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Oz

Turizm pazarlamasinda influencerlarin incelendigi bu aragtirmada 2015-2021 yillar1 arasinda konuyla
ilgili yapilan ¢alismalarin turizm literatiirtindeki yerinin belirlenmesi ve katkilarinin ortaya koyulmasi
amaglanmistir. Bu dogrultuda literatiir taramas1 yonteminden yararlanilarak, son yillarda gelisme
gosteren influencer pazarlama kavramiyla ilgili Web of Science ve Scopus veri tabanlarinda
yayinlanmis makaleler incelenmistir. {lgili anahtar kelimeler sonucunda 88 makaleye ulagilmis, yapilan
degerlendirmeler sonucunda ilgili 25 ¢alisma arastirmaya dahil edilmistir. Ulasilan g¢alismalarda
kullanilan yontemler ve arastirmalarin bulgulari igerik analizi ile ¢6ziimlenmistir. Arastirma sonucunda
calismalarda ¢ogunlukla influencerlarin ziyaret etme ve satin alma niyetine etkisi ile aracilik rollerine
odaklanildigr goriilmektedir. Bu c¢alisma mevcut arastirmalardaki bazi arastirma bosluklarmi
belirleyerek gelecekteki aragtirmalar igin bir giindem saglayarak akademi ve endiistriye katkida
bulunmaktadir.
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Abstract

In this research, it is aimed to determine the position of the studies on influencers in tourism marketing
between the years 2015-2021 in the tourism literature and to reveal their contributions. In this context,
articles published in Web of Science and Scopus databases related to the concept of influencer
marketing, which has developed in recent years, were examined by using the literature review method.
As a result of the relevant keywords, 88 articles were reached, and as a result of the evaluations, 25
related studies were included in the research. The methods used in the studies reached and the findings
of the studies were analyzed by content analysis. As a result of the research, it is seen that the studies
mostly focus on the influencers’ influence on the intention to visit and purchase, and their intermediary
roles. This study contributes to academia and industry by identifying some of the research gaps in
current research and providing an agenda for future research.
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