing: How | . 2019 Lou, Chen, and| 0.636 538
message value and credibility Shupei Yuan
affect consumer trust of branded
content on social media
The complex triad of congruence 2021 von  Mettenheim, | 0.572 547
issues in influencer marketing Walter, and
Klaus-Peter
Wiedmann
The role of country of origin, | 2021 Abou Ali, Ali A, |0.507 400
perceived  value, trust, and Alaa A. Ali, and
influencer marketing in determining Nehale Mostapha
purchase intention in social
commerce
Factors influencing customers' | 2020 Abou Ali, Ali, Alaa | 0.121 384
purchase intention in social Abbass, and Nihal
commerce Farid
Attracting tourists to  travel | 2018 Mohseni, Shahriar, | 0.504 409
companies’ websites: the structural Sreenivasan
relationship  between  website Jayashree,  Sajad
brand, personal value, shopping Rezaei, Azilah
experience, perceived risk and Kasim, and Fevzi
purchase intention Okumus
Trust me, trust me not: A nuanced | 2021 Kim, Do Yuon, and | 0.24 384

view of influencer marketing on
social media

Hye-Young Kim
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How fashion influencers contribute | 2020 Chetioui, Youssef, | 0,588 610
to consumers’ purchase intention Hikma  Benlafgih,

and Hind Lebdaoui
The influence of corporate image, | 2010 Lin, Long-Yi, and | 0.507 458
relationship marketing, and trust on Ching-Yuh Lu
purchase intention: the moderating
effects of word-of-mouth
ATTRACTIVENESS r(AT-P1)
The Role Of Brand Trust in The | 2021 Zhu, Linlin, He Li, | 0.579 316
Impact Of Social Media Influencers Feng-Kwei  Wang,
On Purchase Intention Wu He, and Zejin

Tian
The Effect of Influencer Credibility | 2021 Moreira, Joana | 0.653 361
on Attitude towards the Influencer- Filipa de Sousa
Brand Collaboration and Purchase
Intention
Influencer marketing: How | 2019 Lou, Chen, and| 0.38 538
message value and credibility Shupei Yuan
affect consumer trust of branded
content on social media
Psychological ownership in social | 2020 Pick, Mandy 0.435 222
media influencer marketing
The impact of social media| 2017 Lim, Xin Jean, et al | 0.666 200
influencers on purchase intention
and the mediation effect of
customer attitude
Social media influencer marketing: | 2022 Koay, Kian Yeik, et | 0.394 191
The moderating role of al
materialism
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Trust me, trust me not: A nuanced | 2021 Kim, Do Yuon, and | 0.05 384
view of influencer marketing on Hye-Young Kim
social media
Impacts of influencer attributes on | 2022 Masuda, Hisashi, | 0.765 313
purchase intentions in social media Spring H. Han, and
influencer marketing: Mediating Jungwoo Lee
roles of characterizations
Influencer marketing: the effect of | 2021 Moreira, J. F.D.S. | 0.653 358
influencer credibility on attitude
towards  the influencer-brand
collaboration and purchase
intention
Influencer marketing: purchase | 2021 Li, Y., & Peng, Y. 0.21 510
intention and its antecedents
BRAND ATTITUDE r(BA-PI)
The Effect of Influencer Credibility | 2021 Moreira, Joana | 0.303 361
on Attitude towards the Influencer- Filipa de Sousa
Brand Collaboration and Purchase
Intention
Determinants of online review 2019 | Thomas, Marc- | 0.301 282
credibility and its impact on Julian, Bernd W.
consumers' purchase intention Wirtz, and Jan C.
Weyerer
Online Review and Customer | 2020 Tahir, Muhammad, | 0.360 360
Purchase Intention in Social E- and Wagas Khan
Commerce Context; Role of Trust
as a Mediator and Source
Credibility as Moderator
How fashion influencers contribute | 2020 Chetioui, Youssef, | 0.579 610
to consumers’ purchase intention Hikma  Benlafqih,

and Hind Lebdaoui
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The impact of social media| 2017 Lim, Xin Jean, et al | 0.855 200
influencers on purchase intention
and the mediation effect of
customer attitude
How fashion influencers contribute | 2020 Chetioui, Youssef, | 0.553 610
to consumers’ purchase intention Hikma  Benlafqih,

and Hind Lebdaoui
Understanding influencer | 2021 Belanche, D. | 0.771 372
marketing: The role of congruence Casalo, L. V.,
between influencers, products and Flavian, M., &
consumers Ibanez-Sanchez, S
The effect of consumer | 2020 Won, J., & Kim, B. Y. | 0.659 180
motivations on purchase intention
of online fashion-sharing platform
Determinants of halal purchase | 2014 Afendi, N. A, |0.699 100
intention: case in Perlis Azizan, F. L., &

Darami, A. |.
Influencer marketing: Homophily, | 2022 Bu, Y. Parkinson,| 0.103 910
customer value co-creation J., & Thaichon, P
behaviour and purchase intention
# Sponsored# ad: exploring the | 2018 Miller, L., Mattke, | 0.44 115
effect of influencer marketing on J., & Maier, C.
purchase intention
The impact of security, individuality, | 2022 VD Tran, TD | 0.305 358

reputation, and consumer attitudes
on purchase intention of online
shopping: The evidence in Vietnam

Nguyen
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Influencer marketing: the effect of | 2021 Moreira, J.F.D.S. | 0.303 358
influencer credibility on attitude
towards  the influencer-brand
collaboration and purchase

intention
Exploring the influence of celebrity | 2018 Singh, R. P, & 0.504 380
credibility on brand attitude, Banerjee, N

advertisement attitude and
purchase intention

The relationships among | 2019 Wang, X. W, Cao, Y. | 0.576 278
community experience, community M., & Park, C
commitment, brand attitude, and
purchase intention in social media

# sponsored-Influencer Marketing | 2017 Ewers, N. L. 0.39 240
on Instagram: An Analysis of the
Effects of Sponsorship Disclosure,
Product Placement, Type of
Influencer and their Interplay on

Electronic word of mouth effects | 2016 Rl Elseidi, D EI-Baz | 0.225 469
on consumers' brand attitudes,
brand image and purchase
intention: an empirical study in

Egypt
CONSUMER ATTITUDE r(CA-PI)
The impact of digital influencers' | 2022 Gomes, Marina | 0.598 206
characteristics on purchase Alexandra, Susana
intention of fashion products Marques, and
Alvaro Dias
Psychological ownership in social | 2020 Pick, Mandy 0.815 222

media influencer marketing
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The impact of social media | 2017 Lim, Xin Jean, etal | 0.855 200
influencers on purchase intention
and the mediation effect of
customer attitude
How fashion influencers contribute | 2020 Chetioui, Youssef, | 0.553 610
to consumers’ purchase intention Hikma  Benlafqih,
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