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ABSTRACT

As the publishing industry evolved digitally, so did the marketing strategies of the publishers and authors.
Meanwhile, the growth of social media platforms led to the establishment of various online book communities
and Bookfluencers. Motivated by the impact Bookfluencers on readers, this study secks to explore the role of
Bookstagrammers in book marketing today. This study addresses the lack of understanding and research on
the Bookstagram community in India and current book marketing strategies using Bookstagrammers as a book
marketing tool. This study contributes to the existing literature focusing on book marketing by answering the
following research questions: (1) How does the Indian Bookstagram community function? (2) What type of
content do Bookstagrammers create? (3) Which Bookish community has a more significant impact on the
consumers' purchase intention, BookTube or Bookstagram? (4) What can Bookstagrammers offer as a
marketing tool for authors and publishers?

This study employs Mixed Method Research (MMR) to gain a more comprehensive and in-depth
understanding of how Bookstagrammers are currently being leveraged as a marketing tool and their impact on
the readers” purchase mtention. Thematic analysis of the interview data idenfifies 15 themes that explore the
various aspects of the Bookstagram community, current book marketing sirategies, and the Bookstagrammers’
role in book marketing. Additionally, the results of the experiment indicate how the BookTube and
Bookstagram reviews impact the consumers purchase intention. The findings state that the reviews posted by
the Bookstagrammers are considered more reliable, and readers are more likely to buy the book after reading
the Bookstagram review. The findings of this study contribute to the emerging literature on Bookfluencers and
attempt to establish the existing state of affairs between Bookstagrammers and publishers, giving marketers
direction on including Bookstagrammers in their strategies.
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