[image: ]
Research Proposal Report
The Impact of Influencer Marketing and Consumer Trust: A Study of Brand Perception in Nike Campaigns

Module: BMMB7028 - Business Research
Student Name:  Md Didarul Islam Anik
Student ID: 2505168
Lecturer: Maggie Zhang
Submission Date: 30/03/2026

Word Count: 4991


[bookmark: _Toc225750340]EXECUTIVE SUMMARY
The research is dedicated to the problem of influencer marketing and the outcomes of influencer marketing based on the level of trust and perception of the brand by consumers in the example of Nike campaigns. One can affirm that the research is motivated by the fact that influencer marketing is becoming highly relevant in the online arena, and there is a lack of unanimity regarding the way it affects consumer perception. As the current literature suggests, the aspect of credibility of the influencer is a powerful factor, yet such aspects as authenticity, interactivity, and transparency can influence the level of trust and brand image (Pan et al., 2024).
It is based on an interpretivist philosophy and inductive approach and follows a qualitative research strategy on semi-structured interviews with users of social media who are aware of the Nike influencer campaigns. Thematic analysis will be used to identify the patterns and relationships that various data will assume.
The outcomes are likely to add to the inquiries in the scholarly arena regarding the creation of a coherent understanding of influencer marketing and trust ,in addition to offering ha elpful experience to boost branding in case of more lucrative and more authentic influencer methods.
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[bookmark: _Toc225750341]Section 1: Introduction
[bookmark: _Toc225750342]1.1 Contextual Background
The rapid development of video technologies has altered the marketing trend of the new day, particularly with the introduction of social media influencer marketing. Influencers have become key participants in the brand-to-consumer relationship that influences attitudes, engagement, and brand perception. The analyses show that the sphere of influencer marketing will become more dynamic, with the capacity to create authentic, relatable and interesting content, especially in younger demographics, such as Generation Z (Joshi et al., 2023; Chen et al., 2024a; Mrisha and Xixiang, 2024). As a result of this, organisations have been heavily investing in influencer partnerships to reinforce brand positioning and consumer interactions in order to generate value (Pan et al., 2024).
Among the major issues in influencer marketing, consumer trust turned out to be the key point to identify the success of influencer marketing. Trust has a positive impact on how consumers perceive the messages of the influencer and determine the brand, with a subsequent influence on the brand perception and brand relationship (Khamitov et al., 2024; Kim, Ko and Choi, 2024). However, the increased commercialisation of influencer content has also raised the issue of authenticity and transparency and over-endorsement, which can affect trust negatively (Cheah, Koay and Lim, 2024; Waltenrath, 2024).
In this regard, global brands such as Nike have significantly taken advantage of the concept of influencer marketing to add brand identity and attract a large variety of consumers. Nike also uses the participation of athletes, celebrities, and digital influencers in its campaigns and communicates brand values and raises the level of perception in consumers (Ding and Yu, 2024; Shan, 2024). Though such strategies are widespread among marketers and influencers, the actual impact that influencer marketing has on consumer trust and brand perception is not yet well-understood.
[bookmark: _Toc225750343]1.2 Research Problem
Although the role of influencer marketing is acknowledged in the existing literature, there is still no consensus concerning the impact of this tool on consumer trust and brand perception. Studies show that credibility and authenticity of the influencers play an enormous role in assuring trust and having a positive impact on consumer response (An et al., 2024; Mohamad et al., 2025). In turn, there are also other studies that report the involvement of emotional engagement, parasocial interaction, and quality of the content as the most significant determinants (Garg and Bakshi, 2024; Hasan, Zahid and Qayyum, 2024).
Besides, the appearance of such new issues as influencer fatigue, the avalanche of information, and the declining authenticity complicates the correlation between influencers and consumers (Do et al., 2025). These issues raise some questions about whether the approach to influencer marketing can be sustained and efficient, particularly in the case of large brands that operate in quite a competitive environment.
It is also important to note that other scholars have examined the concept of influencer marketing in general environments, but little is available regarding specific brands such as Nike. The gap in knowledge is on the methods of converting trust created by the influencers into brand image in the real-life campaign context.
[bookmark: _Toc225750344]1.3 Significance of the Study
The specified research will be helpful to address the gaps in the literature background where the disparities exist regarding the interdependence between influencer marketing, consumer trust, and brand perception. Even though there are already tests regarding these constructs, which were done previously, there are not many articles joining them as a single construct in cases when it is specific to a particular brand (Gupta and Verma, 2025; Samanta, 2025).
In practice, the research provides insights to the marketers and organisations that would like to make sure that the possible influencing strategies are optimised, making an impact. The ability to comprehend the effectiveness of trust in the perception of a brand will enable such brands as Nike to produce more effective campaigns, to select the appropriate type of influencers and be authentic with digital communication (Priya and Sabitha, 2025).
[bookmark: _Toc225750345]1.4 Research Aim
This research will be conducted with the objective of analyzing the effect of influencer marketing on the consumer trust and brand perception within Nike campaigns.
[bookmark: _Toc225750346]1.5 Research Objectives
I. To investigate influencer marketing in influencing consumer trust. 
II. The proposed research aims at studying the effects of consumer trust on brand perception. 
III. To measure the impact of influencer marketing on the brand perception in Nike campaigns. 
IV. To determine issues that are negative towards influencer marketing trust. 
[bookmark: _Toc225750347]1.6 Research Questions
I. How does influencer marketing affect consumer trust? 
II. What is the effect of the consumer trust on brand perception? 
III. What is the impact of influencer marketing in Nike campaign on brand perception? 
IV. What are the issues with influencer marketing trust? 

[bookmark: _Toc225750348]Section 2: Literature Review
[bookmark: _Toc225750349]2.1 Theoretical Foundations
The theoretical approaches that facilitate influencer marketing and consumer behaviour theory include the trust theory, source credibility theory and the consumer engagement theories. The theory of trust says that the reliability of the information sources, integrity, and authenticity would wield a strong influence on the consumer's decision-making. In a digital environment, trust is extremely important as consumers rely on mediated communication rather than on interpersonal communication with the brand (Khamitov et al., 2024; Field, 2013).
The theory of source credibility has remained as an explanation that individuals are likely to trust in information presented by the source that is deemed as any source that is regarded as credible. The most widespread criterion of credibility applied in influencer marketing is perceived expertise, trust, and authenticity. The researchers have revealed them to be the critical qualities that influence the manner in which consumers interpret the messages of the influencer and form their attitude towards the brand (Liu and Zheng, 2024; Flyvbjerg, 2006).
There is, in addition, an engagement-based perspective, which can be used to explain consumer behaviour in online environments (Morse et al., 2002). The theories observe the significance of the emotional involvement, personalisation, and social engagement in the process of influencing consumer reactions. More effective in order to influence the perceptions and behaviours of the consumers are the influences that build content that is relatable and entertaining (Gu and Duan, 2024).
Table 1: Theoretical Foundations of Influencer Marketing, Consumer Trust, and Brand Perception (Self-Made)
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Despite the applicability of the theories, the literature provided tends to apply the theories independently, and this limits the overall outlook of influencer marketing. Therefore, a more integrated theoretical approach is needed to analyse interactions of influencer marketing, trust and brand perception in a particular setting such as Nike campaigns.
[bookmark: _Toc225750350]2.2 Influencer Marketing and Consumer Trust
The sphere of influencer marketing became one of the delivery powers of digital marketing, and influencers act as the intermediaries between the brands and the consumers. Unlike traditional advertising, influencer marketing is grounded in perceived authenticity and relationship, which makes consumers trust it. It is also presumed that consumers are more likely to regard the recommendation of an influencer as legitimate compared to the content created and published on a brand (Joshi et al., 2023).
When it comes to building trust, the influencer's credibility has been rated as the cause of influencer marketing success. It has been found that sources of influence that are natural and reliable are considered and generate a more positive response to consumers and build trust (An et al., 2024). In its turn, credibility makes the consumers more confident in the recommendations of influencers, which leads to their positive attitudes toward brands (Mohamad et al., 2025).
However, influencer marketing does not always have a connection to trust as such. It can also be the excessive use of endorsements and over-commercialisation, which reduces the perceived authenticity, and consumers grow sceptical (Saad et al., 2025). Aspects of this have been discovered to include the event where an influencer promotes too many of his/her products, and he/she may lose credibility, which negatively affects trust (Cheah, Koay and Lim, 2024).
In the determination of trust, the disclosure and transparency practices are also considered very important. Even though the disclosure of the sponsored content may, to a certain degree, raise the degree of transparency, it may also lower the degree of perceived authenticity, based on how it is being disclosed. Based on this, influencer qualities do not necessarily influence trust exclusively, but other situations, such as content delivery, do (Mucundorfeanu, Balaban and Mauer, 2024; Bertaglia et al., 2024).
In addition, similarity perceived and emotional connection, as recent research points out, are not only some of the relational determinants of trust. Influencers the consumers believe to be relatable and similar to them are more likely to be trusted, so the trust is not based purely on expertise but also on being socially connected (Handranata and Kalila, 2025; Radita and Latifah, 2025).
Repeated interactions, as compared to a single exposure, are another way of building trust (Saad et al., 2025). Stability of influencer behaviour and content also helps to sustain trust, which suggests that the promotion strategies of long-term engagement are more acceptable and beneficial in the promotion with the help of the promotion campaigns (Szakal et al., 2024a).
Despite these revelations, the challenges that are coming forward are customer tiredness and information overload, which cause the process of building trust to be more complex (Saternus, Mihale-Wilson and Hinz, 2024). Being over-influenced may lead to the absence of engagement and trust, and, thus, the balanced and naturalised marketing should be applied (Shamim and Azam, 2024; Do et al., 2025).
[bookmark: _Toc225750351]2.3 Consumer Trust and Brand Perception
The important parameters in the process of developing brand perception are consumer trust, which is the judgment and action of the consumer towards the brand. Trust reduces the risk perceived and establishes confidence when making decisions, leading to the improvement of positive brand ratings (Khamitov et al., 2024).
Empirical studies show that trust is a significant aspect in the generation of brand image and consumer loyalty (Wang, Krause and Henkel, 2024). The trust assists the influencer to build a favourable impression on the concerned brand since the consumer will believe and respond positively to the recommendation made by the influencer (Samanta, 2025; Bogdan, Dospinescu and Dospinescu, 2025). Similarly, trust enhances emotional attachments of brands, which strengthens long-term relations between consumers and organisations (Priya and Sabitha, 2025).
However, the relationship between trust and brand perception is multi-dimensional, and it is influenced by many factors (Jha et al., 2025). The brand image as a mediating variable has been identified to moderate the responses of the consumer, and it does not directly impact the consumer responses; in fact, one can look at the brand image as an interaction between the other constructs (Mustajab and Puspitaloka Mahadewi, 2025).
In addition, interpersonal communication and activity also play an important role in the brand perception. Those who are active listeners to the content offered by the influencers are likely to have more favourable attitudes towards the brands, and that is why the interaction and participatory marketing strategies are important to be implemented (Vo et al., 2025).
Social presence is also very essential in the online space. It has also been reflected in the studies that perceived proximity and interpersonal relationships can be used to enhance trust and make a favourable impression on brand perception, which suggests that relational elements are very important in influencing consumer attitudes (Zhang et al., 2025; Luo et al., 2025).
Digital settings are connected with other complexities, even though trust is considered important. It could weaken the impact of the trust on the perception of the brand because clients will be tempted to access numerous sources of information (Omeish et al., 2025). This leads to the fact that the larger contextual dimension needs to be considered in the analysis of consumer behaviour (Samanta, 2025).
[bookmark: _Toc225750352]2.4 Influencer Marketing and Brand Perception
The effect of brand perception is strong in terms of perception of brand values and brand messages by consumers within the influence of influencer marketing. There is the opportunity to create emotional appeal through personalised and compelling content by influencers that can boost brand image and consumer interest (Bhargava, 2025).
It is found that brand perception is also influenced by influencer marketing, whereby relatability and authenticity are enhanced. When they post messages that align with their values, the influencers have a chance to trigger the perception of the consumers about the brands in a positive direction (Wahab, Alam and Lahuerta-Otero, 2024; Baghel, 2024).
The tone of the content and communication patterns is very critical as well. These influencers have a better chance to influence consumer attitudes and perceptions with the help of impressive storytelling and the presence of well-known narratives, and the quality of the content they use in influencer marketing can have a significant impact (Feng, Chang and Sun, 2023).
The influencer marketing performance, however, also relies on a variety of moderating factors. The factor of authenticity remains one of the notable ones since the consumers will be receptive to veritable and authentic content (Hasan, Zahid and Qayyum, 2024).
Even though it is a very effective method, influencer marketing also has issues related to over-commercialisation. The latter may negatively impact the view of the brand and engagement under the assumption that, if customers believe that the executive of the content of the influencers was promotional, it will have an overall negative impact (Do et al., 2025; Zhao et al., 2024).
[bookmark: _Toc225750353]2.5 Emerging Trends and Challenges
An ever-evolving environment, influencer marketing is a platform that offers its effectiveness in both trends and challenges. Among these changes, one should single out the rise of the fake and artificial intelligence-driven marketing campaigns. These new innovations hold new prospects of interaction besides the problem of authenticity and trust (Ananda, Putra and Azhar, 2025; Basyirah, Bahari and Widagdo, 2025).
Research reveals that individuals are likely to respond clinically to virtual influencers in comparison to human influencers on aspects of perceived authenticity and credibility (Guerra-Tamez et al., 2024). Even though virtual influencers are able to enhance novelty and commitment, they are also able to reduce credibility when they are perceived as unnatural (Ferraro et al., 2024).
Consideration is also an issue of ethics, which has been implemented in influencer marketing. Some of the most significant mechanisms of maintaining the consumer trust are disclosure, transparency, and data privacy, particularly in highly-controlled environments (Khalfallah and Keller, 2025).
There are other technological factors, such as algorithms and platform topography, that will significantly contribute to consumer exposure to influencer content (Wang Z., 2025b). These affect the content people are watching and the perception held by individuals, which makes the influencer marketing complex ecosystem (Gui et al., 2025).
The other risk is consumer fatigue. The lack of engagement and the decline of trust due to the excessive exposure to influencer posts might mean the need to start considering more sensible and balanced marketing approaches (Shang, 2025; Do et al., 2025).
[bookmark: _Toc225750354]2.6 Influencer Marketing in Nike Campaigns
The view of Nike as a global pioneer in marketing innovation, in particular, the use of influencer marketing to identify the brand image, is generally positive. In order to convey the brand values and engage various audiences, the Nike campaigns usually involve athletes, celebrities, and online influencers (Ding and Yu, 2024).
The papers show that the Nike promotion tactics are highly effective in creating a sense of emotional connection with the consumers that facilitates brand recognition and brand loyalty (Shan, 2024). Another strength of the brand that is also reinforced by the orientation on storytelling and social values on the digital grounds is the strength (Yan, 2024; Zaki, Alhomaid and Shared, 2025).
Nike has also been successful because of its use of influencer marketing to appeal to the younger audience. Nike has been able to remain relevant and reach the existing consumers through social media and influencer programs (Sun, 2024).
However, genuineness and credibility are hard to uphold. As the competition and consumer demands continue to expand and evolve, Nike must continue altering its marketing approaches to ensure that the influencer campaigns can continue to be both effective and reputable (Wang, 2025a).
[bookmark: _Toc225750355]2.7 Research Gap
Even though there exists extensive literature on the concept of influencer marketing, a significant gap prevails in terms of understanding the integration of influencer marketing, credibility of the consumer and brand perception within their respective specific brand contexts. Even though the previous research has determined these constructs individually, limited research has been conducted on the relationship of these constructs in an integrated framework.
In addition, there is no consensus on the effectiveness of influencer marketing as some articles are based on credibility, and others mention emotional engagement and situational factors (Chen et al., 2024b).
It is worth noting that very little literature work has been done on issues of brand-specific conditions, such as Nike campaigns, which are highly crucial in consumer perceptions. This demonstrates that a greater amount of research needs to be conducted with regard to the impact of influencer marketing on trust and brand perception in the real-life marketing scenario (Gupta and Verma, 2025; Szakal et al., 2024b).


[bookmark: _Toc225750356]Section 3: Research Methodology
[bookmark: _Toc225750357]3.1 Research Philosophy
The philosophical approach adopted in this paper is an interpretivist research, and this assumption is that reality is socially constructed and knowledge is generated on the basis of subjective human experiences. The interpretivism approach is particularly suitable for the research due to the fact that it is not aimed at measuring objective reality; it is focused on discovering how people see and interpret the social phenomena. The interpretation approach fits the situation of influencer marketing, where interactions between individuals, emotional response, and individual interpretation determine the level of consumer trust and brand attitude (Saunders, Lewis and Thornhill, 2019).
Interpretivism will help the researcher to investigate the perceptions of influencer marketing campaigns by consumers and the impact of the same on trust and brand perception in the Nike campaigns. It is contrary to positivism that adopts quantitative measurement and statistical analysis because interpretivism provides additional information about multifaceted human behaviour, which can hardly be measured (Bryman, 2016). This is paramount, more so in online marketing, where the consumer review provided is liable to socialisation, interactivity and circumstances.
Besides, influencer marketing takes place in the dynamic and evolving online atmosphere, with the consumer perception being built in accordance with the cultural, technological, and social factors. Interpretivism also assists the researcher to cope with such contextual problems and synthesise the information that conveys the actual consumer experiences. This is why it may be a sufficient philosophical foundation to refer to the implications of influencer marketing on consumer trust and feelings toward the brand in Nike campaigns (Leavy, 2020).
[bookmark: _Toc225750358]3.2 Research Approach
The research is a type of inductive investigation since it involves the goal of obtaining knowledge and theoretical constructs through the usage of empirical evidence in comparison to hypothesis testing and/or refutation. The philosophy of interpretivism is associated with the inductive methodology because it allows identifying the patterns, themes, or relationships through the participants of the research (Saunders, Lewis and Thornhill, 2019).
The introduction of the inductive approach can be justified by the fact that the gaps in the literature on the topic of influencer marketing, consumer trust, and brand perception exist. Some of the studies are on the relevance of credibility, and some are on emotional reactions and situations. Such complexities can be examined using an inductive approach that helps the researcher to develop new knowledge that reflects the current digital marketing environments (Bryman, 2016).
In addition, the impact that marketing has is dynamic due to the technical advancement and shifting consumer trends. An inductive approach is flexible, which gives the research a chance to adapt itself to the emerging trends and uncover new patterns in the data. The latter is particularly important to examine how influencer marketing operates within the specific situation of the Nike campaigns (Leavy, 2020).
[bookmark: _Toc225750359]3.3 Methodological Choice and Research Strategy
The research design adopted within the current study is qualitative, and it is appropriate given that the subjective experiences and meanings are the aspects of concern regarding studying a complex social phenomenon. A qualitative research study is adopted to examine the manner in which individuals sense their experiences, hence justifying the suitability for the exploration of consumer perception towards influencer marketing and brand perception (Leavy, 2020).
The selection of semi-structured interviews as the primary research strategy is also involved in the choice of research strategies of this qualitative paradigm. The strategy will help the researcher to manage the discussion process in addition to enabling the individuals to elaborate their opinions freely. Semi-structured interviews are also well liked because they produce comprehensive and rich information and thus can be applied in exploring the perceptions, attitudes and behaviours (Bickman and Rog, 2009).
The interviews will assist the researcher in collecting detailed data regarding what the consumers perceive of the Nike influencer marketing campaigns and the influence of the perceptions on determining the attitude of trust and brand perception. This will give the possibility to explore the research problem deeper than structured methods such as questionnaires (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc225750360]3.4 Critical Evaluation of the Methodology
This study has a series of advantages because of the qualitative research design. The ability to generate rich, detailed data that can absorb the complexity of consumer perceptions and behaviours is one of the strengths (Flyvbjerg, 2006). It is relevant especially in the examination of the effects of influencer marketing on the perception of trust and brand perception due to the subjectivity and sensitivity of the two constructs to the context at hand (Leavy, 2020).
Another advantage is the qualitative research, as it is highly flexible; this implies that the researcher can discover new themes that share the same aspect with questions that can be developed in the process. That makes the data more enriching and applicable as the researcher is capable of noting an unexpected observation (Bickman and Rog, 2009).
However, the qualitative approach is also underscored. It is not generalisable because there is a small sample size, and the data interpretation is subjective, which could put the researcher at risk of having a researcher bias. These limitations are common to the qualitative study and should be eliminated with an adequate research design and analysis (Bryman, 2016).
An alternative type of quantitative research would provide statistically generalisable results, but would fail to give the depth and richness of consumer experiences that the proposed research requires. This way, one can state that the qualitative approach is the most appropriate methodology that can be employed to address the aim of the research (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc225750361]3.5 Data Collection Methods
Primary data through semi-structured interviews will be collected by the first data type, which is semi-structured interviews with participants who actively use social media influencers and have encountered the Nike influencer marketing campaigns. This method allows the researcher (scholar) to immerse themselves in the perceptions and experiences of the members and renders it worthwhile in the research field (Bickman and Rog, 2009).
The interviews will be conducted via the online platforms, i.e., Zoom, and will be convenient and accessible to the participants. The interviews will last 30-45 minutes, and it will be enough time to get down to the more significant themes, such as influencer marketing, trust and brand perception (Saunders, Lewis and Thornhill, 2019).
The audio recording of all interviews, along with the consent of respondents and word-to-word translations, will also be used to prevent any errors. The procedure allows for making the evaluation in detail, and the data are recorded in the original perspectives of the participants (Leavy, 2020).
The data types that will be compared will include the scholarly literature, such as secondary data, which will help the research framework and position the results in their context, which will be done through the existing knowledge (Bryman, 2016).
[bookmark: _Toc225750362]3.6 Sampling Strategy and Target Population
The research will be focused on the members of the social media community who actively consume the content posted by influencers and hear Nike marketing messages. The specified population is also related to the research problem, as it supports finding the difference between the effects of influencer marketing on trust and brand perception (Saunders, Lewis and Thornhill, 2019).
The selection of participants will be based on a purposive sampling method because these will be individuals who will meet specific criteria, including being an active social media user and having knowledge of influencer marketing. This will enable the participants to be in the field of interest and make meaningful contributions to a section of the study (Leavy, 2020).
The sample size was estimated as approximately 10 to 15 respondents, which will be sufficient to reach the thematic saturation of qualitative research. Even though this limits generalisation, it facilitates an in-depth exploration of the research problem (Bryman, 2016).
[bookmark: _Toc225750363]3.7 Data Analysis
Analysis of the data collected during the interviews will be conducted with the thematic analysis since it is one of the most widespread patterns to analyse and interpret qualitative data. This approach provides a paradigm of analytical scrutiny of complex data collections in a systematic, flexible, and adaptable manner (Fereday and Muir-Cochrane, 2006).
The data shall be familiarised, coded, and themes developed and interpreted under the analysis process. Such a methodological structure causes the analysis to be rigorous and recurrent, and enables the researcher to observe the primary trends within the area of influencer marketing, trust and brand perception (Bryman, 2016).
The thematic analysis is particularly relevant to the given study since it assumes the potential of revealing both the primary and hidden meaning of the data. This will enable the regulation of the general image of how the consumer perceives the influencer marketing campaign and developing trust (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc225750364]3.8 Ethical Considerations
The problem of ethics is significant to the provided research work, and it will be mentioned in the course of the study. The research would provide them with clear information on the study to be done, and informed consent will be obtained from the participants before they are allowed to participate. This will ensure that the participants are fully informed on their rights and the purpose of the research (Saunders, Lewis and Thornhill, 2019).
The subjects will also have the opportunity to exit the study at their own free will and will not be punished. The data of participants will be confidential as pseudonyms will be used in all the transcripts and reports, and the anonymity of the participants will be ensured (Bryman, 2016).
Namely, data will be registered in passwords in the safe files within the requirements of the data protection. These measures ensure the confidentiality of the data of the participants and ethical aspects (Leavy, 2020).
[bookmark: _Toc225750365]3.9 Limitations of the Study
This research has several limitations. The external validity of the findings is lessened by the small sample, as well as by the qualitative approach to the research. The cross-sectional type of research will also only capture data at one point in time, which may not reflect the change in consumer behaviour in the course of time (Saunders, Lewis and Thornhill, 2019).
This effect may cause bias since the respondents will provide socially desirable responses. Such a factor may also influence the interpretation of qualitative data and must be addressed appropriately to warrant the validity, depending on the researcher's subjectivity (Bryman, 2016).
Despite the existence of these restrictions, the study provides an impeccable amount of information regarding the efficiency of influencer marketing in consumer trust and brand attitude during Nike campaigns. Hopefully, the results will play a role in scholarly studies and reality marketing tactics (Leavy, 2020).


[bookmark: _Toc225750366]Section 4: Expected Outcomes and Research Timeline
[bookmark: _Toc225750367]4.1 Expected Outcomes
It is necessary to note that the current paper will likely contribute to the theoretical and practical knowledge of marketing due to the investigation of the impact influencer marketing has on consumer trust and brand perception in Nike marketing campaigns (Field, 2013). Literature-wise, the research will address inconsistencies in the present body of knowledge by integrating influencer marketing, trust, and brand perception into a single framework (Gupta and Verma, 2025).
The findings are predicted to provide further insight into the interpretation of the content of influencers and the establishment of trust, which, in turn, would affect the perception of such a global brand as Nike. In practice, the study ought to assist marketers to generate more effective influencer forecasts by making them authentic, better influencers and more efficient connections with the consumer (Priya and Sabitha, 2025).
[bookmark: _Toc225750368]4.2 Research Timeline
The research will also be carried out in a logical schedule to bring systematic fulfilment of all the stages. Initially, the literature review will be established, the research design will be formulated, and the interview questions and ethical approval process will be formulated (Saunders, Lewis and Thornhill, 2019).
Thereafter, thematic analysis and primary collections through semi-structured interviews will be carried out in order to identify the significant patterns within these data (Fereday and Muir-Cochrane, 2006). The interpretation of findings will be the final process, followed by the writing up of the research report.

[bookmark: _Toc225750369]Section 5: Conclusion
In its context, this research proposal paper has discussed the role of influencer marketing in relation to consumer trust and brand perception using Nike campaigns as examples. The paper notes that influencer marketing is an effective tool in contemporary digital marketing, and it influences the way consumers understand brand messages and develop trust. Trust, as another mediation factor, as depicted in the literature, is also essential in terms of the effect of the content of the influencers on brand perception in such competition-intensive and digitally-processing environments.
The other recommendation that the study also reveals is that the components of authenticity, relatability, and transparency are core factors in making sure that consumers do not lose faith in the influencer and must ensure the influencer campaign is successful. Such new problems as over-commercialisation and consumer fatigue also prove the need for more strategic and moral advertising of the products.
Overall, this research provides valuable data on how influencer marketing can be effectively implemented by large global companies such as Nike to gain greater consumer trust and spread brand awareness.
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Figure 1: Gantt Chart (Self-Made)
This Gantt chart is a dateline of the steps that will be undertaken to see the research project through to the end in line with conducting the literature review and submitting the research orally in the end. It also ensures that time is well managed as there will be specific weeks on which the friends of the major will be directed to. The visual plan gives the opportunity to trace the course of the progress and organization of the work during the research.
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