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[bookmark: _Toc235805285]Introduction
[bookmark: _Toc235805286]Background to the Study
Fashion marketing has shifted towards promoting product quality and price to an activity that brings cultural meaning experiences that enhance consumer interaction and brand loyalty. With the growing level of competitiveness in the digital market, fashion brands engage in strategic partnerships with entertainment franchises to gain better brand differentiation, social media presence, and create emotional engagement with consumers (Xu, 2023; Yoo, 2023). These partnerships have especially been relevant in appealing to Gen Z customers, who prioritize authenticity, self-expression, and culturally relevant brand experiences over traditional promotional campaigns (Dewantoro, Sariani and Suriono, 2025).
Japanese anime has proven to be a powerful marketing tool in the global fashion industry, allowing brands to establish a cultural fusion that helps foster consumer loyalty and brand distinction (Aziz and Ong, 2023). According to a Fortune Business Insights report, global anime merchandising is poised to grow to USD 27.35 billion by 2034 as its licensing rights continue to increase and anime-inspired apparel is increasingly collaborating. International fashion companies such as Uniqlo, Adidas, Loewe and Puma are now increasingly making use of anime collaborations to connect with younger consumers, as well as to boost brand visibility (Gournelos and Marutschke, 2025; Chaudhary and Chaudhary, 2024). Even though there is commercial expansion, empirical studies are limited in scope and most of the research is conducted in Asian markets (Chaudhary and Chaudhary, 2024; Yu et al., 2025), and most of them are qualitative case studies. As a result, there is a shortage of evidence to provide an explanation of the relationship between perceived authenticity, brand–anime fit and anime involvement with consumer engagement and purchase intention among UK Generation Z consumers which motivates this study.
[bookmark: _Toc235805287]Research Problem
Though the use of anime-fashion partnerships is now considered a significant branding tool, the research available mostly focuses on brand communication and partnership results using case studies or non-UK settings (Chaudhary and Chaudhary, 2024; Yu et al., 2025). There is a dearth of quantitative studies on the effects perceived authenticity, brand-anime fit, and anime involvement on consumer engagement and purchase intention among UK consumers in the Generation Z cohort. This is an evidence gap that restricts the effectiveness of anime-inspired fashion strategies among the marketers.
[bookmark: _Toc235805288]Research Aim
This study aims to examine how perceived authenticity, brand–anime fit and anime involvement influence consumer engagement and purchase intention toward anime–fashion collaborations among Generation Z consumers in the United Kingdom.
[bookmark: _Toc235805289]Research Objectives
· To assess UK Generation Z consumers’ perceptions of authenticity in anime–fashion collaborations.
· To examine the influence of perceived brand–anime fit on consumer engagement.
· To determine whether anime involvement influences engagement with anime–fashion collaborations.
· To evaluate the relationship between consumer engagement and purchase intention.
· To recommend how fashion brands can design credible and engaging anime collaborations for UK Generation Z consumers.
[bookmark: _Toc235805290]Research Questions
· How does perceived authenticity influence consumer engagement with anime–fashion collaborations?
· What effect does brand–anime fit have on consumer engagement?
· How does anime involvement affect engagement with collaborative fashion products?
[bookmark: _Toc235805291]Hypothesis
1. H1: Perceived authenticity positively influences consumer engagement. 
2. H2: Brand–anime fit positively influences consumer engagement. 
3. H3: Anime involvement positively influences consumer engagement. 
4. H4: Consumer engagement positively influences purchase intention.
[bookmark: _Toc235805292]Research Significance
This study will build on the existing body of academic research in collaboration and consumer-engagement by placing marketing variables of the anime-related items in a comparatively under researched UK market. In practice, the results can guide fashion and streetwear companies in deciding whether collaboration authenticity, compatibility and audience involvement can result in meaningful engagement as opposed to attention spurts. The research can thus contribute to culturally plausible selection of partners, product development and marketing message targeting UK Generation Z customers.
[bookmark: _Toc235805293]Literature review
[bookmark: _Toc235805294]Brand Authenticity 
Brand authenticity is the consumers' belief that a brand is authentic, believable, and consistent with its claims and mission, which fosters trust and loyalty (Sun et al., 2024). Authenticity has emerged as a key factor in the world of fashion marketing as Gen Z consumers seek brands that are transparent, reflect cultural identity, and have genuine motives beyond financial gain (Kirnosova, 2021; Prasanna and Priyanka, 2024). In several studies, it is revealed that the emotional attachment, engagement, and purchase intention are positive influenced by authentic brand communication (Lin and Ku, 2023; Suo and Huang, 2023). Similarly, Chaudhary and Chaudhary (2024) say that the work of the anime is an authentic representation of the fashion brand and the anime story itself, which boosts the authenticity of the brand. But other authors argue that the pursuit of mostly commercial interests in collaborations might be perceived as opportunistic, which decreases consumer trust and the credibility of brands (Gajdić, Mesić and Petljak, 2021; Nygaard, 2023). These studies all point to a correlation between authenticity and consumer response to the product; however, most are conceptual in nature or based on qualitative case studies, with only a few offering quantitative data on the consumer's reaction to the perceived authenticity in anime–fashion collaborations for UK Generation Z consumers.
[bookmark: _Toc235805295]Brand–Anime (Franchise) Fit 
Brand–anime fit is a perceived connection between a fashion brand and an anime franchise regarding image, values and target audience (Park, Milberg and Lawson, 1991). According to congruity theory, the evaluations of the collaboration are more positive when the two partners have a high level of both strategic and symbolic fit (Simonin and Ruth, 1998). Empirical studies have shown that high brand fit improves the credibility of collaboration, attitudes and purchase intentions by establishing a consistent set of brand associations (Bagus et al., 2024; Sarkis et al., 2026). Likewise, Gournelos and Marutschke (2025) discovered that, when collaborating successfully, as in the case of Loewe × Studio Ghibli, consumers were positive about it because they felt that luxury craftsmanship went in hand with art story. On the other hand, if the collaboration fails to be a good fit, it can also foster scepticism and decreased consumer engagement, even with the popular anime franchise (Liang & Yang, 2022). While the significance of collaboration fit has been consistently acknowledged in previous research, the research literature to date has largely been based on the Asian market or in broader co-branding contexts, and the quantitative understanding of the importance of perceived brand–anime fit for engagement among fashion consumers in the UK with Generation Z is limited.
[bookmark: _Toc235805296]Consumer Engagement 
Consumer engagement is the cognitive, emotional and behavioural investment of consumers in brand communications (Harrigan et al., 2018). Jessen et al. (2020) consider engagement as continuing beyond a purchase and Ortolani (2024) highlight the multi-dimensionality of engagement. According to the literature, there is a positive correlation between social media engagement and brand attitudes and purchase intention (Vo Minh, Huong and Ha, 2022; Wang et al., 2019). But, in their study, Fernanda, Jailani and Kamal (2025) discovered that the connections of social media with e-commerce behaviours were weak to moderate and unstable, and this contradicts the idea that likes and comments are a reliable indicator of sales. Sharma et al. (2025) also found that there were gender differences in fashion response of the UK gen z. Thus, it is not possible to make causal claims for platform-based measures, cultural differences and cross-sectional designs, and the relationship between engagement and purchase intention may be characterized as a correlation.
[bookmark: _Toc235805297]Consumer Involvement (Anime Involvement) 
Consumer involvement is related to the personal relevance, interest and emotional involvement with a product or cultural activity (Zaichkowsky, 1985). Enthusiastic fans tend to have better knowledge, identification and willingness to engage with products of the franchise. In the context of entertainment collaborations, Lou et al. (2021) discovered that the fandom engagement positively influenced attitudes and purchasing responses, which aligns with Yoon (2024)'s argument that collaborative elements such as fandom communities increase the appeal of a collaboration. However, when characters, stories, and fandom values are misrepresented in commercial products there may be negative reactions in strong involvement. Most existing studies focus on Asian consumers, fandoms of celebrities or entertainment-industry collaborations but not on anime-fashion collaborations (Lou, Jiao and Koh, 2021; Yoon, 2024). Moreover, the convenience sampling and self-reported involvement pose selection and common-method bias, making it difficult to know the impact of this on consumers of the UK Gen Z.
[bookmark: _Toc235805298]Generation Z Fashion Consumption Concept 
Digital discovery, identity expression, peer communication and culturally relevant experiences are all drivers of Gen Z fashion consumption. Djafarova and Bowes (2021) discovered that the content found on Instagram influenced impulse buying of fashion items among UK Gen Z, whereas Liu, Bernardoni and Wang (2023) highlighted the importance of concern for the environment and perceived value in the participation of the resale of fashion items. This juxtaposition of the results shows a conflict between Gen Z's ethical beliefs and faddist consumption behaviours. Likewise, Salume (2024) concluded that SHEIN's purchasing behaviours was still not significantly deterred by negative sustainability information, as price and materialism/fashion motivation were still significant factors. The collaborations between the two might therefore resonate with people of Gen Z by way of identity, exclusivity and nostalgia, but not lumping Gen Z together. These student samples also restrict applicability to consumers of anime in the UK while also being in the context of sustainable fashion.
[bookmark: _Toc235805299]Purchase Intention 
Purchase intention is also a consumer's confession of their intent to buy product, and it is often assumed to be a consequence of brand attitudes and engagement (Ajzen, 1991). Digital engagement, trust and social media content positively affect purchase intention (Ao et al., 2023; Matin, Khoshtaria and Tutberidze, 2020). But when prices are high, goods are scarce, or there is doubt about working together, it's not necessarily what is bought. In addition, self-report cross-sectional studies are unable to confirm a causal link. Thus, the engagement–purchase relationships must be tested for UK anime-fashion collaborations.
[bookmark: _Toc235805300]Research Gap and Literature Synthesis
While these constructs are broadly explored, they are studied in isolated blocks or in models that have limited constructs, with some studies using Asian samples, convenience sampling, and cross-sectional self-reports, and few studies incorporating these constructs in one model (Lou, Jiao and Koh, 2021; Chaudhary and Chaudhary, 2024). As a result, there is a gap in researching UK Gen Z anime-fashion responses.
Conceptual Framework
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Figure 1: Conceptual Framework
The conceptual framework, based on existing literature, is presented in Figure 1. The model suggests that brand authenticity, brand–anime fit and anime involvement will have positive effects on consumer engagement, which in turn will positively affect the purchase intention of the UK Generation Z consumers. The framework gives the theoretical support for the study and the direction of developing the research hypotheses and empirical analysis.
[bookmark: _Toc235805301]Methodology
[bookmark: _Toc235805302]Research Philosophy and Approach
The research philosophy used in this study is positivism, which is the research that is carried out with the objective approach, namely examining the relationship between the variables of perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention with objective measurements and statistical tests. The positivism is suitable because it is assumed that the social phenomenon can be measured empirically, analysed quantitatively, and it is obtained general relationship that is applicable to all social phenomena (Park, Konge and Artino, 2020). A deductive approach is used because the research makes use of theories and literature to formulate hypotheses, which are then tested through empirical data (Mohammed, 2024). This is an appropriate approach as the study is for the purpose of validating the theoretical relationships, and not for the purpose of theory building.
[bookmark: _Toc235805303]Research Design and Data Collection
The study adopts quantitative research approach with cross sectional research design and uses primary data obtained from an online questionnaire. The quantitative design is appropriate, as it allows obtaining standardised responses from a relatively large population and it allows to statistically analyse the relationships between variables (Ghanad, 2023). The cross-sectional design can be used to gather information at one point in time and is suitable to investigate the current consumers' perception of anime – fashion partnership in the scope of the research time (Wang et al., 2020). The questionnaire will consist of close-ended questions using a 5-point Likert scale which will be adapted from previous validated studies to make the measurement more reliable and valid.
[bookmark: _Toc235805304]Sampling Strategy
The target population is those in the United Kingdom, aged between 18-29, who are aware of anime and anime–fashion connections. Participants will be conveniently sampled to access the respondents via online platforms and social media communities, and purposeful sampling will be used to ensure that the respondents have knowledge relevant to the topic of the research (Campbell et al., 2020). The total sample will be 100-150 valid questionnaires, which is sufficient for regression analysis and other quantitative consumer behaviours research (Bujang, Sa'at and Sidik, 2017).
[bookmark: _Toc235805305]Data Analysis and Ethical Considerations
Collected data will be analysed with the SPSS. Descriptive statistics will be used to summarise the respondent characteristics and the Cronbach's alpha will be used to check the internal reliability of the instrument. Pearson correlation and multiple regression analysis will be used to explore the relationships between the variables in the study and to verify the research model (Ruan, 2024). Data will be collected in accordance with ethical approval. Participants will be given an information sheet, and informed consent will be obtained and participation will be voluntary. The responses will be anonymous and confidential – the data collected will be kept securely and will be used only for academic research in line with the university's ethical guidelines and the UK General Data Protection Regulation (GDPR).
[bookmark: _Toc235805306]Expected Findings 
This study is anticipated to show that there is a positive relationship between perceived authenticity, brand–anime fit and anime involvement with consumer engagement, which in turn will positively feed into the purchase intention of the UK Generation Z consumers. The results are expected to offer actionable suggestions for fashion brands looking to create culturally-appropriate and impactful anime-inspired fashion campaigns and strategies.
[bookmark: _Toc235805307]Limitations 
The limitations of the study include convenience sampling, cross sectional design and using a self-reported questionnaire, leading to potential limitations in generalisability and response bias. But, validated measurement scales, anonymous participation and appropriate statistical analysis will be used to increase the reliability and credibility of the research findings.
[bookmark: _Toc235805308]Timeframe 
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Table 1: Timeframe
The research will take 10 weeks to finish – proposal development, ethics approval, literature review, questionnaire development, primary data collection and analysis, drafting the dissertation, feedback from supervisor, finalizing and submission. The project's schedule is designed to provide a systematic approach to project management and completion.
[bookmark: _Toc235805309]Conclusion
This proposal fills a gap and explores an anime–fashion partnership among consumers of Generation Z in the UK. The study will employ a quantitative methodology, offering empirical findings regarding factors that affect consumer engagement and purchase intent, significant academic contributions, and practical insights for fashion companies in creating culturally relevant marketing strategies.
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