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Designing theory-driven social recommender systems (SRSs) has been a significant research challenge for over a decade. This study aims to identify behavioural factors that could improve the persuasiveness and quality of recommendations made by SRSs. Given both research streams' striking similarity, it uses the recent yet rich research on social media influencers (SMI) to inform SRS research. Drawing on 72 publications, we classified 52 independent variables into 12 categories regrouped into three broad categories that characterise the relationships between the consumer and the (i) recommender system, (ii) product or brand, and (iii) and advert.

The metanalysis results determined the relative importance of each category in predicting purchase intentions, placing recommender credibility and attitude towards the recommended product or brand at the top of the charts.

Our findings are expected to facilitate more refined theory-building efforts and theory-driven designs in SRS research and practice.

Introduction

Social recommender systems (SRSs) can generate personalised product recommendations based on social connections between individuals [START_REF] Li | A social recommender mechanism for e-commerce: Combining similarity, trust, and relationship[END_REF]. These systems have become an integral part of ecommerce platforms [START_REF] Li | A social recommender mechanism for e-commerce: Combining similarity, trust, and relationship[END_REF][START_REF] Patro | Hybrid Social Recommender Systems for Electronic Commerce: A Review[END_REF] and essential decision support systems for consumers who use such media [START_REF] Chen | Consumers' decisions in social commerce context: An empirical investigation[END_REF][START_REF] Tsai | The effects of controllability and explainability in a social recommender system[END_REF]. The reason for SRSs' growing importance in the e-commerce ecosystem is their ability to reduce consumers' decision time and effort by filtering out excess information online to recommend just what the consumer needs [START_REF] Arazy | Improving social recommender systems[END_REF][START_REF] Sun | Leveraging friend and group information to improve social recommender system[END_REF][START_REF] Tsai | The effects of controllability and explainability in a social recommender system[END_REF]. It captures researchers' attention because people are increasingly willing to delegate their decisions to algorithms due to information overload [START_REF] Goldbach | Transferring decisions to an algorithm: A simple route choice experiment[END_REF][START_REF] Guy | Social recommender systems[END_REF][START_REF] Schneider | Me or information technology? Adoption of artificial intelligence in the delegation of personal strategic decisions[END_REF]. Thus, improving the quality of recommendations made by SRSs can significantly positively affect e-commerce traders as it would facilitate decision-making for consumers.

The extant research shows that enhancing the quality of recommendations made by SRSs remains a significant challenge [START_REF] Guy | Social recommender systems[END_REF][START_REF] Shokeen | A study on features of social recommender systems[END_REF]. In general, SRS literature assumes that the quality of recommendations can be enhanced by accurately identifying consumer preferences in individual social networks and making predictions on how relevant an item could be for the consumer targeted by the recommendation [START_REF] Arazy | Improving social recommender systems[END_REF][START_REF] Nagulendra | Providing awareness, explanation and control of personalized filtering in a social networking site[END_REF][START_REF] Shokeen | A study on features of social recommender systems[END_REF]. Therefore, researchers are constantly investigating innovative ways to make recommendations from SRSs more accurate, relevant, and persuasive [START_REF] Ahmadian | A social recommender system based on reliable implicit relationships[END_REF][START_REF] Weng | Harnessing heterogeneous social networks for better recommendations: A grey relational analysis approach[END_REF]. Big data and advances in artificial intelligence (AI)

provide researchers with a unique opportunity to improve the overall performance of SRSs. Given the proliferation of available social big data on consumers, researchers can access massive amounts of data on all kinds of social relationships and interactions between individuals [START_REF] Jyoti | Social recommender systems: techniques, domains, metrics, datasets and future scope[END_REF][START_REF] Sun | Leveraging friend and group information to improve social recommender system[END_REF].

Meanwhile, AI algorithms like machine learning and deep learning now make it possible to analyse complex relationships in such massive datasets to arrive at more efficient recommendations [START_REF] Guo | Combining Geographical and Social Influences with Deep Learning for Personalized Point-of-Interest Recommendation[END_REF][START_REF] Gupta | Questioning Racial and Gender Bias in AI-based Recommendations: Do Espoused National Cultural Values Matter? Information Systems Frontiers[END_REF][START_REF] Shokeen | A study on features of social recommender systems[END_REF].

However, very few studies investigate behavioural factors to be considered when designing SRSs [START_REF] Arazy | Improving social recommender systems[END_REF][START_REF] Arazy | A theory-driven design framework for social recommender systems[END_REF]. Most studies focus on the technical aspects of the recommendation algorithm without understanding the nature of the social information that improves the recommendation performance [START_REF] Shokeen | A study on features of social recommender systems[END_REF][START_REF] Sun | Leveraging friend and group information to improve social recommender system[END_REF]. This focus has led to profound challenges related to the identification and relative weight of attributes to be considered when designing SRS algorithms [START_REF] Arazy | A theory-driven design framework for social recommender systems[END_REF][START_REF] Jyoti | Social recommender systems: techniques, domains, metrics, datasets and future scope[END_REF].

This gap in the literature has led to several debates on whether consumers would adhere more to product recommendations from other consumers (human recommenders) than from AI-powered SRSs [START_REF] Longoni | Artificial Intelligence in Utilitarian vs. Hedonic Contexts: The "Word-of-Machine" Effect[END_REF][START_REF] Wien | Influence of human versus AI recommenders: The roles of product type and cognitive processes[END_REF]. Faced with such debates, the need for a behavioural theory-driven approach to SRS design is as critical today as it was ten years ago, with an even better chance of achieving such designs thanks to big data and AI. This study aims to identify behavioural factors that could improve the persuasiveness and The research question was assessed through the lens of social media influencer (SMI) literature. This body of knowledge helped us understand the parallel relationship between how SMIs influence consumers' purchase intentions and how SRSs could do the same. To this end, we use a metanalytic approach to theorise individual (consumer) level behaviour under the primary assumption that behavioural factors can be computed and integrated into SRS design. Our main empirical finding is that relationship with the SMI, product or brand, and advert are three broad categories of behavioural factors that affect followers' intention to purchase products recommended by SMIs. These findings reveal how these categories could lead to theory-driven SRS designs that generate more persuasive recommendations. Thus, this paper mainly contributes to the extant research by (i)

synthesising empirical findings on the factors that make SMIs influence the purchase intentions of their followers; (ii) recommending behavioural factors to be considered when designing SRSs; and (iii) ranking attributes to be considered when designing SRS algorithms.

The following section presents relevant prior studies to highlight the research gap on behavioural factors that affect SRSs' persuasiveness and explains how SMI literature can help fill this gap. It is followed by Section 3, where we describe the metanalytic approach used in this study. Section 4 presents the results discussed in Section 5, alongside the study's implications and limitations. The paper ends with a conclusion in Section 6.

Background literature

SRSs are mainly designed following the basic assumption that if two individuals have a social relationship, they are likely to share similar preferences [START_REF] Mukamakuza | The Role of Activity and Similarity in Rating and Social Behavior in Social Recommender Systems[END_REF][START_REF] Tsai | The effects of controllability and explainability in a social recommender system[END_REF][START_REF] Wu | Collaborative Neural Social Recommendation[END_REF].

Thus, most researchers focus on users' ratings on items and explicit social connections to boost recommendation accuracy [START_REF] Hsu | A General Framework for Implicit and Explicit Social Recommendation[END_REF][START_REF] Yang | A survey of collaborative filtering based social recommender systems[END_REF]. SRS researchers mostly investigate technical aspects regarding algorithms that can improve the identification of social relationships and their strengths. Some multidisciplinary studies have investigated technical ways to build accurate social trust networks and preserve SRS users' privacy. They have proposed composite trust-based probabilistic matrix factorisation models and methods of concealing consumers' data to ensure user privacy is respected [START_REF] Chen | Recommender system with composite social trust networks[END_REF][START_REF] Elmisery | Private personalized social recommendations in an IPTV system[END_REF]. In information systems (IS) research, technically-oriented studies have used social correlation theory [START_REF] Wu | Collaborative Neural Social Recommendation[END_REF], exponential random graph model [START_REF] Yang | A social recommender system by combining social network and sentiment similarity: A case study of healthcare[END_REF], and complexity theory [START_REF] Yan | An Approach for Building Efficient and Accurate Social Recommender Systems Using Individual Relationship Networks[END_REF] to understand SRSs. Using advanced computational techniques [START_REF] Guo | Combining Geographical and Social Influences with Deep Learning for Personalized Point-of-Interest Recommendation[END_REF][START_REF] Wu | Collaborative Neural Social Recommendation[END_REF][START_REF] Yan | An Approach for Building Efficient and Accurate Social Recommender Systems Using Individual Relationship Networks[END_REF][START_REF] Yang | A social recommender system by combining social network and sentiment similarity: A case study of healthcare[END_REF], they have used user communication patterns on social media to understand user influence across heterogeneous social networks [START_REF] Arbelaitz | User modeling in a social network for cognitively disabled people[END_REF]. Others have analysed trust relationships within social networks, incorporated social context, activities, and preferences, and combined context-aware, social network, and sentiment-based information into SRS design [START_REF] Colombo-Mendoza | Towards a knowledge-based probabilistic and context-aware social recommender system[END_REF][START_REF] Li | A social recommendation method based on trust propagation and singular value decomposition[END_REF][START_REF] Yang | A social recommender system by combining social network and sentiment similarity: A case study of healthcare[END_REF].

The main shortcoming in SRS research is the limited number of behavioural studies [START_REF] Arazy | Improving social recommender systems[END_REF][START_REF] Arazy | A theory-driven design framework for social recommender systems[END_REF].

Very few IS studies have adopted a behavioural approach to understanding SRSs and improving their recommendation accuracy. Multidisciplinary studies have explored behavioural factors related to SRSs using theoretical frameworks like the elaboration likelihood model (Xue Yang, 2020), social presence theory [START_REF] Virdi | Consumer acceptance of social recommender systems in India[END_REF], and social exchange theory [START_REF] Chang | Factors Influencing Intentions to Use Social Recommender Systems: A Social Exchange Perspective[END_REF]. Some have investigated factors that affect consumer intention to use SRSs and how to improve their interactions with such systems [START_REF] Chang | Factors Influencing Intentions to Use Social Recommender Systems: A Social Exchange Perspective[END_REF][START_REF] Tsai | The effects of controllability and explainability in a social recommender system[END_REF]. Meanwhile, others have focused on understanding consumers' motives to accept SRS in e-commerce websites and informational factors that affect purchase intentions based on recommendations from SRS [START_REF] Virdi | Consumer acceptance of social recommender systems in India[END_REF][START_REF] Yang | Influence of informational factors on purchase intention in social recommender systems[END_REF]. These studies show that consumers are very likely to interact with SRSs that they can control and provide explanations for recommendations made [START_REF] Tsai | The effects of controllability and explainability in a social recommender system[END_REF]. Trust, shared values, perceived value, and persuasiveness directly affect intention to use SRSs and follow its recommendations [START_REF] Chang | Factors Influencing Intentions to Use Social Recommender Systems: A Social Exchange Perspective[END_REF][START_REF] Virdi | Consumer acceptance of social recommender systems in India[END_REF][START_REF] Yang | Influence of informational factors on purchase intention in social recommender systems[END_REF].

Using Walls et al.'s (1992) IS design theory and social network theory, IS research shows that cognitive homophily, tie strength, preference similarity, and social relations are behavioural factors that affect willingness to accept recommendations from SRSs [START_REF] Arazy | A theory-driven design framework for social recommender systems[END_REF][START_REF] Li | A social recommender mechanism for e-commerce: Combining similarity, trust, and relationship[END_REF]. A few studies have delved more into the characteristics of social information to better understand the quality of the information and how "noise" in it can be filtered [START_REF] Mukamakuza | The Role of Activity and Similarity in Rating and Social Behavior in Social Recommender Systems[END_REF][START_REF] Sun | Leveraging friend and group information to improve social recommender system[END_REF][START_REF] Yan | An Approach for Building Efficient and Accurate Social Recommender Systems Using Individual Relationship Networks[END_REF]. Despite these contributions to behavioural research on SRS, there is still a gap in understanding the nature of the information contained in the recommendation that affects consumers' behaviour. Without this knowledge, no amount of algorithmic optimisation would make SRS's recommendations as accurate as humans because of our limited understanding of human behaviour on the issue. One way of addressing the issue is by improving our understanding of what makes consumers accept recommendations made by other consumers and model this behaviour to enhance SRS design.

SMIs are people with sizeable followers on social media platforms who regard them as trusted tastemakers in one or several niches [START_REF] Torres | Antecedents and outcomes of digital influencer endorsement: An exploratory study[END_REF]. They are among the most popular product recommenders nowadays, and their recommendations are increasingly being accepted by consumers [START_REF] Breves | The Perceived Fit between Instagram Influencers and the Endorsed Brand How Influencer-Brand Fit Affects Source Credibility and Persuasive Effectiveness[END_REF]. Thus, SMIs have become an exciting channel for product/service recommendations by several brands [START_REF] Farivar | Meformer vs. informer: Influencer type and follower behavioral intentions[END_REF]. A key component of influencers' success is their ability to drive consumers to consume a product or brand [START_REF] Weismueller | Influencer endorsements: How advertising disclosure and source credibility affect consumer purchase intention on social media[END_REF]. This component makes SMIs and SRSs very similar in modus operandi. Firms pay SMIs or SRS service providers to recommend their brands because they believe they can shape consumers' attitudes and actions in their favour [START_REF] Pick | Psychological ownership in social media influencer marketing[END_REF]. Therefore, the stakes are the same for both recommender systems regarding recommendation quality, given that unsatisfied consumers would stop taking recommendations from them. Like SRSs, SMIs make product recommendations to their followers and serve as human decision support systems. Their recommendations can reduce consumers' decision time and effort by recommending specific products to their followers.

Given the strong similarities in capabilities and modus operandi between SMIs and SRS, understanding how 

Methodology

This study adopted a metanalytic research approach. It is an aggregative literature review that uses quantitative methods to test specific research hypotheses based on prior empirical findings [START_REF] Templier | A framework for guiding and evaluating literature reviews[END_REF]. This technique is instrumental in summarising evidence in research accurately and reliably [START_REF] Dwivedi | A Meta-Analytic Structural Equation Model for Understanding Social Commerce Adoption[END_REF][START_REF] Hong | Understanding the determinants of online review helpfulness: A meta-analytic investigation[END_REF][START_REF] Ismagilova | The Effect of Electronic Word of Mouth Communications on Intention to Buy: A Meta-Analysis[END_REF][START_REF] Tamilmani | Consumer Acceptance and Use of Information Technology: A Meta-Analytic Evaluation of UTAUT2[END_REF]. [START_REF] Lipsey | Practical meta-analysis[END_REF] proposed the approach used in this paper. It involves three main steps: (i) literature search, (ii) article coding, and (iii) article analysis. This paper also followed recommendations made by [START_REF] Jeyaraj | Meta-analysis in information systems research: Review and recommendations[END_REF] regarding publication bias, selection of studies, effect sizes, coding, modelling, and sensitivity analysis.

Literature search

We searched the Web of Science (WoS), Scopus, and Business Source Ultimate databases for relevant publications. The databases were selected due to their frequent use in the academic literature as appropriate sources of data for metanalysis [START_REF] Dwivedi | A Meta-Analytic Structural Equation Model for Understanding Social Commerce Adoption[END_REF][START_REF] Tamilmani | Consumer Acceptance and Use of Information Technology: A Meta-Analytic Evaluation of UTAUT2[END_REF]. The search was performed in September 2021 using the terms: ("Influencer" OR "blog*" OR "vlog*" OR "microcelebrity" OR "microinfluencer" OR "wanghong" OR "cewebrity" OR "instafamous" OR "social media celebrity" OR "social media star" OR "social media personality" OR "online celebrity" OR "online star" OR "Internet celebrity" OR "internet star" OR "opinion leader" OR "YouTuber" OR "YouTube celebrity" OR "YouTube star" OR "Instagram celebrity" OR "Instagram star" OR "Facebook celebrity" OR "Facebook star" OR "Twitter celebrity"

OR "Twitter star" OR "TikTok celebrity" OR "TikTok star" OR "unboxing" OR "digital influencer" OR "online influencer" OR "online opinion leader" OR "instafamous" OR "influencer endorsement") AND ("Purchase intention" OR "purchase intent" OR "willingness to pay" OR "willingness to buy" OR "buying intention" OR "purchase behaviour" OR "purchase behavior" OR "price acceptance" OR "WTP"). There was no restriction placed on the publication outlet or timeline. A total of 225 unique publications were identified through the search.

Every publication included in this metanalysis had to respect four criteria. First, it had to be an empirical study at the individual (consumer) unit of analysis. Conceptual papers, qualitative papers, and literature reviews of any kind were excluded. Second, the study investigated at least one behavioural factor (independent variable) that affected consumers' purchase intention (dependent variable). All publications that investigated technical aspects such as new methods or algorithms to improve the accuracy of recommendations were excluded. Third, the publication had to report sufficient data to compute effect size statistics (sample size and correlation coefficient).

All articles that did not report any of these factors were excluded. Fourth, publications must be published in English (or have an English version). Based on these criteria, 72 publications were retained for metanalysis.

Seventy were journal articles, and two were conference papers. Figure 1 summarises the protocol for this literature search.

Fig. 1

Protocol for the literature search

Article coding

We identified 52 independent variables within the corpus of articles considered for this analysis. The variables result from the broad range of theoretical foundations employed in SMI literature to explain behavioural factors that affect purchase intention. We were able to identify relevant categories by analysing commonalities in theoretical foundations and measurement scales. We began placing each independent variable into a category iteratively based on commonality in meaning or measurement, and this process was relatively straightforward for factors like trustworthiness and credibility.

Meanwhile, it was less evident for factors like desire to mimic and arousal. Where uncertainty existed, the authors re-reviewed the definitions and measurement instruments of the variable to determine if a new category was required or an existing category would suffice. In total, 52 independent variables were organised into 12 categories. Each category was based on 2 to 12 publications, and The degree to which the consumer perceives an influencer as believable and reliable.

Influencer's credibility; Perceived influence; Credibility [START_REF] Argyris | The effects of the visual presentation of an Influencer's Extroversion on perceived credibility and purchase intentions-moderated by personality matching with the audience[END_REF][START_REF] Jiménez-Castillo | The role of digital influencers in brand recommendation: Examining their impact on engagement, expected value and purchase intention[END_REF][START_REF] Mueller | #Sponsored #Ad: Exploring the Effect of Influencer Marketing on Purchase Intention Completed Research[END_REF][START_REF] Müller | #Sponsored #Ad: Exploring the effect of influencer marketing on purchase intention[END_REF][START_REF] Rosara | Factors influencing consumer's purchase intention on beauty products in youtube[END_REF][START_REF] Saima | Effect of Social Media Influencer Marketing on Consumers' Purchase Intention and the Mediating Role of Credibility[END_REF] 

Trustworthiness

The degree to which the consumer perceives an influencer as honest, sincere, truthful, genuine, or factual.

Perceived 

Relationship between consumer and brand/product

Brand congruence

The degree to which the consumer perceives a "fit" or "match" between the influencer and a brand. 

Relationship between consumer and advert Advertising recognition

The extent to which a consumer perceives to be confronted with an advert and pays attention to its content.

Advertising recognition; Advertising disclosure; Message process involvement [START_REF] Mueller | #Sponsored #Ad: Exploring the Effect of Influencer Marketing on Purchase Intention Completed Research[END_REF][START_REF] Naderer | Effects of disclosing ads on Instagram: the moderating impact of similarity to the influencer[END_REF][START_REF] Trivedi | Measuring the comparative efficacy of an attractive celebrity influencer vis-à-vis an expert influencer-a fashion industry perspective[END_REF] Attitude towards the ad The degree to which the consumer has positive or negative feelings about an advert. Attitude towards the ad; Informative value; Content flow; Entertainment value; Arousal; Emotional assessment; Rational assessment [START_REF] Kwak | Effect of Influencers' Characteristics and Consumer Need Satisfaction on Attachment to Influencer, Content Flow and Purchase Intention[END_REF][START_REF] Lou | Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media[END_REF][START_REF] Mueller | #Sponsored #Ad: Exploring the Effect of Influencer Marketing on Purchase Intention Completed Research[END_REF][START_REF] Szymkowiak | Impulse buying in hospitality: The role of content posted by social media influencers[END_REF] 

Article analysis

A separate metanalysis was conducted for each independent variable category following the random effects method proposed by [START_REF] Schmidt | Methods of Meta-Analysis: Correcting Error and Bias in Research Findings[END_REF]. The reported correlation of each study in every category was used to calculate the weighted mean effect size of the category (hereafter simply called effect size). Specifically, we used Fisher's r-to-Z transformation to standardise the reported correlations. We then calculated the weighted average of these new metrics, including both between-and within-study variance into the weights. Details of the calculations of effect size and other metrics are provided by [START_REF] Field | How to do a meta-analysis[END_REF].

The resulting effect sizes were ranked in order of magnitude such that effect sizes ≤ .30 are small, between .30 and .50 are medium, between .50 and .67 are large, and ≥ .67 are very large [START_REF] Lipsey | Practical meta-analysis[END_REF]. 95% confidence intervals and their significance (z-test) were calculated for each antecedent category to assess the validity and reliability of the metanalytic results. Using [START_REF] Fisher | Statistical Methods for Research Workers BT -Breakthroughs in Statistics: Methodology and Distribution[END_REF] failsafe number (Failsafe-N), we also estimated the number of additional studies that would turn the effect size insignificant. Table 2 summarises the metanalysis results. The 52 independent variables identified in this study were grouped into 12 categories. The 12 categories were regrouped into three broad categories that characterise the relationship between the consumer and (i) the influencer (recommender), (ii) product/brand, and (iii) advert. The broad category that characterises the relationship between the consumer and influencer contains eight categories: credibility, decision support, desire to mimic, electronic word of mouth (eWOM), attractiveness, trustworthiness, expertise, and parasocial relationship. Credibility has a large effect on purchase intention, while all other categories in this broad category have medium effects. All confidence intervals are statistically significant. The broad category characterising the relationship between the consumer and the product/brand contains two categories: attitude towards product/brand and brand congruence. Attitude towards product/brand has a large effect size, while brand congruence has a medium effect size. Both results are statistically significant. Finally, the broad category that characterises the relationship between the consumer and the advert contains two categories: attitude towards the ad and advertising recognition. Attitude towards the ad has a significant medium effect, while advertising recognition has a small and insignificant effect on purchase intention. Figure 2 presents a theoretical model on the behavioural factors that affect consumers' intentions to purchase products recommended by SMIs. powered SRSs. This study proposed to ease this tension by identifying the relative importance of antecedents to purchase intentions when SMIs recommend products to promote theoretical advancements in SRSs, given the similarity between both research spaces. It identified three broad categories of antecedents to purchase intention that characterise the relationship between the consumer and (i) the recommender, (ii) the product or brand, and

Metanalysis results

Table 2 Metanalysis results

Broad category

(iii) the advert. This section discusses each category in these broad categories keeping in mind their relevance in SRS contexts.

Relationship between consumer and recommender

In order of effect size magnitude, credibility, decision support, desire to mimic, eWOM, attractiveness, trustworthiness, expertise, and parasocial relationship were the categories of independent variables in this broad category that affect consumers' purchase intentions. Credibility was explained using self-congruence theory, similarity-attraction theory, construal level theory, source credibility theory, and social learning theory [START_REF] Argyris | The effects of the visual presentation of an Influencer's Extroversion on perceived credibility and purchase intentions-moderated by personality matching with the audience[END_REF][START_REF] Rosara | Factors influencing consumer's purchase intention on beauty products in youtube[END_REF][START_REF] Saima | Effect of Social Media Influencer Marketing on Consumers' Purchase Intention and the Mediating Role of Credibility[END_REF][START_REF] Zogaj | Benefits of matching consumers' personality: Creating perceived trustworthiness via actual self-congruence and perceived competence via ideal self-congruence[END_REF]. Researchers use self-congruence theory (Sirgy, 1986) to show that SMIs trigger credibility in consumers by matching their personality and selfconcept [START_REF] Zogaj | Benefits of matching consumers' personality: Creating perceived trustworthiness via actual self-congruence and perceived competence via ideal self-congruence[END_REF]. Such studies have considered perceived trustworthiness and perceived competence as dimensions of perceived credibility [START_REF] Argyris | The effects of the visual presentation of an Influencer's Extroversion on perceived credibility and purchase intentions-moderated by personality matching with the audience[END_REF][START_REF] Zogaj | Benefits of matching consumers' personality: Creating perceived trustworthiness via actual self-congruence and perceived competence via ideal self-congruence[END_REF]. They show that ideal (whom a person would like to be) and actual (whom a person is) self-congruence affect each dimension of perceived credibility differently. Nevertheless, perceived credibility mediates the relationship between self-congruence and purchase intention [START_REF] Zogaj | Benefits of matching consumers' personality: Creating perceived trustworthiness via actual self-congruence and perceived competence via ideal self-congruence[END_REF]. Based on similarity-attraction theory [START_REF] Byrne | An Overview (and Underview) of Research and Theory within the Attraction Paradigm[END_REF], individuals are more likely to take recommendations from SMIs similar to them, especially in terms of attitudes, values, preferences, and attractiveness. This theory explains why self-congruence is essential for influencing purchase intentions, given that it positively affects individuals' perceived trustworthiness towards people they perceive as similar to them [START_REF] Zogaj | Benefits of matching consumers' personality: Creating perceived trustworthiness via actual self-congruence and perceived competence via ideal self-congruence[END_REF]. It also explains how the personality match between the SMI and the consumer affects the relationship between perceived credibility and purchase intentions [START_REF] Argyris | The effects of the visual presentation of an Influencer's Extroversion on perceived credibility and purchase intentions-moderated by personality matching with the audience[END_REF][START_REF] Nguyen | User Personality and User Satisfaction with Recommender Systems[END_REF].

Construal level theory [START_REF] Trope | Construal-Level Theory of Psychological Distance[END_REF] describes the relationship between psychological distance and thought abstractions. This theory helps show that the effect of actual self-congruence on purchase intentions via perceived trustworthiness is stronger than ideal self-congruence on purchase intentions via perceived trustworthiness. Thus, a smaller psychological distance is related to more reliable and trustworthy information [START_REF] Zogaj | Benefits of matching consumers' personality: Creating perceived trustworthiness via actual self-congruence and perceived competence via ideal self-congruence[END_REF]. The source credibility theory highlights that people are more likely to be persuaded by a source they perceive as credible [START_REF] Hovland | Communication and persuasion[END_REF][START_REF] Ohanian | Construction and Validation of a Scale to Measure Celebrity Endorsers' Perceived Expertise, Trustworthiness, and Attractiveness[END_REF]. The theory indicates that the three key determinants of source credibility are perceived expertise, trustworthiness, and attractiveness (unlike some researchers who identify expertise and trustworthiness as dimensions of source credibility, as mentioned above).

This theory provides empirical support for the positive effect of SMI credibility on purchase intention.

Researchers have used this theory to show that the perceived expertise, trustworthiness, and attractiveness of SMIs influence consumers' perception of credibility, which in turn affects purchase intention [START_REF] Argyris | The effects of the visual presentation of an Influencer's Extroversion on perceived credibility and purchase intentions-moderated by personality matching with the audience[END_REF][START_REF] Saima | Effect of Social Media Influencer Marketing on Consumers' Purchase Intention and the Mediating Role of Credibility[END_REF]. Social learning theory [START_REF] Bandura | Social learning theory[END_REF][START_REF] Hammer | Social Learning Theory BT -Encyclopedia of Child Behavior and Development[END_REF] and media dependency theory [START_REF] Ball-Rokeach | The origins of individual media-system dependency[END_REF] were used to examine the process through which SMIs influence purchase intentions. They revealed that consumers' interactions with SMIs create a conducive social and cultural environment where consumers learn new norms, attitudes, expectations, and beliefs [START_REF] Rosara | Factors influencing consumer's purchase intention on beauty products in youtube[END_REF].

Such interactions create a dependency relationship wherein the consumer increasingly depends on the SMI's perceptions and behaviours, including towards endorsed products or brands [START_REF] Jiménez-Castillo | The role of digital influencers in brand recommendation: Examining their impact on engagement, expected value and purchase intention[END_REF]. The greater the consumer's interaction and dependency on a SMI, the greater their perceived credibility which leads to increased purchase intentions.

The decision support category was backed by opinion leadership theory [START_REF] Katz | The two-step flow of communication: An up-to-date report on an hypothesis[END_REF][START_REF] Schäfer | Opinion leadership revisited: A classical concept in a changing media environment[END_REF] and uses & gratifications theory -UGT [START_REF] Katz | Uses and Gratifications Research[END_REF]. The opinion leadership theory states that information from mass media reaches target audiences through influential people (opinion leaders) who digest the information, interpret it, and spread it to media users. Opinion leaders can be very influential to media users who hold them in high esteem because the users rely on them for advice in a social environment. It makes them very influential in media users' decision-making processes as the information they share can help others achieve their goals. In the same light, UGT states that media users actively seek a media source that best fulfils their specific needs. These theories have been used to show that SMIs who position themselves as opinion leaders can influence consumers' purchase intentions through their ability to improve the perceived image and value of the brand they are recommending [START_REF] Jiménez-Castillo | The role of digital influencers in brand recommendation: Examining their impact on engagement, expected value and purchase intention[END_REF]. Due to information overload on the internet, followers actively seek opinions of SMIs they identify as opinion leaders on a specific topic to make decisions. The more satisfied they are with the recommendations made by the SMI, the more they rely on that SMI for decision support (Al-Harbi & Badawi, 2021).

Desire to mimic was explained using consumers doppelganger effect theory [START_REF] Ruvio | Consumer's doppelganger: A role model perspective on intentional consumer mimicry[END_REF]. This theory argues that some consumers have a strong inclination to intentionally mimic the consumption behaviours of other individuals they perceive as role models. It involves determining who to mimic, the behaviour to mimic, the extent to which the role model should be mimicked, and for how long the mimicking should go on. Since opinion leaders often act as models for opinion seekers, the latter tend to mimic them [START_REF] Bertrandias | Some psychological motivations for fashion opinion leadership and fashion opinion seeking[END_REF]. In the same way, followers tend to mimic SMIs they perceive as fashion leaders, making mimicry a form of learning [START_REF] Hahna | Effect of psychological closeness on consumer attitudes toward fashion blogs: The moderating effect of fashion leadership and interpersonal LOV[END_REF][START_REF] Ruvio | Consumer's doppelganger: A role model perspective on intentional consumer mimicry[END_REF]. Followers also tend to mimic the lifestyles of followers they envy [START_REF] Lee | Why are consumers following social media influencers on Instagram? Exploration of consumers' motives for following influencers and the role of materialism[END_REF]. Mimicking the lifestyles of SMIs strongly affects consumers' purchase intentions,

given that they would want to consume the same brands recommended by the SMI, especially if the SMI claims to consume the same brand.

The strong positive effect of the eWOM category on purchase intention has been explained using the meaning transfer model [START_REF] Mccracken | Who Is the Celebrity Endorser? Cultural Foundations of the Endorsement Process[END_REF]. The model argues that celebrities have some integrated meaning developed from their behaviours and achievements, eventually transferred to brands or products they endorse. This meaning is transferred to consumers who purchase or consume the same brand or product. Simply put, if a celebrity is associated with positive vibes, a product they endorse would be associated with positive vibes as well. The meaning transfer model has been used to show that SMIs influence purchase intentions by associating SMIs' behaviours and achievements that are eventually transferred to brands or products they endorse [START_REF] Roy | Meaning transfer in celebrity endorsements: an explanation using metaphors[END_REF][START_REF] Taillon | Understanding the relationships between social media influencers and their followers: the moderating role of closeness[END_REF].

The attractiveness category was created because some authors did not consider it a dimension of credibility but rather a separate independent variable that affects purchase intention. Researchers who adopted this view explained the relationship between attractiveness and purchase intention using the theory of reasoned action [START_REF] Ajzen | Attitudes and normative beliefs as factors influencing behavioral intentions[END_REF], parasocial relationship theory [START_REF] Horton | Mass communication and para-social interaction: Observations on intimacy at a distance[END_REF], and meaning transfer model [START_REF] Mccracken | Who Is the Celebrity Endorser? Cultural Foundations of the Endorsement Process[END_REF]. The theory of reasoned action explains how beliefs and attitudes towards a given behaviour affect intention [START_REF] Fishbein | A theory of reasoned action: some applications and implications[END_REF]. The theory is used to show that the attractiveness of SMIs positively affects followers' attitudes towards brands, which eventually affects brand admiration, which eventually positively affects purchase intention (J. [START_REF] Trivedi | The Effect of Influencer Marketing on Consumers' Brand Admiration and Online Purchase Intentions: An Emerging Market Perspective[END_REF]. Parasocial relationship theory explains a onesided relationship experienced by an audience in a mediated encounter with performers on the other side of a media. The theory demonstrates that consumers usually know SMIs well, whereas the reverse is hardly true.

Nevertheless, the stronger the consumer's illusionary relationship with the SMI during social encounters, the greater the intention to purchase brands recommended by the SMI [START_REF] Lou | Fancying the New Rich and Famous? Explicating the Roles of Influencer Content, Credibility, and Parental Mediation in Adolescents' Parasocial Relationship, Materialism, and Purchase Intentions[END_REF]. Consumers also learn by association. The associative learning theory establishes that ideas and experiences are mentally linked by association [START_REF] Shanks | The psychology of associative learning[END_REF]. Using the meaning transfer model as an application of the associative learning theory, researchers show that consumers associate attractive SMIs with product attractiveness, which eventually affects their purchase intentions [START_REF] Taillon | Understanding the relationships between social media influencers and their followers: the moderating role of closeness[END_REF][START_REF] Torres | Antecedents and outcomes of digital influencer endorsement: An exploratory study[END_REF].

Trustworthiness was also created as a separate category because some researchers used the concept as an independent variable rather than a dimension of credibility. Such researchers leveraged opinion leadership theory, UGT, and the persuasion knowledge model to explain the effect of perceived trustworthiness on purchase intention. Opinion leadership theory helps clarify that the more consumers perceive SMIs as opinion leaders, the greater their trust in the SMIs, which eventually positively affects their intention to follow their purchase recommendations [START_REF] Al-Harbi | Can opinion leaders through Instagram influence organic food purchase behaviour in Saudi Arabia[END_REF][START_REF] Lee | Why are consumers following social media influencers on Instagram? Exploration of consumers' motives for following influencers and the role of materialism[END_REF]. Consumers perceive the SMI as benevolent, authentic, and honest [START_REF] Al-Harbi | Can opinion leaders through Instagram influence organic food purchase behaviour in Saudi Arabia[END_REF][START_REF] Kim | The effects of SNS fashion influencer authenticity on follower behavior intention -focused on the mediation effect of fanship[END_REF][START_REF] Lee | Why are consumers following social media influencers on Instagram? Exploration of consumers' motives for following influencers and the role of materialism[END_REF]. They believe that the SMIs they trust are committed to a set of principles based on honesty, and the information they share is without prejudice and in the interest of the consumer [START_REF] Al-Harbi | Can opinion leaders through Instagram influence organic food purchase behaviour in Saudi Arabia[END_REF][START_REF] Kim | The effects of SNS fashion influencer authenticity on follower behavior intention -focused on the mediation effect of fanship[END_REF][START_REF] Yuchung | Effects of blogger characteristics and blog style on consumers' purchase intention[END_REF]. The persuasion knowledge model [START_REF] Friestad | The Persuasion Knowledge Model: How People Cope with Persuasion Attempts[END_REF] attempts to explain how people cognitively deal with information when they realise that it is an advertising attempt. This model is used to explain that if consumers perceive that the information presented by an SMI is purely advertising, it will reduce the trustworthiness of the influencer, which in turn reduces their purchase intention [START_REF] Naderer | Effects of disclosing ads on Instagram: the moderating impact of similarity to the influencer[END_REF].

Expertise is another category created due to research that used this concept as an independent variable rather than a dimension of credibility. The category is used to show that followers are more likely to follow purchase recommendations from SMIs they perceive as experts on the topic of interest. Perceived expertise affects followers' attitudes towards the endorsed brands, which eventually affects brand admiration, which in turn positively affects purchase intention (J. [START_REF] Trivedi | The Effect of Influencer Marketing on Consumers' Brand Admiration and Online Purchase Intentions: An Emerging Market Perspective[END_REF].

The parasocial relationship category was explained using parasocial relationship theory, the similarity-attraction model and the meaning transfer model discussed in the previous paragraphs. This category grouped independent variables that explained how parasocial relationships are formed between the SMI and followers and how the relationship affects purchase intention. This category highlights that followers develop enduring (one-sided) relationships with SMIs, cultivated more like friendship. The relationship is built due to the followers' perceived resemblance with the SMI on demographic or ideological aspects, which creates an attachment to the SMI [START_REF] Argyris | The effects of the visual presentation of an Influencer's Extroversion on perceived credibility and purchase intentions-moderated by personality matching with the audience[END_REF][START_REF] Kwak | Effect of Influencers' Characteristics and Consumer Need Satisfaction on Attachment to Influencer, Content Flow and Purchase Intention[END_REF][START_REF] Lou | Fancying the New Rich and Famous? Explicating the Roles of Influencer Content, Credibility, and Parental Mediation in Adolescents' Parasocial Relationship, Materialism, and Purchase Intentions[END_REF]. It makes followers develop a strong passion for a specific SMI, which is cognitively, behaviourally, and emotionally related to loyalty [START_REF] Kim | The effects of SNS fashion influencer authenticity on follower behavior intention -focused on the mediation effect of fanship[END_REF].

Thus, the greater the parasocial relationship between a follower and SMI, the more likely the follower will purchase products recommended by the SMI.

Relationship between consumer and product or brand

Attitude towards the product/brand and brand congruence are this broad category's independent variable categories. Attitude towards product/brand was explained using the theory of planned behaviour [START_REF] Ajzen | Attitudes and normative beliefs as factors influencing behavioral intentions[END_REF] and social learning theory. The theory of planned behaviour postulates that behavioural intention depends on attitude towards the behaviour, subjective norm, and perceived behavioural control. The theory explains how each of the above factors affects consumers' intention to purchase products recommended by SMIs [START_REF] Magrizos | Taking It a Step Further: When do Followers Adopt Influencers[END_REF]. These attitudes include understanding consumers' evaluations of the product quality and utility expressed through curiosity, confidence, and admiration for the brand endorsed by SMIs. Based on social learning theory, the more consumers learn about the overall advantage of a product recommended by SMIs, the greater their purchase intention [START_REF] Rosara | Factors influencing consumer's purchase intention on beauty products in youtube[END_REF]. The self-congruence theory also explains that the stronger the congruence between the SMI and the endorsed brand, the greater the consumer's purchase intention [START_REF] Torres | Antecedents and outcomes of digital influencer endorsement: An exploratory study[END_REF].

Relationship between consumer and advert

This broad category contains attitude towards advertising and advertising recognition. Attitude towards the ad describes independent variables that focus on how people feel or think about an ad. Based on the persuasive knowledge model, consumers are less likely to have a positive attitude towards ads from SMIs, which reduces purchase intention because it reduces consumers' trust in the objectivity of the SMI [START_REF] Naderer | Effects of disclosing ads on Instagram: the moderating impact of similarity to the influencer[END_REF]. Also, consumers' message process involvement moderates the relationship between attitude towards ads from SMIs and brand attitude [START_REF] Naderer | Effects of disclosing ads on Instagram: the moderating impact of similarity to the influencer[END_REF][START_REF] Trivedi | The Effect of Influencer Marketing on Consumers' Brand Admiration and Online Purchase Intentions: An Emerging Market Perspective[END_REF]. The more consumers are willing to process information in ads from SMIs, the greater their purchase intentions. Nevertheless, the advertising recognition category did not significantly affect purchase intention. It implies that the extent to which a person recognises the persuasive intent of an advert does not affect consumers' purchase intentions. Instead, it is a combination of SMI credibility, attitude towards the ad, advertising disclosure, and rational and emotional assessment of the ad that generates purchase intention [START_REF] Lou | Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media[END_REF][START_REF] Müller | #Sponsored #Ad: Exploring the effect of influencer marketing on purchase intention[END_REF][START_REF] Szymkowiak | Impulse buying in hospitality: The role of content posted by social media influencers[END_REF].

Implications for research

This study builds on the cumulative body of knowledge on SMIs to identify behavioural factors that could affect SRS design, thereby adding to the limited body of knowledge on behavioural theory-driven SRS [START_REF] Arazy | Improving social recommender systems[END_REF][START_REF] Arazy | A theory-driven design framework for social recommender systems[END_REF]. It reveals similarities and differences between human (SMIs) and technology (SRS) recommender systems. This comparison revealed that SMI research could inform behavioural research on SRS in the IS discipline, which remains limited. It implies that IS researchers can leverage theories and models proposed in SMI's body of knowledge to explain phenomena in the SRS context. This study reveals theoretical foundations that could advance behavioural research on SRSs. It shows that theories and theoretical models on uses and gratifications, associative learning, media dependency, opinion leadership, parasocial relationship persuasion knowledge, self-congruence theory, social learning theory, planned behaviour, and reasoned action have helped understand why consumers accept recommendations from human recommenders. These theories can serve as solid theoretical foundations for SRS research.

In the same light, this study informs debates on whether consumers would adhere more to product recommendations from other consumers (human recommenders) than from AI-powered SRSs [START_REF] Longoni | Artificial Intelligence in Utilitarian vs. Hedonic Contexts: The "Word-of-Machine" Effect[END_REF][START_REF] Wien | Influence of human versus AI recommenders: The roles of product type and cognitive processes[END_REF]. It also reveals several behavioural factors explaining why consumers accept product recommendations from other consumers. Given the growing development of AI-powered SRS [START_REF] Longoni | Artificial Intelligence in Utilitarian vs. Hedonic Contexts: The "Word-of-Machine" Effect[END_REF][START_REF] Wien | Influence of human versus AI recommenders: The roles of product type and cognitive processes[END_REF], this study informs researchers on behavioural factors which they can use to compare human recommenders and AI-powered SRS. Furthermore, the behavioural factors identified and categorised in this study could help researchers investigate their relevance in enhancing the persuasiveness of SRSs. Given that human and technology recommender systems are not precisely the same, this study provides the theoretical foundations required to justify future research on the role of each factor identified on consumer behaviour in SRS contexts.

Furthermore, this study synthesises empirical findings on the factors that make SMIs influence the purchase intentions of their followers. The SMI phenomenon has grown exponentially in the last few years, resulting in several research works and divergent results. Several researchers have proposed different reviews to summarise this extant body of knowledge from different perspectives [START_REF] Guruge | Comparison between attributes related to celebrity endorsement and social media influencer marketing: A conceptual review[END_REF][START_REF] Vrontis | Social media influencer marketing: A systematic review, integrative framework and future research agenda[END_REF]. This study uses a metanalytic approach to synthesise SMI literature on how SMIs affect the purchase intentions of their followers.

It identifies three broad categories of antecedents of purchase intentions, making it easy for researchers to identify areas for relevant future research contributions. This study also reveals several divergent views. For example, it highlights studies that measure source credibility as a unidimensional factor, while others measure it as a multidimensional factor. It also highlights studies that discuss the concept of attractiveness and likeability as synonyms while others address them as different concepts. Thus, the study provides a basis for SMI researchers to make meaningful contributions to understanding and clarifying these concepts essential for assimilating this body of knowledge.

Implications for practice

This research presents a collection of research-based behavioural factors that influence consumers' purchase intentions in SMI contexts to practitioners. It highlights behavioural factors and consumers' preferences in individual social networks when making predictions on the relevance and persuasiveness of a recommendation for consumers. Thus, it presents practitioners with additional behavioural factors to consider when designing SRSs to improve the quality of recommendations made by SRS [START_REF] Guy | Social recommender systems[END_REF][START_REF] Parra | Likelihood of Questioning AI-based Recommendations Due to Perceived Racial/Gender Bias[END_REF][START_REF] Shokeen | A study on features of social recommender systems[END_REF]. The effect size magnitudes identified should guide SRS designers on the essential attributes to code in algorithms. It implies that credibility is a fundamental behavioural factor to consider when designing SRSs based on the factors identified in this study.

Meanwhile, parasocial relationship and advertising recognition are the least important factors. Given the proliferation of AI and big data, this study could help SRS developers to develop algorithms and leverage available social data to integrate the identified behavioural factors in their algorithms to improve the quality of their recommendations [START_REF] Guo | Combining Geographical and Social Influences with Deep Learning for Personalized Point-of-Interest Recommendation[END_REF][START_REF] Nisha | A social recommender system using deep architecture and network embedding[END_REF][START_REF] Shokeen | A study on features of social recommender systems[END_REF]. For instance, they could try to make SRSs more credible (since credibility is the behavioural factor that has the largest effect size) by reinforcing the learning process of the device. SRSs would provide more accurate (and "credible") recommendations, thus enhancing users' purchase intention. Therefore, reinforcing the learning process would also be crucial for SRS designers to benefit from users' positive attitudes towards the recommended brand or product. Meanwhile, SRS users may have to be willing to share more personal data with the system to help improve the credibility and trustworthiness of its recommendations and understand their attitudes towards brands.

Limitations and future research

Despite our attempt to follow a rigorous metanalytic process, this study has two main limitations, which also offer opportunities for future research. First, this study is limited by the possibility that some relevant studies may have been omitted during the metanalysis (publication bias). Although we selected all relevant publications from the widely accepted academic databases, we did not necessarily identify papers that were not yet referenced in these databases or we may have missed them. Second, we may have missed relevant categories within the publications analysed in this metanalysis. It brings us back to the fact that some pertinent publications that contain other relevant independent variables that form different categories may be absent from our metanalysis.

To minimise the effect of such a possibility on our results, we calculated the Failsafe number, which showed that many more papers would be needed to render our findings insignificant. Future research could extend the metanalysis to other databases and institutional repositories that are not part of the WoS, Scopus, and Business Source Complete collections. Based on the revelations made in this study, several research questions on how SMI literature could help advance theory-building efforts and theory-driven designs in SRS research and practice. Table 3 highlights some of the main questions and relevant theories that could help answer them. • Do consumers perceive expertise in SRS? What kind of recommendations will make SRSs be perceived as experts? How does this perception affect their attitude towards the recommended brand and intention to purchase it?

•Theory of reasoned action

Parasocial relationship

The greater the parasocial relationship between a follower and SMI, the more likely the follower will purchase products recommended by the SMI.

• How can consumers develop parasocial relationships with SRS? How does this affect their ability to accept recommendations from the system?

•Similarityattraction model

Consumer-product/brand relationship Attitude towards product or brand Attitude towards product/brand, subjective norm, and perceived behavioural control affect consumers' intention to purchase products recommended by SMIs. The more consumers learn about the overall advantage of a product recommended by SMIs, the greater their purchase intention.

• Do attitudes towards product/brand, subjective norm, and perceived behavioural control affect consumers' intention to purchase products recommended by SRS? • Does the information content of an SRS's recommendation affect consumers' purchase intention?

•Theory of planned behaviour •Social learning theory

Brand congruence

The stronger the congruence between the SMI and the endorsed brand, the greater the consumer's purchase intention.

• Do consumers perceive a match between a particular SRS and the brand it recommends? Does it affect purchase intention?

•Selfcongruence theory Consumer-ad relationship Attitude towards the advert Consumers are less likely to have a positive attitude towards ads from SMIs, which in turn reduces purchase intention because it reduces consumers' trust in the objectivity of the SMI. Message process involvement moderates the relationship between attitude towards ads from SMIs and brand attitude.

• What is consumers' attitude when they realise that a recommendation they thought was objectively in their interest is an ad? How does this affect purchase intention? • If the consumer decides to pay attention to the recommendation (ad), how does this affect their attitude towards the advertised brand?

• Persuasive knowledge model

Conclusions

SRSs have become an integral part of e-commerce platforms and important decision support systems for consumers. Thus, improving the quality of recommendations made by SRSs remains a significant concern for IS researchers and practitioners. Part of the problem is the limited use of behavioural theory-driven SRS design.

Most studies tend to focus on technical aspects regarding new algorithmic techniques. However, no technical improvements can compensate for the lack of behavioural understandings underlying why consumers accept recommendations made by SRSs. Thus, this study identified behavioural factors that could help improve the persuasiveness of recommendations made by SRSs, assessed through their ability to influence consumers' purchase intention. Rather than just test a single theory, this study adopted an innovative approach of exploring the rich stream of SMI literature to inform SRS research. This approach revealed three broad categories of behavioural antecedents and several theories that explain how SMIs influence consumers' purchase intentions.

The broad categories reveal that relationships between the consumer and the (i) recommender system, (ii) product or brand, and (iii) and advert are key determinants of purchase intention. It is worth noting that credibility and attitude towards the product or brand directly affect purchase intention. Thus, this study contributes new behavioural factors and theories to be explored in SRS research and practice to improve the

  quality of recommendations made by SRSs used in e-commerce platforms to address this knowledge gap. It attempts to answer the following research question: what behavioural factors influence consumers' intention to purchase products or brands recommended by SRSs?

Fig. 2

 2 Fig. 2 Theoretical model on behavioural factors that affect consumers' intention to buy products recommended by recommenders (drawing from the case of SMIs as human recommenders)

Table 1

 1 Table 1 contains a definition for each category. Independent variable categories and definitions

	Screening	Inclusion criteria	Synthesis
	•Select databases: Web of	•All studies must be	•52 independent variables
	Sciences, Scopus, Business Source Ultimate •Select keywords:	individual-level empirical analyses •Dependent variable must be	•12 categories •3 broad categories
	("Influencer" OR "blog*"	purchase intention	
	OR "vlog*" OR "microcelebrity" OR [...])	•Sample size and correlation coefficients must be	
		available	
	•Results: 225 articles	•Written in English	
		•Result: 72 articles	

between consumer and recommender (SMI) Credibility

  

Table 3

 3 Opportunities for future research

	Category	Finding in SMI context	Future research questions in SRS context	Relevant
				theories
		Consumer-recommender relationship	
	Credibility	SMI's perceived credibility enhances	• What kind of recommendations will render SRSs	•Self-
		consumers' purchase intention.	credible?	congruence
			• Does perceived credibility increase consumers'	theory
			intention to accept recommendations made by	•Similarity-
			SRSs?	attraction
				theory
				•Construal level
				theory
				•Source
				credibility
				theory
				•Social learning
				theory
	Decision support	If SMIs are considered opinion leaders by	• To what extent do consumers rely on SRSs for	•Opinion
		consumers, these consumers rely more on	decision support?	leadership
		SMIs for decision support, enhancing their	• What kind of SRS recommendations are	theory
		purchase intention.	consumers most likely to use for decision	•Uses &
			support compared to similar recommendations	gratifications
			coming from a human recommender like SMI?	theory
			• Would consumers use recommendations more	
			from anthropomorphic SRSs than non-	
			anthropomorphic ones?	
	Desire to mimic	Consumers tend to mimic SMIs they regard	• What type of SRSs would consumers like to	•Consumers
		as models or envy, which increases their	mimic?	doppelganger
		intention to purchase the brand/product	• Would consumers want to mimic an SRS if it is	effect theory
		recommended by the SMI.	anthropomorphic?	
	eWOM	SMIs' behaviours and achievements are	• To what extent do beliefs associated with a	•Meaning
		associated with and transferred to the	specific SRS affect consumers' intention to	transfer model
		product/brand they recommend, which	accept recommendations from it?	
		enhances the purchase intention of their	• Can consumers transfer meaning associated with	
		followers/consumers.	a particular SRS to the brand the system is	
			recommending? Does this meaning transfer	
			affect purchase intention?	
	Attractiveness	The attractiveness of SMIs positively affects	• What does attractiveness mean in the SRS	•Theory of
		followers' attitudes towards brands, which	context? How can it be measured? Does the	reasoned action

quality of SRSs. We hope that our results help advance research on SRSs by highlighting theoretical frameworks that can support future research on behavioural theory-driven SRSs and SMIs.
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