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Abstract

Inﬂuencer marketing strategy is of continual growth during these past years due
to the ract that online influencers are important information sources who can influence
consumers’ purchasing decisions in the digital era and are able to widely spread
consumption trends through online networks. Therefore, various brand owners employ
online influencer as media to deliver product information to their specific target groups.
Accordingly, the factors affecting efficient implementation of influencer marketing strategy

are brand strategy, online influencer characteristic, and content-related factors.
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