[bookmark: _Toc343429583][image: Description: :::::::Desktop:In progress desktop:TRINITY SAINT DAVID:logo:TSD_logo2010.jpg]

Level 7 Dissertation
BMMB7003
2025- 26


Research Title: The Impact of TikTok Micro-Influencer Authenticity on Purchase Intention, Mediated by Parasocial Interaction

Supervisor Name: Philippa Fitzgerald


Student Name: Foysol Ahmod
Student Number: 2421468


[bookmark: _Toc240923016]Abstract
The online marketing landscape has changed dramatically, and TikTok micro-influencers are vital to the UK fast-fashion brands that target Generation Z. However, there is a huge issue, as excessive digital activity seldom leads to real consumer purchases. The proposed research will consider how the TikTok micro-influencer authenticity affects the purchase intention with the focus on the role of the parasocial interaction. To explore this issue, a mixed-methods research design was used. The key quantitative data sources were 100 active Generation Z shoppers in the UK, which were analyzed by simple linear regression models. Moreover, secondary data was used to perform thematic content analysis. 
The results of the quantitative research shows that theoretical framework can not be applied here. The perceived authenticity and parasocial relationship were found to have statistically insignificant effect on the actual purchase intentions. This disparity was explained by the qualitative thematic analysis. The contemporary generation of young consumers is highly distrustful of influencer marketing and practices de-influencing. In addition, the sponsorship disclosures that are compulsory might negatively affect the perception of a virtual friendship. Moreover, the micro-influencer industry is also saturated to the full extent. TikTok is more of a quick entertainment than a catalogue of shops. In conclusion, this study finds that the conventional micro-influencer marketing is not enough for this Gen Z customers in the fashion industry. The fast-fashion retailers need to change and allocate marketing budgets to the most trusted nano-influencers and establish financial transparency.
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[bookmark: _Toc240923021]1.1 Background 
Over the past few years, the digital marketing environment has undergone significant change (Choudhary et al., 2020). As a result, social media has emerged as the main factor of contemporary consumer tendencies. TikTok has come out as a dominant player in this new world. In particular, its peculiarity of a short-video format attracts the attention of users within a very short time (Pricopoaia et al., 2026). This is an extremely popular format with Generation Z. This group of people relies heavily on TikTok to not only entertain themselves on a daily basis, but also to learn about products. This has made the fast-fashion industry overhaul its marketing in every aspect. Nowadays, TikTok advertisement is a costly but essential method of reaching young consumers (Ghassani, 2023).
Moreover, the conventional endorsements by celebrities are becoming very ineffective. The modern consumer does not believe in too polished and employed celebrities (Thaete, 2025). Rather, they like content creators whom they can easily identify with. Thus, this change has significantly boosted the requests of micro-influencers. Although micro-influencers have fewer followers, the majority of them are the ones who are most active on the Internet. These creators are employed by fast-fashion brands that promote clothing in a natural and conversational manner. Finally, the most important trait of an effective micro-influencer is authenticity. Consumers desire authentic reviews. Moreover, they require sincere remarks concerning the quality and fitting of the clothes they might buy.
This authenticity that is required is designed to establish a particular psychological bond. Within academia, such a virtual, one-sided friendship is called a parasocial relationship (Brink, 2024). The viewer has a personal relation with content maker. The influencer, however, is not familiar with the individual viewer. This connection process is greatly improved by the interactive design of TikTok. To illustrate, influencers can be approached easily as platforms have features like live streaming and direct comment replies.
In the traditional marketing theories, this online friendship is a significant sales motivator. Consumer defenses inherently diminish when a person, who is perceived to be a friend, recommends a product (Tuominen, 2025). The proposal is not a corporate company campaign, but a nice advice. Consequently, quick-fashion companies place a lot of investment in this dynamic. They also engage micro-influencers on a regular basis to wear their clothes. This approach will target converting the loyal followers of the influencer into paying clients. Nevertheless, the digital ecosystem is developing at a fast pace. Micro-influencer market is becoming extremely saturated. Moreover, sponsored material is getting highly regulated. Paid marketing strategies have become very sensitive to modern consumers. This creates fresh challenges in the quest by brands to cash in on these virtual friendships.
[bookmark: _Toc240923022]1.2 Research Problem 
There is a major issue in digital marketing today. TikTok micro-influencers remain the most profitable brands that fast-fashion companies invest in (Al Saab, 2025). The companies are anticipating a high level of digital activity to be translated into direct sales. But there exists a gap between content consumption and real buying behavior. Fast-fashion videos are often viewed, liked, and shared by generation z consumers (Suutari, 2025). However, having such a high level of interaction, they do not tend to purchase the promoted products.
Thus, the high involvement rates on TikTok are a misleading indicator of commercial success. The site places more importance on fast entertainment rather than on the actual shopping. Moreover, the young customers are now being faced with severe influencer scepticism (Ago and Duarte, 2025). The micro-influencer ecosystem is market crowded. Due to this, the content creators are becoming more of a commercialized digital celebrity, not a familiar peer. In addition, the illusion of virtual friendship is shattered immediately by compulsory disclosure of sponsorship. Consumer trust will tend to be gone when an influencer discloses a paid partnership.
Due to this change, brands are losing valuable marketing finances. They still fund refined micro-influencers. By doing so, they are relying on old assumptions regarding digital authenticity (Bishop, 2025). The main issue is that real human behavior is no longer enough to win over contemporary consumer skepticism. Concerns such as artificial intelligence-based content and greenwashing are all things that have caused young consumers to be very cynical. They are therefore quite resistant to standard sales pitches. Retail managers do not have recent and empirical statistics regarding what exactly makes Generation Z spend their money. Hence, they are in dire need to know why parasocial relationships are not turning digital video views into real financial gains in the UK market.
[bookmark: _Toc240923023]1.3 Aim and Objectives
Research Aim: To identify the impact of TikTok micro-influencer authenticity on purchase intention, mediated by parasocial interaction.
Research Objectives:
1. To explore how Generation Z consumers perceive the authenticity of micro-influencers in the fast-fashion market in the United Kingdom.
2. To examine how perceived micro-influencer authenticity affects the creation of parasocial interactions on TikTok.
3. To synthesise the role of parasocial interaction in the process between influencer authenticity and consumer purchase intentions.
4. To determine the direct effect of the authenticity of micro-influencers on the purchase intentions of Generation Z consumers in the context of fast fashion.
[bookmark: _Toc240923024]1.4 Research Questions
1. How do Generation Z consumers perceive the authenticity of micro-influencers in the fast-fashion market in the United Kingdom?
2. How does perceived micro-influencer authenticity affect the creation of parasocial interactions on TikTok?
3. What is the role of parasocial interaction in the process between influencer authenticity and consumer purchase intentions?
4. What is the direct effect of the authenticity of micro-influencers on the purchase intentions of Generation Z consumers in the context of fast fashion?
[bookmark: _Toc240923025]1.5 Significance of the Study 
The study has an invaluable contribution to the field and the retail sector. This study provides empirical information, which contrasts outdated marketing theories. The general assumption made by older models is that trust is easily established by digital authenticity. Moreover, they presume that this trust is an easy moving sales driver. In this research, the assumptions are critically challenged against the realities that are evolving and transforming on Generation Z. It examines how contemporary skepticism and disclosures of sponsorships weaken parasocial relationships (Jing, 2026). In so doing, it bridges a gap in the literature that is highly acute in terms of the specific effect of TikTok on the fast-fashion sector of the UK market.
This research provides very practical information to retail managers on a commercial basis. Fast-fashion brands are now spending money on marketing that is not effective. They continually overestimate micro-influencers and misjudge the entertainment-oriented structure of TikTok. This study pinpoints the very reasons why online interaction does not translate into actual purchases. Moreover, it emphasizes the increasing business strength of smaller nano-influencers. It also reveals the harsh consumer backlash of commercialized content.
Knowing these new dynamics, the brands will be able to prevent alienating their target audience (Libai et al., 2025). Rather, they will be able to redirect their marketing budgets to far more effective strategies. Managers will be taught how to be transparent and unedited. Finally, this paper will prepare retail leaders to operate in a very cynical digital world. It gives the instruments needed to make fast-fashion retailers reestablish authentic consumer trust and can guarantee long-term market share.
[bookmark: _Toc240923026]1.6 Scope of the Study 
This research is limited in the scope of the study in order to get accurate and appropriate results. In terms of demographics, the research is focused solely on Generation Z consumers. Participants should be aged 18-27 years. This population is the most active population on TikTok. Moreover, modern fast-fashion brands are aimed at them as their target audience. This research does not include older generations. Their interaction with social media is based on completely different psychological models, which may bias the outcome.
The study is restricted geographically to the United Kingdom. The consumer behavior of various countries is extremely different. An example of this is the local economic forces, including the UK cost-of-living crisis, which have a peculiar influence on regional spending habits. Hence, global respondents will be left out to avoid data contamination.
On the behavioral level, the participants will be required to be active TikTok users. They should also be those who have bought fast-fashion products in the past six months. This is necessary in order to make the data current and realistic in relation to current shopping behaviors, not the older ones. Moreover, the research concentrates on the fast-fashion industry only. It does not examine luxury fashion, electronics or food retail. The research studies the micro-influencers, in particular, in terms of marketing. It does not evaluate macro-celebrities or traditional brand advertisements. Finally, the study uses a cross-sectional time horizon. This implies that it will capture the consumer attitudes at a single point in time.
[bookmark: _Toc240923027]1.7 Summary of Methodology 
This paper uses a pragmatism research philosophy. Pragmatism enables a very pragmatic, problem-solving method to scholarly study (Kaushik and Walsh, 2019). Instead of concentrating on abstract ideas, it concentrates on what is real in the real world. Also, the deductive method is used to test the theories of marketing that already exist (Reyes, 2004). The general research design is cross-sectional and uses mixed-method approach, which involves quantitative and qualitative methods.
The major part of the research is primary quantitative data. An online survey was carefully administered via Google Forms. It specifically targeted 100 Generation Z fast-fashion consumers in the UK. Purposive sampling was done accurately through stringent digital screening questions. A five-point Likert scale was used in the survey. Subsequently, the numerical data obtained was then analyzed through the Stata software. General consumer attitudes were summarized with descriptive statistics. Additionally, simple linear regression models were used to test the specific relationships between authenticity, parasocial interaction and purchase intention.
The statistical findings are supported using secondary qualitative data. The current peer-reviewed journals and industry reports were reviewed systematically. The researcher identified five themes by conducting a thematic content analysis. These qualitative themes can be used to describe the multifaceted psychological and commercial realities underlying the quantitative outcomes. Lastly, all the primary data collection was done in absolute compliance with ethical principles of the university.
Secondary qualitative data is used to support the statistical findings. This component functions as a Secondary Qualitative Data Analysis (SQDA). Recent peer-reviewed journals and industry reports were systematically analysed with a thematic content analysis. All the ethical guidelines of the university was strictly followed. 
[bookmark: _Toc240923028]1.8 Deliverables 
There are various deliverables of this research project. This mixed-method dissertation is the main deliverable. It contains a solid literature review that summarizes existing scholarly arguments. The research provides new, direct, statistical data. It gives Stata regression results that explicitly measure the precise effect of influencer authenticity on sales. In addition to the numbers, it also delivers a qualitative thematic analysis. 
The research provides highly practical and evidence based suggestions to UK retail managers. These strategic outputs are specific recommendations about the movement of marketing activities to nano-influencers. They present a step-by-step way on how to achieve transparency of sponsorship. 
[bookmark: _Toc240923029]1.9 Structure of the Study 
This dissertation has 5 chapters. Chapter 1 presents the background of the research, research problem, the objectives, and the general scope of the project. Chapter 2 gives a critical literature review. It examines theoretical frameworks and outlines the existing scholarly discussions about influencer marketing. The mixed-methods research methodology is described in chapter 3. This involves the descriptions of data collection and data analysis procedures. The findings and the discussion are presented in chapter 4. It effectively combines primary survey statistics and secondary qualitative themes. Chapter 5 provides the conclusion of the research findings and strategic recommendations to the retail managers. 
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[bookmark: _Toc234808445][bookmark: _Toc240923031]2.1 Introduction
This chapter provides a review of the literature available about social media marketing. In particular, it is concerned with the influence of TikTok micro-influencers on the buying intention of Generation Z customers in fast-fashion segment. The review identifies some important themes, including credibility of sources, the authenticity of influencers, and parasocial relationships. At first, theoretical review has been included in this chapter in order to relate social learning theory and social credibility theory to this study. This chapter will reveal the agreements and disagreements in the field by comparing and contrasting the findings of various authors. Lastly, it will also point out the research gap currently existing to explain why this new research is necessary. This study will focus on the gaps in order to fulfil them. 
[bookmark: _Toc234808446][bookmark: _Toc240923032]2.2 Theoretical review
This paper has established a theoretical base using the Source Credibility Theory and Social Learning Theory. Social Learning Theory, shown by Bandura (1977), suggests that the observing external role models has a strong impact on human behavior. Individual customers now observe others in the society in order to decide what to purchase. Previously, customers were more prone to follow experts to make the purchase decisions. According to Ohanian (1990), consumers are responsive to influencers who are physically attractive and well informed about a product. It was a conventional perspective that physical attractiveness and competence or expertise build trust and drive sales. 
Nonetheless, there is recent literature indicating a contrary opinion about what constitutes a credible source in the current world. Dema et al. (2025) used the source credibility theory to contemporary social media marketing. They found that traditional expertise is no longer the most important factor. Rather, Dema et al. (2025) demonstrated that a perceived realness and relatability of a micro-influencer establishes a much greater purchase intent compared to a highly polished celebrity.
While Source Credibility Theory and Social Learning Theory are introduced above, it is important to explain why they are the best fit for this study over other marketing theories, such as the Elaboration Likelihood Model (ELM). ELM emphasizes on thorough and rational thought before buying. But TikTok is a fast, visualized platform, and users are going to use fast social clues instead of extensive research. Hence, the Social Learning Theory is far more suitable since it describes the way young consumers learn through the observation of the actions and rewards of the relatable peers on their screens. Moreover, the old-fashioned Source Credibility Theory paid much attention to the status of celebrities or pure physical beauty. Nevertheless, recent studies indicate a significant change in the process of the formation of credibility. Mohan (2021) points out that consumer trust has shifted in the digital age where everyday authenticity is the stronger driver of credibility than traditional fame. Collectively, these two theories describe perfectly why modern consumers are convinced by micro-influencers and imitate their buying patterns.
[bookmark: _Toc234808447][bookmark: _Toc240923033]2.3 The Shift from Traditional Credibility to Influencer Authenticity
The literature is undergoing a significant change when it comes to defining the success of a marketing campaign. As stated, the previous research such as Ohanian (1990) considered attractiveness as the most important factor to consumer engagement. But this older concept is greatly disputed by new writers. According to Gohil et al. (2025), physical beauty is not the most important aspect to attract young consumers anymore. Rather, they demonstrated that authenticity has become the most significant quality for the influencers. The buyers desire to be told the truth by the influencer.  
Munam et al. (2025) in their research on purchase intentions by Generation Z asserted that the purchase decision made by young consumers is not restricted by the level of popularity of the influencer. It greatly relies on the authenticity of the micro-influencer. The agreement of both Gohil et al. (2025) and Munam et al. (2025) is that the main force behind contemporary marketing is authenticity. 
Conversely, there are still brands of fast fashion that are interested in highly produced content. According to Murphy (2022), many companies end up spending a lot of money trying to do refined influencer marketing. However, in the end, they fail to translate the views of the video into real sales. This is in line with the argument by Munam et al. (2025). Young buyers do not pay attention to videos that appear too good or unnatural. So, it is evident in the literature that there is a strong contrast between what firms used to do and what is really effective today. Perfect images were previously a tool used by companies. However, authors such as Gohil et al. (2025) and Munam et al. (2025) demonstrate the power of raw authenticity in Generation Z consumers. 
Although Munam et al. (2025) insist on the strength of authenticity, the limitation of the study is that it is based primarily on broad generalizations regarding young buyers. To give further background, it is essential to refer to previous groundwork. As an illustration, Verbeet and van der Zanden (2022) studied the effect of advertising on TikTok through the influence of the particular perception of authenticity and credibility, which serves as a mediating factor in the advertising process. This previous study enhances the argument by showing that authenticity is not just a trend. It is a quantifiable measure that directly alters the way an advertisement is perceived.
[bookmark: _Toc234808448][bookmark: _Toc240923034]2.4 Micro-Influencers vs. Celebrity Endorsements in Digital Marketing
Many researchers, such as Rolando and Alexia (2025), and Dhingra et al. (2025), argue that micro-influencers are highly effective in the digital environment. Rolando and Alexia (2025) directly compared celebrity endorsements with micro-influencer endorsements to see their impact on marketing outcomes. They discovered that micro-influencers perform much more effectively. Rolando and Alexia (2025) claim that micro-influencers possess smaller yet more loyal audiences. Their product recommendations come across as more personal and trustworthy.
Dhingra et al. (2025) was in full agreement with this finding. They quantified the impact of micro-influencers on purchase. Dhingra et al. (2025) suggested that micro-influencers are extremely effective since their posts seem like a friend giving advice. This is an accord with Rolando and Alexia (2025), since both groups of authors suppose that smaller follower groups actually result in greater trust.
Moreover, Vanha-Aho (2023) focused particularly on the impact of these micro-influencers on Generation Z. Vanha-Aho (2023) revealed that the overall behavior of young consumers is influenced by micro-influencer marketing in a deep positive manner. Generation Z consumers are aware that when they see a celebrity, it is a sponsored ad. Nevertheless, Vanha-Aho (2023) clarified that in the presence of a micro-influencer, they assume it is a sincere review. Therefore, according to the works by Rolando and Alexia (2025), Dhingra et al. (2025), and Vanha-Aho (2023), ordinary creators might be gaining more influence on sales than traditional celebrities. The high price of celebrities is compared to the high price of micro-influencers by authors such as Rolando and Alexia (2025), Dhingra et al. (2025), and Vanha-Aho (2023). This is a shared conclusion among Rolando and Alexia (2025), Dhingra et al. (2025), and Vanha-Aho (2023), who have proved that brands receive a far higher Return on Income (ROI) with the collaboration of micro-influencers.
One of the key strengths of the study by Rolando and Alexia (2025) is that it directly compares celebrities and smaller creators. Nevertheless, they do not consider the complexity of various marketing strategies. In their analysis of macro and micro-influencers, Türkmen (2022) gives a more balanced consideration. Türkmen (2022) emphasizes that the impact on purchase intention is not always one-sided. It can greatly rely on the type of product and existing digital marketing approach of the brand. Thus, the mere mention of the fact that micro-influencers are better all the time is an overstatement of the literature.
[bookmark: _Toc234808449][bookmark: _Toc240923035]2.5 The Unique Impact of TikTok on Generation Z and College Females
TikTok has entirely transformed the way youths shop, particularly in the fast fashion market. The platform has turned out to be a significant avenue to brands that attempt to access the market. Hossain (2022) carried out a research on micro-influencer marketing in fashion industry in particular. They paid attention to the efficacy of TikTok campaigns among college females. Hossain (2022) note that the video format of TikTok enables micro-influencers to present clothes in a very natural and uncensored manner. They claimed that college women are extremely affected by these short videos since they can compare the way the clothes fit on a regular person, not a professional model. 
A similar demographic was studied by Murphy (2022), which targeted female millennials and Generation Z consumers in the fast fashion market. Murphy (2022) discovered that these young females are highly intending to buy relatable content. Both Hossain (2022) and Murphy (2022) agree that young female consumers are a key target audience for these marketing campaigns. Nevertheless, Murphy (2022) has also pointed out an issue. Fast fashion companies are not always able to use these opinions to turn them into sales unless the content is specific to the actual style of the app. 
Whereas earlier social media worked with well-edited images, TikTok is dependent on short and captivating videos. As it is depicted in the literature, this type of video needs a new approach. Hossain (2022) demonstrated that TikTok campaigns are effective since they seem interactive. Young females do not only passively view. They read comments, share the videos, and talk about the clothes. In this way, it can be noted that, according to the evidence provided by Hossain (2022) and Murphy (2022), TikTok can considerably impact the shopping behavior of Generation Z.
Despite the success of Hossain (2022) in determining college females as a major population, the study has limitations as it only examines the positive side of marketing. Hass (2022) on the other hand critically examines aesthetic relationships and digital wellness of social media influencers. This indicates that despite a high level of engagement, young females also have a complex purchase decision due to the necessity of digital wellness and healthy screen time, and fast fashion brands tend to overlook this aspect.
[bookmark: _Toc234808450][bookmark: _Toc240923036]2.6 Parasocial Interactions as the Bridge to Purchase Intention
Authenticity without connection to the viewer is not sufficient to make a sale. This virtual interaction is referred to as a parasocial interaction. Aurellia and Dewi (2025) completed a significant research on influencer authenticity and homophily on TikTok. They claimed that a well-constructed marketing message can be totally useless in case it is not marketed with good intentions to create these parasocial relationships. As Aurellia and Dewi (2025) explain, when a viewer perceives that he or she is a friend of the influencer, it has a direct influence on his or her purchase intention. The sense of friendship is a mediator between the video viewing and product purchase. 
Damania et al. (2026) highly concurred with the results of Aurellia and Dewi (2025). Damania et al. (2026) carried out a systematic literature review on the effect that influencer engagement has on consumer purchase intention. They claimed that active involvement of the influencer intensifies the parasocial relationship. When influencers respond to comments or directly address the camera, the viewer will feel special. These two groups of authors concur that this psychological connection between creator and viewer is the principal driving force behind purchase. 
Other scholars like Aurellia and Dewi (2025) and Damania et al. (2026) have the same view on this topic. Parasocial relationships are not something that authors regard as an added value; they consider it to be a step to be taken. Aurellia and Dewi (2025) demonstrated that in the absence of such a relationship, the viewer will simply scroll by the video. This was justified by Damania et al. (2026), who demonstrated that high engagement results in high sales. Thus, comparative analysis of these works demonstrates that contemporary marketing is no longer about the product but the relation of the customer to the individual selling the product.
[bookmark: _Toc234808451][bookmark: _Toc240923037]2.7 The Debate on Fast Fashion Conversion Drivers: Sustainability vs. Connection
Although most researchers concur on the strength of influencers, the literature is split on a significant issue about the actual cause of Generation Z purchasing fast fashion. This gives a difference between macro level ethical theories and the micro level psychological theories. 
Arriaga et al. (2025) positioned themselves on one side of the argument that Generation Z was primarily motivated by ethical issues. In their shared sustainability study, they proposed that digital policy communication is the main cause of consumption changes. Arriaga et al. (2025) state that young customers demand fast fashion companies to have sustainable and green policies. They demonstrated a perception that customers purchase products since they concur with the brand on ethical issues concerning the environment. 
Nonetheless, Aurellia and Dewi (2025) displayed a contrary opinion. They fiercely objected to the notion that sales are influenced by wide-ranging policies. Aurellia and Dewi (2025) recommended that a company policy can hardly be truly effective when merely announced on a general level. Rather, they claimed that the parasocial interactions which micro-influencers have produced mediate actual sales, not big moral questions such as sustainability. 
This is a considerable difference in the existing literature. Arriaga et al. (2025) believed that the brand's green policies are the main conversion driver. Conversely, Aurellia and Dewi (2025) established that the personal relationship with the influencer is the actual cause why a young person spends his or her money. As this discussion shows, fast fashion companies are not always sure where to put their efforts: should it be on the promotion of their sustainability policies, or should it be on the relationships with the influencers? Answers to these are conflicting in the literature.  
There is a clear gap in the literature when it comes to the debate between macro-level policies and micro-level relationships. Nevertheless, studies, such as Arriaga et al. (2025) and Aurellia and Dewi (2025), have a weakness since they consider sustainability and parasocial relationships to be entirely distinct contributors. Rungruangjit and Charoenpornpanichkul (2022) provides a more integrated perspective. They show how the content created by micro-influencers can create a stronger sustainable marketing for a brand. This implies that parasocial interactions and sustainability are not a mutually opposing force. In fact, micro-influencers present the most effective means to convey the sustainable policies of a brand.
[bookmark: _Toc234808452][bookmark: _Toc240923038]2.8 The Role of Live Streaming and Engagement in Shaping Buying Behavior
To learn more about buying behavior, more recent research has examined new digital capabilities, such as live streaming. Damania et al. (2026) specifically examined the effect of TikTok live streaming on consumer purchase intention. They discovered that one of the strongest instruments used to engage influencers is live streaming. Damania et al. (2026) claim that live streaming is an effective way to interact in real-time, and viewers have the opportunity to ask questions about the clothes and receive responses in real-time. This immediate response greatly enhances their self-esteem to buy the product.
Dhingra et al. (2025) concurred that first-hand experience influences purchase behavior. Though they concentrated on the digital word-of-mouth instead of the simple live streaming, engaging the audience with micro-influencers in an active way will make the surrounding highly persuasive. Passive videos are losing their effectiveness to active engagement. When the customers are more engaged with the influencers, the recommendations becomes more trustworthy. Therefore, attributes such as live streaming as described by Damania et al. (2026) and active digital word-of-mouth as explained by Dhingra et al. (2025) can be combined to have a significant impact on the eventual purchasing decision of Generation Z consumers.
[bookmark: _Toc234808453][bookmark: _Toc240923039]2.9 Literature Gap
Although the literature has already covered the general topic of influencer marketing, the existing literature has notable gaps. Numerous current researches concentrate on more general platforms, such as Instagram or YouTube, or they study macro-influencers in a global context. Specific attention of how UK TikTok micro-influencers influence Generation Z consumers specifically in the fast fashion industry is lacking. Furthermore, other studies are inclined to follow either a qualitative interview or a quantitative survey. This study will be original because it will employ a mixed-method approach. This study will not just quantify whether authenticity influences purchase intention. By integrating the qualitative and quantitative approaches, it will also delve into the depths of the reasons why parasocial interaction creates the psychological connection between the two. This will offer an in-depth picture of the UK fast fashion market that earlier single-method research has not been able to capture. 
[bookmark: _Toc234808454][bookmark: _Toc240923040]2.10 Conceptual Framework
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[bookmark: _Toc240923090]Figure 1: Conceptual Framework
Source: Self-Developed
The study is based on the conceptual framework, which has been built by analysing literature. Authenticity of TikTok Micro-Influencers is the independent variable, which is justified by Gohil et al. (2025) and Munam et al. (2025). The dependent variable is the intention to purchase of the Generation Z consumers in the fast fashion market (Murphy, 2022). They are linked through the mediating variable, Parasocial Interaction, according to the findings of Aurellia and Dewi (2025). This model will explore how authenticity can create parasocial relations, which eventually translate into a high intention to purchase.  
The links in this conceptual framework are directly justified by the literature reviewed. First, the connection between the independent variable (TikTok Micro-Influencer Authenticity) and the mediating variable (Parasocial Interaction) can be strongly supported by the research that genuine content and relatability create a strong feeling of virtual friendship and trust (Verbeet and van der Zanden, 2022; Aurellia and Dewi, 2025). Second, the connection between the mediating variable and the dependent variable (Consumer Purchase Intention) is also supported by the fact that strong virtual relationships and active engagement directly raise the ultimate probability of a consumer to make a purchase (Damania et al., 2026). Thus, the framework theoretically demonstrates that authenticity is insufficient. It needs to be effective in establishing a parasocial relationship to result in actual sales.
[bookmark: _Toc234808455][bookmark: _Toc240923041]2.11 Summary
In this literature review, different aspects of TikTok Micro-Influencer Authenticity have been explored. Also the studies regarding parasocial interactions and different types of influencers have been reviewed. It has been highlighted in the review that there is a shift of customers’ preferences from celebrities to micro influencers. Micro influencers are highly effective in attracting the customers as they build parasocial relationship. They are believed to be more authentic by the customers. This review has identified a lack of mixed research on the impact of micro-influencers authenticity on the purchase intention. 


[bookmark: _Toc235026874][bookmark: _Toc240923042]Chapter 3: Methodology 
[bookmark: _Toc235026875][bookmark: _Toc240923043]3.1 Introduction
In this chapter, the research design to be employed in investigating the effects of the authenticity of TikTok micro-influencers on the purchase intention of Generation Z consumers in the United Kingdom is presented. It describes the practical steps and approaches undertaken to gather and analyse data to effectively respond to the research objectives. The chapter will address the research philosophy, approach and design selected. It will also present how a mixed-methods approach was utilised, which involves primary quantitative data (online survey) and secondary data (qualitative data) strategies. Lastly, the chapter will also include the particular data collection methods, sampling techniques, data analysis tools, reliability, validity and the ethical considerations that will underpin this study.  
[bookmark: _Toc235026876][bookmark: _Toc240923044]3.2 Research Philosophy
The fundamental assumption regarding the process of data collection, analysis, and utilisation in a research is referred to as a research philosophy (Saunders et al., 2023). This research is based on pragmatism research philosophy. Pragmatism would be very appropriate in this topic since it involves the most practical approach to answer the research questions, as opposed to a single worldview (Kaushik and Walsh, 2019).
Other philosophies like positivism or interpretivism were even considered but were rejected. By positivism, only hard numerical facts are to be taken into account, and this would be a mistake since human emotions in parasocial relationships are complex. On the other hand, interpretivism only looks at subjective human experiences, which would fail to provide the statistical proof needed to measure actual purchase intentions. Pragmatism helps fill this gap by enabling the researcher to combine the use of numbers and descriptive words to provide an overall picture of the situation (Shields, 1998).
In contemporary research, pragmatism is viewed as a primary basis upon which mixed methods research should be conducted (Dube et al., 2024). Through pragmatist perspective, the study will be able to overcome the challenge of integrating a quantitative online survey with qualitative secondary data. This will make sure that numerical information gathered on Generation Z consumers can be justified in depth by the themes in the literature. In general, it is a philosophy that allows the study to remain flexible and practical. It will allow the analysis to focus on addressing the real-world marketing issue of how fast fashion brands can transform TikTok views into actual sales. 
[bookmark: _Toc235026877][bookmark: _Toc240923045]3.3 Research Approach
The research methodology or approach defines the way in which the current theories will be applied in a study. In this study, a combined methodology is employed, but the deductive approach is predominant. A deductive methodology begins with the available theories and subsequently gathers certain data to determine whether the theories are true in a real world situation (Reyes, 2004). Chapter 2 of this study has already constructed a conceptual framework which is founded on the Social Learning Theory and Source Credibility Theory. Thus, a deductive method is much required to test these preconceived notions (Elias, 2012). In the online survey, the numerical data will be used to statistically test the relationship between the independent variable (micro-influencer authenticity) and the dependent variable (purchase intention). 
Nonetheless, since this is a mixed-methods study, an inductive approach is employed, as well, to substantiate the results. An inductive methodology operates in the converse; it is a method of looking at particular information initially to discover new and more generalized patterns and themes without trying to impose them upon an existing theory (Kumar and Ujire, 2024). Qualitative data will be gathered in this study through the secondary sources, which include peer reviewed marketing journals. Inductive approach will be used to explore this qualitative data freely in order to discover more about the ways in which parasocial relationships are formed between creators and viewers. Integrating deductive testing of numerical variables and inductive exploration of qualitative themes, the research method perfectly fits the requirements of the mixed-methods design.
[bookmark: _Toc235026878][bookmark: _Toc240923046]3.4 Research Design
The research design is the overall plan according to which data is collected and analysed to respond to the research questions (Saunders et al., 2023). This study uses a descriptive and explanatory research design. To clearly describe the current situation in which Generation Z consumers engage with TikTok micro-influencers in the fast-fashion market, a descriptive design will be effective. The explanatory design is needed to test the predictive relationships between variables. This study uses a cross-sectional design. This implies that the data is only gathered at a single point in time. This means that the research will not be able to establish direct cause and effect scientifically. Rather, it aids in clarifying the degree of influencer authenticity-purchase intention correlation. The experimental design was not selected as it demands controlling the variables in a highly controlled laboratory. This would not be appropriate to learn natural social media behaviour among young consumers.
Moreover, the study has the mixed-method research design (Schoonenboom and Johnson, 2017). This design was selected carefully as it will enable the researcher to utilize both numbers and words. The quantitative section of the design will be used to quantify the actual statistical effect of authenticity on sales. Nevertheless, statistics cannot be used to fully describe why a young consumer would have a personal relationship with a video maker. The qualitative aspect of the design will thus seek secondary data to find out the psychological emotions of parasocial relationships. This combination allows having a much more comprehensive and stronger understanding of the topic than a single research design (Costa, 2024). Finally, this combined design makes sure the research objectives can be addressed.
[bookmark: _Toc235026879][bookmark: _Toc240923047]3.5 Research Strategy
A research strategy is a plan of action to be followed to collect data in answering the research questions. This research employs a two-fold approach, a survey approach, and a documentary research approach. A survey is the main approach that was selected to gather quantitative information. Surveys are very efficient in gathering vast numerical data of a particular group of individuals in an inexpensive and rapid manner (Nardi, 2018). Generation Z consumers will be given an online questionnaire in the United Kingdom. This approach is the best since it enables the researcher to access many active TikTok users online where they devote the majority of their time watching fast-fashion contents.
The primary data collection was not based on other methods like face-to-face interview or case study. These procedures are too time-consuming, and they lack the large sample size required to conduct the statistical testing. Nevertheless, in order to substantiate the data of the survey, a documentary research strategy is employed to gather qualitative data as well. This will entail a review of available secondary sources, such as peer-reviewed marketing journals and industry reports regarding fast fashion and social media. The mixed method approach will enable the research to first find statistical results of the quantitative regression analysis and then test the results with the findings from the thematic content analysis (Gürbuz, 2017). The approach fits well in the general mixed-method approach of the study.
[bookmark: _Toc235026880][bookmark: _Toc240923048]3.6 Research Method Choice
The research choice of this study is mixed-method, which is used to gather and analyse data. A mixed-methods choice implies that a researcher integrates two methods of study, quantitative and qualitative, in one study (Creswell et al., 2003). The mono-method option, which would have used a single kind of data was discarded on the basis that it would restrict the richness of the study. Only qualitative data would not be sufficient to statistically demonstrate that micro-influencers do in fact boost sales figures. On the other hand, using only quantitative data would fail to explain the emotional and psychological connection that viewers feel with the influencers (Lakshman et al., 2000).
It is a mixed-methods approach that involves the use of numbers and themes. The quantitative section involves an online survey to obtain quantitative information about consumer preferences. This information can be used to conduct a regression analysis to examine the relationships among authenticity and purchase intentions. The qualitative section employs secondary sources of peer-reviewed journals. This is needed since the academic year of May, 2026 to October, 2026 is extremely brief. Primary qualitative research, such as focus groups or in-depth interviews, would be too time-consuming. The existing marketing journals will give a good foundation of information. It makes the psychology of the complex parasocial relationships more understandable than a couple of small interviews with students could do. The qualitative aspect of this mixed-method methodology is based solely on the literature and industry reports. This study did not use any primary qualitative data, including interviews or focus groups. This secondary methodology was adopted to give a wider context of the industry to aid the primary quantitative survey.
[bookmark: _Toc235026881][bookmark: _Toc240923049]3.7 Research Time Horizon
The time horizon determines the timeframe in which the data for the research will be collected (Saunders et al., 2023). This analysis uses a cross-sectional time frame. A cross-sectional method is where data is collected at one time and on a single point in time to give a picture of what is going on. Longitudinal approach, watching the same people over a period of time, was discarded. The reason is that this is an academic project and it has to be done in a tight and short timeframe that is between May 2026 and October 2026. Thus, the purchasing behaviour of consumers cannot be observed over a few months or years. 
Applying cross-sectional time horizon is very appropriate to this study. The trends of the fast-fashion world and social media are extremely fast-evolving. Consequently, it is most reasonable to focus on the immediate, up-to-date perceptions of Generation Z customers of TikTok micro-influencers. The research will provide a clear picture of the current level of influence of influencer authenticity on purchase intentions by conducting an online survey and collecting data simultaneously. This will make the research manageable on time.
[bookmark: _Toc235026882][bookmark: _Toc240923050]3.8 Research Techniques and Procedures
[bookmark: _Toc235026883][bookmark: _Toc240923051]3.8.1 Data Collection Methods
To achieve its mixed-methods design, this study will gather both primary and secondary data. The main source of data collection will be a quantitative online survey. The questionnaire will be developed with the help of Google Forms and be sent to the target respondents via the Internet. The questionnaires will be presented in the form of closed-ended questions to collect definite numerical information regarding shopping preferences and use of social media. The first questions in the survey will be stringent digital screening questions to make sure that only the right individuals are permitted to fill in the form. An online survey is very justifiable in this study. As the study deals with digital consumer behaviour in TikTok, it is only logical to contact the participants via digital means. Quantitative research also works well with surveys since a large number of respondents can be quickly gathered in a standardised way (Gürbuz, 2017). 
Along with the main survey, secondary sources will be used to gather qualitative data. This information will be obtained through the available literature, including academic journals, peer-reviewed journals, quality marketing publications, and industry reports. Only publicly accessible papers published since 2016 and up to 2026 will be selected to make sure that the information is up-to-date and relates well to the dynamic world of social media. This mix of data collection techniques is highly effective. The online survey will offer new first hand numerical information regarding what consumers want to purchase, whereas the secondary data will offer proven qualitative information that can be used to provide in depth explanations of the numeric data.  
[bookmark: _Toc235026884][bookmark: _Toc240923052]3.8.2 Sample
This research is targeted at Generation Z consumers, 18-27 years old, residing in the United Kingdom. The participants should be active on the TikTok application, and they should have bought fast fashion products in the last six months to be eligible. Probability sampling cannot be done mathematically because there is no complete national list of all TikTok users. 
Non-probability sampling methods (purposive and snowball sampling) will therefore be employed in this study. The strict digital screening questions will be used to enforce purposive sampling to ensure that only the target group is reached. Snowball sampling will support this by distributing the survey link via digital student networks and specialised social media communities to more individuals. The study will aim at a final sample of 100 valid responses. This figure is determined according to the rule of thumb of regression analysis. A rule indicates that the minimum sample size is N > 50 + 8m. M is the number of independent variables used in this formula. A sample of 100 is sufficient since this study will test less than five independent variables. It is sufficient in mathematical power to power the statistical models.  
[bookmark: _Toc235026885][bookmark: _Toc240923053]3.8.3 Data Analysis Methods and Tools
Once the data has been gathered, it needs to be processed and analysed in a systematic way to address the research objectives. Since this paper is a mixed-methods paper, two methods of analysis will be applied.
To begin with, the main quantitative data obtained from Google Forms surveys will be numerically coded. These raw numbers will then be put into statistical software like Microsoft Excel or Stata. Then the data will be systematically analysed. Both inferential and descriptive statistics will be used in the study. The basic demographic information of the respondents will be summarised using descriptive statistics. An inferential statistics will be carried out through regression analysis to test the relationship between the variables. The use of regression analysis will determine whether the authenticity of TikTok micro-influencers directly influences the purchase intentions of consumers in Generation Z. In this situation, regression analysis is suitable since it quantifies a direct relationship between an independent and dependent variable. To ensure that this statistical test is valid, it usually presumes that there is a linear relationship between the variables and that the data is normally distributed.
Second, thematic content analysis will be used to analyse the secondary qualitative data obtained through peer-reviewed journals. Thematic analysis is a practical approach of identifying, sorting, and reporting patterns or themes in written information (Braun and Clarke, 2006). Qualitative analysis will be undertaken to identify major themes of the literature related to parasocial interactions, influencer relatability and current marketing techniques (Anderson, 2007). This approach is very rational as it enables the researcher to analyse a large amount of text data and identify the underlying nature of why consumers believe in micro-influencers. Finally, the statistical findings of the regression analysis will be integrated with the qualitative themes in order to give a well-rounded and clear conclusion.
[bookmark: _Toc235026886][bookmark: _Toc240923054]3.9 Reliability and Validity
The research has maintained validity through rigorous digital screening questions. This is a practical measure to ensure that only the target group can respond. The target market is the UK Generation Z consumers who purchase fast fashion. To achieve qualitative validity, the study that is conducted utilizes only reputable peer-reviewed journals, which are available publicly. These are to be published between 2016 and 2026. Reliability implies that the findings are consistent. In order to establish that the quantitative data is trustworthy, Cronbachs alpha will be determined. It will measure the 5-item Likert scale items. 
[bookmark: _Toc235026887][bookmark: _Toc240923055]3.10 Ethical Considerations
Ethics are a very important aspect of research. This research is carried out in compliance with UWTSD Research Ethics and Integrity Policy. The Google Form begins with an introduction that is mandatory. The academic purpose of the study is described on this page. To obtain real informed consent, the participants will have to check a digital consent box. This information should be read and a button to agree should be clicked by the participants before they are allowed to see or answer any questions. Participants will also be made aware of the fact that their participation is entirely voluntary. Participants are always free to drop out before submitting the survey form without any consequences.  
Secondly, the research guarantees complete anonymity and confidentiality. The survey will not require any personally identifiable information, including names or contact details. Since the data is fully anonymised at the very moment of data collection, once the data is submitted, no participant can retrieve their data since it can no longer be traced to the participants. No sensitive, embarrassing or illegal issues are discussed in the study. Lastly, all the numerical data obtained will be ensured to remain fully confidential, and stored safely on a highly encrypted, secure computer throughout the study. All raw data will be disposed of as soon as the project is completed. 
[bookmark: _Toc235026888][bookmark: _Toc240923056]3.11 Chapter Summary
In this chapter, the specific methodological steps adopted to explore the effect of TikTok micro-influencer authenticity on consumer purchasing intentions have been outlined. The philosophy of research pragmatism, as well as the mixed methods approach, was chosen as the most effective method of comprehending both the statistical figures and the human feelings behind the parasocial relationships. The research design used in the study is explanatory and descriptive.
The attitude of young shoppers is captured using a cross-sectional time horizon. The purposive and snowball sampling will be used to gather primary quantitative with online surveys via Google Forms. There will be 100 participants, who are Generation Z consumers in the UK. Statistical regression analysis will be used to analyse this numerical data. Meanwhile, thematic content analysis will be used to analyse qualitative data in secondary studies. Lastly, the chapter described the exact steps followed in order to guarantee the validity and reliability of the data and the stringent ethical principles that safeguard the anonymity and rights of the participants.




[bookmark: _Toc240923057]Chapter 4: Findings and Discussion
[bookmark: _Toc240923058]4.1 Introduction 
The results and discussion of the research is introduced in this chapter. The main objective is to assess the influence of TikTok micro-influencer authenticity on purchase intentions of the Generation Z consumers in the UK fast-fashion market. This was accomplished by carrying out a quantitative survey on 100 active UK shoppers. There are three major sections in the chapter. To start with, it describes general descriptive results of the survey. Second, it shows the statistical analysis (scale reliability and regression models). Lastly, a thematic analysis of qualitative secondary data is given. These combined results are critically discussed in the chapter against the existing literature.
[bookmark: _Toc240923059]4.2 Findings
Question 1: Are you between 18 and 27 years old and currently living in the United Kingdom?
This initial screening question was answered positively by all 100 participants. This 100% outcome is an ideal isolation of the target population to be studied.  

[bookmark: _Toc240923091]Figure 2: Age Group
The economic pressures and online trends presented to the generation Z consumers in UK are unique. The addition of older demographics or international shoppers would have diluted the data pool. The psychological frames of older consumers when interacting with social media are usually completely different (Arias-Montesinos et al., 2025). The strict sample restriction to young people in the UK would ensure that all the findings that follow the research are accurate for this particular market segment. It offers a sound and extremely applicable basis for the whole dissertation. Such strict filtering makes sure that the final statistics will be precisely what the research goals intended to investigate.
Question 2: Have you actively used TikTok and purchased fast-fashion items within the last six months?
All the respondents (100) who were asked whether they were active on TikTok and the fast-fashion industry recently responded affirmatively.  

[bookmark: _Toc240923092]Figure 3: Activity in last 6 months
The 100% confirmation is a validation checkpoint. It demonstrates that the respondents are not speculating on hypothetical marketing situations. They are active participants in the present digital economy. The algorithm of TikTok and fast-fashion are changing at an unbelievable pace (Tripathi, 2024). Collecting information on inactive users would generate inaccurate information. This new form of behavior interaction provides the survey with latest habits, preferences, and economic realities of the contemporary consumer. Retail managers are assured that the views found in this survey reflect the prevailing trends in the market.
Question 3: How do you typically interact with fast-fashion micro-influencers on TikTok? 
The statistics reveal that young customers are not willing to be passive observers. The most common interactions were liking videos (65%), and watching live streams (64%). 

[bookmark: _Toc240923093]Figure 4: Interaction
Distribution of content to friends was also rated very high (60%). This emphasizes the fact that TikTok is more of a community-based ecosystem. The fast-fashion brands will not work when the platform is treated like a TV billboard (Dale, 2022). They need to sponsor material which actively initiates debate and sharing amongst peers. Major change in consumer habits is also indicated by the high number of consumers watching live streams. Consumers are shifting more towards dynamic, collective online experiences as opposed to seeing static images (Pitafi and Awan, 2024). Moreover, the fact that the portion of comments read was high (55) indicates that consumers address the online community to seek legitimacy prior to making buying choices.
Question 4: Which of the following influencer actions most effectively build your trust and make you feel connected to them? 
The strongest trust-building action by far, chosen by a very substantial majority (70%), was to respond to comments directly. Posting unfiltered, daily life was next in line (62%). This expresses a strong consumer need of a two-way communication.  

[bookmark: _Toc240923094]Figure 5: Trust on Actions of Influencers
Younger buyers do not desire to be spoken by a brand or an influencer. They are in dire need of being heard and recognized in the virtual world. Sharing everyday experiences by influencers reduces perceived commercialisation (Bishop, 2025). It exposes the influencer and makes him or her relatable to the average viewer. This particular show of online vulnerability is the basis of the contemporary consumer confidence. Direct eye contact with the camera (57%) also establishes a simulated eye contact that further strengthens this psychological connection.
Question 5: Please indicate your level of agreement: TikTok micro-influencers appear more relatable and "real" compared to traditional celebrities or professional models.
Micro-influencers were extremely relatable to a vast majority of the sample. In particular, almost half (44%) strongly agreed, and another big percentage (39%) agreed. A very small percentage (4%) did not agree.  

[bookmark: _Toc240923095]Figure 6: Relatability
Figure 6 affirms the swift drop in the traditional celebrity endorsement in the fast-fashion arena. Generation Z is actively opposed to extremely rich perfection. They are particularly fond of content creators that resemble them and have to deal with the same financial challenges every day. Micro-influencers serve as a digital reflection to the consumer (Chen et al., 2024). This interpersonal relationship leads to a far less threatening advertising scenario. Consumers are much more responsive to product placements when the individual who is presenting the product feels like an equal.
Question 6: It is important to me that an influencer uses a genuine and sincere tone when reviewing fast-fashion clothing.
The respondents are very insistent on sincerity. More than half (58%) strongly believed that it requires a natural tone, with 22% in agreement. 

[bookmark: _Toc240923096]Figure 7: Genuine Tone
Figure 7 confirms that the contemporary youthful consumer is very sensitive to imitated passion. When an influencer reads a commercial that he is reading off a paper, the audience will scroll right up to the end of the video. Retail brands are required to abdicate creative control to be credible (Serazio, 2023). They have to give the influencers a chance to sound as they do, in their natural, everyday voice, possibly making the product review sound not as perfect. A small negative comment on an item of clothing by an influencer tends to make the entire review more credible.
Question 7: I prefer fast-fashion content that feels natural and uncensored over videos that are highly polished and scripted.
The raw, unedited content is overwhelmingly dominant in the data. A total of 73% favored natural content (39% strongly agreed, 34% agreed). Only 8% said that they preferred polished videos.  

[bookmark: _Toc240923097]Figure 8: Authenticity
Figure 8 shows that consumers become skeptical of TikTok when high-budget production is involved. The video captured on a shaky smartphone in a cluttered bedroom is naturally authentic (Gault, 2022). On the other hand, a video filmed in the studio is a business trap. Retailers end up squandering marketing budgets by producing more than what they can utilize through their social media campaigns. The aesthetic that will best appeal to Generation Z is essentially low-budget and unscripted. This unpolished look informs the audience that it is an honest bit of advice.
Question 8: Regularly watching a micro-influencer's videos makes me feel as though I am receiving fashion advice from a personal friend.
The parasocial relationships are established successfully on the platform. Eighty-three percent of the total sample (42% strongly agreed, 41% agreed) had a sense of friendship. Just 6% disagreed. 

[bookmark: _Toc240923098]Figure 9: Friends' Advice
The psychological strength of the short-form video form is confirmed by responses in Figure 9. The sense of virtual intimacy becomes strong as a result of being exposed to a relatable influencer on a daily basis. The audience interprets such clothing suggestions through the psycho-social concept of friendship. This entirely circumvents the consumer defences. In a situation where a perceived friend recommends a shirt, it feels more like a helpful recommendation (Bohlin and Reljanovic, 2025). This parasocial relationship is the key factor that turns casual scrolling on TikTok into serious brand attachment. As a result, it leads to buying habits.
Question 9: An influencer’s active engagement (such as responding to my questions in real-time) strengthens my trust in their clothing recommendations.
Direct and active involvement positively and directly increases consumer confidence. A total of 77% were in agreement that interaction creates trust (39% strongly agreed, 38% agreed). 

[bookmark: _Toc240923099]Figure 10: Engagement
Figure 10 demonstrates that interaction, not broadcasting alone builds trust. Whenever an influencer takes time to respond to a given sizing question, they will offer concrete value. It is a demonstration that the influencer is concerned about his/her online community. This is responsiveness that turns an ordinary, passive viewer into an ardent fan. It is an effective way of closing the psychological divide between entertainment and commerce. Consumers have a sense of reciprocity. Since the influencer paid them individual attention, the consumer experiences the greater psychological need to help the influencer by buying the suggested fast-fashion product (Mitchell Ferro, 2025).
Question 10: Participating in a TikTok live stream enhances my feeling of a parasocial (virtual) relationship with the content creator.
Streaming videos are tremendously useful in enriching virtual relationships. Three-quarters of the respondents (75%) expressed stronger connection in the live broadcasts (41% strongly agreed, 34% agreed). However, 17% were neutral to this question.

[bookmark: _Toc240923100]Figure 11: Parasocial (virtual) relationship
Figure 11 says that live video eliminates the safeguarding of editing. It compels the influencer to be totally spontaneous, real and authentic. Errors occur in real-time. This mutual, unedited weakness has a powerful accelerating effect on the emotional connection. It is very similar to the psychological experience of being on the same side with a peer in real life. The viewer is able to pose a question and receive a prompt verbal answer. This interactivity causes the influencer to be highly trusted, and the parasocial relationship is established much quicker than the pre-recorded, non-interactive video uploads were capable of doing (Gray, 2024).
Question 11: I am likely to purchase a fast-fashion item after seeing it recommended by a TikTok micro-influencer whom I perceive as highly authentic.
Authenticity is a direct translation to actual purchasing intent. A very high 84% reported they would buy a product as a result of a true recommendation (43% strongly agreed, 41% agreed). Just 7% of them said that they were not likely to purchase. This is a practical observation amongst retail managers.

[bookmark: _Toc240923101]Figure 12: Purchase Intention
The reactions in figure 12 confirms that the idea of investing in the original content creators is a very plausible sales option. Authentic content is effective in moving unsuspecting consumers along the sales funnel. In digital retail, trust has become the currency. The brands that resonate with the authentic voices will always have increased conversion rates. Customers are in search of credible personalities to filter through the many fast-fashion options that are flooding online (Al Saab, 2025).
Question 12: Feeling a personal connection or virtual friendship with an influencer directly increases my intention to buy the products they promote.
The financial decision is highly dependent on the emotional relationship. An impressive majority of the respondents (78%) concurred that it is virtual friendship that motivates their purchase intention (36% strongly agreed, 42% agreed).  

[bookmark: _Toc240923102]Figure 13: Purchasing due to personal connection
Figure 13 substantiates the main assumption of the parasocial marketing theory. They are not simply purchasing a shirt or a dress that is cheap. They are spending their small disposable income on a micro-influencer whom they are emotionally connected with. Purchasing the promoted product turns out to be the means of joining the online reality of the influencer (Meiyandri and Heng, 2025). The buying is a tangible expression of the virtual friendship. This demonstrates that marketing tactics need to focus on relationship-building metrics rather than the number of views in order to maximize long-term sales prospects.
Question 13: In the past six months, a relatable TikTok micro-influencer’s content has directly motivated me to make a fast-fashion purchase.
The mentioned intention to purchase is well-supported by the real previous purchasing behavior. An enormous 82% of the sample stated that they spent money recently because of the content of an influencer (49% strongly agreed, 33% agreed). Just 7% had never made such a purchase. 

[bookmark: _Toc240923103]Figure 14: Past Purchase
Figure 14 proves that the theoretical frameworks discussed actually work in practice. TikTok influencer marketing is not only creating hypothetical activities or online likes (Barta et al., 2023). It is already making actual, quantifiable income in the very competitive UK fast-fashion industry. Perceived authenticity, parasocial interaction, and consumer spending are the three concepts that are dynamic and a continuous reality of Generation Z.
[bookmark: _Toc240923060]4.3 Analysis
The following section provides a description of the statistical analysis of the main survey information. Stata software is used to process the data. The quantitative analysis will be used to measure the conceptual framework. It evaluates the relationships among TikTok micro-influencer authenticity, parasocial relationships, and consumer purchasing intentions. The target group is the generation z consumers in the UK. The section starts with a descriptive analysis of the variables. It then depicts a reliability test of the research scale. Lastly, it describes a set of simple linear regression models. Such regression models are used to test the hypotheses formulated.
[bookmark: _Toc240923061]4.3.1 Descriptive Analysis
Descriptive statistics are used to measure the key survey responses. This area will provide a summary of the central tendencies of the data. It also analyzes the diffusion of the data among 100 participants. This is measured based on a five-point Likert scale. One indicates strong disagreement. Five indicates a strong agreement.
The overall scores of all variables are good. They are close-ended (between 4.02 and 4.31). The mean score of genuine tone is the largest. It has an average of 4.31. It means that there is a high level of consumer agreement concerning this particular trait of influencers. The lowest mean scores are the general authenticity and active engagement. Both variables have an average of 4.02. These averages are well above the mid line. 
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[bookmark: _Toc240923104]Figure 15: Descriptive Analysis
The standard deviations are closely grouped around 1.00. The least variance is observed in Relatability with standard deviation of 0.86. The engagement has the largest variance with a standard deviation of 1.06. A small standard deviation indicates that there is a similar opinion in the sample. There are limited outliers that skew the average of the data. The opinions of the generation Z shoppers are quite homogenous when it comes to fast-fashion marketing.  
[bookmark: _Toc240923062]4.3.2 Reliability of the Research Scale
Before running regression models, researchers have to test the measurement scale. The survey instrument should be reliable in terms of its internal consistency. A Cronbachs Alpha test is used to test the reliability of the nine Likert-scale questions. These products constitute the conceptual framework.
According to the Stata, the total Cronbachs Alpha of the test scale is 0.5053. Typically, an alpha of 0.70 and above is needed in academic research. When the score is less than 0.70, it is a sign of low internal consistency. The item rest-correlations assess the reliability of the individual questions. They demonstrate the correlation between one question and the total of the other questions. The lowest of these correlations is the 0.0848 of parasocial interaction. The direct connection has a peak of 0.3346 to purchase. 
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[bookmark: _Toc240923105]Figure 16:  Cronbach's Alpha Test
The overall alpha of 0.5053 is problematic. It implies that the concepts were perceived differently by the respondents. Authenticity, purchase intent, and parasocial relationships may not be cohesive. The theoretical model presupposes a high correlation between these variables. The alpha is low, which is a contradiction to this theoretical supposition. The measurement scale that underlies has a high level of statistical weakness. Since Cronbachs alpha of 0.5053 is less than the commonly used standard of 0.70, it shows that the survey items might not have reliably measured the targeted constructs of authenticity and parasocial interaction. Therefore, the level of reliability in the quantitative results is low, and the statistical results should be viewed carefully. 
[bookmark: _Toc240923063]4.3.3 Assessing the Impact of Influencer Authenticity on Purchase Intention
The initial regression model is testing H1. It looks at the effect of perceived influencer authenticity on purchase intention in future. The R-squared value of the model is 0.0101 (See Appendix A). This implies that authenticity has only 1.01% variance in consumer purchase intention. The F-statistic is 1.00, and the p-value is 0.3190. A p-value that is less than 0.05 is statistically significant. The calculated coefficient value is positive (0.0966), but it is not valid. Thus H1 is rejected. Being authentic may not be a real thing that makes Generation Z purchase clothes. The authenticity of an influencer is not a single tool of sales that fast-fashion brands could count on. The young consumers distinctly differentiate between what they like to see in terms of honest content and what they really spend on. They can really enjoy the sincerity of a short video. Nevertheless, this good emotional response does not encourage them to reach their wallets at the virtual checkout.  
[bookmark: _Toc240923064]4.3.4 Assessing the Drivers of Parasocial Relationships
H2 is tested in two different regression models. According to this hypothesis, the relatability of the influencer and active engagement have a positive effect on parasocial relationships. The former quantifies the influence of relatability of the influencer. R-squared of the regression is 0.0185. The F-statistic is 1.84, and the p-value is 0.1775 (See Appendix A). The second model quantifies the effects of active influencer engagement. This model performed terribly. The R-squared is 0.0008. The F-value is 0.08 and the p-value is very high at 0.7774. Neither of the two statistical tests achieves significance. Thus, H2 is rejected. Being physically and behaviorally like some other ordinary peer may not necessarily form a virtual friendship. Moreover, a response to user comments does not contribute to the enhancement of any psychological connection. Probably, consumers consider this interactive activity as a norm, calculated marketing strategy. They just do not view it as a real attempt of creating a digital friendship.  
[bookmark: _Toc240923065]4.3.5 Assessing the Impact of Parasocial Relationships on Purchase Behavior
The last regressions test H3. This hypothesis will test the direct effect of parasocial interaction on actual purchase behavior. One of the models examines whether the influence of fashion advice such as a friend on future purchase intentions is present. This gives a very low R-squared of 0.0107 (See Appendix A). The p-value is not significant and is 0.3055. The other model investigates whether a general parasocial relationship has any effect on previous purchases. This test also fails completely. It yields an almost zero R-squared of 0.0004. The value of p at 0.8499 is very insignificant. H3 is thus strongly rejected. The digital bond is fundamentally weak in a commercial retail setting. Although a consumer might have some emotional attachment to a influencer, this emotion is hardly translated into a monetary action. The high commercial brand loyalty is simply not the fast-paced entertainment value of TikTok. Younger consumers rigidly differentiate between their daily viewing habit on the digital front and their real spending habit in the retail front. 
[bookmark: _Toc240923066]4.4 Thematic Analysis
Statistically significant relationships were found to be statistically insignificant as revealed in the quantitative analysis in Section 4.3. The theoretical model assumed that authenticity of influencers has a direct impact on sales. But the regression models did not accept this relationship. The thematic analysis of secondary literature was carried out in order to figure out the reason why this happened. This qualitative method offers crucial background. It investigates the current psychological and market aspects that affect Generation Z. Fourteen recent scholarly articles were reviewed in a systematic manner. This led to the identification of five key themes. These themes explain critically how there is a growing non-correlation between digital engagement and real consumer spending.
	Theme
	Definition
	Sources

	Rise of Influencer Skepticism
	The growing trend of consumers rejecting traditional marketing and actively engaging with critical de-influencing content.
	Jing (2026); Aggarwal et al. (2024)

	The Sponsorship Barrier
	The negative impact of paid sponsorship disclosures on perceived authenticity and the fragility of parasocial bonds.
	Deng et al. (2026); Andani (2026); Taher et al. (2025)

	Ecosystem Saturation
	The loss of micro-influencer credibility due to market overcrowding and the consumer shift towards smaller nano-influencers.
	Do (2025); Amalia et al. (2025); Yıldız (2025)

	TikTok Consumption Habits
	The tendency of Generation Z to consume short-form video for rapid entertainment rather than commercial purchasing.
	Ramaifo (2024); Prakash (2026); Chiu and Ho (2023)

	Artificial Illusion and Trust
	The difficulty in distinguishing human authenticity from heavily edited or AI-driven digital marketing personas.
	Abbas and Putra (2026); Ebulueme and Vijayakumar (2024); Malhotra (2026)


Table 1: Thematic Analysis
[bookmark: _Toc240923067]Theme 1: Rise of Influencer Skepticism and De-influencing
The quantitative study has proved that perceived authenticity may not always result in sales. This result is explained by the secondary literature in terms of the increasing degree of consumer skepticism. As an example, Aggarwal, Barbar, and Parsoya (2024) note that digital authenticity is being considered more as a performance calculated. As a result, influencer marketing can be regarded as a social construct created by young consumers, not as a recommendation. Jing (2026) builds on this point of view and states that buyers are not just casual actors in this environment. Alternatively, they are the ones opposing conventional marketing with a hype called de-influencing. 
This is a great change in the marketing literature. Although the traditional models had assumed that influencers were either trusted or not paid attention to by consumers, Jing (2026) suggests that audiences currently reward creators who are not afraid to criticize brands openly. This de-influencing culture also causes young consumers to be very skeptical about all positive reviews of clothing. They tend to have a feeling that there are financial vested interests in these recommendations, which justifies the poor performance in the previous regression analysis. The mindset of the Generation Z is very defensive even in cases when a micro-influencer seems genuine. They may love the video content, but they strongly oppose the sales pitch behind it.  
[bookmark: _Toc240923068]Theme 2: The Sponsorship Barrier and Trust Deficits
The results of the survey revealed that parasocial relationships did not provide actual purchase behavior forecast. The literature points out the disclosures of sponsorships as the main cause of this disconnection. According to Andani (2026), micro-influencers effectively build profound trust among Generation Z, which implies the strength of parasocial associations and their high value. Deng, Pergelova, and Hachey (2026) are however strong opponents of commercial viability of this trust. They found that voluntary disclosure of sponsorship immediately disrupts the parasocial illusion. 
This establishes a significant contradiction of the academic findings. Although Andani (2026) provides that digital bonds are able to push sales, as shown by Deng et al. (2026), a label of paid partnership directly influences the perception of the viewer. The blatant use of monetary reward undermines the emotional bond. Consequently, the viewer switches to the attitude of a friend to an attitude of an intended audience. Moreover, according to Taher et al. (2025), such digital relationships are easily shadowed by external crises. They identified macroeconomic or geopolitical issues to render fast-fashion promotions to look insensitive and out of touch. Thus, the parasocial relationship is very frail and does not cope with the realities of paid advertising. This weakness is also the direct reason why active engagement was not reflected into sales when the quantitative analysis was carried out.  
[bookmark: _Toc240923069]Theme 3: Ecosystem Saturation and the Shift to Nano-Influencers
Yildiz (2025) remarks that the online market is now too saturated. There are already too many micro-influencers who promote the same fast-fashion brands. Yildiz (2025) believes that such overload reduces the effects of any given product suggestion. Nevertheless, the problem is not only about saturation. They indicate that the basic definition of a trusted influencer has transformed.  
According to Do (2025), the digital field is moving into a new phase, where nano-influencers are emerging. Likewise, Amalia et al. (2025) conducted a comparison of nano and micro beauty influencers, reporting that the smaller influencers have much greater source credibility. This observation outright refutes the previous presumption that micro-influencers are the most relatable marketing level. Nowadays, micro-influencers are viewed as over-commercialized and affluent by the consumers. Conversely, nano-influencers possess far fewer followers but have a high level of devotion. They are considered to be real peers, not professional marketers. Since this dissertation was a broad survey about micro-influencers, the statistical failure conforms to the results of Do (2025) and Amalia et al. (2025). Micro-influencers probably have lost this distinct power of persuasion because Generation Z shifts their trust to smaller, niche creators.  
[bookmark: _Toc240923070]Theme 4: TikTok Consumption Habits and Entertainment Value
The big data behind TikTok has a strong impact on contemporary consumer behavior. In the survey data, there were high levels of digital engagement with very low purchase conversion rates. Ramaifo (2024) analyzed the perceptions of Generation Z on TikTok and concluded that the visual feel of the platform was able to get the attention of consumers to legacy brands. It appears that viewers really love to see the display of fast-fashion clothes. Nevertheless, Prakash (2026) provides a critical opposing of view at this engagement.  
Prakash (2026) recognizes colossal disintegration between content consumption and commercial action. The audience can like a video or comment merely because they think the influencer is funny or cool. As a result, they view the influencer as a virtual entertainer, but not as a personal shopper. This behavioral gap is also confirmed in the study by Chiu and Ho (2023) on the Generation Z consumers. They discovered that substantial social media use seldom led to monetary transactions. This reveals a significant weakness of the previous marketing theories since the high level of interaction cannot be equated with the level of purchase intent. The algorithmic in TikTok is aligned to provide an endless flow of quick content, promoting passive viewing. The site focuses more on making users continue watching videos instead of getting them to move off the application to purchase clothing, creating a significant wall between clicking on a brief clip and making the purchase. 
[bookmark: _Toc240923071]Theme 5: Artificial Illusion and the Erosion of Human Authenticity
Artificial intelligence and intensive video editing are gaining more and more influence in the digital marketing environment. This is what Ebulueme and Vijayakumar (2024) examined, stating that the perceived authenticity is always subverted by the smooth-edge social media. Due to the prevalence of beauty filters, even apparently natural posts are perceived with great suspicion. Malhotra (2026) endorses this argument by observing that due to constant exposure to created personalities, young shoppers have become very cynical. 
But, there is a more serious technological threat, as pointed out by Abbas and Putra (2026). As part of their meta-analysis of AI-driven marketing interactions, they have found that, in recent years, consumers find it more and more difficult to differentiate the human and artificial content. This blurring of boundaries leaves a considerable overall lack of trust. Although Ebulueme and Vijayakumar (2024) attribute the loss of trust to human editing, Abbas and Putra (2026) believe that even the idea of human authenticity may be doubtful with regard to the AI technology. Consumers instinctively attribute the creation of product scripts by AI, and the creation of digital perfection. Thus, young consumers do not make their financial choices basing on short video clips. Even though they are still willing to see true human behavior, it is no longer enough to rise above the skepticism embedded in the digital landscape.
[bookmark: _Toc240923072]4.5 Discussion
In this section, a critical discussion of the overall research findings is given. It is actively triangulated between three different sources of data to construct a thorough picture on the topic. First, it uses the descriptive survey data of the 100 shoppers of fast-fashion in the United Kingdom. Second, it involves the statistical regression models based on the quantitative analysis. Third, it utilizes the qualitative themes which were identified in the secondary literature. Once these three areas of data are combined, they are compared directly with the existing academic literature which was discussed earlier in Chapter 2. Such a multi-layered method of comparison reveals some crucial gaps in the existing academic thinking. Finally, it shows a strong contrast between the former marketing theories and the present, practical reality in the United Kingdom fast-fashion market.  
[bookmark: _Toc240923073]4.5.1 The Authenticity Disconnect: Theoretical Credibility vs. Modern Skepticism
Chapter 2 emphasized one of the significant new changes in the Source Credibility Theory. Dema et al. (2025) note that the perceived authenticity has replaced the historical knowledge of celebrities. Besides this, Gohil et al. (2025) and Munam et al. (2025) were adamant in this theoretical change. According to them, digital authenticity is the major factor that propels Generation Z to make purchases. Moreover, the concept of digital authenticity was also placed as a direct driver of positive advertising results by Verbeet and van der Zanden (2022). 
At first, the data of the descriptive survey seemed to be a solid argument in favor of these authors. Most of the people who took part in the survey asserted that they so much appreciate authentic voices in marketing videos. They further claimed that they were more attracted to unedited content. The regression analysis, however, did not support this theoretical consensus. Specific statistical model was used to test the direct effect of perceived authenticity on future purchase intent. The findings indicated that perceived authenticity can only explain 1.01% of the actual purchase variance. Additionally, the correlation was not statistically significant, with a p-value of 0.3190. 
This statistical failure poses a great contradiction in the research. Gen Z consumers say they desire authenticity, but do not actually use their money on it. This particular paradox is solved within the framework of the thematic analysis of secondary sources. There is high influencer skepticism currently among consumers. According to Jing (2026), the emergence of de-influencing has made young shoppers extremely skeptical about all positive reviews of clothing. They consider digital authenticity as a carefully crafted artificial recommendation that is created to drive sales. This behavioral trend was validated by Aggarwal et al. (2024). They discovered that Generation Z consumers are proactive and doubting regarding the commercial motives behind the influencer recommendations. Thus, researchers such as Gohil et al. (2025) are overly optimistic about the business strength of digital authenticity. Authenticity is definitely required to acquire video views on TikTok. Nonetheless, the triangulated information demonstrates that it is completely inadequate to ensure real sales of fast-fashion. This unanticipated outcome is a challenge to the Source Credibility Theory. According to the theory, individuals will purchase products when they have trust in the source. However, my results show that Gen Z does not fully trust influencers anymore. Influencer authenticity is frequently regarded as a marketing gimmick by them. Due to this distrust, the traditional credibility is not a sure sale anymore.
[bookmark: _Toc240923074]4.5.2 The Parasocial Paradox: Commercial Barriers to Virtual Friendship
Parasocial relationship was crucial to the conceptual framework of this study. Aurellia and Dewi (2025) presented the argument that this virtual friendship positively affects purchase intention. In their study, Damania et al. (2026) were very firm believers in this theory. They asserted that these online connections are greatly enhanced by active participation and live broadcasting. They therefore considered this psychological relationship to be the main driving force in the contemporary consumer purchasing. 
But the actual findings of this research directly question these positive educational findings. The regression that was used to test the effect of active engagement on the formation of parasocial bonds did not work at all. It yielded a very insignificant p-value of 0.7774. In addition, the statistical model testing the presence of parasocial relationships in past purchase showed a near zero R-squared at 0.0004. The p-value of this test was 0.8499. This implies that the emotion of an online friendship could not be measured to have an effect on the current consumer spending. 
This result reveals a fundamental weakness of the model put forward by Aurellia and Dewi (2025). Their literature presumes that a digital friendship can be converted to the transaction of money as easily. The secondary thematic analysis shows otherwise. The parasocial illusion is totally ruined by the obligatory sponsorship illusion. Deng et al. (2026) discovered that there is an immediate perception shift of the viewer when he or she encounters a paid partnership tag. When an influencer formally reports a paid collaboration with fast-fashion, customer loyalty is lost. The viewer cannot forget that he or she is a target audience. Thus, they do not feel the close emotional engagement anymore. Social Learning Theory believes that consumers are easily influenced to imitate their relatable peers. In fact, contemporary consumers will not follow others who are paid by corporations. The practical digital advertising disrupts the digital relationship in theory. This breaks the rules of the Social Learning Theory. This theory presupposes that the youth will imitate the actions of a familiar peer. However, the statistics in this study indicate that they will not trust the influencer when a video is labeled a paid ad. The viewer becomes aware that the influencers’ recommendation is not just a friendly suggestion. Due to this, the desire to imitate their purchasing pattern fades away.
[bookmark: _Toc240923075]4.5.3 The Decline of Micro-Influencers and Market Saturation
Previous research discussed in Chapter 2 had been support the marketing effectiveness of micro-influencers. Rolando and Alexia (2025) claimed that they perform much more effectively than macro-celebrities. According to Dhingra et al. (2025), their smaller audiences automatically lead to higher trust in people. Besides that, Vanha-Aho (2023) stated that Generation Z assumes that micro-influencers reviews are very sincere. These authors used to state that these common content creators are more influential to sales than common well-known persons.  
These positive claims are heavily refuted by the quantitative results of this dissertation. The research scale had very weak internal reliability. In particular, the Cronbach alpha was only 0.5053. This is a statistical weakness that is very revealing in terms of consumer behavior. It recommends that the existing digital environment has made consumers bewildered. They no longer perceive micro-influencers as an independent and trusted group. Türkmen (2022) rightfully cautioned that the influence of micro-influencers is not always universal and beneficial. 
This market shift can be perfectly explained by the qualitative themes. The micro-influencer landscape is saturated. Yildiz (2025) observed that there is excessive congestion of social commerce sites. Due to this, micro-influencers have become virtually the new traditional celebrities. This is because they are becoming too polished, too rich, and too commercialized by the common viewers. Therefore, Generation Z is shifting their trust. Instead, they are headed in the direction of nano-influencers. Do (2025) and Amalia et al. (2025) demonstrated that smaller content creators are currently more credible as sources. This market evolution occurred at a very rapid rate and was mostly missed by the literature reviewed in Chapter 2. Those writers who solely advocate micro-influencers are relying on old-fashioned online relationships. The triangulated information indicates that micro-influencers are wearing out their exclusive influence in the United Kingdom market. 
[bookmark: _Toc240923076]4.5.4 Entertainment Value vs. Actual Purchase Behavior
The literature review showed an in-depth exploration of the platform mechanics presented by TikTok. Hossain (2022) claimed that the uncensored video format of TikTok impacts young females too strongly to purchase clothes. This relatable short-form content was also found to lead to high purchase intent among Generation Z buyers (Murphy, 2022). These two researchers placed TikTok as a potent purchase tool. 
The primary data gathered in this study indicated that there were phenomenal interaction rates among the 100 surveyed shoppers. Live streams are often watched by the respondents. They are also active in terms of liking and sharing videos. However, the regression models demonstrated that such high engagement hardly results in the checkout cart. This explicit waste is exactly in line with the cautions given by Hass (2022). Hass (2022) has mentioned that the issue of digital wellness and the intricate aesthetics makes the real shopping decisions highly problematic. The extent of high engagement does not necessarily translate into high spending.  
The conclusion is supported by the secondary themes to a large extent. The study of TikTok use was conducted by Ramaifo (2024) and Prakash (2026). They discovered that the architectural design of TikTok does not place a strong emphasis on commerce. Gen Z consider the videos of fast-fashion clothes as free digital entertainment. They do not consider these videos as shopping catalogues. The previous literature tends to mix digital engagement with the commercial purpose. There is no financial obligation when someone likes a video by simply clicking a button. Conversely, buying a dress involves overcoming a lot of economic friction. This behavioral gap was also validated in the studies by Chiu and Ho (2023). Thus, a high level of engagement on TikTok is a misleading measure of brand loyalty. They do not always result in sales. These surprising statistics demonstrate great disparity in older marketing models. Previous theories suppose that extensive use of the Internet implies a large purchasing intention. Nevertheless, my results indicate that it is not the case with Tik Tok. Tik Tok is used by Gen Z primarily to be entertained quickly. They just do not take it as a serious shopping site.
[bookmark: _Toc240923077]4.5.5 The Role of AI and the Erosion of Human Trust
The Source Credibility Theory was important to the theoretical basis of this study. In this theory, the consumers are assumed to be able to correctly assess the expertise and the credibility of a human speaker. Mohan (2021) claimed that the most powerful force behind modern credibility is everyday human authenticity. 
This concept was being measured in the primary survey. It questioned consumers to evaluate how essential an authentic human tone in videos is to them. This was highly rated in the descriptive data by the consumers. The regressions however indicated that this perceived human tone was not able to cause real purchases. This is a contemporary weakness of the Source Credibility Theory. The theory presupposes that the origin is indeed human. 
The thematic analysis presents a new critical factor into this discussion. Artificial intelligence is becoming the driving power of digital marketing. Abbas and Putra (2026) found out that contemporary consumers are unable to see the line between human and artificial interaction. This confusion of boundaries produces an enormous overall lack of trust between shoppers. The customers will instinctively think the videos have been edited using digital beauty filters. According to Ebulueme and Vijayakumar (2024), even unedited footage is regarded with a strong degree of distrust. Moreover, Malhotra (2026) affirmed that young shoppers are very cynical since they are exposed to manufactured digital personas all the time. 
The above AI-based skepticism entirely discredits the more traditional theories of Mohan (2021) and Dema et al. (2025). Essentially, consumers simply may not believe everyday authenticity when they think the content is created with the aid of artificial intelligence. They are unable to establish a parasocial connection when they suppose that the influencer is reading a machine-generated text. This issue is obvious in the triangulated evidence. Authentic human behavior is still appreciated by viewers. But the profoundly natural cynicism of the contemporary digital landscape overwhelms it. The young consumers of the United Kingdom fast-fashion market do not use short video clips when making their financial decisions. Their commercial obstacles, market saturation and the illusions of technology are too powerful to ignore. 
[bookmark: _Toc240923078]4.6 Summary
This chapter examined how the authenticity of TikTok micro-influencer affects Generation Z fast-fashion consumption. The 100 UK shoppers descriptive statistics indicated that digital engagement was high, and they strongly preferred authentic content. Nonetheless, the regression analysis showed that there is no significant effect of perceived authenticity and parasocial relationships to actual sales. Moreover, this was a significant disconnect, which was explained through a thematic analysis of secondary literature. Increasing consumer distrust, compulsory disclosure of sponsorships, and market saturation of micro-influencers are harsh commercial obstacles. 


[bookmark: _Toc240923079]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc240923080] 5.1 Summary of Research
This study assessed the effect of TikTok micro-influencer authenticity on purchase intentions in Generation Z. It concentrated on the fast-fashion market in United Kingdom. The first hypothesis of the study was that the perception of authenticity develops parasocial relationships. It also presupposed that consumer sales are directly stimulated by these digital friendships. A mixed-methods research design was used to test this framework. The main quantitative data were collected through 100 active shoppers in the UK. The analysis of this data was done in Stata regression models. Secondary qualitative literature also gave thematic context in addition. 
The preliminarily descriptive results were indicative of a high marketing potential. Respondents of the survey indicated that they were very active on micro-influencers who were on TikTok. They alleged to give great respect to authentic tunes and raw material. Others also said that they felt like they had a virtual friendship with their favourite creators. Nevertheless, the theoretical framework was strongly opposed by the statistical regression analysis. The research scale had low internal reliability with Cronbachs alpha of only 0.5053. Only 1.01% of purchase intent was explained by perceived authenticity. Moreover, this correlation was not statistically significant. Active involvement did not predict parasocial bonds and parasocial relationships did not predict actual past purchases. 
The insignificant result in the study was further analysed by secondary data. The online landscape is evolving at a rapid pace. Gen Z is now more skeptical of influencer marketing. More and more Gen z consider the influencers’ performance as calculated (Aggarwal et al., 2024). Furthermore, commercial recommendations distorts the advantage of emotional engagement of the influencers with the followers (Deng et al., 2026). The commercial nature  completely destroys the parasocial relationship (Andani, 2026). 
The market of micro-influencers is also fully saturated (Yildiz, 2025). Influencers no longer possess their own relatable charm and instead are viewed as very commercialized online celebrities. Also, the platform structure of TikTok is focused on entertainment rather than on commercial shopping (Prakash, 2026). Clothing hauls are watched by young consumers purely to enjoy the visuals. They seldom abandon the app to complete a financial transaction (Chiu and Ho, 2023). Finally, the paper comes up with a conclusion that micro-influencer marketing is becoming less convincing. Increased digital activity is no longer a sure way to ensure sales of fast-fashion. 
[bookmark: _Toc240923081]5.2 Recommendations
The thematic and statistical results are that the existing model of influencer marketing is flawed. The strategies used by fast-fashion brands will have to evolve to survive in such an environment. These recommendations offer practical advice to the UK retail managers.  
Embrace De-Influencing as Market Research: Gen Z dislikes negative clothing reviews. They inquire that there is financial manipulation in every flawless video. This has led to creators severely criticizing brands being rewarded by consumers (Jing, 2026). Retail managers should put an end to this de-influencing trend. Rather, they have to accept it. The TikTok reviews should be tracked by the brands as market research. They should use the negative feedback to learn how to improve the quality of products. Moreover, brands ought to motivate sponsored influencers to be slightly critical. A comment that indicates a small imperfection of a dress seems much more authentic. This will avoid consumer skepticism and establish brand loyalty over the long term.  
Separate Entertainment from Direct Sales: Social media interaction is continually mixed up with commercialism by retailers. This is a grave strategic mistake. The number of individuals interacting on TikTok does not necessarily lead to monetary exchanges (Chiu and Ho, 2023). It is a platform that is target-oriented towards quick entertainment rather than shopping (Ramaifo, 2024). Influencers are viewed as entertainers by the viewers (Prakash, 2026). Fast-fashion companies can readjust their marketing expectations. They are expected to use TikTok as a brand-awareness tool only. They should cease to use the site as a sales funnel. Marketing teams ought to understand success by brand recall and not the instant checkout rates.  
Implement Radical Sponsorship Transparency: The parasocial relationship is very weak. The digital bond is immediately broken by mandatory sponsorship tags (Deng et al., 2026). The viewers feel manipulated when they know that a video is a paid advertisement. Commercialism of the content cannot be concealed by the brands. Alternatively, they should require transparency. The financial cooperation needs to be clearly mentioned at the start of the video by the influencers. They should also avoid with formal corporate tone. Brands should permit creators to employ their informal words (Andani, 2026). The confession of the presence of paid advertising gets consumer respect and restores part of the parasocial trust.  
Humanize Content Beyond AI Perfection: The emergence of artificial intelligence causes an enormous lack of trust (Abbas and Putra, 2026). Consumers are unable to differentiate the human authenticity and AI-generated scripts. They presume that any digital content is highly edited and processed (Malhotra, 2026). Fast-fashion brands need to combat this false perception. They should urge influencers to use entirely raw materials. Videos are supposed to include human flaws, such as poor lighting or verbal slip-ups. Authenticity can be only proved by these imperfections (Ebulueme and Vijayakumar, 2024). Retailers also need to drop the quest of aesthetic beauty since imperfect human content is the only form that can subdue the strong consumer skepticism.  
[bookmark: _Toc240923082]5.3 Limitations of the Study
There are some significant methodological constraints of this research. To begin with, the main quantitative sample comprised of only 100 participants. Although mathematically this is an adequate number to perform simple regression models, it is a very small sample. It may not reflect all Generation Z customers in the United Kingdom. 
Moreover, it was a cross sectional study. Thus, the survey only captured the trend among the Gen z customers at a certain point in time. This cross-sectional design is not able to follow the changes in consumer trust over a more extended period. The study utilized a strictly cross-sectional time horizon. The survey captured consumer attitudes at a single moment in time. Fast-fashion trends and social media algorithms evolve incredibly rapidly. A cross-sectional design cannot track how consumer trust fluctuates over a longer period. Moreover, the primary data was based on self-reported survey responses. Self-reporting inherently brings about social desirability bias. The respondents might have exaggerated their need to be authentic in an attempt to look more critical and smart. They might not behave in such a manner when they are making real purchases. 
In addition, the research scale had poor internal reliability. The alpha of the Cronbach was 0.5053. This score is low, which means that the respondents have understood the concepts of authenticity and parasocial interaction in different ways. This is a weakness of the regression models because it restricts their predictive power. This low reliability value is a factor that influences the overall strength of the results because it implies that the quantitative data do not necessarily represent the variables under test. The conclusions made on the basis of these particular survey outcomes are thus provisional. Lastly, the qualitative aspect was solely based on secondary literature. The researcher was not able to pose direct follow up questions to actual shoppers. This does not allow exploring individual psychological motives in depth. 
[bookmark: _Toc240923083]5.4 Suggestions for Future Research
The particular limitations of this study should be covered in future academic research. Researchers have to make longitudinal research on influencer marketing. A two-year follow-up of a particular segment of Generation Z consumers would be priceless information. It would tell precisely how digital trust is developing as social media platforms evolve. 
Moreover, studies in the future need the involvement of primary qualitative data. A thorough, in-person interview and focus group among young shoppers should be carried out by researchers. Face-to-face interviews will reveal the sophisticated psychological motives of influencer scepticism in the contemporary world. Researchers are also encouraged to make direct comparisons between the nano-influencers and micro-influencers. A quantitative study with a comparison would have a definite answer on which level of influence attracts the most purchase intent in the existing market.  
[bookmark: _Toc240923084]5.5 Conclusion
The dissertation aimed to assess the effects of TikTok micro-influencer authenticity on the purchase intentions of fast-fashion of Generation Z in the United Kingdom. The study has been able to capture a major change in consumer behaviour by answering four research questions. Moreover, it combines these findings that are practical with the existing marketing theories to understand why existing strategies are not working. 
The initial research question was how Generation Z consumers view the authenticity of micro-influencers. The results of the survey at the beginning have shown that the young shoppers attach high importance to authentic tones and unedited content. However, the qualitative analysis shows that this perception is paralyzed by contemporary skepticism in a serious manner. Applying the Source Credibility Theory, consumers no longer tend to trust a creator just because he or she seems relatable. Because of the emergence of artificial intelligence and the trend of de-influencing, Generation Z tends more often to view digital authenticity as a simulated, monetary result than actual credibility.  
The second research question investigated the impacts that this perceived authenticity has on the establishment of parasocial interactions on TikTok. The results are a direct challenge to Parasocial Marketing Theory. Although the user actively interacts with the videos by liking and commenting, true virtual friendship is not created in a commercial context. The research indicates that compulsory disclosure of sponsorship is an impediment. The moment when an influencer reveals about the paid collaboration, the viewers consider themselves as just target audience. 
The third research question examined how the role of parasocial interaction between the influencer authenticity and consumer purchase intentions. The research confirms that parasocial interaction fails to address the gaps for sales. This observation greatly revises the use of the Social Learning Theory in the digital environment. The Social Learning Theory presupposes that consumers will inherently imitate the buying process of their likable peers. Nonetheless, this work demonstrates that contemporary customers are proactively unwilling to follow the example of those who are paid by the companies. Commercial reality of fast-fashion advertising is a fundamental violation of the theoretical digital bond. 
The last research question identified the direct impact of the authenticity of micro-influencers on the purchase intentions. The quantitative regression analysis decisively dismissed the notion that authenticity is a determinant of sales. Perceived authenticity only accounted for statistically insignificant 1.01% of purchase intent. This confirms that the high levels of engagement in TikTok is an utterly misleading measure of commercial loyalty. 
To sum up, the UK fast-fashion retail industry is undergoing a digital reckoning. The conventional model of influencer marketing is based on old hypothetical premises. The micro-influencer economy is completely overcrowded. These content creators are no longer perceived as like-minded peers. Brands need to change their digital approaches to survive. They have to move their investments to the most trusted nano-influencers and establish financial transparency. Fake digital friendships can no longer be used as a source of income by the fast-fashion brands.
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Are you between 18 and 27?

Count	
Yes	100	

Activity in last 6 months

Count	
Yes	100	

Interaction 

Count	Liking videos	Watching live streams	Sharing videos with friends	Reading other users' comments	Commenting on posts	65	64	60	55	52	

Trust on Actions 

Count	Replying to comments	Sharing unedited or everyday moments	Looking directly at the camera	Answering questions during live streams	70	62	57	53	


Relatable 

Count	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	1	3	13	39	44	

Genuine Tone 

Count	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	1	16	22	58	

Authentic 

Count	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	2	6	19	34	39	


Friend Advice 

Count	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	2	4	11	41	42	Percent	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	0.02	0.04	0.11	0.41	0.42	

Engagement 

Count	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	4	6	13	38	39	


Parasocial 

Count	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	5	17	34	41	

Purchase Intent 

Count	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	4	9	41	43	


Connect Buy	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	1	5	16	42	36	



Past Purchase	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	4	3	11	33	49	

7

image3.png
Variable Obs Mean Std. Dev. Min Max
relatable 100 4.22 8596452 1 5
genuinetone 100 4.31 9815984 1 5
authentic 100 4.02 1.004837 1 5
friendadvice 100 4.17 9217353 1 5
engagement 100 4.02 1.063442 1 5
parasocial 100 4.05 1.028631 1 5
purchasein~t 100 4.17 .9645745 1 5
connectbuy 100 4.07 19017939 1 5
pastpurchase 100 4.2 1.024941 1 5




image4.png
item-test

item-rest

average

interitem

Item Obs Sign correlation correlation covariance alpha
relatable 100 + 0.4175 0.2142 .1003247 0.4783
genuinetone 100 + 0.3393 0.0953 1119769 0.5174
authentic 100 + 0.5220 0.2987 .0866883 0.4478
friendadvice 100 + 0.3369 0.1086 111075 0.5109
engagement 100 + 0.4692 0.2200 .0946248 0.4764
parasocial 100 + 0.3412 0.0848 .1128355 0.5231
purchasein~t 100 + 0.5426 0.3341 0840188 0.4365
connectbuy 100 + 0.5301 0.3346 0862193 0.4393
pastpurchase 100 + 0.5465 0.3234 0831457 0.4379
Test scale .0967677 0.5053
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38 . regress purchaseintent authentic

Source ss af us Number of obs 100
F(1, 98) 1.00
Model 933529412 1 933529412  Prob > 0.3190
Residual | 91.1764706 98 .930372149  R-squared 0.0101
Adj R-squared 0.0000
Total 92.11 99 .93040404  Root MSE 96456
purchasein~t Coef. Std. Err. [ [95% Conf. Intervall
authentic 0966387  .0964751 1.00 0.319 -.094813 .2880903
_cons 3.781513  .3996445 9.46  0.000 2.988431  4.574594
39 .
a0 .
a .
42 . * Regression 2: Impact of influencer relatability on building parasocial relationships
a3 .
44 . regress parasocial relatable
Source ss af us Number of obs 100
F(1, 98) 1.84
Model | 1.93562056 1 1.93562056 Prob > 0.1775
Residual | 102.814379 98 1.04912632 R-sguared 0.0185
Adj R-squared 0.0085
Total 104.75 99 1.05808081  Root MSE 1.0243
parasocial Coef. Std. Err. [ [95% Conf. Intervall
relatable .1626572  .1197504 1.36  0.177  -.0749836 400298
_cons 3.363587  .5156226 6.52  0.000 2.34035  4.386823

(v

-> My
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48 . * Regression 3: Impact of active engagement on building parasocial relationships (IV -> MV)

49 .
50 . regress parasocial engagement

Source ss af us Number of obs 100
F(1, 98) 0.08

Model 085834227 1 .085834227 Prob > F 0.7774
Residual | 104.664166 98 1.06800169 R-sguared 0.0008
Adj R-squared -0.0094

Total 104.75 99 1.05808081  Root MSE 1.0334
parasocial Coef. Std. Err. [ [95% Conf. Intervall
engagement | -.0276885  .0976685  -0.28  0.777  -.2215084 .1661315
_cons 4.161308  .4060003  10.25 0.000 3.355613  4.967002
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54 . * Regression 4: Impact of virtual friendship/advice on future purchase intention (MV -> DV)

55
56 . regress purchaseintent friendadvice
Source ss as us Number of obs 100
F(1, 98) 1.06
Model 986709071 1 .986709071  rrob > F 0.3055
Residual | 91.1232909 98 .929829499  R-squared 0.0107
Adj R-squared 0.0006
Total 92.11 99 .93040404  Root MSE - 96428
purchasein~t Coef. std. Err. Bt [95% Conf. Intervall
friendadvice .1083105  .1051424 1.03  0.305  -.1003411 .3169622
_cons 3.718345  .4489223 8.28  0.000 2.827473  4.609217
57
58
59
60 . * Regression 5: Impact of parasocial relationship on actual past purchase behavior (MV -> DV)
61 .
62 . regress pastpurchase parasocial
source ss as us Number of obs 100
1, 98) 0.04
Model .038186158 1 .038186158 rrob > F 0.8499
Residual | 103.961814 98 1.06083484  R-squared 0.0004
Adj R-squared -0.0098
Total 104 99 1.05050505 Root MSE 1.03
pastpurchase Coef. std. Err. Bt [95% Conf. Intervall
parasocial 0190931  .1006345 0.19 0.850  -.1806128 .218799
_cons 4.122673  .4203825 9.81  0.000 3.288438  4.956908
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66

67
68

Testing if feeling a direct connection increases the intention to buy

regress connectbuy parasocial
Source ss as us Number of obs 100

1, 98) 9.01

Model | 6.78016706 1 6.78016706 Prob > F 0.0034
Residual | 73.7298329 98 .752345234  R-squared 0.0842
Adj R-squared 0.0749

Total 80.51 99 .813232323  Root MSE 86738
connectbuy Coef. std. Err. Bt [95% Conf. Intervall
parasocial .2544153  .0847484 3.00 0.003 .0862348 .4225957
_cons 3.039618  .3540212 8.59  0.000 2.337075  3.742162
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1 . import excel "C:\Users\USER\Desktop\TH260512 Foysol UWTSD Dissertation\Data for Analysis.xlsx",
) e ——
3 .
4 . * 4.3.1 Descriptive Analysis
5
6 e ——
7.
8 . * This command generates the mean, standard deviation, minimum, and maximum for all 5-point Like
9
10 summarize relatable genuinetone authentic friendadvice engagement parasocial purchaseintent conn
Variable Obs Mean Std. Dev. Min Max
relatable 100 4.22 .8596452 1 5
genuinetone 100 4.31 .9815984 1 5
authentic 100 4.02 1.004837 1 5
friendadvice 100 4.17 .9217353 1 5
engagement 100 4.02 1.063442 1 5
parasocial 100 4.05 1.028631 1 5
purchasein~t 100 4.17 .9645745 1 5
connectbuy 100 4.07 .9017939 1 5
pastpurchase 100 4.2 1.024941 1 5
11

12
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14 . * ============—==—=—==—==—==—=—-—--=—=—-=o==

15 .
16 . * 4.3.2 Reliability of the Research Scale

17 .

18 . * mE====—=—=—=—=—=——=——=———————————————————————————=—

19

20 . * This calculates Cronbach's Alpha to prove the internal consistency of your survey questions. T

> ific question is removed.

21 .

22 . alpha relatable genuinetone authentic friendadvice engagement parasocial purchaseintent connectb
Test scale = mean (unstandardized items)

average
item-test item-rest interitem

Item Obs Sign correlation correlation covariance alpha
relatable 100 + 0.4175 0.2142 .1003247 0.4783
genuinetone 100 + 0.3393 0.0953 .1119769 0.5174
authentic 100 + 0.5220 0.2987 .0866883 0.4478
friendadvice 100 + 0.3369 0.1086 .111075 0.5109
engagement 100 + 0.4692 0.2200 .0946248 0.4764
parasocial 100 + 0.3412 0.0848 .1128355 0.5231
purchasein~t 100 + 0.5426 0.3341 .0840188 0.4365
connectbuy 100 + 0.5301 0.3346 .0862193 0.4393
pastpurchase 100 + 0.5465 0.3234 .0831457 0.4379
Test scale .0967677 0.5053

23

24

25 .

26 . * ==========================================

27 .

28 . * 4.3.3 - 4.3.5 Regression Analysis

29 .

30 . * ==========================================

31

32 . * These models test the specific links in your conceptual framework (IV -> MV -> DV).

33

34

35

36 . * Regression 1: Impact of influencer authenticity on future purchase intention (IV -> DV)

37





38

39
40
41
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43
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48

49
50
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regress purchaseintent authentic

Source SS df MS Number of obs 100
F (1, 98) = 1.00
Model .933529412 1 .933529412 Prob > F = 0.3190
Residual 91.1764706 98 .930372149 R-squared = 0.0101
Adj R-squared = 0.0000
Total 92.11 929 .93040404 Root MSE .96456
purchasein~t Coef. Std. Err. t P>|t| [95% Conf. Interval]
authentic .0966387 .0964751 1.00 0.319 -.094813 .2880903
_cons 3.781513 .3996445 9.46 0.000 2.988431 4.574594

* Regression 2: Impact of influencer relatability on building parasocial relationships (IV
regress parasocial relatable

Source SS df MS Number of obs = 100
F (1, 98) = 1.84
Model 1.93562056 1 1.93562056 Prob > F = 0.1775
Residual 102.814379 98 1.04912632 R-squared = 0.0185
Adj R-squared = 0.0085
Total 104.75 99 1.05808081 Root MSE = 1.0243
parasocial Coef. Std. Err. t P>|t| [95% Conf. Interval]
relatable .1626572 .1197504 1.36 0.177 -.0749836 .400298
_cons 3.363587 .5156226 6.52 0.000 2.34035 4.386823

* Regression 3: Impact of active engagement on building parasocial relationships (IV -> MV)

regress parasocial engagement

Source SS df MS Number of obs = 100
F (1, 98) = 0.08
Model .085834227 1 .085834227 Prob > F = 0.7774
Residual 104.664166 98 1.06800169 R-squared = 0.0008
Adj R-squared = -0.0094
Total 104.75 99 1.05808081 Root MSE = 1.0334
parasocial Coef. Std. Err. t P>t [95% Conf. Interval]
engagement -.0276885 .0976685 -0.28 0.777 -.2215084 .1661315
_cons 4.161308 .4060003 10.25 0.000 3.355613 4.967002

-> MV
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* Regression 4:

regress purchaseintent friendadvice

Page 4

Source SS df MS Number of obs = 100

F(1l, 98) = 1.06

Model .986709071 1 .986709071 Prob > F = 0.3055
Residual 91.1232909 98 .929829499 R-squared = 0.0107

Adj R-squared = 0.0006

Total 92.11 99 .93040404 Root MSE = .96428
purchasein~t Coef. Std. Err. t P>t [95% Conf. Interval]
friendadvice .1083105 .1051424 1.03 0.305 -.1003411 .3169622
_cons 3.718345 .4489223 8.28 0.000 2.827473 4.609217

* Regression 5:

regress pastpurchase parasocial

Impact of parasocial relationship on actual past purchase behavior (MV

Source SS df MS Number of obs = 100

F (1, 98) = 0.04

Model .038186158 1 .038186158 Prob > F = 0.8499
Residual 103.961814 98 1.06083484 R-squared = 0.0004

Adj R-squared = -0.0098

Total 104 99 1.05050505 Root MSE = 1.03
pastpurchase Coef. Std. Err. t P>t [95% Conf. Interval]
parasocial .0190931 .1006345 0.19 0.850 -.1806128 .218799
_cons 4.122673 .4203825 9.81 0.000 3.288438 4.956908

* Regression 6: Testing if feeling a direct connection increases the intention to buy
regress connectbuy parasocial

Source SS df MS Number of obs = 100
F(1l, 98) . 9.01
Model 6.78016706 1 6.78016706 Prob > F = 0.0034
Residual 73.7298329 98 .752345234 R-squared = 0.0842
Adj R-squared = 0.0749
Total 80.51 99 .813232323 Root MSE = .86738
connectbuy Coef. Std. Err. t P>|t| [95% Conf. Interval]
parasocial .2544153 .0847484 3.00 0.003 .0862348 .4225957
_cons 3.039618 .3540212 8.59 0.000 2.337075 3.742162

->

(MV

Impact of virtual friendship/advice on future purchase intention (MV =-> DV)

DV)

-> DV)
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Data Analysis.xlsx


Data Analysis.xlsx
Raw Data

		Consent		Age		TikTokBuyer		Interaction		TrustActions		Relatable		GenuineTone		Authentic		FriendAdvice		Engagement		Parasocial		PurchaseIntent		ConnectBuy		PastPurchase

		Yes		Yes		Yes		Liking videos;Sharing videos with friends		Replying to comments;Sharing unedited or everyday moments		5		5		4		4		4		5		5		4		4

		Yes		Yes		Yes		Liking videos;Reading other users' comments		Replying to comments;Sharing unedited or everyday moments		4		5		4		5		5		1		1		2		5

		Yes		Yes		Yes		Liking videos;Commenting on posts;Sharing videos with friends;Watching live streams;Reading other users' comments		Replying to comments;Looking directly at the camera;Answering questions during live streams;Sharing unedited or everyday moments		5		5		5		5		4		3		5		5		5

		Yes		Yes		Yes		Liking videos		Replying to comments		1		1		1		1		1		3		1		2		1

		Yes		Yes		Yes		Liking videos;Sharing videos with friends;Reading other users' comments		Replying to comments;Sharing unedited or everyday moments		3		5		5		4		5		3		5		5		4

		Yes		Yes		Yes		Liking videos		Sharing unedited or everyday moments		3		5		2		4		2		3		4		2		3

		Yes		Yes		Yes		Liking videos;Commenting on posts;Sharing videos with friends;Watching live streams;Reading other users' comments		Replying to comments;Looking directly at the camera;Answering questions during live streams;Sharing unedited or everyday moments		3		4		4		5		4		4		5		5		3

		Yes		Yes		Yes		Watching live streams;Liking videos;Sharing videos with friends		Answering questions during live streams;Looking directly at the camera;Sharing unedited or everyday moments		5		5		4		4		5		3		5		3		5

		Yes		Yes		Yes		Sharing videos with friends;Watching live streams;Commenting on posts;Liking videos;Reading other users' comments		Replying to comments		5		4		3		4		4		5		5		4		5

		Yes		Yes		Yes		Sharing videos with friends;Watching live streams;Reading other users' comments;Commenting on posts		Replying to comments;Looking directly at the camera;Answering questions during live streams		5		5		3		4		4		3		4		4		5

		Yes		Yes		Yes		Commenting on posts;Watching live streams		Sharing unedited or everyday moments		5		3		4		5		4		5		5		5		5

		Yes		Yes		Yes		Commenting on posts;Reading other users' comments		Sharing unedited or everyday moments		5		5		5		5		3		5		4		5		5

		Yes		Yes		Yes		Commenting on posts;Watching live streams;Liking videos;Sharing videos with friends		Answering questions during live streams;Sharing unedited or everyday moments;Looking directly at the camera		3		5		4		5		4		3		4		3		4

		Yes		Yes		Yes		Sharing videos with friends		Replying to comments		5		5		3		4		4		5		5		4		4

		Yes		Yes		Yes		Watching live streams		Replying to comments;Looking directly at the camera;Sharing unedited or everyday moments;Answering questions during live streams		5		5		3		5		5		3		3		1		1

		Yes		Yes		Yes		Reading other users' comments		Sharing unedited or everyday moments;Answering questions during live streams;Replying to comments;Looking directly at the camera		5		3		5		5		4		1		4		4		5

		Yes		Yes		Yes		Commenting on posts;Watching live streams;Reading other users' comments;Liking videos		Sharing unedited or everyday moments;Replying to comments		3		5		4		5		4		4		2		5		3

		Yes		Yes		Yes		Reading other users' comments;Sharing videos with friends		Replying to comments;Answering questions during live streams		4		5		2		5		4		3		3		3		3

		Yes		Yes		Yes		Commenting on posts;Reading other users' comments;Watching live streams;Liking videos		Sharing unedited or everyday moments		5		5		3		3		3		4		4		5		4

		Yes		Yes		Yes		Watching live streams;Commenting on posts		Answering questions during live streams		4		5		4		2		5		4		5		5		5

		Yes		Yes		Yes		Watching live streams;Commenting on posts		Replying to comments		3		3		5		4		5		4		4		4		5

		Yes		Yes		Yes		Watching live streams;Reading other users' comments;Commenting on posts		Replying to comments;Sharing unedited or everyday moments		4		5		4		3		5		4		4		4		4

		Yes		Yes		Yes		Reading other users' comments;Watching live streams;Commenting on posts;Sharing videos with friends		Sharing unedited or everyday moments;Looking directly at the camera;Answering questions during live streams;Replying to comments		4		5		5		5		5		5		4		5		5

		Yes		Yes		Yes		Watching live streams;Reading other users' comments;Sharing videos with friends		Replying to comments;Sharing unedited or everyday moments;Answering questions during live streams		4		5		4		4		4		2		5		4		5

		Yes		Yes		Yes		Watching live streams;Sharing videos with friends		Looking directly at the camera;Replying to comments;Answering questions during live streams;Sharing unedited or everyday moments		5		4		4		5		2		4		5		3		4

		Yes		Yes		Yes		Sharing videos with friends;Watching live streams;Commenting on posts		Looking directly at the camera;Answering questions during live streams;Replying to comments		5		5		5		4		4		4		5		5		5

		Yes		Yes		Yes		Commenting on posts		Replying to comments;Looking directly at the camera		4		4		5		4		4		4		5		5		5

		Yes		Yes		Yes		Watching live streams		Looking directly at the camera;Replying to comments;Answering questions during live streams;Sharing unedited or everyday moments		4		5		4		4		4		5		5		5		5

		Yes		Yes		Yes		Watching live streams;Liking videos;Reading other users' comments;Sharing videos with friends;Commenting on posts		Replying to comments		5		3		3		4		5		5		2		4		4

		Yes		Yes		Yes		Sharing videos with friends;Commenting on posts;Liking videos;Watching live streams		Answering questions during live streams;Replying to comments		3		5		5		3		4		5		4		4		5

		Yes		Yes		Yes		Sharing videos with friends;Reading other users' comments;Commenting on posts;Liking videos		Looking directly at the camera		5		4		5		4		5		5		4		4		4

		Yes		Yes		Yes		Reading other users' comments;Watching live streams;Sharing videos with friends;Liking videos;Commenting on posts		Looking directly at the camera;Replying to comments;Answering questions during live streams		2		4		4		5		2		3		4		5		4

		Yes		Yes		Yes		Liking videos;Commenting on posts;Sharing videos with friends;Reading other users' comments;Watching live streams		Replying to comments		5		3		3		5		4		3		4		4		3

		Yes		Yes		Yes		Sharing videos with friends;Liking videos		Looking directly at the camera;Sharing unedited or everyday moments		4		3		5		4		5		5		5		5		3

		Yes		Yes		Yes		Sharing videos with friends;Commenting on posts;Watching live streams;Reading other users' comments;Liking videos		Replying to comments		5		4		5		4		3		5		5		4		5

		Yes		Yes		Yes		Liking videos;Commenting on posts;Reading other users' comments;Watching live streams;Sharing videos with friends		Looking directly at the camera;Replying to comments		5		5		3		5		1		4		4		3		4

		Yes		Yes		Yes		Liking videos;Watching live streams		Replying to comments;Sharing unedited or everyday moments;Looking directly at the camera		5		5		4		5		5		3		3		3		3

		Yes		Yes		Yes		Watching live streams;Liking videos;Commenting on posts;Reading other users' comments		Replying to comments;Sharing unedited or everyday moments;Looking directly at the camera		4		5		5		5		4		5		4		4		5

		Yes		Yes		Yes		Watching live streams;Sharing videos with friends;Commenting on posts		Looking directly at the camera;Replying to comments;Sharing unedited or everyday moments;Answering questions during live streams		3		4		3		4		5		4		3		4		4

		Yes		Yes		Yes		Sharing videos with friends		Sharing unedited or everyday moments;Answering questions during live streams		5		3		5		4		5		5		4		5		4

		Yes		Yes		Yes		Commenting on posts;Watching live streams		Replying to comments;Answering questions during live streams;Sharing unedited or everyday moments;Looking directly at the camera		5		3		5		3		4		5		3		3		5

		Yes		Yes		Yes		Reading other users' comments;Commenting on posts;Sharing videos with friends		Sharing unedited or everyday moments		4		5		4		5		4		4		1		2		4

		Yes		Yes		Yes		Liking videos		Looking directly at the camera;Sharing unedited or everyday moments;Replying to comments		3		1		5		5		5		5		5		5		4

		Yes		Yes		Yes		Watching live streams		Sharing unedited or everyday moments		5		4		5		5		3		4		4		5		4

		Yes		Yes		Yes		Liking videos		Answering questions during live streams;Replying to comments		4		5		4		3		4		5		5		4		4

		Yes		Yes		Yes		Watching live streams;Commenting on posts		Sharing unedited or everyday moments;Replying to comments;Answering questions during live streams		4		3		3		4		4		3		5		5		4

		Yes		Yes		Yes		Liking videos;Sharing videos with friends		Looking directly at the camera		2		5		3		4		5		5		4		4		5

		Yes		Yes		Yes		Sharing videos with friends		Looking directly at the camera;Replying to comments;Answering questions during live streams;Sharing unedited or everyday moments		4		4		3		5		5		4		5		4		4

		Yes		Yes		Yes		Watching live streams;Sharing videos with friends;Liking videos		Looking directly at the camera		4		5		3		5		5		4		5		4		5

		Yes		Yes		Yes		Watching live streams		Answering questions during live streams;Sharing unedited or everyday moments		5		5		3		4		4		4		5		5		1

		Yes		Yes		Yes		Liking videos;Watching live streams;Sharing videos with friends;Reading other users' comments		Sharing unedited or everyday moments;Replying to comments		5		4		4		4		4		4		4		4		3

		Yes		Yes		Yes		Sharing videos with friends;Liking videos;Watching live streams;Reading other users' comments		Answering questions during live streams;Sharing unedited or everyday moments;Replying to comments;Looking directly at the camera		3		5		2		5		3		4		4		4		4

		Yes		Yes		Yes		Reading other users' comments;Commenting on posts;Sharing videos with friends;Watching live streams;Liking videos		Answering questions during live streams;Sharing unedited or everyday moments;Looking directly at the camera;Replying to comments		4		5		5		3		2		5		4		4		5

		Yes		Yes		Yes		Watching live streams;Liking videos;Commenting on posts;Reading other users' comments		Looking directly at the camera;Sharing unedited or everyday moments;Replying to comments		5		3		4		5		4		5		5		5		2

		Yes		Yes		Yes		Commenting on posts;Reading other users' comments;Watching live streams;Sharing videos with friends		Sharing unedited or everyday moments		5		5		3		5		5		2		4		5		5

		Yes		Yes		Yes		Watching live streams;Commenting on posts;Sharing videos with friends		Sharing unedited or everyday moments;Looking directly at the camera		4		5		5		2		2		2		5		4		5

		Yes		Yes		Yes		Commenting on posts;Watching live streams;Sharing videos with friends;Reading other users' comments;Liking videos		Replying to comments;Answering questions during live streams;Looking directly at the camera		5		5		2		4		3		5		4		4		4

		Yes		Yes		Yes		Sharing videos with friends;Watching live streams;Commenting on posts;Liking videos;Reading other users' comments		Replying to comments		3		5		4		4		5		5		5		5		5

		Yes		Yes		Yes		Reading other users' comments;Watching live streams;Liking videos;Commenting on posts;Sharing videos with friends		Sharing unedited or everyday moments;Looking directly at the camera		5		3		3		5		1		5		4		4		2

		Yes		Yes		Yes		Liking videos;Watching live streams;Reading other users' comments;Commenting on posts		Looking directly at the camera;Replying to comments;Answering questions during live streams;Sharing unedited or everyday moments		2		5		5		4		4		1		4		3		5

		Yes		Yes		Yes		Sharing videos with friends;Commenting on posts;Reading other users' comments;Liking videos		Sharing unedited or everyday moments;Replying to comments		4		2		5		5		3		5		5		3		5

		Yes		Yes		Yes		Sharing videos with friends		Answering questions during live streams;Looking directly at the camera;Replying to comments		4		4		4		4		4		5		4		5		5

		Yes		Yes		Yes		Reading other users' comments;Liking videos		Answering questions during live streams;Looking directly at the camera;Sharing unedited or everyday moments		4		5		4		5		5		4		4		4		5

		Yes		Yes		Yes		Liking videos;Watching live streams		Answering questions during live streams;Looking directly at the camera;Sharing unedited or everyday moments;Replying to comments		5		4		4		5		5		3		4		4		4

		Yes		Yes		Yes		Sharing videos with friends;Reading other users' comments;Watching live streams;Commenting on posts		Answering questions during live streams;Sharing unedited or everyday moments;Looking directly at the camera;Replying to comments		5		4		4		5		4		4		5		4		4

		Yes		Yes		Yes		Liking videos;Sharing videos with friends		Replying to comments;Sharing unedited or everyday moments;Looking directly at the camera;Answering questions during live streams		5		3		5		4		5		5		5		2		5

		Yes		Yes		Yes		Sharing videos with friends;Watching live streams;Commenting on posts;Liking videos;Reading other users' comments		Answering questions during live streams;Replying to comments;Sharing unedited or everyday moments;Looking directly at the camera		4		5		4		5		4		5		4		4		5

		Yes		Yes		Yes		Commenting on posts;Liking videos		Replying to comments;Answering questions during live streams		4		5		4		4		5		5		5		5		5

		Yes		Yes		Yes		Liking videos;Watching live streams;Commenting on posts;Sharing videos with friends		Replying to comments		3		5		5		4		4		4		4		4		2

		Yes		Yes		Yes		Sharing videos with friends;Reading other users' comments;Liking videos		Replying to comments;Answering questions during live streams;Looking directly at the camera		4		5		5		5		5		4		4		4		3

		Yes		Yes		Yes		Liking videos		Looking directly at the camera;Replying to comments		5		5		5		4		3		5		4		5		5

		Yes		Yes		Yes		Liking videos;Sharing videos with friends;Reading other users' comments		Looking directly at the camera;Replying to comments;Answering questions during live streams		5		5		1		3		4		4		5		4		4

		Yes		Yes		Yes		Sharing videos with friends		Looking directly at the camera;Replying to comments;Answering questions during live streams;Sharing unedited or everyday moments		4		5		3		5		4		3		4		3		4

		Yes		Yes		Yes		Reading other users' comments		Sharing unedited or everyday moments;Looking directly at the camera;Answering questions during live streams		4		5		5		5		5		4		3		3		4

		Yes		Yes		Yes		Sharing videos with friends;Liking videos;Commenting on posts;Reading other users' comments;Watching live streams		Answering questions during live streams		4		4		4		4		5		4		5		4		5

		Yes		Yes		Yes		Watching live streams;Reading other users' comments		Looking directly at the camera		4		5		4		5		4		4		4		4		4

		Yes		Yes		Yes		Liking videos;Watching live streams;Reading other users' comments;Sharing videos with friends;Commenting on posts		Replying to comments		5		1		3		2		3		5		5		3		3

		Yes		Yes		Yes		Commenting on posts;Reading other users' comments;Liking videos;Sharing videos with friends		Sharing unedited or everyday moments;Looking directly at the camera;Replying to comments;Answering questions during live streams		5		5		5		4		5		2		5		5		5

		Yes		Yes		Yes		Watching live streams		Sharing unedited or everyday moments;Replying to comments;Answering questions during live streams		4		4		3		5		3		3		4		3		5

		Yes		Yes		Yes		Watching live streams		Answering questions during live streams;Sharing unedited or everyday moments;Looking directly at the camera		5		5		5		4		2		4		5		4		5

		Yes		Yes		Yes		Reading other users' comments;Sharing videos with friends;Commenting on posts;Liking videos		Answering questions during live streams;Sharing unedited or everyday moments		5		4		4		4		3		5		5		5		5

		Yes		Yes		Yes		Sharing videos with friends;Reading other users' comments;Watching live streams;Liking videos;Commenting on posts		Looking directly at the camera		4		4		5		5		4		4		5		5		4

		Yes		Yes		Yes		Liking videos;Watching live streams;Sharing videos with friends;Commenting on posts		Replying to comments;Looking directly at the camera;Sharing unedited or everyday moments;Answering questions during live streams		5		5		5		4		5		5		5		3		5

		Yes		Yes		Yes		Sharing videos with friends;Liking videos;Reading other users' comments		Looking directly at the camera;Sharing unedited or everyday moments;Replying to comments;Answering questions during live streams		4		3		5		5		5		4		5		3		5

		Yes		Yes		Yes		Liking videos		Looking directly at the camera;Answering questions during live streams;Sharing unedited or everyday moments		3		5		4		4		5		4		4		5		3

		Yes		Yes		Yes		Reading other users' comments;Liking videos;Watching live streams		Answering questions during live streams;Looking directly at the camera		4		4		5		1		1		5		2		5		4

		Yes		Yes		Yes		Reading other users' comments;Liking videos;Sharing videos with friends		Looking directly at the camera;Replying to comments;Answering questions during live streams;Sharing unedited or everyday moments		5		3		4		2		5		5		4		4		5

		Yes		Yes		Yes		Liking videos		Answering questions during live streams		4		4		4		4		5		5		5		5		5

		Yes		Yes		Yes		Reading other users' comments;Commenting on posts;Liking videos;Sharing videos with friends		Replying to comments		4		4		4		4		4		3		4		4		4

		Yes		Yes		Yes		Sharing videos with friends;Liking videos;Reading other users' comments;Commenting on posts;Watching live streams		Replying to comments		5		5		5		3		5		4		3		3		4

		Yes		Yes		Yes		Liking videos;Reading other users' comments;Watching live streams;Sharing videos with friends;Commenting on posts		Replying to comments;Sharing unedited or everyday moments;Looking directly at the camera		4		5		2		4		5		5		4		5		5

		Yes		Yes		Yes		Liking videos;Sharing videos with friends;Watching live streams		Sharing unedited or everyday moments;Answering questions during live streams;Replying to comments		4		3		4		3		3		5		5		4		5

		Yes		Yes		Yes		Sharing videos with friends;Commenting on posts;Liking videos;Watching live streams;Reading other users' comments		Sharing unedited or everyday moments		4		3		5		3		5		4		4		4		5

		Yes		Yes		Yes		Watching live streams;Commenting on posts;Reading other users' comments		Looking directly at the camera;Answering questions during live streams;Replying to comments;Sharing unedited or everyday moments		4		5		5		4		5		5		3		5		1

		Yes		Yes		Yes		Sharing videos with friends;Watching live streams;Liking videos		Replying to comments;Sharing unedited or everyday moments;Answering questions during live streams;Looking directly at the camera		5		5		5		5		4		4		3		4		5

		Yes		Yes		Yes		Watching live streams;Reading other users' comments;Liking videos		Sharing unedited or everyday moments;Replying to comments;Looking directly at the camera		5		5		4		5		5		2		5		4		5

		Yes		Yes		Yes		Liking videos		Replying to comments		5		5		5		3		4		4		2		5		5

		Yes		Yes		Yes		Watching live streams;Liking videos		Replying to comments		4		4		2		5		4		5		5		5		4

		Yes		Yes		Yes		Reading other users' comments;Watching live streams		Looking directly at the camera		5		5		5		5		3		5		5		5		4

		Yes		Yes		Yes		Watching live streams;Reading other users' comments;Sharing videos with friends;Liking videos;Commenting on posts		Looking directly at the camera;Replying to comments;Sharing unedited or everyday moments;Answering questions during live streams		4		5		5		4		5		5		4		4		5





Summary

		1. I agree to take part in this study.

				Count		Percent

		Yes		100		100%

		2. Are you between 18 and 27 years old and currently living in the United Kingdom?  

				Count		Percent

		Yes		100		100%

		3.  Have you actively used TikTok and purchased fast-fashion items within the last six months?  

		Have you actively used TikTok and purchased fast-fashion items within the last six months?		Count		Percent

		Yes		100		100%

		4. How do you typically interact with fast-fashion micro-influencers on TikTok? (Select all that apply)  

				Count		Percent

		Liking videos		65		65%

		Watching live streams		64		64%

		Sharing videos with friends		60		60%

		Reading other users' comments		55		55%

		Commenting on posts		52		52%

		5. Which of the following influencer actions most effectively build your trust and make you feel connected to them? (Select all that apply)  

				Count		Percent

		Replying to comments		70		70%

		Sharing unedited or everyday moments		62		62%

		Looking directly at the camera		57		57%

		Answering questions during live streams		53		53%

		6. TikTok micro-influencers appear more relatable and "real" compared to traditional celebrities or professional models.  

				Count		Percent

		Strongly Disagree		1		1%

		Disagree		3		3%

		Neutral		13		13%

		Agree		39		39%

		Strongly Agree		44		44%

		7.  It is important to me that an influencer uses a genuine and sincere tone when reviewing fast-fashion clothing.  

				Count		Percent

		Strongly Disagree		3		3%

		Disagree		1		1%

		Neutral		16		16%

		Agree		22		22%

		Strongly Agree		58		58%

		8.  I prefer fast-fashion content that feels natural and uncensored over videos that are highly polished and scripted.  																														4

				Count		Percent

		Strongly Disagree		2		2%

		Disagree		6		6%

		Neutral		19		19%

		Agree		34		34%

		Strongly Agree		39		39%

		9.  Regularly watching a micro-influencer's videos makes me feel as though I am receiving fashion advice from a personal friend.  

				Count		Percent

		Strongly Disagree		2		2%

		Disagree		4		4%

		Neutral		11		11%

		Agree		41		41%

		Strongly Agree		42		42%

		10.  An influencer's active engagement (such as responding to my questions in real-time) strengthens my trust in their clothing recommendations.  

				Count		Percent

		Strongly Disagree		4		4%

		Disagree		6		6%

		Neutral		13		13%

		Agree		38		38%

		Strongly Agree		39		39%

		11.  Participating in a TikTok live stream enhances my feeling of a parasocial (virtual) relationship with the creator.  

				Count		Percent

		Strongly Disagree		3		3%

		Disagree		5		5%

		Neutral		17		17%

		Agree		34		34%

		Strongly Agree		41		41%

		12.  I am likely to purchase a fast-fashion item after seeing it recommended by a TikTok micro-influencer whom I perceive as highly authentic.  

				Count		Percent

		Strongly Disagree		3		3%

		Disagree		4		4%

		Neutral		9		9%

		Agree		41		41%

		Strongly Agree		43		43%

		13.  Feeling a personal connection or virtual friendship with an influencer directly increases my intention to buy the products they promote.  

				Connect Buy		Percent

		Strongly Disagree		1		1%

		Disagree		5		5%

		Neutral		16		16%

		Agree		42		42%

		Strongly Agree		36		36%

		14.  In the past six months, a relatable TikTok micro-influencer's content has directly motivated me to make a fast-fashion purchase.  

				Past Purchase		Percent

		Strongly Disagree		4		4%

		Disagree		3		3%

		Neutral		11		11%

		Agree		33		33%

		Strongly Agree		49		49%



Consent



Count	

Yes	100	



Engagement 



Count	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	4	6	13	38	39	





Parasocial 



Count	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	5	17	34	41	



Purchase Intent 



Count	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	4	9	41	43	





Connect Buy	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	1	5	16	42	36	







Past Purchase	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	4	3	11	33	49	



Are you between 18 and 27?



Count	

Yes	100	



Activity in last 6 months



Count	

Yes	100	



Interaction 



Count	Liking videos	Watching live streams	Sharing videos with friends	Reading other users' comments	Commenting on posts	65	64	60	55	52	



Trust on Actions 



Count	Replying to comments	Sharing unedited or everyday moments	Looking directly at the camera	Answering questions during live streams	70	62	57	53	





Relatable 



Count	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	1	3	13	39	44	



Genuine Tone 



Count	

Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	1	16	22	58	



Authentic 



Count	

Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	2	6	19	34	39	





Friend Advice 



Count	

Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	2	4	11	41	42	Percent	

Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	0.02	0.04	0.11	0.41	0.42	
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APPLICATION FOR ETHICAL APPROVAL – INTRODUCTORY NOTES



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.



The University follows the OECD Frascati manual definition of research activity: 

“[C]reative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. 

As such this covers activities undertaken by:

· Members of staff (academic staff or support staff);

· Individuals holding honorary title from the University;

· Postgraduate research students;

In all of these cases ethical review is required regardless of discipline.



The individual undertaking the research activity is known as the lead researcher.



Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism. 



For most projects you will only need to complete sections in the main part of the form. A few projects will need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points in this form you will be asked questions about your research in the following way:



		1

		Does your research involve <<something specific>>?

		YES

		Click to continue to appendix <<N>>

		NO

		Continue to the next section



		2

		Have you completed appendix <<N>>? 

		YES

		☐

		NO

		☐







Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each appendix is a box. Clicking on this will return you to the question that originally took you to the appendix.



		

		

		

		

		





		Return to the main form







NB These clickable links will only work if you are editing the document in the desktop version of Word, not the browser version. Please download and save the form before editing it.



Guidance notes are provided as comments or as text IN GREEN throughout this form. Please ensure that the comments are removed and that the green text is replaced by your own text or removed as appropriate BEFORE submitting this form.



Please ensure that you have read the UWTSD Research Ethics and Integrity Policy and the UWTSD Research Data Management Policy BEFORE submitting this form.








APPLICATION FOR ETHICAL APPROVAL

SECTION A: About You (Lead Researcher)

		1

		Full Name:

		Foysol Ahmod



		2

		Tick all boxes that apply:

		Member of staff:

		☐

		Honorary research fellow:

		☐



		

		Undergraduate Student

		☐		Taught Postgraduate Student

		☒		Postgraduate Research Student

		☐

		3

		Institute/Academic Discipline/Centre:

		

University of Wales Trinity Saint David



		4

		Campus:

		

Swansea



		5

		E-mail address:

		2421468@student.uwtsd.ac.uk





		6

		Contact Telephone Number:

		

[bookmark: _GoBack]+447405745543



		7

		Project Title

		The Impact of TikTok Micro-Influencer Authenticity on Purchase Intention, Mediated by Parasocial Interaction





		8

		Proposed Start Date

		4/5/2026



		Proposed End Date

		15/10/2026





		For students:



		9

		Student Number:

		2421468



		10

		Programme of Study:

		MBA



		11

		Director of Studies/Supervisor:

		Philippa Fitzgerald







SECTION B: Grant or Contract Funding 

		1

		Has your research been awarded, applied for, or intend to apply for external funding?

		YES

		Click to continue to appendix 1

		NO

		Continue to the next section



		2

		Have you completed appendix 1? 

		YES

		☐

		NO

		☑







[bookmark: SEC_C]SECTION C:  Internal and External Ethical Guidance Materials

		Ethical Guidance Documents

Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Policy

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		UWTSD Open Access Publications Policy

		☒



		4

		UWTSD Export Control Policy 

Required if Appendix 8 completed

		☐

		5

		UWTSD Trusted Research and Innovation Policy 

Required if research is taking place outside the UK

		☐



		6

		[List any other relevant documents here]

		☐









[bookmark: SEC_D]SECTION D: External Collaborative Research Activity 

		1

		Does your research involve collaborating partners at another institution or organisation?

		YES

		Click to continue to appendix 2

		NO

		Continue to the next section



		2

		Have you completed appendix 2? 

		YES

		☐

		NO

		☑







[bookmark: SEC_E]SECTION E: Details of Research Activity

		Aims, Vision and Approach of the Research (maximum 200 words per section)

Please outline what are you hoping to achieve with your proposed work and how will you deliver it?



		1

		Research aims and objectives



		Research Aim: To identify the impact of TikTok micro-influencer authenticity on purchase intention, mediated by parasocial interaction



Research Objectives

1. To explore how Generation Z consumers perceive the authenticity of micro- influencers in the fast-fashion market in the United Kingdom.

2. To examine how perceived micro-influencer authenticity affects the creation of parasocial interactions on TikTok.

3. To synthesise the role of parasocial interaction in the process between influencer authenticity and consumer purchase intentions.

4. To determine the direct effect of the authenticity of micro-influencers on the purchase intentions of Generation Z consumers in the context of fast fashion.









(this box should expand as you type) 



		2

		Vision



		The significance of this research is that TikTok is a significant fast fashion platform, and young customers trust only genuine micro-influencers. The research generates novel knowledge by examining how an authentic relationship between creators and viewers leads to sales, which is a gap in existing literature. This is very timely because brands are now grappling to translate TikTok views into actual purchases. Finally, the project will have a good influence to the economy as companies will stop wasting money on ineffective ads and enhance their marketing performance. 































		3

		Approach



		The study will be a mixed research in order to transform behavioral variables to numerical data for statistical verification, along with qualitative explanation from the secondary sources to verify the quantitative findings. The quantitative data will be collected using an online survey. The quantitative data will be analysed using descriptive and inferential analysis, such as regression analysis. The qualitative data will be collected from secondary sources, such as peer reviewed journals, industry reports, any other reliable marketing publications. Secondary data will be analysed using thematic content analysis.

Purposive sampling will be enforced using strict digital screening questions at the beginning of the online questionnaire. Snowball sampling will be supported by this method, using digital student networks and specialised social media communities, to ensure maximum reach. For the secondary sources, only the papers that are fully available publicly will be used. The papers must be relevant to the objectives of the research. Moreover. Only the papers, published from 2016 to 2026 will be selected. 





		4

		Location of research activity

Identify all locations where research activity will take place.



		The study will be done purely online with the use of a personal laptop. The online survey will be specifically directed to the Generation Z consumers within the United Kingdom.







(this box should expand as you type)







		5

		Will any of your research be undertaken outside of the UK?

		YES

		Click to continue to appendix 3

		NO

		Continue to the next section



		6

		Have you completed any of appendix 3? 

		YES

		☐

		NO

		☑







[bookmark: SEC_F]SECTION F: Research Methods 

		Will the research activity include:

		YES

		NO



		[bookmark: _Hlk153204538]1

		Use of a questionnaire or similar research instrument?

		☒

		☐



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☐



		Details of any other primary data collection method:







(this box should expand as you type)

		

		







SECTION G: Research Participants 



		Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.



		1

		Does your research involve human or non-human participants?

		YES

		Continue this section

		NO

		Click to continue to section N









		Participant numbers and source

How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?



		1

		How many participants will be recruited and how was the number decided upon?

		

The final sample size of exactly 100 valid responses is targeted to get sufficient statistical validity for the regression analysis. 







(this box should expand as you type)



		2

		Who will the participants be?

		

The target population is Generation Z (between 18 and 27 years old) consumers in the United Kingdom. The eligible participants are those who actively use TikTok and have bought fast fashion items in the past six months. 



(this box should expand as you type)



		3

		How will you identify the participants?

		

With no complete national listing of these social media users, probability sampling is mathematically impossible. Hence, a non-probability sampling approach will be used. Purposive sampling will be enforced using strict digital screening questions at the beginning of the online questionnaire. Snowball sampling will be supported by this method, using digital student networks and specialised social media communities, to ensure maximum reach.  







(this box should expand as you type)



		4

		Will you be excluding any groups of people, and if so what is the rationale for that?

		

Individuals under 18 or above 27 years old, who do not reside in the United Kingdom or who do not use TikTok will be excluded. The reason is that the target audience will be limited to strictly Generation Z fast-fashion consumers in the UK so that the data would be directly aligned with the research aims. 



		5

		Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study

		

There will be no deception of the research. The online survey will also state the real academic aim of the fast fashion study explicitly in the very opening. 





		6

		Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 

		

Participants are free to drop out anytime before they can fill in the online survey without any ramifications. Nevertheless, once the survey is completed, it cannot be withdrawn as all personally identifiable information is not included, and the data is fully anonymous and cannot be traced to an individual. 







(this box should expand as you type)



		7

		How long will the participant have to decide whether to take part in the research?

		

Due to the fact that it is an online survey that will be conducted in Google Forms, the participants will have enough time to read the informed consent introduction and make a decision before clicking on the button to begin the questions. 







(this box should expand as you type)



		8

		What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?

		



The survey is written in simple language with clear and simple instructions that are easily understood by the young adult users of social media. As the data collection is entirely online via an online form and does not imply verbal interviews, no verbal explanatory arrangements are needed.













SECTION H: Research with Vulnerable People 

		1

		Are your participants classed as vulnerable people?

		YES

		Click to continue to appendix 4

		NO

		Continue to the next section



		2

		Have you completed appendix 4? 

		YES

		☐

		NO

		☑







[bookmark: SEC_I]SECTION I: Research Involving Animals 

		1

		Are your participants non-human animals?

		YES

		Click to continue to appendix 5

		NO

		Continue to the next section



		2

		Have you completed appendix 5? 

		YES

		☐

		NO

		☑







[bookmark: SEC_K]SECTION J: Research with the Prison Service or the Probation Service

		1

		Are your participants staff or offenders within the Prison Service or the Probation service?

		YES

		Click to continue to appendix 6

		NO

		Continue to the next section



		2

		Have you completed appendix 6? 

		YES

		☐

		NO

		☑







[bookmark: SEC_J]SECTION K: Health and Social Care Research

		1

		Are your participants selected due to their health or social care needs?

		YES

		Click to continue to appendix 7

		NO

		Continue to the next section



		2

		Have you completed appendix 7? 

		YES

		☐

		NO

		☑







[bookmark: SEC_L]SECTION L: Types of Personal Data

		Personal Data

Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?

		YES

		NO



		[bookmark: _Hlk153191083]1

		Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.

		☐

		☐



		

		If you ticked YES, provide a description of the data and explain why this data needs to be collected:

		

		



		









(this box should expand as you type)







		Special Category Data 

Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?

		YES

		NO



		[bookmark: _Hlk153206093]2

		Racial or ethnic origin

		☐

		☒



		3

		Political opinions

		☐

		☒



		4

		Religious or philosophical beliefs

		☐

		☒



		5

		Genetic, biometric or health data

		☐

		☒



		6

		Sex life or sexual orientation

		☐

		☒



		7

		Trade union membership

		☐

		☒



		If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:



		8

		











(this box should expand as you type)



		9

		Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:



		



The study will involve a simple online survey which will simply enquire on shopping preferences, as well as, the use of social media. No personal identifiable data such as names or contact information will be included on the Google Form to ensure that only the necessary data to be analyzed statistically is gathered. 







(this box should expand as you type)



		10

		Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:



		



There are no sensitive, embarrassing, or illegal issues in online survey since it is strictly based on the ordinary topics about fast fashion and social media marketing. To protect the participants particularly in terms of protecting their interests, the numerical data will be maintained in complete confidentiality and stored in secure encrypted devices. 



(this box should expand as you type)



		11

		Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:



		



The gathered data would only be utilized to accomplish this academic research project. This information is never used to assess, select or draw any personal conclusions about the individual who completed the survey, and will only be analysed to determine overall patterns in consumer behaviour. 





(this box should expand as you type)



		12

		Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.



		



The data will be completely anonymised exactly at the point of data capture. Since personally identifiable information is deliberately removed in the survey questions, it is impossible to trace any answers to a particular person and only anonymous numerical data can be used in the final statistical analysis.





(this box should expand as you type)



		13

		If special category data cannot be anonymised, will you obtain explicit consent to share that data?

		YES

		NO

		N/A



		

		

		☐

		☐

		☒







SECTION M: Participant Information and Consent 



		Information for participants

It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 

		YES

		NO

		N/A



		[bookmark: _Hlk156475507]1

		Will you obtain written consent for participation?

		☒

		☐

		☐



		2

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☒

		☐

		☐



		3

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		4

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☐

		☐

		☒



		5

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☐

		☒



		6

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☒

		☐

		☐



		7

		Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 

		☒

		☐

		☐



		8

		If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?

		☐

		☐

		☒



		9

		Will you give participants the UWTSD Privacy Notice for Research?

		☒

		☐

		☐



		If you have answered NO to any of questions M1-M8, please provide justification detailing why this is necessary for the research.  



		10

		







(this box should expand as you type)



		Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 



		11

		



The Google Form will have an introduction page before the online survey begins to inform the participants of the academic purpose of the study. It will also state to the participants that they are free to drop out of the study at any time with no repercussions. To give complete consent, the participants should read this information and then by clicking on a particular agree button, they will be permitted to view or respond to any of the survey questions.  



(this box should expand as you type)



		Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  



		Please detail how you will treat confidential information:



		12

		

Any data obtained in the course of the research will remain in full confidence and will not be utilized outside of this particular research paper. To achieve this, all questions seeking personally identifiable information will be avoided in the survey, and thus all the responses will be anonymous in the first place. Moreover, the numerical information obtained will be safely kept in highly secured encrypted computers to avoid any intruders.





(this box should expand as you type)



		Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.



		13

		Sample information sheets and consent forms are available from the University ethical review intranet page at https://intranet.uwtsd.ac.uk/research/research-integrity-and-ethics 





		14

		Consent form attached?

		YES

☐

		NO

☐

		N/A

☐







SECTION N: Research with Potential Military Application

		1

		Does your research have any potential military application?

		YES

		Click to continue to appendix 8

		NO

		Continue to the next section



		2

		Have you completed appendix 8? 

		YES

		☐

		NO

		☑







[bookmark: SEC_O]SECTION O: Use of Artificial Intelligence Tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☐

		☒

		☐



		3

		Generate graphics?

		☐

		☒

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☐

		☒

		☐



		11

		Do you intend to use the free version of any AI tools?

		☐

		☒

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		







(this box should expand as you type)









Section P: Research Data Management Plan



		1

		Data Summary



		The study will produce primary quantitative data collected using an online questionnaire and it will tap into secondary qualitative data presented in scholarly journals. 



		2

		Responsibilities



		All data management will be controlled by the principal researcher.



		3

		Assessment of existing data



		The available data will consist of secondary information in publicly available, peer-reviewed journals between 2016 and 2026. The biggest identified gap is the absence of specific empirical data devoted to the correlation of Tik Tok micro-influencers and the fast-fashion consumer generation of Generation Z in the UK. This kind of data will be collected using primary data collection. 



		4

		Management and curation of data



		The quantitative data of Google Form will be numerically coded so that it can be systematically analyzed through the statistical software such as Excel or Stata. Any data collected will be stored in a fully anonymous and confidential way. 



		5

		Quality assurance of data



		In order to maintain the quality of data, purposive sampling will be imposed through rigorous application of digital screening questions at the start of the survey. This is to guarantee that only legitimate answers of the target group (Generation Z consumers in UK who use TikTok and purchase fast fashion) are gathered in order to achieve the target of 100 valid responses. 



		6

		Short-term data storage



		The numerical data will be safely stored in a personal laptop encrypted and extremely secure during the course of the study. 



		7

		Long-term data storage and preservation 



		All the raw data will be destroyed as soon as the research project is fully finished. 



		8

		Documentation and metadata



		The data will be supported with a simple documentation of the survey questions and the exact demographic variables collected from the survey.



		9

		Data sharing



		Raw data will not be distributed publicly, it will be accessible to the principal researcher and to the academic supervisor. A summary of the final research findings will however be availed to any participants who may request it at the end of the survey through email. 



		10

		Copyright and intellectual property ownership



		The new data to be produced through this research activity will be covered by copyright and intellectual property rights by the principal researcher. 



		11

		Resources



		The resources needed are easily accessible and require no financial payments or funding. The research will just need a personal laptop, free access to Tik Tok application, and to the institutional database of the university with the journal articles. No additional expenses are incurred in storage since the data is stored on a personal laptop.







SECTION Q: Risk Assessment 



		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 



If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  



		1

		Full risk assessment completed and appended? 

		YES

		NO



		[bookmark: _Hlk152919011]

		

		☐

		☒



		Risks to participants, researchers, and the University 



		2

		Social risks: disclosures that could affect participants standing in the community, in their family and their job.

		YES

		NO



		

		

		☐

		☒



		Risk:



There is no risk expected since the survey is entirely based on the general consumer behaviour in terms of fast fashion and social media. 

(this box should expand as you type)

		How will you address any risks?



N/A



		3

		Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation

		YES

		NO



		

		

		☐

		☒



		Risk:

As the personal information will not be collected, there will be no legal risks regarding the participant. It is because the questions will be closed ended. Thus, there is no scope for personal information to be included there. 

(this box should expand as you type)

		How will you address any risks?

All the questions will be closed ended and data will be kept without any personal information. 



		4

		Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.

		YES

		NO



		

		

		☐

		☒



		Risk:

This research will not include any financial disclosure. 

(this box should expand as you type)

		How will you address any risks?



Not applicable.



		5

		Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.

		YES

		NO



		

		

		☒

		☐



		Risk:



The University is in danger of negative publicity in case of a data protection incident. 



(this box should expand as you type)

		How will you address any risks?

The research ethics principles at the university will be followed with great care, and the anonymity of participants and encryption of data will be ensured. 







		6

		Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.

		YES

		NO



		

		

		☐

		☒



		Risk:



No expected risk exists as the target participants is an adult and the survey will be online with no face-to-face interaction. 



(this box should expand as you type)

		How will you address any risks?



Not applicable.





		7

		Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  

		YES

		NO



		

		

		☐

		☒



		

The study does not discuss any sensitive or illegal issues since the study is limited to fast fashion and social media marketing. 





(this box should expand as you type)



		

		Health and safety risks



		8

		Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.

		YES

		NO



		

		

		☐

		☒



		Risk:



Not applicable since the study will be done all online. 

(this box should expand as you type)

		How will you address any risks?



Not applicable.





		9

		Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.

		YES

		NO



		

		

		☐

		☒



		Risk:



This online survey does not involve any physical activities. 



(this box should expand as you type)

		How will you address any risks?



Not applicable.



		10

		Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.

		YES

		NO



		

		

		☐

		☒



		Risk:



Not relevant, since the only equipment to be utilized is a regular personal laptop. 



(this box should expand as you type)

		How will you address any risks?

Not applicable.



		11

		Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 

		YES

		NO



		

		

		☐

		☒



		Risk:

No



(this box should expand as you type)

		How will you address any risks?

Not Applicable







		12

		Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields

		YES

		NO



		

		

		☐

		☒



		Risk:



Not relevant to online survey research. 

(this box should expand as you type)

		How will you address any risks?



Not applicable.



		13

		Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems

		YES

		NO



		

		

		☐

		☒



		Risk:

The environmental risk is low because the study is done entirely online.



(this box should expand as you type)

		How will you address any risks?



No physical waste will be generated with the use of online forms and digital databases on a personal laptop.









SECTION R: Disclosure and Barring Service



		Disclosure and Barring Service



		1

		If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.

		YES



		NO



		N/A





		

		Does your research require you to hold a current DBS Certificate?

		☐

		☐

		☒



		2

		If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.

		









[bookmark: SEX_S]SECTION S: Declaration

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 





		1

		Name of applicant

		Foysol Ahmod



		2

		Electronic or written signature of applicant:

		



		3

		Date

		4/6/2026



		4

		Name of Director of Studies

		Philippa Fitzgerald



		5

		Electronic or written signature of Director of Studies:

		Philippa Fitzgerald



		6

		Date

		6/6/26







Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

		1

		☒

		I have read the guidance notes supplied before completing the form.



		2

		☒

		I have completed all relevant sections of the form in full.



		3

		☐

		I have attached a copy of the Participant Information Sheet (PIS) or Consent Form



		4

		☐

		I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)



		5

		☐

		I have attached a full risk assessment (where appropriate) 



		6

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice



		7

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy



		8

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy



		9

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy



		10

		I have completed the following appendices:

		1

		☐

		2

		☐

		3

		☐

		4

		☐



		

		

		5

		☐

		6

		☐

		7

		☐

		8

		☐







		

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.














[bookmark: APP_1]APPENDIX 1 – Grant or Contract Funding



		A1.1

		Has your research been awarded external funding?

		YES

		☐

		NO

		☐



		A1.2

		Have you applied for funding / awaiting decision?

		YES

		☐

		NO

		☐



		A1.3

		Are you intending to apply for funding?

		YES

		☐

		NO

		☐



		A1.4

		[bookmark: _Hlk152243903]Funding Body

		



		A1.5

		Lead institution (grant holder)

		



		A1.6

		If awarded, grant reference

		



		A1.7

		If awarded, grant value

		



		A1.8

		If awarded, start date and duration

		







		

		

		

		

		





		Return to the main form












[bookmark: APP_2]APPENDIX 2: External Collaborative Research Activity



		INSTITUTION 1                        



		[bookmark: _Hlk152247185]A2.1

		Name

		





		A2.2

		Researcher name and position 

		





		A2.3

		Role in project (e.g. co-investigator)

		





		A2.4

		Contact e-mail address

		





		A2.5

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		[bookmark: _Hlk152841402]

		

		









		INSTITUTION 2                      



		A2.6

		Name

		





		A2.7

		Researcher name and position 

		





		A2.8

		Role in project (e.g. co-investigator)

		





		A2.9

		Contact e-mail address

		





		A2.10

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		

		

		









		INSTITUTION 3                       



		A2.11

		Name

		





		A2.12

		Researcher name and position 

		





		A2.13

		Role in project (e.g. co-investigator)

		





		A2.14

		Contact e-mail address

		





		A2.15

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		

		

		









Add additional collaborators as needed



		

		

		

		

		





		Return to the main form





[bookmark: APP_3]




APPENDIX 3: Research Undertaken Outside of the UK



		A3.1

		Research activity outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.



		







(this box should expand as you type)



		A3.2

		Responsible Research and Innovation

If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.



		A3.3

		Confirm that you have read the Trusted Research and Innovation Policy

		☐







		If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.

If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.

		Return to the main form





[bookmark: _Hlk160779412]

		Organisational Details



		A3.4

		Name of Organisation 



		



		A3.5

		Country where organisation is based:



		



		A3.6

		Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):



		



(this box should expand as you type)



		A3.7

		What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.



		



(this box should expand as you type)



		A3.8

		Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).



		



(this box should expand as you type)



		A3.9

		Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 



		



(this box should expand as you type)









		About New Partners



		A3.10

		Why does a partner want to work with you?



		



(this box should expand as you type)



		A3.11

		What are they expecting in return for their financial support or involvement?



		



(this box should expand as you type)





		A3.12

		Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)



		A3.13

		Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)



		A3.14

		Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)



		A3.15

		Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)



		A3.16

		Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)









		About Research Relationships

		YES

		NO



		A3.17

		Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?

		☐

		☐



		A3.18

		Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?

		☐

		☐





		





(this box should expand as you type)



		A3.19

		Who will own any IP that is generated?



		



(this box should expand as you type)



		A3.20

		What plans do you have in place for protecting the resulting IP?



		



(this box should expand as you type)



		A3.21

		What contractual requirements are you able to put in place to protect the interests of your academic institutions?



		



(this box should expand as you type)



		A3.22

		What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?



		



(this box should expand as you type)



		A3.23

		Is there any physical separation or protection required between research in similar fields?



		



(this box should expand as you type)









		About Existing Partners



		A3.24

		Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)



		A3.25

		Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)



		A3.26

		Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.

		YES

		NO



		

		

		☐

		☐



		





(this box should expand as you type)



		A3.27

		Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.

		YES

		NO



		

		

		☐

		☐





		





(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_4]APPENDIX 4: Research with Vulnerable People



		Will the research involve data processing involving the following data subjects:

		YES

		NO



		A4.1

		Children under 16

		☐

		☐



		A4.2

		Adults with learning disabilities

		☐

		☐



		A4.3

		Adults with other forms of mental incapacity or mental illness

		☐

		☐



		A4.4

		Adults in emergency situations

		☐

		☐



		A4.5

		Prisoners or young offenders

		☐

		☐



		A4.6

		Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students

		☐

		☐



		A4.7

		People who have not given their explicit consent to participate in the project

		☐

		☐



		A4.8

		People engaged in illegal activities

		☐

		☐



		A4.9

		Any other people who can be considered vulnerable in the context of this project

		☐

		☐



		Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.



		A4.10

		







(this box should expand as you type)



		Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.



		A4.11

		







(this box should expand as you type)



		It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:



		A4.12

		DBS Check required? 

		YES

		NO



		

		

		☐

		☐



		A4.13

		DBS certificate obtained? 

		YES

		NO

		N/A



		

		

		☐

		☐

		☐







		

		

		

		

		





		Return to the main form










[bookmark: APP_5]APPENDIX 5: Research Involving Animals

		The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.



		Will the research involve any work with any of the following animals (including observation in their natural habitat)

		YES

		NO



		[bookmark: _Hlk156319509]A5.1

		Any living vertebrates, other than humans?

		☐

		☐



		A5.2

		Any living cephalopods?

		☐

		☐



		A5.3

		[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?

		☐

		☐



		A5.4

		[bookmark: _Hlk156464303]Due diligence assessment appended to this application?

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 



		[bookmark: _Hlk156464347]A5.5

		



(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_6]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services 



		Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.



		Will the research involve any of the following?

		YES

		NO



		A6.1

		Staff in prison establishments

		☐

		☐



		A6.2

		Offenders in prison establishments

		☐

		☐



		A6.3

		The Probation Service

		☐

		☐



		A6.4

		His Majesty’s Prison and Probation Services

		☐

		☐



		All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:



		A6.5

		[bookmark: _Hlk156464314]Has INSPIRE undertaken an initial due diligence exercise?

		☐

		☐



		A6.6

		Have you applied to the HMPPS National Research Committee (NRC)?

		☐

		☐



		A6.7

		Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 

		☐

		☐



		A6.8

		Due diligence assessment appended to this application?

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 



		A6.9

		









(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_7]APPENDIX 7:  Health and Social Care Research 

		All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:



		Will the data processing involve:

		YES

		NO



		A7.1

		Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.

		☐

		☐



		A7.2

		Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.

		☐

		☐



		A7.3

		Patients and users of the NHS (including NHS patients treated in the private sector).

		☐

		☐



		A7.4

		Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.

		☐

		☐



		A7.5

		Patients who are cared for in private and voluntary sector nursing homes.

		☐

		☐



		A7.6

		Confidential patient information.

		☐

		☐



		A7.7

		Clinical trial of a medicinal product or medical device.

		☐

		☐



		A7.8

		Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.

		☐

		☐



		A7.9

		Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.

		☐

		☐



		A7.10

		Foetal material and IVF involving NHS patients.

		☐

		☐



		A7.11

		The recently deceased under NHS care.

		☐

		☐



		A7.12

		NHS staff or premises.

		☐

		☐



		A7.13

		Practising midwives conducting a clinical trial.

		☐

		☐



		A7.14

		Investigational medicinal product.

		☐

		☐



		A7.15

		Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.

		☐

		☐



		A7.16

		Exposure to ionising radiation.

		☐

		☐



		A7.17

		Other health and social care related research.

		☐



		☐





		Please specify 







(this box should expand as you type)

		

		



		Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/  



		A7.18

		Does the research meet the HRA definition of research?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.19

		Is the Research being sponsored by a collaborating partner?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.20

		Has NHS ethics approval been granted?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.21

		Has INSPIRE undertaken an initial due diligence exercise?

		YES 

		NO



		

		

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately. 



		A7.22

		









(this box should expand as you type)







		A7.23

		Have you been granted NHS ethical approval?

		YES

		Click to continue to Section R

		NO

		Return to the main form












[bookmark: APP_8]APPENDIX 8: Export Control for Research with Potential Military End Uses

		Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.

Will the research involve:



		Defence

		YES

		NO



		A8.1

		Military equipment and munitions

		☐

		☐



		A8.2

		Defence equipment, including satellites

		☐

		☐



		A8.3

		Technical data, including some border and port information

		☐

		☐



		A8.4

		Dual use research

		☐

		☐



		Materials and Technologies

		YES

		NO



		A8.5

		Nuclear materials, facilities and equipment

		☐

		☐



		A8.6

		Chemicals, microorganisms and toxins

		☐

		☐



		A8.7

		Electronics design, development and production

		☐

		☐



		 A8.8

		Computers

		☐

		☐



		A8.9

		Telecommunications

		☐

		☐



		A8.10

		Sensors and lasers

		☐

		☐



		A8.11

		Navigation and avionics

		☐

		☐



		A8.12

		Marine technology

		☐

		☐



		A8.13

		Composite materials

		☐

		☐



		A8.14

		Aerospace and propulsion

		☐

		☐



		Sensitive Information

		YES

		NO



		A8.15

		Cryptology

		☐

		☐



		A8.16

		Counterterrorism

		☐

		☐



		A8.17

		Counternarcotics

		☐

		☐



		A8.18

		Cyber-related

		☐

		☐



		A8.19

		Non-proliferation

		☐

		☐



		A8.20

		Transnational criminal organisations

		☐

		☐










		Genetic Resources

		YES

		NO



		A8.21

		Genetic material of actual or potential value

		☐

		☐



		A8.22

		Organisms, or parts thereof

		☐

		☐



		A8.23

		Populations (or organisms)

		☐

		☐



		A8.24

		Other biotic components of ecosystems

		☐

		☐



		A8.25

		Domesticated or cultivated species in which the evolutionary process has been influenced by humans

		☐

		☐







		Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:

		YES

		NO



		A8.26

		Physical transfer of goods, technologies, material or equipment

		☐

		☐



		A8.27

		Blueprints

		☐

		☐



		A8.28

		Plans

		☐

		☐



		A8.29

		Diagrams

		☐

		☐



		A8.30

		Models

		☐

		☐



		A8.31

		Formulae

		☐

		☐



		A8.32

		Tables

		☐

		☐



		A8.33

		Engineering designs and specifications

		☐

		☐



		A8.34

		Manuals and instructions

		☐

		☐



		A8.35

		Software

		☐

		☐



		A8.36

		Know-how

		☐

		☐







		Will your project transfer technology using any of the following physical methods?

		YES

		NO



		A8.37

		USB flash drives

		☐

		☐



		A8.38

		Portable hard drives

		☐

		☐



		A8.39

		Laptops

		☐

		☐



		A8.40

		Tablets

		☐

		☐



		A8.41

		Intangible forms by using electronic media, such as email, phone storage and cloud file sharing

		☐

		☐



		A8.42

		Physical exports

		☐

		☐







		Will your project involve any of the following?

		YES

		NO



		A8.43

		Oral transfer by phone or videoconferencing or presentations

		☐

		☐



		A8.44

		Travelling overseas for any purpose, while unintendingly carrying any of the above.

		☐

		☐



		A8.45

		Will you be hosting foreign visitors?

		☐

		☐










		If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.

		YES

		NO



		A8.46

		Full export control assessment required?

		☐



		☐





		A8.47

		Full export control assessment completed?

		☐



		☐





		A8.48

		Full export control assessment appended?

		☐



		☐









		

		

		

		

		





		Return to the main form
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