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1. Introduction
In this age of digitisation, online networks such as
Facebook, Twitter, YouTube, LinkedIn are
increasingly becoming popular among people for
interaction among each other (Kitsios et al., 2022;
Obembe et al., 2021). Individuals are using digital
platforms both as producers and consumers.
Companies now use social media to reach
prospective customers (Buechel & Berger, 2018).
Social media is also influencing decision making
behaviour of consumers (Sadovykh et al.,2015;
Bulut & Karabulut, 2018). It can be used to drive
traffic and increase sales (Lee et al., 2015; Chang et
al., 2018). To communicate with consumers via
social media, influencers act as intermediaries.

‘Social media influencers’ is not a new concept
anymore. It has been the focus of much research
now. Influencers on digital platforms are a new
brand of opinion makers who shape the behaviour
of their target audience through social media.
(Freberg et al., 2011). Influencers on digital
platforms build personal relationships with followers,
establish themselves as brands and have the ability
to entertain, inform and shape the perception and
mindsets behaviour of the subscribers (Dhanesh &
Duthler, 2019). In fact, influencers on online
networks are regarded as highly trustworthy, create
one-way emotional bonding referred to as parasocial
interaction similar to celebrity endorsement and are
easily relatable (Veerman et al., 2017; Reinikainen
et al., 2020; Babu et al., 2024). Traditional
advertising is becoming less preferred and has
limited reach in this age of digitalization influencers
on digital platforms have emerged as a preferred
medium to disseminate marketing information
(Wiedmann & Von Mettenheim,2020). Consumers
feel insecure in making online purchases. However,
an influencer because of his / her personal appeal
and online customer engagement instills trust and
confidence in the customers (Ki et al., 2022).
Increasing number of brands are now leveraging
online influencers as brand ambassadors to create
greater brand engagement and loyalty. (Li, & Feng,
2022; Reinikainen et al., 2020).

Generation Z are those born between late 1990 to
2010 and is referred to as internet generation.
These people have used social media since their
primary years, so their decision making is
influenced by social media. (Djafarova and Bowes,
2021).

Generation Z uses social media for entertainment,
and as a significant medium for knowledge
accumulation and purchase decisions. (Thangavel et
al.,2022). It is observed that as compared to earlier
generations, they rely more on recommendations of
influencers on digital platforms (Chiu & Ho, 2023).
In the current scenario influencer driven social
media marketing has evolved as strategic tool to
reach Generation Z who are now the prospective
customers. It is of interest to explore how this
generation of consumers make their purchase
decisions and what influences their behaviour. While
some work has been done in this area; the field is
still new and it is of interest to identify the areas of
interest and research gaps.

This paper aims to perform a bibliometric analysis
with the following objectives- 1. to observe the
patterns in research on Generation Z, social media
and influencer marketing in the last 10 years. 2. To
conduct performance analysis to identify annual
publication trends, prominent journals and
contributing countries. 3. To identify the key areas
and the underlying themes of existing research. 4.
To find the gaps in the literature and potential
research avenues especially in the Indian context.

The paper has 4 sections inclusive of this one which
introduces the topic and identifies the objectives of
research. The second section describes the data and
methodology used in the paper. The results are
discussed in the third section while conclusions and
directions for future research are covered in the last
section.

2. Methodology
The paper uses bibliometric analysis technique
which is a quantitative approach for examining the
existing literature in the area (Pritchard, 1969;
Broadus, 1987). The data for the analysis is sourced
from Scopus[1][1] database using the PRISMA
framework. The paper explores aspects of social
media marketing for Generation Z. However, a
direct search of the term Social media marketing
and Generation Z leads to very few papers after
applying the desired filters (less than 200). The
number reduces to less than 100 on applying the
filters. To overcome this issue; two variations of the
keywords “Social Media” and “Influencer Marketing”
were used along with the term “Generation Z” which
yielded 953 search results.
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Further filters were applied to restrict the search to
‘final article’ and ‘review papers’ published in
English language in the last 10 years. This resulted
in 611 records. Further, since the research is being
done from the perspective of business and related
fields, only business and economics subject areas
were included in the search leaving a sample of 237
papers which fulfilled all the criteria. As a next step,
the abstract of the papers was carefully analysed for
relevance to the research questions and a further 55
papers were excluded from the data set as they
were not related to social media marketing. 1 paper
was found to be duplicate and was also removed
leaving a final data set consisting of 181 papers.
The stepwise process is illustrated in Figure 1.

The dataset consisting of 181 papers is used for
performance analysis and science mapping which
are part of bibliometric analysis (Donthu et al,
2021). A descriptive performance analysis was done
through examining the publication related metrics
(Donthu, Reinartz, Kumar, & Pattnaik, 2020).
VOSviewer software was used to create the network
maps (Van Eck & Waltman, 2010) which are used
for science mapping through co-authorship
(country) analysis and keyword co-occurrence
analysis.

Figure 1: Step-wise Sample Selection Process for
Bibliometric Analysis

3. Results and Discussion
3.1 Performance Analysis: Publication Related
Metrics

In this sub-section; a performance analysis is
conducted by examining the publication related
metrics and research interest. The dataset used for
bibliometric analysis was summarized for calculating
the number of publications over the last 10 years. It
may be noted that since 2025 is ongoing, the
number of publications in the current year only
reflect the number of papers published till May. The
results are displayed in figure 2. The figure shows
an increasing trend in the number of publications
over the last decade. While the total number of
publications has increased steadily (from 1 to 20)
from 2016 to 2022 (except in 2020 (where it
decreased to 7 from 12 in previous year) perhaps
due to the disturbance at the onset of COVID
pandemic); the number more than doubles in 2023
(44) and remains similar in 2024 (46) as well. In
2025 (current year) there are already 26
publications till May. If the same trend continues;
the publications are expected to be more than last
year. This indicates growing interest in social media,
influencer marketing and Generation Z consumers
over the last ten years. The increased volume of
publications reiterates the importance of social
media and its permeation to all walks of our life.

Figure 2: Publications in the Research Area in the
last 10 years
* Data for 2025 is included only till May
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Table 1: Top 10 Productive Journals in the field
(identified through the volume of publications)

Journal Name Publisher* Volume of

publications

in the field

Scopus

Citescore of

the Journal

(2024)*

1. Communication

Today

University of SS. Cyril

and Methodius,

Faculty of Mass Media

Communication

3 1.5

2. Consumer Behavior

in Tourism and

Hospitality

Emerald Publishing 4 5.3

3. Global Business

Review

SAGE 3 9.5

4. Journal of China

Tourism Research

Taylor & Francis 3 4.7

5. Journal of Fashion

Marketing and

Management

Emerald Publishing 3 8.3

6. Journal of Open

Innovation:

Technology,

Market, and

Complexity

Elsevier 4 14

7. Journal of Product

and Brand

Management

Emerald Publishing 5 10.4

8. Journal of Retailing

and Consumer

Services

Elsevier 3 22.7

9. Tourism Review Emerald Publishing 3 18

10. Young Consumers Emerald Publishing 10 6.4

Table 1 shows the top 10 productive journals for
social media, influencer marketing and Generation
Z. “Young Consumers”, a journal published by
Emerald Publishing with CiteScore 6.4 has published
the largest number of papers i.e. 10 (about 5.5
percent of the total publications) in the data set.
Further the top two journals are published by
Emerald Publishing. The second highest number of
publications is 5 in “Journal of Product and Brand
Management”. The highest Citescore in 2024 is 22.7
for Journal of Retailing and Consumer Services
published by Elsevier making it the most impactful
one in the field amongst the listed journals. Taken
together the top 10 journals listed in Table 1
account for more than 22 percent of publications in
the area (as included in the dataset).

3.2. Co-occurrence Analysis

Co - occurrence analysis is used to identify the
keywords which are commonly used in the relevant
area by researchers. Words which co-occur may
represent an underlying theme, existing links, or
research area. This reflects the focus areas in the
literature and is also used to identify research gaps,
possible links and under examined themes (Emich
et al., 2020).

Co-occurrence analysis was performed in VOSviewer
using author keywords. After examining the
keywords; a thesaurus file was created for merging
variations of the same words. General terms were
also removed. Keywords with a minimum of 3
occurrences and at least 1 linkage were considered
for analysis. Thus, only 30 terms (out of 627)
formed the dataset for network visualisation. The
minimum cluster size was defined as 4. This
resulted in generation of 5 clusters by the software
which can be observed in figure 3.

The larger circles in the figure 3 reflect a stronger
link with the other keywords. Being a keyword for
searching Scopus database; the term “Gen Z”
occurred the largest number of times followed by
“Social Media” and “Influencer marketing”. The
terms “Social media platforms”, “Social media
marketing” and “purchase intentions” also find place
in the top 5 keywords. Social media platforms
influence consumer behaviour especially for the
younger consumers (Chiu & Ho, 2023). Similarly,
many studies also examine the factors affecting the
intention to purchase in case of SMM (Vijaya et al
2023; Ghaleb & Alawad 2024).

Table 2: List of Keywords used in Co-occurrence
analysis

Keyword Occurrence Total Link Strength Cluster

Online Brand Advocacy 3 5 1

Parasocial Interaction 4 6 1

Social Media Influencers 11 22 1

Social Media Platform 19 34 1

Source Credibility 4 8 1

Technology 3 5 1

Trust 8 15 1

Trustworthiness 3 10 1

Brand 9 19 2

Customer Engagement 7 16 2

Gen X 3 9 2

Purchase Intentions 15 22 2

Social Media Marketing 15 29 2

Structural Equation Model 3 5 2
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Tourism 7 11 2

User-Generated Content 3 3 2

Advertising 3 6 3

Consumer Behavior 13 25 3

Marketing 4 12 3

Millennials 12 30 3

Social Media 55 79 3

Sustainability 4 6 3

Artificial Intelligence 3 8 4

Augmented Reality 3 5 4

Influencer Marketing 24 48 4

Marketing Communication 3 9 4

Gen Y 5 8 5

Gen Z 85 127 5

Information Overload 3 5 5

Mental Health 3 5 5

Figure 3: Keyword Co-occurrence Analysis

Cluster 1: Relationship between Parasocial
Interaction and Influencer’s Credibility on
Trustworthiness

Cluster 1 consists of 8 items as indicated in figure 3.
Out of the 8 items, keyword social media platform
has the link strength of 34 indicating highest linkage
with other key words. The cluster explores the
relationship between social media influencers
(occurring 11 times), credibility (occurring 4 times)
and parasocial social interaction in building trust
among the consumers. The studies in the cluster
depicts positive moderating influence of parasocial
interaction on perceived trustworthiness and
willingness to buy of Gen Z end users. (Babu et al.,
2024). One of the main predictors of parasocial
interaction is likeability which further improves the
efficacy of marketing initiatives (Copeland et
al.,2023). Influencer marketing aids the companies
in engaging with the customers more actively
through Instagram live streaming,

Chatbot and other interactive technologies helps in
building brand trust and increases users’ satisfaction
and creates an environment of trust. (Joshi, 2025;
Maghraoui et al, 2025). However virtual influencers
are not as effective in creating a bond with
consumers as human influencers (Kholkina et
al.,2025). Greater brand engagement, identification
and brand trust create brand love which creates a
higher value for the organisation in the form of
premium price (Wallace et al.,2022; Kim et al.,
2023).

Cluster 2: Relationship between Branding,
Consumer Engagement and Purchase
Intentions

Cluster 2 seen in green colour in Figure 3 consists of
8 keywords which are listed in table 2. Most studies
in this cluster explore the relationship between
‘branding’, ‘consumer engagement’ and ‘purchase
intentions’ in ‘social media marketing’ scenario
(Alrwashdeh et al 2019; Florenthal B. 2019;
Hazzam 2022; Molina-Prados et al 2022; Singh and
Dagur 2022; Wallace et al 2022; Ngo et al 2023;
Ortiz et al 2023; Sesar et al 2023; Ghaleb and
Alawad 2024). The terms “social media marketing”
and “purchase intentions” have the highest number
of occurrences (i.e. 15) in this cluster. The two
terms are also found to be linked together with
some papers comparing the purchase intentions of
different generations in the context of SMM (Vijaya
et al 2023; Huwaida et al 2024; Vernuccio et al
2025). ‘Structural equation model’ is used as the
methodology to identify the mediating role of
variables in many papers (Huwaida et al 2024;
Wang et al 2024). A number of papers also focus on
‘tourism’ (Iványi 2021; Iványi & Bíró-Szigeti 2021;
Lusianingrum & Pertiwi 2023; Fong et al 2024).
Some studies also observe the effect of ‘user-
generated content’ on tourism (Correia et al 2025;
Jiang et al 2025; Susanto et al 2024). A few studies
also compare the responses of ‘Generation X’ with
other generations of social media users (Bratina and
Faganel 2024 and Olajide et al 2024)

Cluster 3: Relationship between Sustainability
Driven Marketing and Consumer Interaction

In the present cluster, ‘social media’ is the highest
occurring term in all the studies quoted in the
cluster, then comes consumer behaviour at 13
occurrences. The cluster elaborates the relationship
between consumer behaviour and sustainable and
political consumerism on social media platforms.
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There is the relatively higher concern among Gen Z
and Y towards sustainable and political
consumerism[2] (Seyfi et al., 2023). Many studies
highlight that social media influencers are great
opinion makers. Younger generation both Gen Z and
Y irrespective of nationality are more likely to adapt
to sustainable consumption when recommended by
a reliable influencer on social platforms (Confetto et
al., 2023; Sethuraman et al., 2023; Caratù et al.,
2024)). Millennials together with Gen Z have
preference for authentic and reliable social media
influencers. So, the brands should carefully select
the influencer who matches with their values to
leverage influencer marketing and enhance
consumer engagement (Sharma & Sanu, 2025).

Cluster 4: Immersive Marketing and Customer
Experience

The studies in the cluster highlights the role of
immersive marketing in enhancing customers
experience and satisfaction. Keyword ‘Influencer
marketing’ not only appears 24 times but also has
high link strength of 48 indicating high linkage with
other keywords. Keywords ‘augmented reality’ and
‘artificial intelligence’ both appear 4 times,
indicating importance of AI blended influencer
marketing. Immersive Marketing which involves the
use of interactive content, virtual reality and 360 -
degree experience is more effective in engaging Gen
Z, particularly female consumers in the beauty
industry, tend to have positive influence on self
image and purchase intention (Ameen et al.,2022;
Sinha, 2024; Bratina & Faganel, 2024). Studies also
show in this context, that augmented reality driven
marketing and influencer credibility enhances active
consumer engagement, leading to a more positive
brand image (Bratina, 2024; Sinha & Srivastava,
2025). Furthermore, interactive influencer
marketing has been identified as a important factor
in creating brand trust and image among Gen Z
consumers (Wright & Cherry, 2023; Sesar et al.,
2023),

Cluster 5: Social Media Marketing and
Psychological Well-being

The cluster explores an important theme of mental
health and psychological well-being among social
media users. The cluster comprises 4 terms –
‘Generation Z’, ‘Generation Y’, ‘Information
Overload’ and ‘Mental Health’.

The term ‘Generation Z’ is the most occurring
keyword in the dataset with 85 occurrences and
total link strength of 127. As already mentioned at
the beginning of this section; the frequency is in line
with expectations as it was one of the keywords
used in Scopus database for the search of papers.
Further this term has a link strength of 5 with
another keyword ‘Generation Y’ in the database. A
number of studies compare the social media
marketing behaviour of Generation Y and Z
(Florenthal 2019; Agrawal 2022; Damanik et al
2022 and Mude & Undale 2023). Specifically, the
cluster focuses on the psychological well-being and
mental health issues of the users as indicated by
the keywords ‘Information Overload’ and ‘Mental
Health’. Coker et al 2025 investigation issues like
social media addiction and stress in Generation Y
and Z while Liu et al (2021), Sharma et al (2023)
and Sao et al (2024) study fear of missing out,
anxiety, depression, stress and information overload
in Generation Z.

3.3 Co-authorship-Country Analysis

For the next analysis, type and unit selected is co-
authorship and countries. A threshold of at least one
document was applied per country, with zero as
limit was applied to minimum number of citations
per country. This gives the number of countries
selected as 55. Out of the 55 countries selected,
many items are not connected to one another, the
widest range set of connected items comprises of 36
items.

The analysis of these 36 countries is done on the
basis of link strength (table 3). Link strength
indicates collaborative (co-authorship) research
work undertaken with other countries on the
selected topic. Analysis reveals Malaysia is doing a
great work in this field with 16 documents, 271
citations and maximum collaborations with the
highest link strength of 20. It is followed by the
United Kingdom at link strength of 19 and then
United States is also not far behind with 34
documents and link strength of 11. Looking at
India’s position, India is also also making
considerable contribution in the field with 24
documents and link strength of 9. Link strength is
also as low as 1 for some countries like Kuwait,
Slovakia, Tunisia and others indicating minimal
collaboration on part of authors of these countries.
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Table 3: Co-authorship Country Analysis with Link
Strength

Country Documents Citations Total Link

Strength

Cluster

France 5 339 15 1

South Korea 4 147 14 1

Finland 4 98 13 1

New Zealand 2 89 12 1

Sweden 3 135 12 1

Iran 1 37 7 1

South Africa 3 252 7 1

Bangladesh 1 16 2 1

Lebanon 1 0 1 1

United Kingdom 13 1033 19 2

Australia 8 84 17 2

Canada 4 41 9 2

Poland 8 7 4 2

Spain 7 67 4 2

Norway 1 6 2 2

Tunisia 1 1 1 2

United States 34 766 11 3

Czech Republic 3 7 2 3

Kuwait 1 0 1 3

Latvia 4 7 2 3

Macao 1 11 1 3

Slovakia 5 130 1 3

China 9 395 6 4

Malaysia 16 271 20 4

Philippines 2 6 2 4

United Arab Emirates 3 28 1 4

Singapore 2 26 3 4

Greece 4 124 4 5

Portugal 5 105 4 5

Viet nam 9 91 3 5

Lithuania 2 30 1 5

Ireland 1 79 1 5

India 24 354 9 6

Fiji 1 4 2 6

Afghanistan 1 4 2 6

Saudi Arabia 3 0 1 6

Figure 4: Co-authorship Countries Analysis

When these 36 items are grouped into clusters, 6
clusters are formed (Figure 4). A Cluster indicates
the countries in the cluster tend to collaborate more
often with each other. In cluster 1, there are 9
counties, with very high collaboration among
authors of these countries, like France, Sweden,
New Zealand and Finland. Cluster 2 also fairs well
with Australia and United Kingdom taking the lead.
Indian authors collaborate more with Afghanistan,
Fiji and Saudi Arabia, though is India taking the lead
among these countries.

4. Conclusions and Directions
for Future Research
Generation Z is the first set of consumers that have
used smartphones and social media from an early
age. Their comfort with digitalization and technology
makes them more likely to respond to social media
marketing efforts. Consequently, it is important to
observe how this generation interacts with social
media and influencers and what factors shape their
behaviour as consumers. However, the area of social
media marketing is a recent one and Generation Z
(having been born in late 90s) are the new focus
group as consumers. Therefore, there is limited
research in the area in the last 10 years as indicated
by the small dataset used in the current research.
This paper aims to identify the focus areas where
research has been conducted and the potential
areas which should be explored by the future
researchers through bibliometric analysis.

Bansal N, et al. Influencer Driven Social Media as an Effective Marketing Strategy

Soc Sci J Adv Res 2025;5(4) 55



Results indicate that many researchers focus on
parasocial interaction and how it enhances
influencer’s credibility. Parasocial interaction is also
a factor which influences purchase intention.
Another area where research is concentrated is
branding and consumer engagement and their
impact on purchase decision. Amongst the products/
services explored by researchers, sustainable and
political consumerism are popular research areas.
Gen Z’s tourism behaviour in the social media
marketing framework is also found to be an area of
marketer interest. Another cluster which emerges is
the immersive marketing and the use of augmented
reality and artificial intelligence in improving
customer experience. A comparison of the different
generations of consumers in their social media
marketing behaviour is also highlighted as a key
area. Some research also identifies the undesirable
aspects of SMM especially on consumers’ mental
well-being.

The present paper contributes by identifying the
research gaps. Firstly, most of the studies have tried
to identify the direct and moderating variables
which affect the Generation Z consumer’s purchase
intentions in marketing through social media
(Alrwashdeh et al 2019; Hazari & Sethna 2022;
Susanto et al 2024). However, a comprehensive
conceptual model including all the relevant variables
is still lacking. Secondly, there is limited research in
the subject area especially in the Indian context.
Though second in terms of contribution of volume of
papers; India has contributed about only 24 papers
in the last decade. Though some Indian studies
explore the effect of social media and influencers on
consumer behaviour (Vijaya et al 2023; Sharma &
Sanu 2025), further research is required to develop
a comprehensive model. Another gap that can be
identified is that the past research has concentrated
on consumer behaviour in few areas (tourism,
sustainable and political consumerism etc). But the
efficacy of influencer marketing may also be taken
up in the context of fashion products, online
gaming, food bloggers, investment in financial
products etc. The effect of social media on
consuming these products/ services is under-
researched. Even in the case of tourism which turns
up as a popular keyword in the results of co-
occurrence analysis; the research papers are
restricted to studies conducted outside India; so
researchers may study the travel behaviour in the
Indian context.

Thus, the study makes significant contribution by
identifying the popular themes of research and also
the research gaps which may be explored by the
researchers.
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Footnotes:

[1] Chadegani et al., 2013 observed that Scopus is
the largest database for multidisciplinary scientific
works of literature. Therefore, it is used for drawing
the data for analysis.

[2] “Political consumerism refers to the conscious
and deliberate promotion of ethically and
environmentally sustainable products , alos taking
into account political cpnsiderations (Kyroglou &
Henn, 2022).
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