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Chapter 1: Introduction
[bookmark: _Toc169710325]1.1 Background of the Study
Social media today is an important aspect of human life that has challenged the traditional ways of interacting, informing and even purchasing (İpekoğlu, 2021). With the availability of new social media platforms such as Instagram, Facebook Twitter, and YouTube mostly in the Fourth Industrial Revolution, a new class of celebrities referred to as social media influencers has emerged (Evans, et al., 2017). These include ordinary people with more extensive followership, celebrities, and everyone in between, making them significant players in marketing and customer acquisition. Based on the context of the mentioned industry of the UK retail industry, using social media influencers has gained its significant importance since brands aim to address and interact with consumers.
[bookmark: _Toc169710326]1.2 Problem Statement
The use of social media influencers in the context of the United Kingdom’s retail sector has been a matter of concern as of recently. Although conventional forms of advertising are relevant even in the present, the effectiveness of influencers in providing their audiences with relevant content based on their trust adds a new dimension to the relationship that brands have with consumers (Negi & Pabalkar, 2020). However, there is a relative absence of knowledge on how these influencers change the behavioral patterns, perception of customers towards the brands, decision to buy the products, and their loyalty. This absence of concrete information poses a problem for brand managers and any other marketer who wants to make proper changes to their targeting and advertisement mechanisms in a bid to increase return on investment in corporate organizations (Evans etal., 2017).
[bookmark: _Toc169710327]1. 3. Context of the Study
The retail industry of the UK is globally known to be very competitive and intensive, providing a great and infinite variety of goods and services to its buyers, who are very demanding and intelligent (Kim et al., 2021). Under these circumstances, companies are always seeking new ways of reaching out to the consumers and make them click. Popular app users have come to play a crucial role in this regard as they provide brands with a basic and credible connection with potential consumers through the creation of personal content (Mardon, et al., 2023). The present paper aims to investigate how influencer marketing is implemented as a part of retail marketing and whether such strategies influence consumer behaviour in the UK.
[bookmark: _Toc169710328]1. 4. Rationale for the Study
Considering the foregoing, seeing that UK retailers are meeting a great deal of effort and money into using influencer marketing, there is a clear need to establish empirically its effectiveness in consumer behavior (Anjorin et al., 2023). To add value for customers, there is a need to understand the nature of the influence from their perceived attitudes toward various brands and the resultant decisions that they make (Al Kurdi, et al., 2024). Furthermore, with the advancement on the internet, marketers who apply these insights in their operations stand to boost their chances of predicting future adaptation to consumer behavior. In this regard, the goal of the study is to support marketers by offering insights into the current situation and the pressing need to better manage resources to obtain more satisfying results (Mittal, 2023).
[bookmark: _Toc169710329]1. 5 Aims of the study
The overall research objective of this given work comprises exploring the effectiveness of social media influences on the social consumption patterns of the potential consumers in the context of the UK retail sector. For instance, the study aims to examine the impact of influencer endorsement on brand perception among consumers and their buying behavior, with the goal of identifying factors that enhance customer loyalty.
[bookmark: _Toc169710330]1.6 Objectives of the Study
To achieve the overarching aim, the study has outlined the following specific objectives:
1. To analyze the extent to which social media influencers shape consumer perceptions of brands in the UK retail sector.
2. To evaluate the impact of influencer endorsements on consumers' purchasing decisions.
3. To assess the role of social media influencers in fostering brand loyalty among UK retail consumers.
4. To identify key characteristics and strategies of effective social media influencers.
5. To provide recommendations for UK retailers on optimizing influencer marketing strategies to enhance customer engagement and drive sales.
[bookmark: _Toc169710331]1.7 Research Questions
To guide the investigation, the study will address the following research questions:
1. How do social media influencers affect consumer perceptions of brands in the UK retail industry?
2. In what ways do influencer endorsements influence purchasing decisions among UK consumers?
3. What is the role of social media influencers in promoting brand loyalty?
4. What characteristics and strategies contribute to the effectiveness of social media influencers?
5. How can UK retailers optimize their influencer marketing strategies for better consumer engagement and sales outcomes?
[bookmark: _Toc169710332]1.8 Significance of the Study
The research bears high significance for the retail industry stakeholders in the UK as it provides insights into the effectiveness of influencer marketing which is at boom now days (Sangwan, and Gandhi, 2024) It becomes even more advantageous to marketers and brand managers since it formulates a precise image of how influencer marketing in particular affects consumers while in the process helping in tactical institutionalization of the approach. To the social media influencers, the studies present the factors related to this that can be incorporated into the potential strategies of the approaches to the content creation as well the potential collaborative partnerships (Fujiwara and Martin, 2023). Furthermore, by expanding the knowledge of these researchers about the discourse of digital marketing and consumer behavior, the study contributes to academic writers to reveal other avenues for research.
[bookmark: _Toc169710333]1.9 Scope of the Study
As interesting as this research is, its scope still lies solely within the effects of social media influence in the UK’s retail industry on consumers’ purchasing behavior. This research will focus on various retail segments for instance Apparel, Electronics, cosmetic products and domestics to make sure that it encompasses the phenomenon Being Studied. Slight methodological mix: to preserve proximity to the research question, the study will use both quantitative and qualitative data collection methods in a form of questionnaires and interviews to gain a multifaceted insight into the processes of consumption.
[bookmark: _Toc169710334]1.10 Structure of the Thesis
The thesis is structured as follows:
• Chapter 1: Research issue and its background – Brief description of the research issue, research background, reasons for carrying out the research, importance, aims, objectives, research questions, and scope of the study.
• Chapter 2: Literature Review – Research of current literature regarding key aspects like the social media influencers, consumer profile and some of the marketing strategies in the retail domain.
• Chapter 3: Research Methodology – Explains the technique applicable in the study, the method of data collection used, techniques used in sample selection and the data analysis techniques of the model used.
• Chapter 4: Data Analysis and Result – Explains the specific details of how the objectives of the study have been concluded.
• Chapter 5: Discussion – Synthesis of the presented findings, investigation of the results considering prior research, evaluation of the outcomes and relevance for theory-building process and benchmarking of the best practices.
• Chapter 6: Significance and Implication of Study – It also describes an overview of the study, the areas of limitations in the research work and recommendations that may be made based on the findings of the research work, as well as the recommendations for future research work and implementation of the study.
[bookmark: _Toc169710335]1. 11 Summary
As part of the knowledge enhancement of the concept and purpose of identifying the impact of social media influencers on customers of the context of the UK retail industry, this chapter offers extensive analysis of the concepts. It will allow, by describing what kind of issue this is, where it can be situated, and the objectives for defining purposes of the study, to emphasize the importance of researching this contemporary form of marketing. The subsequent chapters will also summaries and elaborate the theory and finding of the study to move further the conversation in the field of Digital Marketing and Consumer behavior.


[bookmark: _Toc169710336]Chapter 2. Literature Review
[bookmark: _Toc169710337]2.1 Introduction:
Nowadays, social media influencers, in general, have too much power over what people feel about a brand and what they buy from it (Le, et al., 2023). Frequently, the most popular digital marketing strategy now involves getting the expertise, authority, and target audience of people with a powerful presence on social media, video-sharing websites, blogs, and other platforms. Created by people who are more vivid to their fans than traditional celebrities, their statements and content dramatically increase the readiness of various buyers to buy from and become loyal to brands (Tiwari, et al., 2024).
A large body of scientific work on the effect of influencers and on media has shown that people may completely restructure their behavior under the influence of these people. Literature dealing with influencer-customer relations focuses on various issues, such as the credibility and trustworthiness of influencers or the mediating role followers' opinions have in this matter. The two-step flow of information and social influence theory are among the theoretical frameworks that explain how well-known people may impact what is known in society.
The delicate differences between a customer's trust in an influencer and a conventional celebrity can be challenging. Also, the long-lasting relationship of the influencer with the brand can affect brand recognition, and the effectiveness of influencers across different demographic categories is again a looming issue. Academics may help fill these gaps. They also show social media figures' effects on modern marketing and how consumers make decisions.
[bookmark: _Toc169710338]2.2 Social Media Influencers and Celebrities 
[bookmark: _Toc169710339]2.2.1 Influencer Marketing 
When a person, organization, or organisation is well-known, credible, knowledgeable, or strongly related to their audience, they may be considered an influencer and use their online platform to influence the decisions of a specific demographic. Because of the speed and accessibility of the Internet, some people on social media become influential figures in their fields after gaining a sizable fan base and following (Kim et al., 2021). People are increasingly depending on peer-to-peer connections. According to Salminen, K. (2018), many believe enhancing consumers' engagement with companies on the Internet is essential. Bloggers and social media influencers may assist in spreading the word about a business or product through the content of their posts, videos, or messages. Sponsored blogging is one way to get into influencers' networks and influence their audiences.  
Hewett et al. (2016) state that influencer marketing encompasses both owned and earned media, in contrast to traditional marketing techniques comprising paid and owned media. With the rise of earned media, influencers have a more significant opportunity to shape how customers think, feel, and act about the brand. Hughes et al. (2019) state that influencer marketing is distinct from conventional advertising and word-of-mouth marketing because influencers utilise a combination of sponsored and unpaid promotions. Influencers want to achieve the reverse by increasing the loyalty of their followers, while conventional advertising seeks to increase motivation in many ways, such as by building brand equity. In contrast, traditional advertising puts the message crafting in the hands of the corporation. In contrast, influencers are free to make material based on their preferences and how the audience perceives them. One kind of advertising is called "influencer marketing" (Yesiloglu & Costello, 2020), which uses famous people's followings to promote a product or service and get people to buy it. 
An influencer's natural qualities attract brands and marketers to engage with them closely. Instead of shelling out astronomical sums to get the services of prominent individuals as brand ambassadors, companies might investigate using influencers who are less costly (Grafström, et al., 2018). On top of that, most social media influencers have become famous for a specific niche. People are more inclined to accept an influencer's words if they partner with a company that complements their talents. A recent social media trends survey found that almost all marketers (94%) implementing influencer marketing campaigns have had a good return on investment (Ahmad 2022). One study found that compared to traditional advertising, influencer marketing had a return on investment (ROI) that was eleven times greater. 
In today's media environment, online sources have largely supplanted more conventional forms of mass communication, such as newspapers, radio, and television. Instead, customers often engage in conversation and relationship-building via social media and online forums (Hair, Clark, and Shapiro, 2010). Advertisers and consumers benefit from social media influencers' strategic usage of these platforms. According to Guan and Li, (2021) social media influencers are "a new sort of independent third-party endorser who influences audience attitudes via blogs, tweets, and other social media" (p. 90). Another term for them is "endorser," which denotes "any individual who enjoys public fame and leverages this recognition on behalf of a consumer good by appearing with it in advertising". Compared to traditional endorsers, social media influencers tend to be more "grassroots" individuals who have become well-known among their followers and created likeable online identities by sharing popular content (Pärlhem and Rutberg, 2018). 
Apart from influencers there are social media influencers who are gaining more attention from the customers. The below section provides detailed literature analysis of the most trending social media influencer.
[bookmark: _Toc169710340]2.2.2 Social Media Influencer 
Like influencers, according to Agrawal (2016) and Lou, and Yuan, (2019), those with a large online following who can affect the thoughts and behaviours of those people on different social media platforms are known as social media influencers. Social media influencers are "ordinary individuals" who have become "online celebrities" by producing and sharing social media material, as opposed to famous people or public figures who become famous through more traditional media consumption. Health, travel, food, leisure, beauty, and fashion are just a few areas in which they often excel. New data from a Twitter survey suggests that consumers may trust social media influencers just as much as their friends (Gretzel, 2017). When businesses and marketers pay certain individuals to generate and disseminate sponsored content to specific audiences—whether those audiences consist of the influencers' existing followers or potential new customers—this strategy is known as influencer marketing (Yodel 2017). 
Yılmaz, et al (2020) argues that bloggers have the power to influence online communities that have come together around shared interests. Blogs are online diaries in which writers chronicle their daily lives online, including their emotions, views, ideas, and experiences. Nardi, Schiano, and Schwartz were the first to adopt the word "blog" to characterise a certain kind of website where authors often post recommendations and diary entries sequentially. Blogs may be written by individuals or sponsored by businesses. As Yesiloglu and Costello, (2020) pointed out, blogs allow for the easy and inexpensive dissemination of information via software platforms. Blogging consumers have seen a dramatic shift in their buying habits brought about by the widespread availability of low-cost, real-time information. The rapid growth of blogger popularity is primarily driven by the social value they provide. This is due to the ease and affordability of accessing information. We can see how they rose to fame due to their influence on blogger purchasers. 
The credibility and practicality of a product are crucial factors that influence consumers' choice to buy, as stated by İpekoğlu, (2021). Several studies have shown that trust and perceived usefulness are the most important factors influencing customers' propensity to accept blog recommendations—consequently, trust benefits "intentions to purchase products and services" (Alsaleh 2018). Spending time together, sharing experiences, and making new friends is the most excellent method to establish trust. People are more likely to take the counsel of well-respected bloggers seriously. More recently, studies have shown that their reputations significantly affect people's trust and behavioural intentions. According to the literature, consumers trust information from credible and authentic sources. 
Serman and Sims, (2020) found that bloggers' trustworthiness positively affected customers' inclination to acquire a product or service. How one feels has a significant role in the decision-making and influencing processes. As far as understanding the relationship between decisions and actions is concerned, it is the most crucial factor. Optimism is defined by Alsaleh (2018) as the degree to which blog readers consider purchasing a product or service. According to a study, blog readers' sentiments positively impact their buying tendencies (Hsu et al., 2013). As a result, one's attitude is crucial to understanding their behavioural objectives and attitude. We investigated the relationship between bloggers' and readers' plans to implement blog suggestions using specific criteria derived from the literature, and we developed a model to illustrate the factors that influence bloggers' impact on readers' intentions to implement blog recommendations. 
The use of social media influencers has increased dramatically since 2016 due to the increasing number of individuals who rely on social media and other OTT (Over the top) channels instead of conventional television. The phrase "social media influencer" keeps popping up in conversations. Twitter, Instagram, YouTube, and Facebook (Meta) are the four social media platforms that influencers like. Brands are eternally grateful to social media influencers for their ability to start trends and get followers to buy what they advertise. To increase product exposure and income, brands contact genuine and influential individuals. The rising tide of competition has made social media influencers a highly sought-after commodity. It is becoming increasingly challenging for brands and organisations to find authentic influencers with substantial followings due to the rising level of competition in the industry. Social media influencers are those who have built a large and active following on social media (Evans et al., 2017). Those who have achieved stardom in a particular field via their own efforts. 
Specifically focusing on the effect of social media influencers on millennials and Gen Z consumers, Lee and Kim (2020) conducted extensive research on brand loyalty. The researchers used a rigorous approach that included quantitative surveys and structural equation modelling to delve into the intricate relationship between influencer trust and brand loyalty. The results showed that famous people on social media significantly impact how people buy things. They recommended that businesses should create long-term partnerships with reliable influencers if they want to build customer loyalty. 
Lim et al. (2017) investigated the possibilities of influencers to boost the company's social media presence and create excitement among the younger demographics. By looking at things like source authenticity, product match-up, source attractiveness, and meaning transmission, this study hopes to determine how successful social media influencers are. An apparent mediator between exogenous and endogenous factors is consumer sentiment. Purposive sampling was utilised in the design of data collection, and the PLS-SEM approach was used to analyse the replies of 200 respondents. Ignoring the credibility of the sources does not invalidate any of the hypotheses. The role of the consumer's attitude as a mediator is also established. The study's merits and shortcomings are also covered, along with our suggestions for future research in this and related areas. 
Like many other aspects of modern life, technological innovation has profoundly affected the retail industry (Negi and Pabalkar, 2020). The Internet has become an essential resource for shoppers seeking specific products when purchasing online. Since the rise of social media, particularly Instagram, it has changed since it is now the principal place where young people make purchases. To keep their consumers informed of the newest trends, brands are increasing their presence on social media, especially Instagram. This is because, after being enchanted by an Instagram influencer's work, more and more individuals are seeking their product suggestions. The novel kind of advertising known as "influencer marketing" still makes its impression by reaching consumers when they make purchasing decisions. This research primarily aims to examine the advertising methods used by Instagram influencers to sway the purchasing decisions of online clients. The study looks at different users and their influence and reach, such as bloggers, celebrities, and more. This research emphasises the factors that 200 Indian women think are most important when making a purchase. 
To understand why these individuals are becoming so influential, Serman and Sims (2020) argue that longitudinal research measuring social media influencers' impact on consumer purchasing is crucial. As a result of the proliferation of bloggers and writers, readers' purchasing behaviours have evolved. Several theoretical studies have been conducted on expanding technology and social media. Some of them have even narrowed their focus to certain types of blog posts. However, characteristics like sociability, reliability, competence, and sponsorship—known to induce influence—have not been the subject of any research. To address this knowledge gap, this research builds and tests a model to identify what influences consumers' inclination to follow suggestions. To determine what factors, influence blog readers' propensity to follow advice, we administered 202 surveys. At first, we utilised the data to determine who would be in the survey's sample of responders. An explanatory factor analysis was conducted to evaluate the components' validity and reliability further. Using linear regression, nine hypotheses were examined. Structural Equation Modelling (SEM) was the last tool we used. Trust, trustworthiness, prior knowledge, perceived utility, sponsorship, social desirability, and personal standards are some of the reasons that influence consumers to follow blogger recommendations, according to a survey of 202 people. This new evidence lends credence to the theory that physical beauty mediates attitudes and behaviours in social settings. We break out the implications of these findings for both bloggers and consumers. 
Findings from the study by Kadam et al. (2021) show that many contemporary companies emphasise customer satisfaction and use digital and social media marketing strategies. Consider the prevalence of influencers as an example of how many companies take a subtle, almost invisible approach to social media advertising. If done well, this kind of advertising won't change consumers' minds in the long run, but it will win them over emotionally via personal connection, involvement, and interaction. Find out all about it. Combine primary and secondary sources and look for connections. This study aimed to examine the connection between customers' faith in influencers and their subsequent shopping behaviours among the young of Pune, who were identified as those aged 15 to 25. A questionnaire served as the primary means of data collection. Due to its status as an information technology powerhouse and the fact that it is the country's second-biggest university city, Pune is home to one of the highest youth populations in India. Young people's spending habits are highly correlated with those of the leisure and electronics sectors. The lifestyle genre, characterised by high-quality visual content creation and often features influencers advertising organic products, fitness, food, etc., has lately been popular. Most influencers promote consumer electronics because of their immense popularity among today's tech-savvy youth. 
Murtaza (2021) states that social media networks are among individuals' most common online interactions. These days, you may see people talking it up on social media from all sorts of backgrounds. Personal narratives and insights shared via social media have become popular in recent years. Users' thoughts of a service or platform after utilising it are also part of this. Reviews written by actual individuals and shared on social media sites like Facebook and Twitter reach thousands of people every day and may influence their purchasing decisions. After seeing the potential of social media, companies began promoting their goods on these platforms. Advertising on social media platforms allows firms to access a large audience in today's industry. We set out to discover, first and foremost, how social media impacts consumers' decision-making process when looking to buy. 
[bookmark: _Toc169710341]2.2.3 Influencer-Consumer Relationships across Different Demographics
The discussed literature review deals with multifaceted nature of social media influencer marketing as it draws attention to the ways it affects decision making of consumers within the UK retail industry. Nevertheless, to place the study of influencer relations with consumers entirely within their right place, a thorough study of consumer segmentation drawing upon different socio-demographic factors is imperative. The effectiveness of influencer marketing varies from strategy to strategy as shown by the research that had shown that there are factors such as age, gender and social-economic status of people which constitute a demographic that can influence a lot. For example, the research indicates that younger consumers, especially millennials and the Gen Zs exhibit higher receptiveness level compared to older age groups to influencer content (Lee & Kim, 2020). However, apart from social networks and celebrities, the cultural background and individual mentalities of people are also critical personal factors contributing to the establishment of brands through influencers. Grasping the details in perspectives of consumers who relate with influencers is a key step for marketers designing targeted strategies that especially connects with the different focus groups consumers (Negi & Pabalkar, 2020). Through the running of the details of consumer behavior in the various segments, marketers can sharpen and increase the effectiveness of influencer marketing to create long term relationships that yield better conversion rates.


Beyond that, when the relationships between influencers and consumers going with different demographics are investigated, the marketers get a great possibility of their strategic approaches and channels for engagement with target audiences can be drawn better. The studies reveal that there is a dominant majority which holds a particular taste for an individual influencer or content, but others prefer a different influencer marketing approach. Market research helps marketers to determine the primary demographic and personal characteristics along with the values and interests of the target audience. With this base market research, marketers are now able to segment the target audience based on their differentiated characteristics and preferences. Then they can pick the influencer in sync with the segmented audience, send out the message which aligns with the chosen segment and create content that stimulates the actions of the individuals in the segment Other than the fact that learning from the demographic analysis can provide marketers with a knowledge base of untapped potentials of customer niches or underserved segments, it can also help marketers identify influencers and brands to collaborate with in order to boost customer engagement. Brands can engage more with the influencer-consumer relationships by knowing how to interact with different demographics in a nuanced manner for cultivating more authentic connections, customer engagement, and the eventual loyalty, brand recognition, and engagement among the target audience.
[bookmark: _Toc169710342]2.3 Theoretical Framework
[bookmark: _Toc169710343]2.3.1 Social Influence Theory 
As put forward by Kurt Lewin in the middle of the last century, contemporary social influence theory focuses on social environments, peers, opinion leaders and influencers as the factors determining what spreads. They impact our behaviour and attitude. It investigates that peer pressures, influence of views, sharing of actions and strength of interpersonal relationships are the main factors shaping social interactions. Modern influencers of social media also carry a behemoth weight in the sway of the public and customers. Affecting their listeners' feelings is how they elicit how the people they address see the world and what they will likely choose in their lives. According to Cialdini (2007), media influencers link with audiences to affect consumer decisions. To find out in-depth (this), one can learn about Social Influence Theory.
[bookmark: _Toc169710344]2.3.2 Two-Step Flow Theory
In the 1950s, Paul Lazarsfeld and Elihu Katz proposed the so-called Two-Step Flow Theory, which is considered the precursor of opinion leaders, the notion being that most people receive information first from opinion leaders who, after that, pass on this information to the wider circle of people. Media content engagement precedes the term "opinion leader", which signifies an individual who expresses their opinions and gives their recommendation. To understand the environment created by social media influencers and their followers, the user must comprehend the twofold process through which information is diffused in Greece. A key to making influencers interface with public opinion and audience behaviour is the ability to negotiate and comprehend a variety of sources. Consequently, either of these types of people, as they are often referred to as experts in their respective areas (Katz & Lazarsfeld, 1955), is looked upon by the masses.
[bookmark: _Toc169710345]2.4 Conclusion
Next, the fact that social media influencers are critical in putting people's thoughts about brands online is evidenced by the research review of pertinent studies. Studies say that influencer marketing enables the customers' opinion of the brand to increase more than anything else, which implies they would likely buy the product. However, there are a few areas that have been poorly discussed by researchers, such as the complex relationship between influencers and followers and the consequences of a long partnership between an influencer and a company for customer loyalty.
Probing the relationships inherent in the space involving influencer qualities, consumer views before, and the ultimate outcomes of brands by examining the variations in contexts and demographics may go a long way to fulfilling these voids. The longitudinal study could give points of view on the growing and changing nature of influencer-consumer interactions and how this process works overtime. Through research, scholars can learn more about the components that make influencer marketing work and share this information with firms to aid them with strategic decisions, plus help debate whether digital marketing is an effective mode of reaching consumers today.



[bookmark: _Toc169710346]Chapter 3. Research Methodology
[bookmark: _Toc169710347]3.1 Research Design
The research approach for this study is substantially quantitative in nature, where the overall objective is to gather numeric data to examine the association between social media influencers and customer behavior in the UK retail industry. Multivariable analysis would be done throughout the time that data is being collected at a single point, specifically on the effect of social media influencers on consumer behavior in the matter section (Leedy & Ormrod, 2014). This pattern allows for the understanding of trends and patterns within the narrow-frame of the time being, which is crucial for discovery of the dynamics of influencer marketing. A cross-sectional research design is to be proposed in this study that allows collecting data from all social media influencers and their general audience at certain points in time. It facilitates the capturing of the present status of the UK retail sector’s influencer-consumer relationships and behaviors, thus giving insights regarding the status of the UK retail sector.
[bookmark: _Toc169710348]3.2 Sampling
The sample group here is made up of 50 influential social media users and 50 regular social media users targeting UK retail related platforms. The chosen sample size, however, is dictated by what we want to accomplish; influencers that shape user behavior and users that are affected by their content. For an online influencer, 50 people can reflect the real state of affairs, with widely varying levels of influence, but beyond this the level of attention they get and the kind of focus will differ. It is also possible for them to have a look at the type of followers the influencers have and analyze the relationship between influencers and consumers coming from different demographics, interests, and following sizes. These are advantages in being able to analyze a variety of consumers’ opinions mostly among the segmented by hobbies, age, etc., and the people with connection with influencers’ content. Considering the research objectives, the sample size of 50 influencers and 50 follower’s nationality provides a complete picture of influencer-consumer dynamics. Researchers can create a point of comparison of a gender-neutral group by having equal number of influencers and users to analyze their perspectives, actions, behaviors and experiences and help in apprehending the impact of influencer marketing in the UK retail industry.
[bookmark: _Toc169710349]3.3 Data Collection
The data for the research was gathered using an online survey questionnaire that is tailored specifically for research purposes. The questionnaire is a set of carefully planned questions which are positioned to receive appropriate input regarding different issues of influencer-consumer relationships in the UK retail industry. In particular, the survey includes some questions about respondents' demographic features, the frequency of their involvement in social network influencers, their influence on credibility of the influencers, and the extent of influencing the buy mode of the purchasers. Before going out into the field the survey has been tested thoroughly to ensure that it is precise, understandable, and that the results we get are accurate.
The decision to apply on-line-survey questionnaire as the main method of data collection is considered for many reasons. Primarily, online surveys ensure optimal efficiency due to the storage of many of the survey's contacts in a short time. Thus, the participatory nature of this approach makes it possible to engage various people who reside in multiple localities and cover the widest range of demographic backgrounds implying that the richness of the collected data is improved. Moreover, the online surveys provide standardized data collection through putting the respondents in a common ground of set of questions to be responded with a given set of response options (Creswell, 2013). At the same time, the homogeneity of the responses provides researchers with a reliable set of data to analyze and obtain respectable outcomes since the deposit they can make on their study regarding the impact of the influencers on their audience. Online surveys as an instrument reflect the idea of methodological road which has been provided by the primary research aim is researching influencer-consumer interaction aspects that enabled by positive social networks (Leedy & Ormrod, 2014). This can be achieved by means of a research technique which enables scientists to do effective collection of information about the effect of social media influencers on consumer behavior in UK retail sector. The matter is that the questionnaire is highly structured which means that the respondents answer questions in a uniform manner; this makes it possible to isolate key variables and constructs which creates the basis for the in-depth analysis of influencer-consumer relationship with high level of granularity.
[bookmark: _Toc169710350]3.4 Data Analysis
The data gathered through online survey was processed using a statistical program that is SPSS (Statistical Package for the Social Sciences) to give us a more accurate understanding of people's opinions. The number of strategies is the frequencies, percentages, mean and standard deviation that will be used to summarize the characteristics of the sample and the key variables. However, the statistical analysis goes deeper to explore the relationships, correlations and differences between the variables that appear to have an implication in the behavior of consumers that is influenced by social media influencers. Statistical analysis allows investigating patterns and links within the data that further permits identifying trends (Leedy & Ormrod, 2014). Trends in the UK retail industry and the relationship between influencers and consumers are uncovered, which leads to deriving meaningful outcomes.
[bookmark: _Toc169710351]3.5 Ethical Considerations
Throughout the whole research process, ethical guidelines are followed to save the participants rights and confidentiality. The relevance and value of the survey are obtained, and precautions are made to guarantee the confidentiality of the participants and the responses. All possible conflicts of interest are passionate to the committee members, and permission of Ethical approval is obtained from ethical committees in relevant authorities. While in the processes of research the research on which human beings are involved ethics considerations come primary, the reason being the desire to protect the participants from any harm and adhere to the ethical conscience. 
[bookmark: _Toc169710352]3.6 Limitations
Even taking the highly relevant methodological design this study may stumble upon some restrictions, like sampling bias, self-reporting bias, or the cross-sectional design limitations. Despite these limitations, there are measures taken to minimize them, which are essential when it comes to the credibility of the research results. It is important to admit possible limitations as an important component of the process of ensuring balance and robustness. Researchers can increase research validity and generalizability across all different environments by addressing and recognizing potential drawbacks.
[bookmark: _Toc169710353]3.7 Conclusion
Thus, the research methodology, which is applied to this research study to provide relevant insights on the role of social media influencers in impacting customer behavior in UK retail business, is summarized above. Having the purpose of systematized data collection, analysis, and ethical considerations, this study provides tools to improve the understanding of influencer marketing mechanics and its effects on consumer behavior.

[bookmark: _Toc169710354]Chapter 4: Analysis of Data and Discussion of Results
[bookmark: _Toc169710355]4.1 Analysis
Reliability
	Cronbach's Alpha
	N of Items

	.705
	15



	The Cronbach Alpha is 0.705 for a scale of 15 items, which indicates acceptable reliability. This would suggest that the items of the questionnaire are highly consistent. 
Frequency Distribution
	 
	 
	Frequency
	Percent

	Gender
	Male
	49
	49.0

	
	Female
	49
	49.0

	
	Other
	2
	2.0

	Age
	Under 18
	9
	9.0

	
	18-24
	16
	16.0

	
	25-34
	27
	27.0

	
	35-44
	20
	20.0

	
	45-54
	20
	20.0

	
	55-64
	5
	5.0

	
	65 or above
	3
	3.0

	Education Level
	High School or Below
	2
	2.0

	
	Some College/associate degree
	56
	56.0

	
	Bachelor’s degree
	26
	26.0

	
	Master’s degree
	10
	10.0

	
	Doctorate or above
	6
	6.0

	Employment Status
	Employed Full Time
	13
	13.0

	
	Employed Part Time
	10
	10.0

	
	Unemployed
	26
	26.0

	
	Student
	26
	26.0

	
	Retired
	25
	25.0

	Monthly Income
	Under £1000
	2
	2.0

	
	£1000 - £1999
	26
	26.0

	
	£2000 - £2999
	32
	32.0

	
	£3000 - £3999
	24
	24.0

	
	£4000 or above
	16
	16.0



The survey include100 respondents, 49% of males and 49% of females, while the 2% of the other. The age groups are diversified, with a peak between 25 to 34 years in the first category (27%), decreasing as age advances and significantly falling after 55 years. This would suggest a younger demographic, possibly more dynamic, which might influence the preferences or behaviors that were applied to this survey, including technology usage and employment statuses.
As for education, most respondents have some college education or associate degree and the rest have a bachelor's degree. There are small percentage of respondents belongs to master's and doctorate degrees. This distribution of education shows that the sample is relatively homogeneously educated and reflects a demographic that provides access to higher studies yet has a significant segment of people who should, by that age, be in or about to enter the workforce, practically qualified and not fully academically degree-bearing. 
Data from employment status indicates a diversified economic circumstance among the respondents. A relatively low proportion of those in full time and part-time employment at 13% and 10%, respectively, while very high unemployment and students constitute both at 26%. This may indicate either economic hardships or transitioning within the group. The monthly income data confirm this, with the overwhelming majority within £1000-£2999, constituting a middle-income bracket. These income levels, combined with data on education and age, point toward a younger demographic that is somewhat stretched economically and may be experiencing some employment challenges or still within the process of career development.
Descriptive Statistics
	 
	Mean
	Std. Deviation

	Social media influencers play a significant role in promoting products/services.
	4.4400
	.51874

	I follow social media influencers regularly.
	4.0100
	.92654

	Social media influencers' content influences my perception of brands.
	4.5700
	.60728

	I am more likely to trust a product recommended by a social media influencer.
	4.3100
	.66203

	I believe that social media influencers provide authentic reviews of products/service.
	4.2600
	.66088

	I have purchased a product/service based on a recommendation from a social media influencer.
	4.2900
	.79512

	Social media influencer partnerships with brands enhance my awareness of new products/services.
	4.2300
	.82701

	I frequently shop online for products/services.
	4.3600
	.70381

	I often research products/services online before making a purchase.
	4.1700
	.77921

	I prefer to shop from brands that have a strong social media presence.
	4.2600
	.67600

	Discounts or promotions advertised by brands on social media influence my purchase decisions.
	4.3253
	.71752

	I am more likely to engage with brands on social media if they respond to customer inquiries promptly.
	4.2771
	.73772

	I have switched brands based on the recommendations of social media influencers.
	4.3614
	.69103

	I share my shopping experiences or product reviews on social media platforms.
	4.4217
	.52080

	I am influenced by user-generated content (e.g., reviews, testimonials) on social media when making purchasing decisions.
	4.0000
	.97530



	The data indicates a high level of consensus among the respondents on the influential purchase-deciding factor of social media influencers in a consumer's behavior. Social media influences are mostly perceived to drive higher promotion for products and services, perceptions around a brand, and eventually impact the purchasing decisions. This, therefore, paints influencer marketing as particularly effective in consumer reach and engagement at levels where they seem like a trusted source. The positive perceptions around the credibility of influencers' reviews and their capability to raise awareness of new products through brand partnerships are a consumer base not only open to digital marketing strategies but also a heavy dependence on them towards making informed choices.
	Additionally, the fact that consumers are using this opportunity to respond to brands on social platforms and increasingly prefer to shop with a brand that has a more active presence in social networks reflects the trend toward digital consumerism. This goes to explain with further detail the role of community and peer feedback in the digital shopping experience through user-generated content. These patterns are reflected in consumer behavior related to routine shopping, where research on products gets done well before the actual purchase. The effectivity of these social media promotions and discounts in influencing purchasing decisions underlines the impact of focused marketing efforts in the digital age, where consumers are increasingly getting guided by the digital footprint of brands and the influencers they associate with.
Correlation Coefficient Analysis 
	 
	Social Media Influence
	Consumer Behavior

	Social Media Influence
	1
	.576**

	Consumer Behavior
	.576**
	1



The data in the table indicate a correlation matrix regarding the relationship between social media influence and consumer behavior. The correlation coefficient of social media influencer, and consumer behavior is equal to 0.576. This represents a positive correlation, meaning that as social media influencer results in positive consumer behavior. 
Regression Analysis

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.576a
	.332
	.325
	.29397

	a. Predictors: (Constant), Social Media Influence



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	4.200
	1
	4.200
	48.605
	.000b

	
	Residual
	8.469
	98
	.086
	
	

	
	Total
	12.670
	99
	
	
	



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.737
	.366
	
	4.742
	.000

	
	Social Media Influencer
	.592
	.085
	.576
	6.972
	.000

	a. Dependent Variable: Consumer Behavior



	The p value > 0.05 which providing evidence to accept the alternative hypothesis while rejecting the null hypothesis. This hypothesis states that there is significant influence of the social media influencers on the consumer behavior. The beta coefficient (0.592) is positive which pointing towards the positive influence of the social media influencer on the consumer behavior. The analysis highlights the significant role of the social media influencer in being a major driving force in shaping consumer preferences and purchasing behavior.
[bookmark: _Toc169710356]4.2 Discussion
The research focus of this present study was to assess the impact of social media influencers in consumer behavior. More precisely, the study intended to determine the influence that is attributed to the participation of social media influencers alongside their recommendations concerning consumer perception, trust, and purchasing behavior. The study also aimed to gather some information on the demographic status of the respondents and investigation of the potential impact of these statuses of the respondents during their communication with the social media influencers. For the realization of these objectives the following survey of the respondents was undertaken with 100 heads. As for the tool designed to get data from respondents, the 15 items of the questionnaire captured different aspects of the impact of social media on customers’ decisions. Internal consistency of the scale was evaluated by Cronbach’s Alpha coefficient and statistical description was applied to depict the characteristics of the participants. To test the relation of social media influence and consumer behavior, Pearson’s r correlation test and regression analyses were used.
Based on the data collected, Cronbach’s Alpha is 0. With 705, it is considered that the reliability of the survey instrument was acceptable, especially since this value shows that the items which were employed were quite good in terms of providing the necessary information to measure the intended constructs. This corresponds with Tavakol and Dennick (2011) who stated that a test-retest reliability measure above 0. However, a df of 7 is normally acceptable for a social science study. This demographic analysis was complemented by almost equal gender distribution; 49% males and 49% females with only 2% of the respondents giving identification as “Other”. The likelihood based on age was in the 25-34 age range, which received 27% of the votes, seconded by the 35-44 and 45-54 age groups, both receiving 20% votes. Thus, this younger demographic can be explained by the findings of prior research showing that the level of activity in social networks and the ability to be influenced by social media personalities increases with age (Djafarova & Rushworth, 2017).
Most of the respondents were informed to have, at least, college education and/or had an associate degree (56%) and 26% of the respondents had a bachelor’s degree. Most of the respondents have a higher level of education, which may indicate that they feel a stronger appeal of and are more receptive to detailed and complex content by social media influencers. The new employment status showed other economic realities with many of them being unemployed (26%) or students (26%), which perhaps described their economic status as more of a transition. This is in line with de Veirman, Cauberghe, and Hudders (2017) who observed that the early or middle and the late-middle-aged adults are the most vulnerable to social media influence due to the search for new social roles and identification.
The descriptive analysis of survey items also highlighted the high ratings of the statements regarding the impact of social media influencers. For example, perceptions concerning the level of usefulness of social media influencers were equally high, as30 respondents agreed that social media influencers do influence the market primarily by promoting products/services (Mean = 4. 44) and that they are more likely to trust products recommended by them (Mean = 4. 31). To this regard, these studies affirm the current position that social media influencers have assumed the roles of opinion leaders or authorities in providing information and suggestions, as affirmed by Lou and Yuan (2019). Moreover, the regression analysis results proved the hypothesis of increased impact of social media influencers on customer decision making with a beta coefficient of 0. 45 and 88 had p < 0. 05, whereas 12 and 592 had p < 0. 01. This shows positive correlation between the perceived social media influence and consumer decision which implies that the higher the perceived influence of the social media influencers on consumers the higher the chances that consumers will be influenced while making their purchases. This is in line with the theory of social leadership which postulates that in influence, people tend to base their action or inaction on those of acknowledged well-disposed authorities or leaders.
The coefficient of correlation works out to be 0. 576 thereby suggesting that the level of association between social media influence and consumer behavior is moderate to strong positive future research studies should consider adopting measures that can measure up to this level of correlation. Consequently, results highlight positive relationships between the extent of engagement with social media influencers and the subsequent alteration in the consumer behavior pattern. This finding supports the work of Chu and Kim (2011) who accepted the hypothesis that social media interaction can have a great impact on the attitude of the consumers as well as their subsequent behavior as influenced by the interactional affiliations. The results of the present study offer concrete proof of the influence of social media influencers regarding the manners of consumers. The almost equal split between reliable and non-reliable responses gives confidence in the survey instrument while the demographic analysis reveals the type of participants for the survey. Thus, the findings of positive correlations as well as regression analysis support the role of social media influencers in changing the consumer perception and attenuating their buying behaviors. Therefore, these insights complement the existing knowledge on social media marketing and assert the importance of employing influencers for brand cooperation to companies that aim at upgrading their online marketing experiences and customer interactions. It is possible for future studies to examine the extent of the prolonged effects of influencer marketing and how this strategy is likely to impact other industries and age groups.


[bookmark: _Toc169710357]Chapter 5 Conclusion and Recommendations
[bookmark: _Toc169710358]5.1 Conclusion
This research aimed at identifying how social media influences affect consumers’ consumption practices. According to the findings of the research, it can be said that social media influencers have a strong influence on consumers, their perceptions, and trust in a company and brand, and their purchasing behavior. The validity of the questionnaire was also tested with Cronbach’s Alpha coefficient -Values for the overall scale and for the first and second half of the questionnaires were equal to 0., Moreover, another study completed with survey instrument whose reliability coefficient was acceptable as 0.705. The sample was found to be diverse; the majority fell within the young age bracket and the majority were educated with different status of employment. The results of the positive correlation and both kinds of regression only re-emphasize the importance of influencers in the modern consumption paradigm, which testifies to the usefulness of this tool in advertising. These findings confirm previous studies revealing the significance of IT influencer marketing in present-day organization approaches.
[bookmark: _Toc169710359]5.2 Recommendations
The target consumers should be the ultimate determinate of whom brands should partner with and the most likely influencers belong to their demographic. This could improve the brand awareness and the degree of trust that consumers have for the brand, more so to increase the number of sales. Consumers believe that influencers are persons who are reliable and can be trusted for information. Therefore, brands need to make it a goal to urge the influencers to give genuine opinions about the items and be straightforward in their approach to shun tactics that will harm the trust of consumers in the given products.
Consumers are supportive and loyal if marketers converse with them constantly and positively on the social media pages. Customers should be able to ask questions about various brands and get quick replies, claiming the concern of the brands they are unknowingly interacting with. Also, the facilitation of consumers to share their experiences, post tends, and reviews on the social network platforms can also improve the authenticity and credibility of the brand. Brands should find a way and means of encouraging people to give their input this can be done by coming up with competitions and or hashtag events. It is equally important to continually check on influencer campaigns and make changes where necessary based on the consumers’ perceptions and quantitative results. This can assist brands in being more relevant and efficient in society or targets market in the process of marketing.
Future research can improve by undertaking investigation that involves the assessment of the effect of social media influencers on consumers in the next few years. This approach would help get a broader understanding of how these strategies change or are maintained over time. However, analysing the effect of micro-influencers compared to macro-presenters and vice versa but in terms of groups of consumers promises a deeper understanding of the role of influencer marketing. One last significant gap to explore in the following research is the influence of cultural factors on influencer marketing. Pertaining to cultural influences, understanding how consumers engage with influencer content based on cultural contexts can assist the brands to plan for better prowess in the global market. Last, examining the legal aspects specific to influencer marketing, alongside the possible controversies involved with the marketing approach, including misrepresentation and manipulation of susceptible target markets, helps to create a better understanding of the subject matter and better approach towards employing them.
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