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ABSTRACT 

This research highlights the dimensions involved in each variable that emerged from previous studies and 

identifies the indicators associated with the dimensions of augmented reality, digital influencers, and brand 

loyalty. It employs Publish or Perish and VOSviewer software for bibliometric analysis. The data sources 

include Scopus, ScienceDirect, Emerald Insight, Sage, and SpringerLink. The findings reveal similar and 

distinct dimensions and indicators for augmented reality, digital influencers, and brand loyalty. Similarities 

appear in the augmented reality dimensions related to experience, effect, interactivity, and vividness. Digital 

influencers relate to effectiveness, characteristics, attractiveness, authenticity, credibility, parasocial 

relationships, sponsorship, original value, persuasiveness, power, trust, and uniqueness. Brand loyalty relates 

to indicators such as willingness and purchase intention. The bibliometric maps reveal new variables and 

indicators for measuring augmented reality, digital influencers, and brand loyalty. This research model can be 

extended by combining variables, dimensions, and indicators as recommendations for future studies, with 

implications for researchers and practitioners in marketing. These findings offer practical implications for 

researchers developing comprehensive measurement instruments and for practitioners designing integrated 

marketing strategies that leverage augmented reality technology and digital influencer engagement to enhance 

brand loyalty. 
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INTRODUCTION 

Research on augmented reality is currently attracting the attention of researchers from 

various industries. This research is associated with numerous variables, such as those examined 

by Tarafdar et al. (2024) in product presentation, Butt et al. (2024) in new digital banking, 

Khan et al. (2024) in mobile technology acceptance, Jalilvand and Ghasemi (2024) in tourism 

and hospitality, Tom Dieck et al. (2024) in tourism and hospitality, Xi et al. (2024) in virtual 

shopping, Alam et al. (2024) in travel and tour operators, Mkwizu and Bordoloi (2024) in 

education, Kim and Manoli (2024) in sport consumption, Joshi et al. (2025) in hotel industry, 

Attri et al. (2024) in customer perception and behavior, Arghashi (2022) in shopping, and 

Zhang (2022) in K–12 education. 

The development of the role of digital influencers has also been researched in association 

with various variables, including those studied by Rodrigues et al. (2024) on characteristics 

and purchase intention, Settou and Aomari (2024) on para-social interaction, Silva and da Costa 

(2021) on purchasing intention, Caiado et al. (2023) on purchase decision making, Wang and 

Huang (2023) on social power and consumer engagement, Pereira et al. (2023) on 

characteristics and purchase intention, Crisafulli et al. (2022) on buying decision, Jiménez-

Castillo and Sánchez-Fernández (2019) on brand recommendation, and Wang et al. (2020) on 

social commerce intention, social power, and customer satisfaction. 

http://sosains.greenvest.co.id/index.php/sosains
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Despite the growing body of literature on these individual topics, a critical gap exists in 

understanding the multidimensional nature of these constructs and their interconnections. 

Previous studies have examined augmented reality, digital influencers, and brand loyalty 

separately or in limited combinations, but few have systematically analyzed the underlying 

dimensions and indicators that define each construct. Furthermore, the integration of these 

three elements—augmented reality as a technological enabler, digital influencers as mediating 

agents, and brand loyalty as an outcome variable—remains underexplored in the current 

literature. Referring to the research mentioned above, studies that examine the deep dimensions 

of augmented reality, digital influencers, and brand loyalty remain rare. This research is based 

on established theory and literature. Building on stakeholder theory and the technology 

acceptance model, this study employs a hybrid approach combining bibliometric analysis and 

systematic literature review to provide a comprehensive mapping of research trends and 

dimensional structures. The main objective of this study is to understand the dimensions of 

augmented reality, digital influencers, and brand loyalty as new approaches and perspectives. 

 

METHOD 

This study employed a hybrid approach combining bibliometric analysis and systematic 

literature review (SLR). Bibliometric analysis identified patterns, influential works, and key 

contributors, while the SLR provided in-depth thematic analysis of augmented reality, digital 

influencers, and brand loyalty, thereby revealing research gaps. The bibliometric component 

utilized quantitative techniques to map publication trends, citation networks, and co-occurrence 

patterns, while the SLR enabled systematic extraction and synthesis of dimensional 

frameworks from selected literature. This complementary approach ensured both breadth 

(through bibliometric mapping) and depth (through systematic thematic analysis) in 

understanding the research landscape. 

This research analyzed journal articles published between 2019 and 2024, sourced from 

Scopus, Google Scholar, Sage Journals, Springer Link, ScienceDirect, and Emerald. The 

bibliometric tools used were VOSviewer (Eck & Waltman, 2017) and Publish or Perish. This 

SLR followed the Preferred Reporting Items for Systematic Reviews and Meta-Analyses 

(PRISMA) guidelines (revised 2021; Rethlefsen et al., 2021). 

The literature selection process followed a rigorous multi-stage screening protocol. 

Initially, 310 articles were retrieved from multiple databases. After removing 69 duplicates, the 

remaining 241 articles were screened for relevance, excluding 184 that fell outside the study 

scope. The remaining 57 articles underwent title, abstract, and keyword evaluation; 27 were 

eliminated due to incomplete content. This yielded 30 articles as the primary sources. During 

dimensional analysis, two articles were excluded due to methodological issues, leaving 28 

articles analyzed for dimensions related to "augmented reality," "digital influencers," 

"influencers," and "brand loyalty." Each selected article was systematically coded to extract 

dimensional constructs, indicators, and theoretical foundations, with independent coding by 

researchers followed by consensus discussions to ensure reliability and consistency. 
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Figure 1. Prisma Model Flow 

 

The initial step in creating a bibliometric map is to search for articles on Google Scholar 

using Publish or Perish with the keyword "augmented reality." digital influencer", and “brand 

loyalty” respectively. The search results are then saved as RIS files, and the data is filtered by 

selecting journal sources from Science Direct, Emerald Insight, Sage, and E-Springer. The 

journal data is then saved in RIS format. Next, the RIS files are imported into VoSViewer with 

a threshold of ten and four for further analysis. The research mapping results, which include 

co-word networks, overlays, and density using VoSViewer, present a visualization of clusters 

related to augmented reality with four identified clusters. In the following section, the results 

of the cluster analysis for augmented reality, digital influencer, and brand loyalty are presented. 

 

RESULT AND DISCUSSION 

Variable Dimensions from Previous Research 

The results of the literature analysis produced scientific insights into the dimensions of 

augmented reality, digital influencers and brand loyalty. 

 

Table 1. The Dimensions of Augmented Reality 

Authors Dimensions 

Arghashi (2022) novelty, wow-effect, inspiration, information overload, distraction 

Chen & Lin (2022) 
perceived augmented realism, perceived technology fluidity, perceived 

flow (control, concentration, interest, curiosity) 

Fan et al. (2020) environmental embedding, simulated physical control 

Faqih & Jaradat (2021) Technology characteristics, task-technology fit, task characteristic,  

Gabriel et al. (2023) 
AR characteristic (interactivity, vividness, novelty, system quality, 

product informativeness).  

Gong & Park (2023) AR technology characteristics (interactivity, vividness, novelty). 

Nawres et al. (2024) AR application experience (pleasure, emotional involvement, flow). 

Nikhashemi et al. (2021) 
AR quality, AR novelty, AR interactivity, AR customization, AR 

vividness. 

Tarafdar et al. (2024)  testing using laboratory experiments, testing using natural experiment. 
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The analysis of literature studies in Table 1 above shows that augmented reality's 

dimensions include novelty and emotional impact, perceived realism and flow state, 

environmental embedding and simulation control, task-technology fit and augmented reality 

characteristics, customization and quality augmented reality, and balancing positive and 

negative effects. Some studies that emphasize the importance of the novelty of augmented 

reality and the emotional impact on users mean that the ability of augmented reality to provide 

unique and novel experiences plays a vital role in attracting attention from users and can 

increase user engagement (Arghashi, 2022; Tarafdar et al., 2024). The exploration of the 

concept of augmented reality realism and technological fluidity provides an understanding of 

how users perceive augmented reality realism and technological fluidity to increase the state 

of 'flow'; this condition is related to psychological focus and immersion, characterized by 

control, concentration, interest, and curiosity (Chen & Lin, 2022). The same thing is also 

conveyed by other researchers about how augmented reality applications can facilitate users in 

terms of pleasure, emotional involvement, and flow, where flow is not only limited to cognitive 

experiences but also related to users' emotional involvement in augmented reality (Nawres et 

al., 2024).  

This dimension explains how applications from virtual environments can interact 

dynamically with physical space, thus increasing realism and control over the user's experience 

of using augmented reality (Fan et al., 2020). Then, in task-technology fit and augmented 

reality characteristics, adopting this technology-fit approach aims to evaluate and examine the 

attributes of augmented reality technology to match its task or work requirements (Faqih & 

Jaradat, 2021). Meanwhile, the functional aspects of augmented reality are clarified by 

explaining the main characteristics, such as the dimensions of interactivity and vividness 

(Gabriel et al., 2023; Gong & Park, 2023). Furthermore, introducing the other dimensions of 

system quality and product informativeness shows that the technical quality of augmented 

reality and the informativeness of augmented reality content significantly contribute to the user 

experience (Gabriel et al., 2023). It reinforces the importance of interactivity and vividness, 

which are essential in creating augmented reality environments (Gong & Park, 2023).  

The focus on the customization and quality aspects of augmented reality, balancing 

positive and negative effects, involves a comprehensive examination of augmented reality 

through the dimensions of augmented reality quality, customization, and interactivity 

(Nikhashemi et al., 2021). The balance between positive and negative effects lies in the 

perspective of user experience, including the potential for disadvantages such as information 

overload and distraction as two common problems, especially if augmented reality users are 

exposed to excessive or complex digital content (Arghashi, 2022; Tarafdar et al., 2024). This 

finding clarifies other impacts of using augmented reality, so while it provides an engaging, 

interactive, and immersive experience, users must carefully consider its effects to avoid 

excessive use. Based on this analysis, there are similarities in the dimensions that form 

augmented reality: novelty, vividness, interactivity, and technology characteristics. 

 

Table 2. The Dimension of Digital Influencer 

Author Dimensions 

Crisafulli et al. (2022) 
digital influencer control, digital influencer warmth, digital influencer 

competences  
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Author Dimensions 

Caiado et al. (2023) 
influencer credibility, influencer’s opinion and external factors, 

sponsorship disclosure. 

Castillo &Fernández (2019) perceived influence of digital influencer 

Hu et al. (2020) 
identity characteristics of digital influencer (identity similarity, identity 

distinctiveness, identity prestige)  

Ki et al (2022) 
perceived attractiveness, perceived credibility, perceived closeness, 

perceived interactivity. 

Pereira et al. (2023) attitude homophily, physical attractiveness, social attractiveness. 

Panggati et al. (2023)  trust to digital influencer 

Settou & Aomari (2024) 

source attributes, credibility and its level, para-social interaction, 

perceived homophily, trust, authenticity, the persuasive attributes of 

shared content, the informative quality and argumentative force of share 

content, the uniqueness and originality of shared content  

Wang & Huang (2023) social power (expert power, referent power, reciprocity power) 

Wang & Huang (2020) 
social power (expert power, informational power, referent power, 

legitimate reciprocity power). 

 

Further, table 2 above describes the dimensions of digital influencers categorized into 

four aspects: social power and influence, credibility and trust, attractiveness, homophily, para-

social interaction, content sharing, and identity characteristics. Social power is related to how 

digital influencers gain various forms of power in terms of expertise power, referral power, 

information power, and reciprocal power (Wang et al., 2020; Wang & Huang, 2023); these 

types of power enable digital influencers to significantly influence their audiences by 

establishing them as credible sources of information by building relationships of trust and 

reciprocity with their followers. It can be achieved through their warmth and competence in a 

particular area of expertise (Crisafulli et al., 2022). These competencies allow digital 

influencers to establish and maintain their authority and position as someone who can be trusted 

and whose opinion matters and is valued. 

In terms of credibility and trust, both are considered essential to the effectiveness of 

digital influencers, where influencers who are considered credible can shape consumer 

attitudes and behaviors more effectively. Influencer credibility is influenced by external factors 

such as sponsorship disclosure (Caiado et al., 2023), where digital influencers who 

transparently disclose that their content is sponsored are considered more trustworthy than 

those who do not honestly reveal the sponsorship of their content, thus increasing their 

credibility. Influencers' ability to influence consumer decisions depends on their 

trustworthiness and expertise (Castillo & Fernández, 2019). Furthermore, regarding 

authenticity and trust, it suggests that digital influencers who are authentic in their 

communications and maintain consistent and persuasive interactions with their followers are 

more successful in increasing audience trust in digital influencers (Settou & Aomari, 2024).  

In the context of attractiveness and social factors that also significantly contribute to 

the success of digital influencers, one of which is related to studies on attractiveness, 

homophily, and para-social interaction. Homophily is the tendency for others to be more 

influenced by those they perceive as similar to themselves (Ki et al., 2022; Pereira et al., 2023). 

Specifically, the importance of social attraction goes beyond physical appearance as a 

characteristic of a digital influencer's personality. (Pereira et al., 2023). Then, the perceived 
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attractiveness and closeness indicates that digital influencers can foster a sense of intimacy 

with their audience, often through more engaging and impactful interpersonal interactions. 

Meanwhile, para-social interaction is a dimension that helps explain the dynamics between 

influencers and their followers, where this interaction is a one-sided relationship in which 

followers feel a connection with the influencer, allowing digital influencers to replicate real-

world social interactions in the digital world (Settou & Aomari, 2024). This sense of familiarity 

and interaction strengthens the impact of digital influencers in making their messages more 

persuasive and influential. 

Regarding content sharing and identity characteristics that discuss the shared content's 

informative quality and argumentative strength, this emphasizes that digital influencers who 

produce informative and well-argued content will be more persuasive. (Settou & Aomari, 

2024). Additionally, influencers' identity characteristics that indicate identity similarity, 

uniqueness, and prestige as critical factors in distinguishing themselves from others can 

strengthen their influence over their followers (Hu et al., 2020). Based on the analysis results 

above, there are similarities in dimensions of social power, characteristics, credibility, and 

competency as the forming elements of a digital influencer. 

 

Table 3. The Dimension of Brand Loyalty 

Authors Dimensions 

Ali et al. (2024) No. dimension/unidimensional (indicator used: preferent, choice, loyal) 

Aljuhmani et al. (2023) 
No. dimension/ unidimensional (indicator used: positive feeling, 

happiness, feeling good, proud) 

Atukar, S (2020) 
No. dimension/ unidimensional (indicator used: loyal, positive perception, 

emotional attachment) 

Sun et al. (2024) 
No. dimension/ unidimensional (indicator used: recommendation, 

consideration, repeat purchase, buying) 

Gao & Shen (2024) 
No. dimension/ unidimensional (indicator used: consideration, choice, 

buying, suggestion) 

Le, M.T. (2021) 
No. dimension/ unidimensional (indicator used: repeat purchase, intention, 

commitment, willingness to pay higher price) 

Masud et al. (2024)  
No. dimension/ unidimensional (indicator used: impression, interesting, 

buying decision, comfort, loyal) 

Shetty & Fitzsimmons 

(2022) 

Behavioral (rebuy, commitment), attitudinal (brand preference, emotional 

affiliation), emotionally loyal (brand recall, spend more, advocated, 

promote) 

Wang et al. (2024) 
No. dimension/ unidimensional (indicator used: perceived value and brand 

personality of brand association) 

 

Table 3 above is brand loyalty dimension research, most of them are a unidimensional 

approach which only focuses on specific behavioral indicators that reflect consumer loyalty 

through repeated actions or preferences toward a brand. This perspective simplifies the concept 

of brand loyalty by emphasizing observable behavior rather than the underlying emotional or 

psychological factors. Several vital indicators underline brand loyalty, including preferential 

choice and loyalty, recommendation and repeat purchase, consideration and choice, 

commitment, and financial willingness.   

Brand loyalty is primarily seen through consumer preferences, where repeated brand 

selection indicates loyalty (Ali et al., 2024). This indicator signifies how consumer choices are 
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influenced by their liking or interest in the brand over time. Then, recommendations, repeat 

purchases, and purchase consideration are pending indicators for forming brand loyalty (Sun 

et al., 2024). Here, brand loyalty can be illustrated through repeat purchases and positive word-

of-mouth promotion, indicating sustained consumer engagement with the brand. Next is 

consideration and choice, where the focus of this indicator assesses the extent to which 

consumers repeatedly consider and choose the same brand during the purchasing decision. 

(Gao & Shen, 2024). Additionally, commitment and financial willingness emphasize the ability 

to pay as an essential component of brand loyalty (Le, M.T., 2021). This indicates that loyal 

consumers are engaged in repeat transactions and show a higher financial commitment to that 

brand choice.  

The multidimensional approach to brand loyalty includes emotional attachment, 

personality, and positive perception (Atulkar, 2020). This perspective shows that emotional 

bonds influence consumer loyalty beyond mere transactional behavior. Behavioral and 

attitudinal dimensions include commitment, repurchase intention, emotional affiliation, and 

loyalty (Shetty & Fitzsimmons, 2022). Next, positive feelings explain positive emotions such 

as happiness and pride as drivers of brand loyalty (Aljuhmani et al., 2023). Lastly, perceived 

values and brand personality assess the perceived value message and brand personality in 

fostering emotional loyalty. This reinforces the idea that brand loyalty involves an emotional 

connection to advocate for the brand. Based on the analysis above, the indicators of choice, 

commitment, repeat purchase, and advocacy/recommendation/promotion are like indicators of 

brand loyalty.  

 

Dimensions of Variables from Bibliometric Map Research 

Cluster Analysis of Augmented Reality 

Cluster 1 discusses the concept of technology usage, with particular emphasis on the 

application of augmented reality. Research in this cluster focuses on critical themes such as 

behavioral intention, consumer experience, and product perception to identify which 

components drive users to adopt augmented reality. Using terms like consumer, ease, influence, 

and intention, this cluster demonstrates that they investigate the cognitive and emotional 

aspects affecting customers' decisions to use augmented reality-based goods or services. Using 

terms like shopping, retailer, and product also indicates the cluster's relevance in the retail 

industry, where augmented reality applications can enhance ease of use, interaction, and sales 

of goods and services. 

 

 
Figure 2. Network Visualization Analysis Augmented Reality 
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Table 4. Cluster of Augmented Reality 

Cluster  Augmented Reality 

Cluster 1 

adoption, AR app, augmented reality, behavioral intention, benefit, consumer, ease, 

effect, experience, factor, influence, intention, interactivity, model, perception, 

product, response, retailer, role, shopping, usefulness, user, value  

Cluster 2 
analysis, conceptual, data, education, information, original value, practitioner, review, 

technology, time, virtual reality 

Cluster 3 

AR technology, brand, feature, field, future research, impact, knowledge, marketer, 

mobile AR, practical implication, purchase intention, reality, relationship, research 

implication, service, use, vividness, way 

Cluster 4 AR marketing, context, gap, insight, manager, marketing, tourism, variable. 

 

Cluster 2 differs from the previous cluster because it focuses on the conceptual analysis 

framework, particularly related to the use of technology and its applications in the education 

industry. Key terms such as systematic review, data, and information emphasize research 

methodology and structured analysis of existing knowledge applied in education and research. 

Other terms, such as practitioners and virtual reality, have significance in education, 

particularly in assessing the pedagogical impact of VR and augmented reality technology, 

which is believed to create new dimensions in future educational methods. Adding new 

elements to this cluster demonstrates a commitment to enhancing academic discourse by 

providing structured and evidence-based insights through a systematic review. Further research 

can discuss how augmented reality is used in education and how practitioners use it to improve 

learning outcomes. The augmented reality cluster can help expand theoretical knowledge. 

Insights into the prospects of further research include creating and applying a conceptual 

framework for augmented reality in education and the role of augmented reality as a medium 

and training tool. 

Cluster 3 focuses on marketing strategies that use augmented reality, specifically how 

augmented reality impacts brand interaction, consumer relationships, and purchase interest. 

Phrases like augmented reality, brand, marketing, and purchase interest indicate that this field 

provides information on how augmented reality makes customer experiences more interactive 

and immersive, which affects their purchasing decisions. Mobile augmented reality, practical 

consequences, and clarity are discussed (vividness). This shows that research in this field can 

explore how augmented reality can be more engaging, effectively enhance the clarity of 

marketing content, and increase customer engagement. It emphasizes future research and the 

limitations of this field to demonstrate that this area is continuously evolving and has excellent 

potential for further study. This field of research can encompass aspects such as how 

augmented reality technology can enhance interactions between brands and customers, how 

augmented reality marketing impacts customer interest and loyalty, and how AR can be used 

in future marketing contexts.  

Cluster 4, the use of terms such as augmented reality marketing, context, and framework 

indicates that the last cluster focuses on using augmented reality in strategic and contextual 

contexts, particularly in the tourism industry. This cluster discusses how integrating augmented 

reality into tourism marketing strategies can enhance the experiences of travelers and tourists. 

This cluster identifies research areas focused on using contextual augmented reality to provide 
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innovative and immersive experiences that can increase customer satisfaction and engagement 

in the tourism industry. It offers managers recommendations to leverage contextual augmented 

reality to enhance customer experience. 

 

Cluster Analysis of Digital Influencer 

 
Figure 3. Network Visualization Analysis Digital Influencer 

 

Table 5. Cluster Digital Influencer 

Cluster  Digital Influencer 

Cluster 1 

analysis, application, AR technology, artificial intelligence, attention, augmented 

reality, design application, development, effectiveness, element, experience, field, 

gap, implementation, industry, lack, originality value, popularity, practical 

implication, practice, shopping, social influence, stage, technology, virtual reality. 

Cluster 2 

attitude, behavioral intention, characteristics, company, digital influencer, electronic 

word, engagement, follower, generation, individual, information, intention, interest, 

knowledge, moderating effect, mouth, offering, perception, perspective, persuasive 

power, power, purchase intention, quality, role, self-concept, strategy. 

Cluster 3 

antecedent, attractiveness, audience, beauty, China, connection, consumer, current 

study, fashion, influencer, influencer marketing, managerial implication, marketer, 

marketing, para-social interaction, practitioner, sale, significant, social media 

influencer, trust, uniqueness. 

Cluster 4 

account, aspect, authenticity, consumer behaviour, credibility, digitalization, era, 

food, influencer capabilities, Instagram, Instagram post, participant, platform, 

product, rise, social media flatform, social media user, type. 

Cluster 5 
content, digital influencer, digital marketing, organization, para-social relationships, 

service, sponsorship, use. 

 

Table 5 above illustrates cluster 1, which explains the influence of digital technology 

on engagement and marketing through the presence of digital influencers. Terms such as virtual 

reality, augmented reality, artificial intelligence, and virtual technology indicate technological 

advancements, particularly in how digital influencers use augmented reality and artificial 

intelligence. Additional elements, such as shopping experiences and social impact, demonstrate 

how this continuously evolving technology influences the strategies of digital influencers in 

interacting with consumers, as well as in experience-based marketing in the digital domain or 

social media.   
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Cluster 2 emphasizes digital implications, brand image, and social media engagement. 

This cluster examines how digital influence affects customer perception in enhancing brand 

engagement. Theories such as brand attitude, persuasive appeal, and moderation effects 

indicate the research potential on consumer perception and its impact on the brand in digital 

media marketing campaigns. Other terms such as individual, intention, and self-image indicate 

a relationship between consumer psychological factors and consumer behavior related to digital 

influence engagement. 

In general, cluster 3 focuses on influencer marketing and how digital influencers are 

used in various industries, such as fashion and beauty, by leveraging consumer identity and 

perception to enhance marketing effectiveness. Other factors such as audience, consumers, and 

trust indicate that trust in digital influencers affect the level of perception and relationship with 

consumers. 

The next cluster 4 discusses user behavior on social media platforms, particularly 

digitalization and credibility. Using the terms digitalization, credibility, and authenticity shows 

how users assess the authenticity aspects of content on social media, especially those posted 

by digital influencers. The analysis of how digitalization has affected interactions between 

customers and brands, as well as the role of digital influencers on social media platforms, is 

also discussed in this cluster. References to products and food indicate this cluster's focus on 

specific industry studies, such as marketing food products on social media, where the influence 

of digital influencers is significant on customer preferences and behavior. Factors such as 

influencer capability, platform, and Instagram demonstrate the considerable impact of social 

media presence, like Instagram, in influencing consumer behavior and purchasing decisions. 

Finally, in cluster 5, the analysis focused on the dynamics of the relationship between 

digital influencers and factors such as parasocial relationships, sponsorship, and digital 

marketing strategies. Parasocial relationships refer to the one-sided attachment between 

consumers, digital figures, or media influencers. In the context of sponsorship, using the terms 

"sponsorship" and "content" indicates a collaboration between digital marketing and 

influencers to reach their target audience.  

 

Cluster Analysis of Brand Loyalty 

 
Figure 4. Network Visualization Analysis Brand Loyalty 
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Table 6. Cluster Brand Loyalty 

Cluster  Brand Loyalty 

Cluster 1 application, AR technology, characteristics, consumer behavior, data analysis, feature, 

field, gaps, intention, interactivity, level, perception, purchase intention, service, 

technology, vividness. 

Cluster 2 antecedent, brand experience, brand love, brand loyalty, brand manager, company, 

context, customer engagement, engagement, loyalty, mediating effect, mediating role, 

practice, self-brand connection, social media, willingness. 

Cluster 3 advertising, analysis, attitude, digital influencer, factor, follower, influencer, influence 

marketing, information, insight, marketing, popularity, retailer, team. 

Cluster 4 AR application, brand attitude, change, Chinese consumer, consumer attitude, current 

study, framework, mechanism, mouth, quality, trust, valuable insight. 

Cluster 5 brand equity, brand image, brand trust, India. 

 

Cluster 1, at the beginning of this brand loyalty cluster, mentions terms related to 

augmented reality and consumer behavior. The presence of purchase intention and features 

indicates consumer behavior and psychological responses toward brand loyalty. Meanwhile, 

augmented reality technology serves as supporting technological infrastructure. This cluster 

provides insights into how augmented reality technology can influence customer experience 

and purchasing decisions, impacting brand loyalty. 

Next is cluster 2, which focuses on branding, mainly how customers interact, build 

engagement, and create brand loyalty. Consumers have emotional bonds and experiences with 

certain brands, as evidenced by the emergence of terms like brand experience and brand love 

in shaping brand loyalty. Other factors such as customer engagement, social media, and self-

brand connection have shown how vital interactive and tailored marketing strategies are in 

building strong attachment relationships between brands and their customers. 

Cluster 3 specifically discusses marketing strategies in the retail sector, consumer 

perception, and brand loyalty. This cluster examines the influence of marketing strategies and 

the emergence of terms such as digital influencer, follower, and popularity, indicating how 

influencers can enhance brand popularity and brand loyalty in the retail industry.  

Cluster 4 define the presence of Chinese consumers indicates cultural and geographical 

differences that can influence consumer perceptions and beliefs regarding brand loyalty. This 

cluster studies how consumers view and trust a brand. Terms such as brand attitude, consumer 

attitude, trust, and quality are identified as elements that affect consumer behavior and 

perceptions of brand loyalty.  

Cluster 5, the final cluster, discusses the relationship between brand loyalty and regional 

focus. The presence of terms such as brand equity, brand image, and brand trust indicates the 

elements that shape the brand's overall perception of the market. 

The results of previous literature research and bibliometric analysis indicate the 

presence of evidence of dimensional similarities in the context of augmented reality variables, 

digital influencers, and brand loyalty.  This similarity is seen in the augmented reality variables, 

for example, related to experience, effect, interactivity, and vividness. Digital influencers are 

related to effectiveness, characteristics, attractiveness, authenticity, credibility, para-social 

relationship, sponsorship, originality value, persuasiveness, power, trust, and uniqueness. 

Brand loyalty is related to indicators such as willingness and purchase intention. 
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The cluster analysis highlights the relevance of the research in several industrial sectors, 

such as retail, food, beauty, fashion, tourism, airlines, and education, where the application of 

augmented reality can enhance user convenience, increase interaction, and boost sales of both 

goods and services. This finding allows for further research recommendations on the role of 

augmented reality in other industrial sectors and its impact on brand growth and loyalty. The 

role of digital influencers as mediators can be explored in greater depth regarding the impact 

of digital influencers as part of influencer marketing campaign strategies and their managerial 

implications in building significant relationships with their audience, serving as drivers in 

creating brand loyalty, supported by the utilization of augmented reality technology. Added 

cultural and geographical factors in creating brand loyalty can influence consumer perceptions 

and beliefs about brand loyalty, meaning trust and brand equity analysis are essential in this 

geographical context. 

The research has stated that augmented reality moderate’s user engagement and is the 

future of social media influencer marketing (Sinha & Srivastava, 2023). The results of this 

study indicate that augmented reality positively moderates social media influencer value in 

enhancing user engagement. Then, the role of augmented reality in influencing brand loyalty 

is stated in the study that the intention to continue using augmented reality has significantly 

increased, with satisfaction towards augmented reality applications acting as a direct catalyst 

for the increase in brand loyalty (Butt et al., 2024). The results of this study indicate that 

augmented reality applications positively impact brand loyalty, mediated by the intention to 

continue using augmented reality applications. The findings of this study suggest that social 

media influencers and follower engagement, also known as social appeal, play a crucial role in 

building brand loyalty (Ahmed et al., 2024). Whether augmented reality influences brand 

loyalty through digital influencers as mediators, both the literature and bibliometric analyses 

show that research is needed to address the impact of augmented reality mediated by digital 

influencers on brand loyalty.  

Based on the above, this study has successfully highlighted the multifaceted nature of 

augmented reality, digital influencers, and brand loyalty, offering valuable insights as future 

research opportunities and practical applications in the marketing field. It is evident from the 

identified research gaps, including exploring trends in new variables and indicators in 

augmented reality, digital influencers, and brand loyalty research in current technology 

applications such as artificial intelligence and virtual reality. Then, there is collaboration 

between researchers and marketing practitioners to enhance the understanding and 

implementation of innovative marketing strategies and the integration of social media and 

technology applications. On the other hand, improving research methodology approaches can 

refine strategies in studying the relationship between augmented reality, digital influencers, 

and brand loyalty, which drives positive outcomes in the digital marketing landscape, including 

by leveraging artificial intelligence and machine learning technology. 

 

CONCLUSION 

The literature analysis revealed overlapping dimensions and constructs across prior 

studies and bibliometric results, identifying key variables for augmented reality (e.g., adoption, 

experience, usefulness, values, perception, knowledge, virtual reality, mobile AR, features, 

digital influencers, brand loyalty, AR marketing), digital influencers (e.g., role, intention, 
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uniqueness, popularity, followers, generation, social media, digital platform, digital marketing, 

artificial intelligence, augmented reality, virtual reality), and brand loyalty (e.g., information, 

behavioral change, culture, interactivity, vividness, popularity, social media, digital 

influencers, influencer marketing, artificial intelligence). This study highlights augmented 

reality's positive moderation of social media influencer value on user engagement, the critical 

role of influencers and follower engagement in fostering brand loyalty, and the mediating 

impact of digital influencers on AR-brand loyalty relationships, offering practitioners 

actionable insights for digital marketing strategies that leverage technology, influencer 

engagement, and consumer behavior monitoring to expand market share. Despite its 

contributions to conceptual understanding and strategy implementation, the study is limited by 

its focus on 2019–2024 literature. For future research, scholars should expand the temporal 

scope to include pre-2019 studies, incorporate longitudinal empirical data on AR-influencer 

interactions across diverse cultural contexts, and test causal models integrating emerging AI-

driven influencers. 

 

REFERENCES 

Ahmed, S., Islam, T., & Ghaffar, A. (2024). Shaping brand loyalty through social media 

influencers: The mediating role of follower engagement and social attractiveness. SAGE 

Open, 14(2). https://doi.org/10.1177/21582440241242928 

Alam, S. S., Masukujjaman, M., Susmit, S., Susmit, S., & Aziz, H. A. (2024). Augmented 

reality adoption intention among travel and tour operators in Malaysia: Mediation effect 

of value alignment. Journal of Tourism Futures, 10(2), 185–204. 

https://doi.org/10.1108/JTF-03-2021-0072 

Ali, F., Suveatwatanakul, C., Nanu, L., Ali, M., & Terrah, A. (2024). Social media marketing 

and brand loyalty: Exploring interrelationships through symmetrical and asymmetrical 

modeling. Spanish Journal of Marketing - ESIC. https://doi.org/10.1108/SJME-08-2023-

0219 

Aljuhmani, H. Y., Elrehail, H., Bayram, P., & Samarah, T. (2023). Linking social media 

marketing efforts with customer brand engagement in driving brand loyalty. Asia Pacific 

Journal of Marketing and Logistics, 35(7), 1719–1738. https://doi.org/10.1108/APJML-

08-2021-0627 

Arghashi, V. (2022). Shopping with augmented reality: How wow-effect changes the 

equations! Electronic Commerce Research and Applications, 54, Article 101166. 

https://doi.org/10.1016/j.elerap.2022.101166 

Attri, R., Roy, S., & Choudhary, S. (2024). In-store augmented reality experiences and its effect 

on consumer perceptions and behaviour. Journal of Services Marketing. 

https://doi.org/10.1108/JSM-01-2024-0005 

Atulkar, S. (2020). Brand trust and brand loyalty in mall shoppers. Marketing Intelligence and 

Planning, 38(5), 559–572. https://doi.org/10.1108/MIP-02-2019-0095 

Butt, A. H., Ahmad, H., & Muzaffar, A. (2024). Augmented reality is the new digital banking 

– AR brand experience impact on brand loyalty. International Journal of Bank 

Marketing, 42(2), 156–182. https://doi.org/10.1108/IJBM-11-2022-0522 

Caiado, F., Fonseca, J., Silva, J., Neves, S., Moreira, A., Gonçalves, R., Martins, J., Branco, 

F., & Au-Yong-Oliveira, M. (2023). The impact of digital influencers on product/service 

https://doi.org/10.1177/21582440241242928
https://doi.org/10.1108/JTF-03-2021-0072
https://doi.org/10.1108/SJME-08-2023-0219
https://doi.org/10.1108/SJME-08-2023-0219
https://doi.org/10.1108/APJML-08-2021-0627
https://doi.org/10.1108/APJML-08-2021-0627
https://doi.org/10.1016/j.elerap.2022.101166
https://doi.org/10.1108/JSM-01-2024-0005
https://doi.org/10.1108/MIP-02-2019-0095
https://doi.org/10.1108/IJBM-11-2022-0522


Eduvest – Journal of Universal Studies 

Volume 5 Number 12, December, 2025 

15019   http://eduvest.greenvest.co.id 

purchase decision making—An exploratory case study of Portuguese people. Expert 

Systems. https://doi.org/10.1111/exsy.13381 

Chen, Y., & Lin, C. A. (2022). Consumer behavior in an augmented reality environment: 

Exploring the effects of flow via augmented realism and technology fluidity. Telematics 

and Informatics, 71, Article 101833. https://doi.org/10.1016/j.tele.2022.101833 

Crisafulli, B., Quamina, L. T., & Singh, J. (2022). Competence is power: How digital 

influencers impact buying decisions in B2B markets. Industrial Marketing Management, 

104, 384–399. https://doi.org/10.1016/j.indmarman.2022.05.006 

Fan, X., Chai, Z., Deng, N., & Dong, X. (2020). Adoption of augmented reality in online 

retailing and consumers' product attitude: A cognitive perspective. Journal of Retailing 

and Consumer Services, 53, Article 101986. 

https://doi.org/10.1016/j.jretconser.2019.101986 

Faqih, K. M. S., & Jaradat, M. I. R. M. (2021). Integrating TTF and UTAUT2 theories to 

investigate the adoption of augmented reality technology in education: Perspective from 

a developing country. Technology in Society, 67, Article 101787. 

https://doi.org/10.1016/j.techsoc.2021.101787 

Gabriel, A., Ajriya, A. D., Fahmi, C. Z. N., & Handayani, P. W. (2023). The influence of 

augmented reality on e-commerce: A case study on fashion and beauty products. Cogent 

Business and Management, 10(2), Article 2208716. 

https://doi.org/10.1080/23311975.2023.2208716 

Gao, F., & Shen, Z. (2024). Sensory brand experience and brand loyalty: Mediators and gender 

differences. Acta Psychologica, 244, Article 104191. 

https://doi.org/10.1016/j.actpsy.2024.104191 

Gong, T., & Park, J. K. (2023). Effects of augmented reality technology characteristics on 

customer citizenship behavior. Journal of Retailing and Consumer Services, 75, Article 

103443. https://doi.org/10.1016/j.jretconser.2023.103443 

Hu, L., Min, Q., Han, S., & Liu, Z. (2020). Understanding followers' stickiness to digital 

influencers: The effect of psychological responses. International Journal of Information 

Management, 54, Article 102169. https://doi.org/10.1016/j.ijinfomgt.2020.102169 

Jalilvand, M. R., & Ghasemi, H. (2024). Augmented reality technology in tourism and 

hospitality research: A review from 2010 to 2024. Journal of Science and Technology 

Policy Management. https://doi.org/10.1108/JSTPM-04-2024-0136 

Jiménez-Castillo, D., & Sánchez-Fernández, R. (2019). The role of digital influencers in brand 

recommendation: Examining their impact on engagement, expected value and purchase 

intention. International Journal of Information Management, 49, 366–376. 

https://doi.org/10.1016/j.ijinfomgt.2019.07.009 

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2025). Social media influencer marketing: 

Foundations, trends, and ways forward. Electronic Commerce Research. 

https://doi.org/10.1007/s10660-023-09719-z 

Khan, S., Zhang, Q., Khan, S. U., Khan, I. U., & Khan, R. U. (2024). Understanding mobile 

augmented reality apps in Pakistan: An extended mobile technology acceptance model. 

Journal of Tourism Futures. https://doi.org/10.1108/JTF-04-2022-0131 

Ki, C. W. C., Park, S., & Kim, Y. K. (2022). Investigating the mechanism through which 

consumers are "inspired by" social media influencers and "inspired to" adopt influencers' 

https://doi.org/10.1111/exsy.13381
https://doi.org/10.1016/j.tele.2022.101833
https://doi.org/10.1016/j.indmarman.2022.05.006
https://doi.org/10.1016/j.jretconser.2019.101986
https://doi.org/10.1016/j.techsoc.2021.101787
https://doi.org/10.1080/23311975.2023.2208716
https://doi.org/10.1016/j.actpsy.2024.104191
https://doi.org/10.1016/j.jretconser.2023.103443
https://doi.org/10.1016/j.ijinfomgt.2020.102169
https://doi.org/10.1108/JSTPM-04-2024-0136
https://doi.org/10.1016/j.ijinfomgt.2019.07.009
https://doi.org/10.1007/s10660-023-09719-z
https://doi.org/10.1108/JTF-04-2022-0131


Eduvest – Journal of Universal Studies 

Volume 5 Number 12, December, 2025 

15020  http://eduvest.greenvest.co.id 

exemplars as social defaults. Journal of Business Research, 144, 264–277. 

https://doi.org/10.1016/j.jbusres.2021.08.065 

Kim, S., & Manoli, A. E. (2024). Transforming sport consumption: Exploring motivated sport 

fans innovativeness in the context of AR live sport streaming. International Journal of 

Sports Marketing and Sponsorship, 25(2), 444–463. https://doi.org/10.1108/IJSMS-09-

2023-0180 

Le, M. T. H. (2021). The impact of brand love on brand loyalty: The moderating role of self-

esteem, and social influences. Spanish Journal of Marketing - ESIC, 25(1), 156–180. 

https://doi.org/10.1108/SJME-05-2020-0086 

Masud, A. Al, Ahmed, S., Kaisar, M. T., Hossain, B., Shimu, M., & Islam, M. F. (2024). 

Unveiling brand loyalty in emerging markets: Analyzing smartphone user preferences: 

Robustness of structural equation modeling (SEM) and simultaneous equation modeling 

(SEMs). Journal of Open Innovation: Technology, Market, and Complexity, 10(3), 

Article 100353. https://doi.org/10.1016/j.joitmc.2024.100353 

Mkwizu, K. H., & Bordoloi, R. (2024). Augmented reality for inclusive growth in education: 

The challenges. Asian Association of Open Universities Journal, 19(1), 88–100. 

https://doi.org/10.1108/AAOUJ-09-2023-0113 

Nawres, D., Nedra, B. A., Yousaf, A., & Mishra, A. (2024). The role of augmented reality in 

shaping purchase intentions and WOM for luxury products. Journal of Business 

Research, 171, Article 114368. https://doi.org/10.1016/j.jbusres.2023.114368 

Nikhashemi, S. R., Knight, H. H., Nusair, K., & Liat, C. B. (2021). Augmented reality in smart 

retailing: A (n) (A)symmetric approach to continuous intention to use retail brands' 

mobile AR apps. Journal of Retailing and Consumer Services, 60, Article 102464. 

https://doi.org/10.1016/j.jretconser.2021.102464 

Panggati, I. E., Sasmoko, Simatupang, B., & Abdinagoro, S. B. (2023). Does digital influencer 

endorsement contribute to building consumers' attitude toward digital advertising during 

COVID-19 pandemic? Mediating role of brand attitude. Cogent Business and 

Management, 10(2), Article 2220204. https://doi.org/10.1080/23311975.2023.2220204 

Pereira, M. J. de S., Cardoso, A., Canavarro, A., Figueiredo, J., & Garcia, J. E. (2023). Digital 

influencers' attributes and perceived characterizations and their impact on purchase 

intentions. Sustainability, 15(17), Article 12750. https://doi.org/10.3390/su151712750 

Rethlefsen, M. L., Kirtley, S., Waffenschmidt, S., Ayala, A. P., Moher, D., Page, M. J., Koffel, 

J. B., Blunt, H., Brigham, T., Chang, S., Clark, J., Conway, A., Couban, R., de Kock, S., 

Farrah, K., Fehrmann, P., Foster, M., Fowler, S. A., Glanville, J., ... Young, S. (2021). 

PRISMA-S: An extension to the PRISMA statement for reporting literature searches in 

systematic reviews. Systematic Reviews, 10(1), Article 39. 

https://doi.org/10.1186/s13643-020-01542-z 

Rodrigues, M. A., Carvalho, M. A., Oliveira, L., & Barbosa, A. (2024). How digital influencer 

content and characteristics influence Generation Y persuasiveness and purchase 

intention. Tourism and Management Studies, 20(2), 25–38. 

https://doi.org/10.18089/tms.20240203 

Settou, H., & Aomari, A. (2024). The digitalization of social influence practices in Morocco 

and its effect on attitudinal change and purchase behavioral intention. Salud, Ciencia y 

https://doi.org/10.1016/j.jbusres.2021.08.065
https://doi.org/10.1108/IJSMS-09-2023-0180
https://doi.org/10.1108/IJSMS-09-2023-0180
https://doi.org/10.1108/SJME-05-2020-0086
https://doi.org/10.1016/j.joitmc.2024.100353
https://doi.org/10.1108/AAOUJ-09-2023-0113
https://doi.org/10.1016/j.jbusres.2023.114368
https://doi.org/10.1016/j.jretconser.2021.102464
https://doi.org/10.1080/23311975.2023.2220204
https://doi.org/10.3390/su151712750
https://doi.org/10.1186/s13643-020-01542-z
https://doi.org/10.18089/tms.20240203


Eduvest – Journal of Universal Studies 

Volume 5 Number 12, December, 2025 

15021   http://eduvest.greenvest.co.id 

Tecnologia - Serie de Conferencias, 3, Article 1014. 

https://doi.org/10.56294/sctconf20241014 

Shetty, K., & Fitzsimmons, J. R. (2022). The effect of brand personality congruence, brand 

attachment and brand love on loyalty among HENRY's in the luxury branding sector. 

Journal of Fashion Marketing and Management, 26(1), 21–35. 

https://doi.org/10.1108/JFMM-09-2020-0208 

Silva, A. S., & da Costa, M. F. (2021). Appearances can (not) be deceiving: Purchase of hotel 

services endorsed by Instagram digital influencers. Revista Brasileira de Marketing, 

20(1), 84–113. https://doi.org/10.5585/remark.v20i1.17309 

Sinha, M., & Srivastava, M. (2023). Augmented reality: New future of social media influencer 

marketing. Vision. https://doi.org/10.1177/09722629221147124 

Sun, H., Dai, Y. Y., Jeon, S. S., Lee, R., Wang, H., Shi, X., Sun, L., & Wang, Y. (2024). The 

impact of brand authenticity on brand attachment, brand loyalty, willingness to pay more, 

and forgiveness - For Chinese consumers of Korean cosmetic brands. Heliyon, 10(16), 

Article e36030. https://doi.org/10.1016/j.heliyon.2024.e36030 

Tarafdar, P., Leung, A. C. M., Yue, W. T., & Bose, I. (2024). Understanding the impact of 

augmented reality product presentation on diagnosticity, cognitive load, and product 

sales. International Journal of Information Management, 75, Article 102744. 

https://doi.org/10.1016/j.ijinfomgt.2023.102744 

Tom Dieck, M. C., Cranmer, E., Prim, A., & Bamford, D. (2024). Can augmented reality (AR) 

applications enhance students' experiences? Gratifications, engagement and learning 

styles. Information Technology and People, 37(3), 1251–1278. 

https://doi.org/10.1108/ITP-10-2021-0823 

Van Eck, N. J., & Waltman, L. (2017). Citation-based clustering of publications using 

CitNetExplorer and VoSviewer. Scientometrics, 111(2), 1053–1070. 

https://doi.org/10.1007/s11192-017-2300-7 

Wang, F., Wang, Y., Han, Y., & Cho, J. H. (2024). Optimizing brand loyalty through user-

centric product package design: A study of user experience in dairy industry. Heliyon, 

10(3), Article e25484. https://doi.org/10.1016/j.heliyon.2024.e25484 

Wang, P., & Huang, Q. (2023). Digital influencers, social power and consumer engagement in 

social commerce. Internet Research, 33(1), 178–207. https://doi.org/10.1108/INTR-08-

2020-0467 

Wang, P., Huang, Q., & Davison, R. M. (2020). How do digital influencers affect social 

commerce intention? The roles of social power and satisfaction. Information Technology 

and People, 34(3), 1065–1086. https://doi.org/10.1108/ITP-09-2019-0490 

Xi, N., Chen, J., Gama, F., Korkeila, H., & Hamari, J. (2024). Acceptance of the metaverse: A 

laboratory experiment on augmented and virtual reality shopping. Internet Research, 

34(7), 82–117. https://doi.org/10.1108/INTR-05-2022-0334 

Zhang, J., Li, G., Huang, Q., Feng, Q., & Luo, H. (2022). Augmented reality in K–12 education: 

A systematic review and meta-analysis of the literature from 2000 to 2020. Sustainability, 

14(15), Article 9725. https://doi.org/10.3390/su14159725 

 

https://doi.org/10.56294/sctconf20241014
https://doi.org/10.1108/JFMM-09-2020-0208
https://doi.org/10.5585/remark.v20i1.17309
https://doi.org/10.1177/09722629221147124
https://doi.org/10.1016/j.heliyon.2024.e36030
https://doi.org/10.1016/j.ijinfomgt.2023.102744
https://doi.org/10.1108/ITP-10-2021-0823
https://doi.org/10.1007/s11192-017-2300-7
https://doi.org/10.1016/j.heliyon.2024.e25484
https://doi.org/10.1108/INTR-08-2020-0467
https://doi.org/10.1108/INTR-08-2020-0467
https://doi.org/10.1108/ITP-09-2019-0490
https://doi.org/10.1108/INTR-05-2022-0334
https://doi.org/10.3390/su14159725

