[image: ]
The Influence of Anime–Fashion Collaborations on Consumer Engagement and Purchase Intention Among UK Generation Z Consumers
A Dissertation Submitted in Partial Fulfilment of the Requirements for the Award of the Degree of MBA in International Business
University:
University of Wales Trinity Saint David (London Campus)
Programme:
MBA in International Business
Course/Module:
LCMB7035 – Dissertation
Student Name:
Hasibur Rahman
Student ID:
2436834
Word Count:
15006




Declaration
I, Hasibur Rahman, declare that this dissertation has been composed by myself, that the work contained herein is entirely my own except where explicitly stated otherwise in the text, and that this work has not been submitted for any other degree or qualification, in whole or in part, except as specified. 
 
Signature: HASIBUR RAHMAN
Date:         24th of September















AI Use Acknowledgement
	RESEARCH  
	For this assessment, you can use Generative AI to support you in research, including searching for bibliography, using tools to summarise, compare and interrogate materials. 
	Yes ☐ No √  

	STRUCTURE  
	For this assessment, you can use Generative AI to support you in structuring your submission, including creating a draft argument structure, identifying parts and headings, etc. 
	Yes ☐ No √  

	PROOFREADING  
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including rephrasing of your own work within specific standards. 
	Yes √ No ☐ 

	WRITING  
	For this assessment, you can use Generative AI to create text for submission. 
	Yes ☐ No √  

	CREATIVE  
	For this assessment, you can use Generative AI to create creative materials, such as images. 
	Yes ☐ No √  

	PROGRAMING  
	For this assessment, you can use Generative AI to create and check code. 
	Yes ☐ No √  

	NONE  
	For this assessment, you are not allowed to use any type of Generative AI support. This includes research support, structure support, writing/proofreading support and creative support. 
	Yes ☐ No √








Acknowledgements
I would like to express my sincere gratitude to my supervisor for the guidance, constructive feedback and academic support provided throughout this research. I am also thankful to the academic staff who contributed to my learning and understanding during my studies. Special appreciation is extended to all participants who voluntarily completed the questionnaire, as their responses made this research possible. Finally, I would like to thank my family and friends for their encouragement, patience and continued support throughout the completion of this dissertation.
















Abstract
This study investigates the influence of anime–fashion collaborations on consumer engagement and purchase intention among UK Generation Z consumers. The study addresses limited integrated evidence on how perceived authenticity, brand–anime fit and anime involvement shape engagement with culturally embedded fashion collaborations. The study developed a conceptual framework that related these three antecedents to Consumer Engagement and thus to Purchase Intention, using the Brand Alliance Theory and Brand Extension Theory. The research adopted a positivist perspective, a deductive and mono-method quantitative approach with a cross-sectional online questionnaire. Descriptive statistics, reliability analysis, Pearson correlations and regression analysis were used to analyse data obtained from 150 valid respondents. 
The results partly validate the proposed framework. Perceived Authenticity was not significant (β = −.038, p = .639) and nor was Brand – Anime Fit (β = .088, p = .294) a predictor of Consumer Engagement. Anime Involvement had a positive independent effect, although not statistically significant (β = .155, p = .066). Thus, H1, H2 and H3 were not supported. However, Consumer Engagement was a significant and positive predictor of Purchase Intention (β = .263, p = .001) which supports H4. Consumer Engagement explained 6.9% of the variance in Purchase Intention. Study findings suggest that authenticity, fit and fandom involvement might not be enough to sustain engagement, and that engagement is a viable means to an end and is essential to the purchase intention. These results further enrich the suggested framework and the need for creating anime–fashion collaborations that promote cognitive, emotional and behavioural engagement.
Keywords: Anime–fashion collaborations; Generation Z; Perceived Authenticity; Brand–Anime Fit; Anime Involvement; Consumer Engagement; Purchase Intention; Brand Alliance Theory; Brand Extension Theory.



Table of Contents
1	Chapter One: Introduction and Rationale	1
1.1	Research Background	1
1.2	Research Rationale	2
1.2.1	Theoretical Justification	2
1.2.2	Practical Justification	4
1.3	Research Contribution and Motivation	5
1.4	Research Aim, Objectives and Research Questions	6
1.4.1	Research Aim	6
1.4.2	Research Objectives	6
1.4.3	Research Questions	6
1.5	Hypothesis	6
1.6	Dissertation Structure	7
2	Chapter Two: Literature Review	7
2.1	Introduction	7
2.2	Thematic Overview of the Literature	8
2.3	Perceived Authenticity in Anime–Fashion Collaborations	8
2.4	Brand–Anime Fit and Collaborative Brand Evaluation	10
2.5	Anime Involvement, Fandom and Generation Z Identity	12
2.6	Consumer Engagement and Purchase Intention	13
2.7	Theoretical Foundation and Contribution	15
2.7.1	Theoretical Foundation	15
2.7.2	Justification of the Theoretical Choice	16
2.7.3	Contribution to Theory	16
2.8	Conceptual Framework	17
2.8.1	Purpose of the Conceptual Framework	17
2.8.2	Framework Components	17
2.8.3	Application of the Framework	18
2.9	Summary Table of Key Literature	19
2.10	Conclusion	26
3	Chapter Three: Methodology	27
3.1	Chapter Introduction	27
3.2	Research Philosophy	27
3.3	Research Approach	28
3.4	Research Strategy	28
3.5	Methodological Choice	29
3.6	Time Horizon	29
3.7	Research Population	30
3.8	Sampling Technique	30
3.9	Sample Size Justification	31
3.10	Questionnaire Design and Measurement of Variables	31
3.11	Data Collection Procedure	32
3.12	Reliability and Validity	33
3.13	Data Analysis Techniques	33
3.14	Ethical Considerations	34
3.15	Chapter Summary	34
4	Chapter Four: Results and Analysis	35
4.1	Introduction	35
4.2	Missing Data Analysis	36
4.3	Demographic and Sample Profile	37
4.4	Reliability Analysis	43
4.5	Descriptive Statistics for Main Constructs	44
4.6	Regression Diagnostic Assumptions	45
4.7	Regression Assumptions	48
4.7.1	Perceived Authenticity	48
4.7.2	Brand–Anime Fit	49
4.7.3	Anime Involvement	51
4.7.4	Consumer Engagement	52
4.7.5	Purchase Intention	53
4.8	Pearson Correlation Analysis	55
4.9	Multiple Regression: H1, H2 and H3	56
4.10	Simple Linear Regression: H4	57
4.11	Final Hypothesis Summary	58
4.12	Chapter Summary	59
5	Chapter Five: Discussion and Analysis	60
5.1	Purpose and Positioning	60
5.2	Analytical Framework and Logic	60
5.3	Synthesis of Findings: Compare and Contrast with Literature	61
5.3.1	Perceived Authenticity and Consumer Engagement	61
5.3.2	Brand–Anime Fit and Consumer Engagement	62
5.3.3	Anime Involvement, Fandom and Consumer Engagement	63
5.3.4	Consumer Engagement and Purchase Intention	64
5.4	Cross-Construct Synthesis	65
5.5	Integration to Conceptual Model or Propositions	65
5.6	Robustness Considerations	66
5.7	Practical Synthesis: Bridge to Chapter 6	66
6	Chapter Six: Conclusion	68
6.1	Introduction	68
6.2	Brief Summary of Key Findings	68
6.3	Theoretical Implications	68
6.4	Managerial Implications	70
6.5	Limitations and Directions for Future Research	70
6.6	Closing Statement	71
7	References	72
8	Appendices	82
8.1	Appendix A: Survey Link	82
8.2	Appendix B: Raw Data	82
8.3	Appendix C: SPSS Analysis	82
8.4	Appendix D: Questionnaire	83
8.5	Appendix E: Ethic Form	91









List of Figures
Figure 1: Conceptual Framework of Anime–Fashion Collaboration, Consumer Engagement and Purchase Intention	18
Figure 2: Age Distribution of Respondents	37
Figure 3: Gender Distribution of Respondents	38
Figure 4: UK Nation of Residence	38
Figure 5: Employment Status of Respondents	39
Figure 6: Highest Level of Education Completed	40
Figure 7: Frequency of Watching Anime or Engaging with Anime-Related Content	40
Figure 8: Previous Purchase from an Anime–Fashion Collaboration	41
Figure 9: Frequency of Purchasing Anime-Related Fashion Products	42
Figure 10: Discovery of Anime–Fashion Collaborations	42
Figure 11: Normal P–P Plot of Standardised Residuals for the Consumer Engagement Regression Model	45
Figure 12: Standardised Residuals versus Standardised Predicted Values for the Consumer Engagement Regression Model	46
Figure 13: Normal P–P Plot of Standardised Residuals for the Purchase Intention Regression Model	46
Figure 14: Standardised Residuals versus Standardised Predicted Values for the Purchase Intention Regression Model	47
Figure 15: Histogram of Perceived Authenticity	48
Figure 16: Normal Q–Q Plot of Perceived Authenticity	49
Figure 17: Histogram of Brand–Anime Fit	49
Figure 18: Normal Q–Q Plot of Brand–Anime Fit	50
Figure 19: Histogram of Anime Involvement	51
Figure 20: Normal Q–Q Plot of Anime Involvement	51
Figure 21: Histogram of Consumer Engagement	52
Figure 22: Normal Q–Q Plot of Consumer Engagement	52
Figure 23: Histogram of Purchase Intention	53
Figure 24: Normal Q–Q Plot of Purchase Intention	54
List of Tables
Table 1: Summary of Key Literature Relevant to Anime–Fashion Collaborations	20
Table 2: Missing Values Analysis for Study Variables	36
Table 3: Reliability Analysis of Perceived Authenticity	43
Table 4: Reliability Analysis of Brand–Anime Fit	43
Table 5: Reliability Analysis of Anime Involvement	43
Table 6: Reliability Analysis of Consumer Engagement	43
Table 7: Reliability Analysis of Purchase Intention	44
Table 8: Descriptive Statistics for the Main Study Constructs	44
Table 9: Tests of Normality for the Main Study Constructs	48
Table 10: Pearson Correlation Analysis of the Main Study Constructs	55
Table 11: Model Summary for Multiple Regression Predicting Consumer Engagement	56
Table 12: ANOVA for Multiple Regression Predicting Consumer Engagement	56
Table 13: Multiple Regression Coefficients for Predictors of Consumer Engagement	57
Table 14: Model Summary for Simple Linear Regression Predicting Purchase Intention	57
Table 15: ANOVA for Simple Linear Regression Predicting Purchase Intention	58
Table 16: Regression Coefficients for Consumer Engagement Predicting Purchase Intention	58
Table 17: Summary of Hypothesis Testing Results	58

2

[bookmark: _Toc241176347]Chapter One: Introduction and Rationale
[bookmark: _Toc241176348]Research Background
Fashion marketing has evolved beyond product features and functional benefits towards culturally meaningful brand experiences that can strengthen emotional connections and long-term consumer relationships. The current generation, especially Generation Z (Gen Z), assesses fashion brands by considering the symbolic value, authenticity and personal connection to the brand and its products, in addition to their price and product quality (Shin, Eastman and Li, 2021). As a result, fashion companies have turned to other brand partners, such as entertainment, gaming, and media brands, to differentiate their brands, build strong connections with consumers, and create culturally relevant brand stories (Alanadoly and Salem, 2024; Simonin and Ruth, 1998). In this context, anime provides fashion brands with opportunities to connect with younger consumers through storytelling, nostalgia, character identity and licensed products.
Such collaborations have been theorized in a variety of complementary ways. Positive consumer evaluations are based on the perceived compatibility of the partners in the brand alliance because when a strategic and symbolic congruence occurs favourable associations are transferred across the brands (Simonin and Ruth, 1998). Brand Extension Theory similarly suggests that consumers evaluate collaborative products more positively when they perceive consistency with the image and values of the parent brand (Park, Milberg and Lawson, 1991). In addition to strategic fit, scholars are now aware that perceived authenticity is important in determining consumer reactions. Authentic brands are perceived as trustworthy, genuine, and aligned with their values, fostering consumer confidence, emotional connection, and loyalty (Jain, 2026; Sun et al., 2024). However, in entertainment-related partnerships, consumers may expect brands to respect the cultural meaning and identity associated with fictional franchises rather than exploiting these properties primarily for commercial purposes (Stollfub, 2020).
Another crucial mechanism by which collaborative marketing affects behavioural consequences is consumer engagement. Consumer engagement extends beyond purchasing behaviour and encompasses consumers’ cognitive, emotional and behavioural interactions with a brand across digital and physical platforms (Araujo et al., 2020; Srivastava et al., 2023). Previous studies also suggest that involvement in cultural products such as anime can influence consumers’ evaluations of collaborative marketing activities, as highly engaged consumers have higher emotional commitment, product knowledge, and sensitivity to authenticity and franchise representation (Zheng et al., 2025). Such features are particularly pertinent when referring to Gen Z consumers, who are deeply influenced by the construction of their own identities and participatory media cultures, as well as digital communities, in their fashion consumption (Delgado, Ocampo and Dótor, 2023).
As anime partnerships become increasingly commercialised, understanding the factors that influence consumer responses to these collaborations has become strategically important. According to industry evidence, the global anime merchandising market is still growing fast, with growing demand for licensed clothing, the rise of the digital retailing industry, and the cross-industry cooperation of international fashion brands such as Uniqlo, Adidas, Puma and Loewe featuring anime elements in their marketing strategies (Ding and Ding, 2023). Despite their growing commercial relevance, the consumer mechanisms underlying successful anime–fashion collaborations remain insufficiently understood. This creates a need to examine how consumers evaluate and respond to such collaborations. This context, which has been under-explored, serves as a framework for the theoretical and practical justification to be developed in the next section.
[bookmark: _Toc241176349]Research Rationale
[bookmark: _Toc241176350]Theoretical Justification 
Theoretical and empirical studies have shown that strategic brand partnership can create consumer value through the association of complementary brands, improve brand differentiation and elicit positive consumer reactions, when collaborating brands are perceived as highly compatible (Simonin and Ruth, 1998; Park, Milberg and Lawson, 1991). Thus, both Brand Alliance Theory and Brand Extension Theory serve as the main theoretical framework to understand consumers' congruence perception in the evaluation of co-branded products and symbolic fit and knowledge transfer between the co-branded brands (Simonin and Ruth, 1998; Aaker and Keller, 1990). In more recent years, scholars have posited that collaborative branding can have a more nuanced impact than just functional compatibility, and that consumers' perceptions of a brand's behavior, values and cultural positioning (perceived authenticity) (Jain, 2026; Moulard, Raggio and Folse, 2020) influence the success of the collaborative branding. Authenticity has, therefore, become an important precursor of trust, emotional commitment, loyalty and brand recommendation for fashion brands (Arya et al., 2019). In line with this, consumer engagement is now known as a multifaceted phenomenon that involves a cognitive, emotional, and behavioural connection between consumers and a brand, which goes beyond just purchase intentions (Ng, Sweeney and Plewa, 2020). In the field of entertainment marketing, the involvement of consumers with cultural products like anime is also an important factor in understanding engagement as highly involved consumers exhibit higher emotional attachment, product knowledge and sensitivity to collaboration authenticity and franchise representation (Lan, Waheed and Bidin, 2025). Overall, these theories indicate that authenticity, perceived fit, consumer involvement and engagement are complementary mechanisms between collaborative brands and the resulting behavioural outcomes (Ajzen, 1991).
Despite these theoretical developments, the literature remains fragmented. Existing studies frequently examine authenticity, collaboration fit, consumer engagement and purchase intention separately rather than integrating these constructs within a single conceptual model (Arya et al., 2019; Ng, Sweeney and Plewa, 2020). Evidence concerning the relationship between engagement and behavioural outcomes also remains mixed, as purchase intention may be influenced by contextual factors such as price, product availability and individual motivations (Han and Jo, 2025; Li, AI and Ding, 2023). Moreover, existing research is concentrated largely in Asian markets, broader co-branding contexts and entertainment industries, limiting understanding of anime–fashion collaborations among Western consumers (Huang, 2023; Ruiz and Gracia, 2023). Methodologically, many existing studies rely on cross-sectional designs, convenience samples or qualitative case studies, limiting comparison and generalisability across contexts (Sun et al., 2024; Zheng et al., 2025). Thus, it is only a partial explanation of how the elements of cultural involvement, perceived authenticity and collaboration interact and impact consumer responses in the current landscape of fashion collaborations.
Accordingly, this study examines perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention within the specific context of UK Generation Z consumers. This context is theoretically relevant because Gen Z consumers construct brand value through digitally mediated identities, participatory fandoms and symbolic consumption practices that may vary across national settings (Gu et al., 2026). The study therefore provides a context-specific application of collaborative-branding theory to anime–fashion consumption.
[bookmark: _Toc241176351]Practical Justification 
The growth of anime–fashion collaborations presents considerable strategic opportunities for fashion brands; however, uncertainty remains regarding how such partnerships can be designed to generate meaningful consumer engagement and commercial outcomes. Despite the fact that organisations are now spending huge sums on licensing agreements to work with entertainment brands, many of the strategic decisions are still based on market trends, creativity and the effectiveness of a campaign in the short term, as opposed to solid empirical findings that identify what really triggers consumers' reactions. For fashion brands, limited evidence about the factors that generate meaningful consumer responses creates a risk of selecting unsuitable collaboration partners, developing culturally unconvincing products and allocating marketing resources inefficiently.
This represents an important strategic consideration because licensed partnerships have become an increasingly prominent branding approach within the global fashion market. As younger consumers increasingly favour brands that reflect their identities and interests, cultural relevance, brand storytelling and community engagement have emerged as important sources of competitive differentiation (Nair et al., 2025). Likewise, Deloitte (2024) finds Generation Z consumers prioritise authenticity in brand experiences, digital channels and the alignment of values over traditional promotional strategies, meaning businesses must mark a change in their marketing strategies. In addition, according to Fortune Business Insights (2023), the global anime merchandising market is expected to expand at a 9.52% compound annual growth rate (CAGR) and is projected to reach USD 27.35 billion in 2034. This market growth increases the strategic importance of understanding how fashion brands can develop culturally credible collaborations that generate meaningful engagement rather than short-term promotional attention.
From a managerial point of view, there are some hands-on problems in connection with collaboration strategies. Managers must balance global brand consistency with local consumer expectations while selecting appropriate franchises, developing credible products and evaluating campaign performance across digital channels. The findings of this study can support these decisions by identifying the consumer perceptions most strongly associated with engagement and purchase intention, thereby informing partner selection, product development and communication strategies.
[bookmark: _Toc241176352]Research Contribution and Motivation
The principal contribution of this study is the application of an integrated consumer-response framework to anime–fashion collaborations. The study brings perceived authenticity, brand–anime fit and anime involvement together as antecedents of consumer engagement and examines the subsequent relationship between engagement and purchase intention. In doing so, it contextually extends the application of Brand Alliance Theory and Brand Extension Theory beyond conventional assessments of partner compatibility by considering the cultural credibility and personal relevance of collaborative products.
Empirically, the study contributes quantitative evidence from UK Generation Z consumers through a cross-sectional questionnaire and statistical analysis. This enables the proposed relationships to be examined systematically and provides evidence concerning the relative influence of authenticity, fit and anime involvement on engagement, together with the relationship between engagement and purchase intention. 
Practically, the findings may provide evidence-based guidance for fashion managers when selecting anime partners, developing culturally credible products and designing engagement strategies for UK Generation Z consumers. The study therefore contributes both context-specific empirical evidence and managerial insight into anime–fashion collaboration.
[bookmark: _Toc241176353]Research Aim, Objectives and Research Questions
[bookmark: _Toc241176354]Research Aim
The aim of this study is to investigate the role of anime collaborations in shaping consumer engagement and purchase intention among UK Generation Z consumers.
[bookmark: _Toc241176355]Research Objectives
· To assess UK Generation Z consumers’ perceptions of authenticity in anime–fashion collaborations.
· To examine the influence of perceived brand–anime fit on consumer engagement.
· To determine whether anime involvement influences engagement with anime–fashion collaborations.
· To evaluate the relationship between consumer engagement and purchase intention.
· To recommend how fashion brands can design credible and engaging anime collaborations for UK Generation Z consumers.
[bookmark: _Toc235805290][bookmark: _Toc241176356]Research Questions
· How does perceived authenticity influence consumer engagement with anime–fashion collaborations?
· What effect does brand–anime fit have on consumer engagement?
· How does anime involvement affect engagement with collaborative fashion products?
· To what extent does consumer engagement influence purchase intention toward anime–fashion collaborations among UK Generation Z consumers? 
[bookmark: _Toc235805291][bookmark: _Toc241176357]Hypothesis
· H1: Perceived authenticity positively influences consumer engagement. 
· H2: Brand–anime fit positively influences consumer engagement. 
· H3: Anime involvement positively influences consumer engagement. 
· H4: Consumer engagement positively influences purchase intention.
[bookmark: _Toc241176358]Dissertation Structure 
The remainder of this dissertation is organised into five chapters. Chapter Two critically reviews the literature on collaborative branding, perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention, culminating in the development of the conceptual framework and hypotheses. Chapter Three outlines the research methodology, including the research philosophy, design, sampling strategy, data collection procedures and statistical analysis methods. Chapter Four presents and analyses the empirical findings. Chapter Five discusses the findings in relation to the literature and theoretical framework. Chapter Six concludes the dissertation by presenting the theoretical and managerial implications, limitations, directions for future research and the overall conclusion.













[bookmark: _Toc241176359]Chapter Two: Literature Review
[bookmark: _Toc241176360]Introduction
This chapter critically examines the literature that is pertinent to understanding the way anime–fashion collaborations influence consumer engagement and purchase intention among the UK Generation Z consumers. The review addresses the sparse integrated evidence of evaluation of culturally embedded collaborations in Western fashion markets, specifically in the context of authentic and collaborative fit, as well as fandom involvement. Therefore, the chapter explored literature on collaborative branding and brand alliance, perceived authenticity, brand–anime fit, anime involvement, multidimensional consumer engagement and purchase intention. The review draws on Brand Alliance Theory and Brand Extension Theory because these theories explain how perceived compatibility and the transfer of brand associations can influence collaborative product evaluations. This discussion will be limited to consumer reactions to anime–fashion collaborations as opposed to broad anime or entertainment marketing. The chapter builds a conceptual framework for the empirical analysis, highlights important empirical and contextual gaps, and sets the theoretical context after the thematic review.
[bookmark: _Toc241176361]Thematic Overview of the Literature
[bookmark: _Toc241176362]Perceived Authenticity in Anime–Fashion Collaborations
Perceived authenticity is the perceived genuineness, credibility and consistency of a brand's communication and collaborative activities in terms of how much they are seen as representing brand values and cultural meanings (Södergren, 2021). Authenticity is particularly important in anime–fashion collaborations because brands draw not only on visual imagery but also on fictional worlds, communities and cultural identities to which consumers may have strong emotional attachments. This means that an anime collaboration can elicit responses that are positive if it seems respectful to the culture, but negative if it is seen as a commercial ploy.
Authenticity has evolved from a relatively generic perception of brand genuineness to a multi-dimensional concept that focuses on the congruence of a brand's claims and behaviors with a meaningful external reference (Papadopoulou, Vardarsuyu and Oghazi, 2023). For instance, Smith and Du (2026) define authenticity in terms of an entity–referent correspondence perspective, arguing that consumers form authenticity judgements based on whether an entity is really in line with values, identity or standards it stands for. This is especially applicable to anime partnerships, as the fashion product can be an emblem of both the fashion brand and the anime property. Even if the collaboration is highly visible, the perceived correspondence can be undermined if the character imagery, any narrative references or the design choices do not align with the source material. Likewise, authenticity literature has linked authenticity to higher levels of brand attachment, trust and relationship building, which implies that authenticity is more than an aesthetic appraisal (Rodrigues et al., 2023; Sun et al., 2024).
Recent empirical evidence generally supports this relationship, although important context-specific limitations remain. Online communities can affect the relationship between consumers and brands, and Rodrigues et al. (2023) were able to conclude that authenticity affects brand attachment. Likewise, Sun et al. (2024) show that brand perceived authenticity can foster brand attachment, brand loyalty, willingness to pay more, and forgiveness, suggesting that perceived authenticity could bring both relational and behavioural value to the brand. Similarly, Pereira et al. (2025) links authentic digital content to consumer loyalty that will last. All the above studies converge on the idea that consumer responses are positive when brands act authentically, as it diminishes scepticism and fosters strong emotional ties (Pereira et al., 2025; Rodrigues et al., 2023; Sun et al., 2024).
However, these findings cannot necessarily be transferred directly to the context of anime–fashion collaborations. For example, Sun et al. (2024) examine Korean consumers’ responses to Chinese brands rather than culturally embedded collaborations, while Andonopoulos, Lee and Mathies (2023) investigate digital markets more broadly. These findings demonstrate the importance of authenticity but do not establish whether consumers evaluate authenticity in the same manner when a commercial fashion brand collaborates with an external cultural property. Moreover, the digitally networked communities can amplify favourable as well as unfavourable evaluations, since consumers share their understanding of brands and culture in public (Hochstein, Harmeling and Perko, 2023; Airoldi, 2019). Authenticity for highly knowledgeable anime consumers may then demand more than just believable corporate representation, but the accurate portrayal of characters, stories and meanings of a franchise.
There is thus a considerable lack of information on what exactly it means to be authentic from anime to fashion and whether authenticity would lead to increased engagement for UK Gen Z consumers in the context of anime–fashion collaborations. Previous studies mostly focus on the individual brand level and not on the relationship between fashion brands, licensed cultural properties and fandoms. Furthermore, the transferability is limited by geographical concentration as there is a large amount of recent evidence from Asian or non-UK markets (Sun et al., 2024; Airoldi, 2019; Hochstein, Harmeling and Perko, 2023). This study addresses this gap by examining whether perceived authenticity influences engagement with anime–fashion collaborations among UK Generation Z consumers.
[bookmark: _Toc241176363]Brand–Anime Fit and Collaborative Brand Evaluation
The term brand–anime fit refers to the consumers' perception of the image, values, symbolism, target audience or product characteristics of the collaborating fashion brand and the anime property. Collaboration is especially critical, as it is a merging of two existing groups of consumer associations (Chaudhary and Chaudhary, 2024). As a result, the success of the product that is created could be contingent not only on the popularity of each partner but on whether there is a viable value proposition for the two separate identities being integrated together.
Theories underpinning fit have their roots in brand extension and brand alliance studies. Aaker and Keller (1990) found that consumers' evaluations of extensions depend on their perceptual relationships between the parent brand and the new brand extension. Park, Milberg and Lawson (1991) later showed that product-feature similarity can also be symbolic rather than just functional, as perceived compatibility can operate symbolically. On the question of alliances, Simonin and Ruth (1998) demonstrated that evaluations of a brand alliance depend partly on attitudes towards the brands involved and perceived compatibility between them, and that collaborative associations can have spillover effects that can affect subsequent evaluations of the individual brands. Together, these studies suggest that perceived fit helps consumers judge whether a brand alliance appears coherent and credible.
Contemporary fashion research extends these principles by emphasising cultural and symbolic forms of compatibility. In their article on unconventional luxury co-branding by young adults in China, Ruiz and Gracia (2023) demonstrate that unique collaborations can create value, especially when they bring together the identity in new and innovative ways. This contradicts the idea that there should always be more positive evaluations when similarity is greater. Similarly, Erlyana and Yi (2026) suggests art and cultural collaborations are being used more as a means of differentiating brands and building new symbolic meanings in the modern fashion co-branding. Similarly, fashion and gaming applications can be connected, as seen in the study of Li and Aumeboonsuke (2025) which show how fashion brands can enter into the gaming culture, suggesting that the value of collaboration is not necessarily found in the similarity of the products but in their strategic appropriation within an entertainment experience.
This creates a tension between traditional fit theory and the symbolic nature of contemporary anime–fashion collaborations. Traditional brand-extension theory suggests that perceived consistency reduces consumer uncertainty and facilitates more favourable product evaluations (Aaker and Keller, 1990; Park, Milberg and Lawson, 1991). However, a good fit does not necessarily depend only on functional similarity between the two partners. Consumers may also assess whether the partners are compatible in terms of their brand images and associated meanings. Therefore, although the functional identities of a streetwear brand and an anime franchise can be significantly different, the collaboration may still be perceived as coherent when the two share compatible associations around youth culture, aesthetics, values or audience identity (Şanlı, 2023). This interpretation is based on the premise of Simonin and Ruth (1998) alliance logic, but it goes beyond traditional product compatibility.
However, there is limited evidence at this time in several ways. Often, research focuses on a broader context of luxury goods, art or co-branding, and the results from Asian consumers cannot be directly extrapolated to UK Gen Z consumers (Xi et al., 2022). Furthermore, long-established seminal studies precede today's digital fandom settings that involve a process of collaborative assessments that are debated in social communities very quickly. It is thus uncertain whether it is primarily aesthetic similarity, cultural congruence, audience compatibility or respect for franchise identity that primarily drives the fit of brand–anime. The current study is designed to answer the question of whether there exists a positive relationship between perceived fit and engagement between the brands, thus, to test the classical alliance reasoning in a modern context of the UK's anime–fashion market.
[bookmark: _Toc241176364]Anime Involvement, Fandom and Generation Z Identity
Anime involvement represents the personal relevance, interest, emotional investment and knowledge that consumers attach to anime. This construct is important because consumers may evaluate the same fashion collaboration differently depending on their existing relationship with the franchise and anime culture (Archana et al., 2026; Liang and Yang, 2022). Highly involved fans may possess greater knowledge of franchise narratives and therefore evaluate representational accuracy more critically.
Consumer involvement is closely linked to identity-based consumption as products can be used as symbolic resources by which people can express social affiliations and personal identities (Dicu et al., 2025). This is especially important with fashion which is “seen” and can convey both personal identity and community membership. Thus, the relationship between brands and generation Z can be distinguished from the utility of the product, and fashion is one of the key elements in the formation of identity among Generation Z (Zhou and Luo, 2026). Anime fashion can thus be seen as potentially containing two identity systems; fashion-based identity and fandom-based identity.
There are some recent indications that such emotional and behavioural reactions can be heightened by cultural and fandom participation. In the context of anime tourism, Zheng et al. (2025) identify strong relationships between anime related experiences, pilgrimage behaviour and the development of homologous emotions. Tourism is not the same as fashion consumption, but the study shows that anime can create forms of consumption which can be emotionally embedded, and thus not just entertainment. Likewise, Lan, Waheed and Bidin (2025) identify emotional attachment and participation in fan communities as important influences on fan behaviour. Putri, Rosyida and Prakoso (2025) also look at the UNIQLO manga and anime activities in Indonesia, in which they also emphasize the role of cultural globalisation and community acceptance more than product features in the operation of the anime collab.
These results align with the results of the study published by Fisher and Yoon (2026) and Zhou and Luo (2026), which indicates that there is a close relationship between current Gen Z consumption behaviour and symbolic communication and cultural identity. However, the influence of anime involvement presents an important theoretical tension. When collaborating, highly involved fans can become more involved due to their reactivation of existing emotional connections but can also be more critical about the lack of authenticity or an unsuitable partner. Consequently, high anime involvement may simultaneously increase the potential value of a collaboration and amplify reputational risks when authenticity or partner fit is perceived as weak. However, such a conflict has not been fully addressed by previous studies, which tend to focus on fan communities, tourism or on Asian cultural contexts instead of exploring the impact of anime involvement on reactions to fashion collaborations (Lan, Waheed and Bidin, 2025; Zheng et al., 2025).
One other constraint is that there is no UK specific evidence. Though the availability of anime in other countries than Japan has made it an international product, the cultural consumption habits of Chinese, Japanese, Indonesian or Colombian consumers cannot be extrapolated to British consumers. Furthermore, a lot of research is qualitative or context specific and therefore does not allow a quantification of involvement and subsequent engagement. Therefore, it is still an under-researched area as to whether increased involvement with anime directly increases engagement with collaborative fashion products for UK Generation Z consumers. The present study resolves this question by incorporating the concept of fandom intensity in the collaborative branding theory as opposed to assuming consumers are equally informed about brand alliances.
[bookmark: _Toc241176365]Consumer Engagement and Purchase Intention
Consumer engagement offers a pathway for the translation of perceptions of authenticity, fit, and anime involvement to commercially relevant responses. Engagement is not limited to transactions but also refers to the mental focus, feelings and behaviour that users demonstrate when interacting with brands through both physical and digital channels (Araujo et al., 2020; Ng, Sweeney and Plewa, 2020). In anime–fashion collaborations, then, consumers can interact by following the campaign, talking about releases, sharing the content online, visiting the stores, and participating in the communities or connecting emotionally with the brand before they even decide to buy something.
The engagement literature has progressively moved beyond purely transactional approaches to consumer behaviour. The systematic review by Ng, Sweeney and Plewa (2020) defines customer engagement as a multidimensional construct, and Araujo et al. (2020) highlight the evolution from passive exposure to product advertisements to an interactive brand–consumer relationship. More recently, Osakwe et al. (2024) reiterate the idea of digital customer engagement and its multi-faceted cognitive, affective and behavioural aspects. This conceptual progression is especially true for Gen Z, as joint efforts often begin (or happen entirely) on social media, online fandoms and digitally mediated brand experiences, instead of just in-store.
Generally, the empirical evidence indicates that engagement has a positive impact on purchase-related outcomes, but this is not always the case. Han and Jo (2025) conclude that the drivers of consumer engagement with fashion live commerce influence purchase intentions and therefore, enhanced interactive involvement can lead consumers to purchase. Likewise, Chaudhuri et al., (2021) demonstrate that engagement measures have the potential to affect the intent to pay for online knowledge goods. Although conducted outside the anime–fashion context, both studies support the proposition that consumer engagement may function as an intermediate mechanism linking consumer perceptions with behavioural intentions. In addition, brand authenticity research reveals that higher levels of relational responses can be associated with greater willingness to pay and loyalty (Sun et al., 2024), highlighting other avenues between positive brand perceptions and economic outcomes.
However, consumer engagement should not be equated with purchasing behaviour. Consumers may like that comment on, share or discuss collaborative products without necessarily intending to purchase them, particularly when products are expensive, unavailable or released in limited quantities (Liu, Xia and Lang, 2023). This distinction is theoretically significant because consumers may demonstrate visible digital engagement with a campaign without subsequently developing purchase intention or undertaking purchasing behaviour. Han and Jo (2025) show that multiple contextual drivers can influence a purchase intention of fashion, and similarly Li and Aumeboonsuke (2025) conclude that engagement indicators do not act independently from other purchase motives. Therefore, the relationship between engagement and purchase intention should not be interpreted as inherently causal; rather, existing evidence suggests a probabilistic relationship that may depend on additional contextual factors.
However, the existing evidence also remains methodologically fragmented. Empirical studies are frequently cross-sectional and sector-specific, while systematic reviews provide valuable conceptual synthesis but cannot establish causal relationships (Ng, Sweeney and Plewa, 2020). For example, the results of Fashion live-commerce may not be directly applicable to licensed anime merchandise since the motivations behind fandom consumption go beyond the traditional basis of product evaluation, such as those of identity, nostalgia, and cultural attachment. In addition, few studies combine the three concepts of engagement because of authenticity, alliance fit, and anime involvement, and then specifically test the link between these concepts and purchase intention.
Accordingly, an important unresolved question concerns whether consumer engagement generated through culturally meaningful anime–fashion collaborations is associated with purchase intention among UK Generation Z consumers. The current study tackles this fragmentation by focusing on the key role of consumer engagement because of perceived authenticity, brand–anime fit, and anime involvement, as well as a precursor of purchase intention. The proposed framework therefore integrates previously fragmented perspectives from branding, fandom and consumer-engagement research within the contemporary context of anime–fashion collaborations.
[bookmark: _Toc241176366]Theoretical Foundation and Contribution
[bookmark: _Toc241176367]Theoretical Foundation
This study adopts Brand Alliance Theory as its primary theoretical lens, complemented by Brand Extension Theory. Brand Alliance Theory, particularly Simonin and Ruth (1998) framework concerning alliance evaluation and spillover effects, provides an appropriate basis for explaining how consumers evaluate collaborations between established brands. The core premise is that consumers do not evaluate a collaboration on their own, but rather through existing linkages they have formed with each partner and how they believe the two partners fit. The favourable evaluations are reinforced by the theory of brand extension, as promoted by Aaker and Keller (1990) and Park, Milberg and Lawson (1991), which suggests that existing perceived brand attributes with similar positive connotations drive positive evaluations. These views have grown from interpreting traditional product extensions and co-branding to more symbolic ones where cultural meanings, identities and partner congruence are found to shape consumer responses.
[bookmark: _Toc241176368]Justification of the Theoretical Choice
Brand Alliance Theory is particularly appropriate because anime–fashion collaborations combine two established identities: a fashion brand and an anime intellectual property. Hence, the theory directly addresses the consumers' assessment of the compatibility, credibility and shared meaning of the collaborative partners. The theory is particularly relevant to the examination of brand–anime fit and the transfer of existing brand associations to consumers’ evaluations of the collaboration. This lens is complemented by the 'Brand Extension Theory', which explains why the acceptance may be affected by conceptual and symbolic consistency (Aaker and Keller, 1990). These theories better reflect the relational nature of collaborative branding and the value of perceived congruence between two culturally meaningful partners, than theories that only consider individual attitudes or technology use.
[bookmark: _Toc241176369]Contribution to Theory
This study seeks to contextually extend the application of Brand Alliance Theory to anime–fashion collaborations, where evaluations of partner compatibility may intersect with fandom, cultural identity and emotional attachment. While traditional alliance research mainly focuses on partner attitudes and compatibility, the present study adds perceived authenticity and anime involvement to brand–anime fit to account for consumers' engagement. This perspective suggests that consumers’ evaluations may depend not only on perceived partner congruence but also on the extent to which the collaboration authentically represents the source culture and corresponds with their personal involvement in anime. Consumer engagement is positioned as an intermediate endogenous construct that is predicted by authenticity, brand–anime fit and anime involvement and, in turn, predicts purchase intention. The framework therefore applies alliance-based reasoning to contemporary fashion and fandom culture, providing a basis for examining how symbolic alignment between collaborative partners may contribute to relational and behavioural consumer responses.
[bookmark: _Toc241176370]Conceptual Framework
[bookmark: _Toc241176371]Purpose of the Conceptual Framework
The conceptual framework integrates the principal constructs and relationships identified through the literature review into a coherent model of consumer responses to anime–fashion collaborations. Based primarily on Brand Alliance Theory and supported by Brand Extension Theory, the framework outlines the proposed relationships among perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention among UK Generation Z consumers.
[bookmark: _Toc241176372]Framework Components
Perceived authenticity, brand–anime fit and anime involvement are the three independent variables as shown in Figure 1. Perceived authenticity is defined as how much consumers believe that the anime–fashion collaboration is authentic, believable and respectful of meanings attributed to the properties. When brand actions align with its stated identity and values, authenticity may enhance relational responses, as consumers react more positively to these when they are consistent with a brand's perceived identity (Moulard, Raggio and Folse, 2020; Sun et al., 2024). Accordingly, H1 proposes a positive relationship between perceived authenticity and consumer engagement.
Brand–anime fit is the perceived fit between the fashion brand and the anime property. Brand alliance and extension research shows that compatibility and conceptual consistency affect consumers' evaluation of brand alliances and transferred brand associations (Aaker and Keller, 1990; Park, Milberg and Lawson, 1991; Simonin and Ruth, 1998). Accordingly, H2 proposes that stronger perceived brand–anime fit is associated with greater consumer engagement.
Anime involvement reflects consumers’ personal interest, knowledge and emotional investment in anime. Engagement within the fandom can heighten engagement and emotional connection to culturally significant consumption experiences (Lan, Waheed and Bidin, 2025; Zheng et al., 2025). Accordingly, H3 proposes a positive relationship between anime involvement and consumer engagement.
Consumer engagement is conceptualised as an intermediate outcome encompassing cognitive, emotional and behavioural responses to collaborative offerings (Ng, Sweeney and Plewa, 2020; Srivastava et al., 2023). Purchase intention is the ultimate behavioural consequence. H4 predicts that greater consumer engagement will be associated with stronger purchase intention toward anime–fashion collaborative products.
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[bookmark: _Toc241170083]Figure 1: Conceptual Framework of Anime–Fashion Collaboration, Consumer Engagement and Purchase Intention
[bookmark: _Toc241176373]Application of the Framework
The framework provides the analytical structure for examining the proposed relationships within the study. It operationalises H1–H4 by linking the three antecedent constructs to consumer engagement and subsequently connecting engagement with purchase intention. The empirical analysis in Chapter 4 will assess these relationships using the collected consumer data, while Chapter 5 will interpret the findings against Brand Alliance Theory, Brand Extension Theory and prior empirical evidence. This enables convergence, contradictions and context-specific patterns among UK Generation Z consumers to be identified systematically. The framework may consequently be refined where the empirical findings reveal relationships or contextual conditions that differ from those anticipated in the literature.
[bookmark: _Toc241176374]Summary Table of Key Literature
Table 1 summarizes studies that are relevant to the literature review encompassing the theoretical foundations, as well as the four key constructs of perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention. The selection also reflects the central limitation that came out of the review: there is relevant evidence in each of these areas, and they have been under research in the areas of branding, fashion, fandom and engagement; but these streams have rarely been combined in the context of anime-engagement-fashion consumption in the UK amongst the UK Gen Z.

[bookmark: _Toc241170107]Table 1: Summary of Key Literature Relevant to Anime–Fashion Collaborations
	Author(s) & Year
	Theory/Framework
	Key Constructs/Themes
	Methodology
	Key Findings
	Limitations/Gaps
	Relevance to This Study

	Aaker and Keller (1990)
	Brand Extension Theory
	Brand fit; extension evaluation
	Consumer-based empirical study
	Consumer evaluations of extensions depend partly on perceived fit between the parent brand and extension.
	Predates digital fandom and contemporary cultural collaborations.
	Provides foundational explanation for brand–anime fit.

	Park, Milberg and Lawson (1991)
	Brand Extension Theory
	Product similarity; brand-concept consistency
	Experimental consumer research
	Fit can derive from both product-feature similarity and consistency with the underlying brand concept.
	Focused on brand extensions rather than cross-cultural collaborative partnerships.
	Explains why anime and fashion brands can achieve symbolic fit without functional similarity.

	Simonin and Ruth (1998)
	Brand Alliance Theory
	Alliance fit; partner attitudes; spillover effects
	Empirical consumer study
	Alliance evaluations depend on partner attitudes and compatibility, while collaborations can generate reciprocal spillover effects.
	Developed before social-media-driven fandom and modern entertainment–fashion collaborations.
	Provides the study's primary theoretical foundation for evaluating anime–fashion alliances.

	Södergren (2021)
	Brand Authenticity
	Authenticity; consumer perceptions
	Conceptual/literature-based investigation
	Highlights authenticity as an important consumer judgement concerning the genuineness of brands and their activities.
	Does not specifically examine anime or licensed fashion collaborations.
	Supports conceptualisation of perceived authenticity as a collaboration evaluation.

	Rodrigues et al. (2023)
	Brand Authenticity/Attachment
	Authenticity; brand attachment; online communities
	Empirical study
	Authenticity contributes to stronger brand attachment, while online communities influence consumer–brand relationships.
	Broader branding context rather than anime–fashion partnerships.
	Supports H1, linking authentic brand activity with stronger relational responses.

	Sun et al. (2024)
	Brand Authenticity
	Authenticity; attachment; loyalty; willingness to pay
	Empirical consumer research
	Authenticity strengthens attachment and can enhance loyalty, willingness to pay and forgiveness.
	Focuses on Chinese consumers of Korean cosmetic brands, restricting contextual transferability.
	Provides evidence that authenticity can produce relational and behavioural outcomes.

	Ruiz and Gracia (2023)
	Co-branding/Collaboration
	Unconventional collaborations; fit; novelty
	Empirical study of young Chinese consumers
	Unusual collaborations can create value by combining contrasting identities, challenging the assumption that similarity always produces superior evaluations.
	Luxury/Chinese context rather than UK anime–fashion consumption.
	Adds critical nuance to H2 by showing that fit may be symbolic rather than simple similarity.

	Erlyana and Yi (2026)
	Fashion Co-branding
	Cultural collaboration; differentiation; symbolic meaning
	Contemporary fashion collaboration research
	Art and cultural partnerships can differentiate fashion brands and create additional symbolic meanings.
	Limited direct evidence concerning UK anime fandom.
	Demonstrates the strategic relevance of cultural properties within fashion collaborations.

	Li and Aumeboonsuke (2025)
	Cultural/Fashion Branding
	Fashion; gaming culture; consumer motivations
	Empirical study
	Fashion partnerships with entertainment cultures can generate value beyond conventional product-category compatibility.
	Gaming context may not fully represent anime fandom behaviour.
	Supports extending alliance and fit principles to fashion–entertainment collaborations.

	Zheng et al. (2025)
	Fandom/Emotional Consumption
	Anime involvement; emotions; fan behaviour
	Empirical anime-tourism study
	Anime-related experiences can create strong emotional responses and embedded consumption behaviours.
	Tourism differs materially from collaborative fashion purchasing.
	Demonstrates the potential influence of anime involvement on consumer responses.

	Lan, Waheed and Bidin (2025)
	Fan Community Engagement
	Fandom; emotional attachment; participation
	Literature review
	Emotional attachment and participatory communities are important drivers of fan engagement.
	Review evidence is heterogeneous and not specific to UK anime fashion.
	Supports H3, connecting anime involvement with consumer engagement.

	Putri, Rosyida and Prakoso (2025)
	Cultural Globalisation
	Anime collaborations; fashion; community acceptance
	Case/contextual study of UNIQLO in Indonesia
	Manga and anime collaborations operate through cultural globalisation and community acceptance as well as commercial branding.
	Single geographical and organisational context limits generalisation.
	One of the most directly relevant studies connecting anime and fashion collaboration.

	Ng, Sweeney and Plewa (2020)
	Customer Engagement
	Cognitive, emotional and behavioural engagement
	Systematic literature review
	Engagement is multidimensional and extends beyond transactional purchasing behaviour.
	Literature synthesis cannot independently establish causal relationships.
	Provides the conceptual basis for consumer engagement as the study's intermediate outcome.

	Osakwe et al. (2024)
	Digital Customer Engagement
	Cognitive; affective; behavioural engagement
	Contemporary engagement research
	Digital engagement incorporates interconnected cognitive, affective and behavioural dimensions.
	Broader digital context rather than licensed anime fashion.
	Supports multidimensional understanding of engagement among digitally active Gen Z consumers.

	Han and Jo (2025)
	Consumer Engagement/Purchase Behaviour
	Engagement; fashion consumption; purchase intention
	Empirical fashion live-commerce study
	Engagement drivers can contribute positively to consumers' purchase intentions.
	Live commerce differs from fandom-based licensed fashion consumption.
	Provides empirical support for H4: consumer engagement → purchase intention.



[bookmark: _Toc241176375]Conclusion
This chapter critically synthesised four related themes: perceived authenticity, brand–anime fit, anime involvement, and consumer engagement and purchase intention. Authenticity, symbolic compatibility and fandom involvement have been suggested as ways of enhancing consumer response to products, with inconclusive results and varying results across cultural, geographical and methodological contexts. However, limited evidence examines these relationships simultaneously among UK Generation Z consumers within anime–fashion collaborations. The gaps are addressed by applying the Brand Alliance Theory supported by the Brand Extension Theory, which describes partner compatibility, association transfer and collaborative evaluations. The conceptual framework created is a coherent structure that incorporates the identified constructs and hypothesized relationships. Chapter 3 then outlines the methodological strategy employed to operationalise the constructs, gather primary consumer information and test the empirical relationships proposed.












[bookmark: _Toc241176376]Chapter Three: Methodology
[bookmark: _Toc241176377]Chapter Introduction
This chapter explains and justifies the methodological choices used to examine the influence of anime–fashion collaborations on consumer engagement and purchase intention among UK Generation Z consumers. The methodology is structured using the Research Onion to ensure consistency between the research philosophy, approach, strategy, methodological choice, time horizon, sampling, data collection and analysis. Attention is given to selecting methods that allow the four hypotheses developed in Chapter Two to be tested empirically. The chapter also explains the questionnaire design, measurement of perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention, reliability and validity procedures, statistical analysis and ethical considerations.
[bookmark: _Toc241176378]Research Philosophy
This study adopts a positivist research philosophy because it aims to measure predefined constructs and statistically test the relationships proposed in the conceptual framework. Positivism can be linked to the hypothetico-deductive tradition which involves operationalizing theoretical propositions into measurable variables and testing them with empirical evidence (Park, Konge and Artino, 2020). This directly relates to the present study as perceived authenticity, brand–anime fit and anime involvement are explored as predictors of consumer engagement and consumer engagement is then explored as a predictor of purchase intention.
If the aim were to examine how individual anime fans make meaning about collaborations from their interviews, observations or narratives, a more appropriate philosophy would be interpretivist. However, this approach would not provide the standardised numerical evidence required to test H1–H4. Nevertheless, the study does not assume that consumer behaviour is universally constant; rather, it tests the hypothesised relationships within the specific context of UK Generation Z consumers.
[bookmark: _Toc241176379]Research Approach
This study adopts a deductive research approach because it begins with established theoretical propositions from which hypotheses are developed and subsequently tested using empirical data. Deduction starts with a theory or proposition and then proceeds to gather observations to confirm whether the relationships predicted by the theory are supported (Okoli, 2023). In this study, expectations concerning perceived compatibility and transferred brand associations are derived from Brand Alliance Theory and Brand Extension Theory (Aaker and Keller, 1990; Park, Milberg and Lawson, 1991; Simonin and Ruth, 1998). In Chapter Two, this argument is further developed by including perceived authenticity and involvement with anime, leading to the formulation of four hypotheses related to consumer engagement and purchase intention.
An inductive approach is not adopted because the study does not seek to generate new theory from unstructured empirical observations. In contrast, the principal constructs and their hypothesised relationships are specified before data collection. Deduction thus ensures that theoretical frameworks are consistent with the measures (questionnaire) used and the statistical analysis of the hypotheses (Casula, Rangarajan and Shields, 2021).
[bookmark: _Toc241176380]Research Strategy
The survey strategy is used to collect standardised primary data from the consumers in the UK who are part of Generation Z. Survey research is suitable to gather quantitative data on people's attitudes, perceptions and behaviours, and to systematically analyse the data received from the sample (Sheikh et al., 2024). This is particularly appropriate because constructs such as perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention represent consumer perceptions and intentions that cannot be directly observed. Surveys can also capture less directly observable constructs, including beliefs, perceptions and attitudes (Koo and Yang, 2025a).
A structured online survey also enables the presentation of the same measurement items and scales of responses to participants, ensuring comparability of the respondents and facilitating further statistical analyses. Qualitative methods such as interviews or focus groups could provide richer insights into how fans interpret individual collaborations but would also be less suitable for the purpose of estimating the strength and statistical significance of the relationships outlined in H1–H4 (Guest et al., 2020). The present study focuses on the consumers' perceptions, although experimental studies could offer greater evidence of causality by manipulating consumers' exposure to collaborations. The survey strategy thus best aligns with the positivist, deductive and hypothesis-testing purpose of this study, but even so, the conclusions that can be drawn from the results are restricted to the association between variables (Sheikh et al., 2024).
[bookmark: _Toc241176381]Methodological Choice
Based on the nature of the hypotheses, a mono-method quantitative approach is used since all four hypotheses need to be numerically evaluated to assess the relationship between the predetermined constructs (Ghanad, 2023). Using a single structured questionnaire enables perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention to be measured consistently across participants. These relationships would be supplemented with detailed accounts of fandom experiences in a mixed-method design; however, these are not necessary to address the present hypothesis-testing questions and would involve an additional analytical process. Therefore, the mono-method quantitative choice is consistent with the positivist philosophy, deductive approach, survey strategy and planned statistical analysis (Nicmanis and Spurrier, 2025).
[bookmark: _Toc241176382]Time Horizon
The study adopts a cross-sectional time horizon, with data collected from respondents during a single period. Cross-sectional designs can be used to capture participants' perceptions at a given time and can explore the relationship between multiple variables at one time (Taris, Kessler and Kelloway 2021). This design is therefore appropriate for examining current perceptions of anime–fashion collaborations among UK Generation Z consumers. A longitudinal design may be able to determine if engagement changes after multiple exposures to collaboration but would involve observations over multiple periods of time and be beyond the scope of this dissertation. Cross-sectional evidence therefore only supports associations and not changes over time and definitive causal conclusions (Wang and Cheng, 2020).
Research Design
An explanatory quantitative research design is adopted because the study seeks to examine relationships between the specified constructs rather than merely describe consumers’ attitudes towards anime–fashion collaborations (Thomas and Zubkov, 2023). H1–H3 test whether perceived authenticity, brand–anime fit and anime involvement predict consumer engagement, while H4 tests whether consumer engagement predicts purchase intention. The constructs and the development of a set of theoretically based hypotheses was provided in Chapter Two and an exploratory design would not be appropriate in this case because the variables or relationships under investigation were not sufficiently established. The explanatory design thus offers greater consistency to the deductive logic of the study. However, because the research is cross-sectional and non-experimental, relationships between the variables will be interpreted as predictive associations rather than causal effects (Wang and Cheng 2020).
[bookmark: _Toc241176383]Research Population
The target population comprises UK-resident Generation Z consumers aged 18–29 who have prior awareness or experience of anime and anime–fashion collaborations. This age range focuses the research on adult Gen Z consumers while excluding minors from participation. Generation Z is particularly relevant because fashion consumption within this cohort is strongly connected with digital discovery, identity expression and culturally meaningful consumption (Peng, 2023). Participants must also have encountered anime–fashion collaborations, since evaluating collaboration authenticity, brand–anime fit and engagement requires familiarity with such products or campaigns. Eligibility will therefore be confirmed through screening questions covering age, UK residence, anime awareness and awareness of anime–fashion collaborations.
[bookmark: _Toc241176384]Sampling Technique
The study uses non-probability convenience sampling combined with eligibility screening. Respondents who satisfy the eligibility criteria will be recruited through accessible online platforms and relevant social-media communities. Convenience sampling is useful when a complete sampling frame is not available for the target population; however, selection bias may occur and there may be a limitation in terms of generalisations at the population level as those who are accessible may systematically differ from other UK Gen Z consumers (Golzar, Tajik and Noor, 2022). Probability sampling is not considered appropriate because no comprehensive sampling frame exists from which UK Gen Z consumers familiar with anime–fashion collaborations can be randomly selected. Eligibility screening enhances the relevance of the sample but does not make the sample a probability one. The results will therefore be considered representative of the sample population and not as national estimates.
[bookmark: _Toc241176385]Sample Size Justification
The study targets approximately 150 valid responses. This target offers a reasonable amount of data for descriptive analysis, reliability testing, data correlations and the regression models used for H1 – H4 and is attainable during the recruitment time for the dissertation. Hypothesis testing will involve two regression models: the first model adopts the three predictors (perceived authenticity, brand–anime fit and anime involvement) and consumer engagement as the outcome variable, while the second model adopts consumer engagement as the predictor and purchase intention as the outcome variable. Seabrook (2025) highlight that with multiple regression, the sample size should be based on the number of predictors and type of analysis, and not just some conventions of sample size. The proposed target hence reflects the analytical needs of the model as well as practical limitations for recruitment but also recognizes the fact that a sample of this size is not necessarily nationally representative.
[bookmark: _Toc241176386]Questionnaire Design and Measurement of Variables
A structured self-administered online questionnaire will be used to gather primary data. After the eligibility and demographic questions, the instrument will include five constructs: perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention. Multiple-item measures will be adapted from established literature rather than relying on single-item measures for complex consumer perceptions. Perceived-authenticity items will assess the extent to which respondents regard the collaboration as genuine, credible and authentic and will be based on the authenticity literature (Södergren, 2021; Sun et al., 2024). Brand—anime fit will be based on brand extension and alliance research (Park, Milberg and Lawson, 1991; Simonin and Ruth, 1998) to determine compatibility of the brand and the anime, in terms of perception. Anime involvement will be operationalized based on Liang and Yang (2022) and will be operationalized by measuring personal relevance, interest and attachment to anime.
Consumer engagement will be measured as a multidimensional construct encompassing cognitive, emotional and behavioural dimensions, while purchase intention will capture respondents’ willingness or likelihood to purchase anime–fashion collaborative products (Ng, Sweeney and Plewa, 2020). Items will have a five-point Likert-type agreement format ranging from 1 = Strongly Disagree to 5 = Strongly Agree, which is consistent across constructs. While the Likert-type scales are suitable for a broad range of latent perceptions and attitudes, they are not necessarily a best fit, and the construction of the scales and the response categories need to be carefully considered rather than applied mechanically (Koo and Yang, 2025b). Theoretically based multi-item measures will support consistency with Chapter Two and will offer the sets of items needed for subsequent reliability and construct-level statistical analyses.
[bookmark: _Toc241176387]Data Collection Procedure
Primary data will be gathered by a self-administered online questionnaire that will be made available via relevant online and social media platforms to target UK Generation Z consumers. Online administration is appropriate because the target population is digitally active and respondents can participate regardless of their location within the UK. Participants will receive information about the study and will be required to provide informed consent before accessing the main questionnaire. There will be screening questions to verify age, and UK residency and knowledge of anime–fashion collaborations. Responses will be collected anonymously and subsequently exported to IBM SPSS for data preparation and statistical analysis. The standardisation of data collection and lessened interviewer influence and data entry errors are benefits of this procedure.
[bookmark: _Toc241176388]Reliability and Validity
Reliability and validity will be discussed prior to testing hypotheses. The internal consistency of the multi-item measures of perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention will be evaluated using Cronbach's alpha. Cronbach’s alpha coefficients of 0.70 or above will generally be considered indicative of acceptable internal consistency (Hussey et al., 2025). The adaptation of measurement items from existing studies will increase the construct and content validity as compared to developing measures with no theoretical basis. The adapted questionnaire items will also be reviewed for clarity and relevance to the anime–fashion collaboration context. These procedures help to minimize any ambiguity in the measurement practices and at the same time help to keep consistency between the conceptual framework and the empirical operationalization.
[bookmark: _Toc241176389]Data Analysis Techniques
Data will be analysed using IBM SPSS Statistics. Initial screening will identify incomplete responses, coding errors and missing data before analysis. Frequencies and percentages will describe respondent characteristics, while means and standard deviations will summarise the study constructs. Cronbach's alpha will then assess scale reliability (Hussey et al., 2025). Pearson correlation analysis will examine the direction and strength of bivariate relationships between perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention (Schober and Boer, 2018).
Hypotheses will subsequently be tested through regression analysis. A multiple regression model will examine whether perceived authenticity, brand–anime fit and anime involvement significantly predict consumer engagement, thereby testing H1–H3 simultaneously (Sun et al., 2023). A second regression will examine whether consumer engagement predicts purchase intention, testing H4. Regression coefficients, p-values and coefficients of determination (R²) will be interpreted to assess the direction, statistical significance and explanatory power of the proposed relationships. Relevant assumptions, including linearity, normality of residuals, homoscedasticity and multicollinearity, will be examined before interpreting the regression results.
[bookmark: _Toc241176390]Ethical Considerations
Data collection will begin once all necessary University ethical approval is granted. Participants will receive information explaining the purpose of the study, participation requirements, intended use of the data and their right to withdraw before submitting the questionnaire. Prior to accessing the questionnaire informed consent will be obtained. Only information that is necessary for the project will be sought, and confidentiality of the answers and security of storage will be maintained. Only adults (18 years and older) will be allowed to participate. Data collection, storage and processing will be in line with relevant institutional requirements and the principles of the GDPR in the UK, which includes data minimisation and only using research data for the stated academic purpose (Government Digital Service, 2011).
[bookmark: _Toc241176391]Chapter Summary
This chapter presented the methodological framework used to examine UK Generation Z consumers’ responses to anime–fashion collaborations. The study adopted a positivist, deductive, quantitative and cross-sectional design, using a mono-method online survey and non-probability sampling. The chapter also defined the procedure of measuring the five constructs of the study, considering reliability and validity and collecting the data as well as analysing the responses with descriptive statistics, correlation and regression. These methodological choices provide the basis for systematically testing H1–H4. The findings of the empirical data gathered from the questionnaires are presented in the following chapter.




[bookmark: _Toc241176392]Chapter Four: Results and Analysis
[bookmark: _Toc241176393]Introduction
This chapter presents the quantitative findings obtained from 150 valid questionnaire responses. The analysis begins with missing-data screening and the demographic and behavioural profile of respondents, followed by reliability analysis and descriptive statistics for the five study constructs. Normality is then evaluated and a Pearson correlation analysis is performed. Lastly, multiple and simple linear regression analyses are conducted to examine the four hypotheses related to Perceived Authenticity, Brand–Anime Fit, Anime Involvement, Consumer Engagement and Purchase Intention.
[bookmark: _Toc241176394]Missing Data Analysis
[bookmark: _Toc241170108]Table 2: Missing Values Analysis for Study Variables
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Table 2 presents the missing-value analysis for the main study variables. The number of valid responses for all questionnaire items were 150, while no missing values were observed resulting in a 100% data completion rate for perceived authenticity, brand – anime fit, anime involvement, consumer engagement and purchase intention. Thus, there was no need for any missing data treatment or imputation; all 150 valid responses were kept for the tests of reliability, descriptive, correlation and regression.
[bookmark: _Toc241176395]Demographic and Sample Profile
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[bookmark: _Toc241170084]Figure 2: Age Distribution of Respondents
Figure 2 shows the age distribution of the 150 respondents. The largest group was 21–23 years (46.67%), followed by respondents aged 18–20 years (32.00%). Those aged 24–26 years accounted for 14.00%, while 27–29 years represented 7.33%, the smallest group. Overall, the sample was concentrated among younger Generation Z consumers, particularly those aged between 18 and 23 years.
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[bookmark: _Toc241170085]Figure 3: Gender Distribution of Respondents
Figure 3 presents the gender distribution of respondents. Male respondents represented the largest group at 45.33%, followed by female respondents at 33.33%. Non-binary respondents accounted for 20.67%, while 0.67% preferred not to state their gender. The findings therefore indicate that males formed the largest proportion of the sample, although the study included respondents from different gender groups.
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[bookmark: _Toc241170086]Figure 4: UK Nation of Residence
Figure 4 illustrates respondents’ current UK nation of residence. The largest proportion lived in Scotland (42.67%), followed by England (37.33%). Respondents living in Wales represented 14.00%, while Northern Ireland accounted for 6.00%, the smallest proportion. The results demonstrate that respondents were drawn from all four UK nations, although Scotland and England together represented the majority of the sample.
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[bookmark: _Toc241170087]Figure 5: Employment Status of Respondents
Figure 5 presents respondents’ employment status. Self-employed respondents formed the largest group at 28.00%, followed by those who were students and employed (24.67%), students (18.67%), and employed part-time (16.67%). Employed full-time respondents represented 6.67%, while unemployed respondents accounted for 3.33%, 1.33% preferred not to say, and business respondents represented 0.67%.
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[bookmark: _Toc241170088]Figure 6: Highest Level of Education Completed
Figure 6 shows respondents’ highest completed education level. Undergraduate degree holders formed the largest group at 39.33%, followed by respondents with A-level, college or equivalent qualifications (32.00%). Postgraduate degree holders represented 19.33%, while 6.00% had secondary school or GCSE-equivalent qualifications. A further 3.33% preferred not to state their education level, showing that the sample included respondents with varied educational backgrounds.
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[bookmark: _Toc241170089]Figure 7: Frequency of Watching Anime or Engaging with Anime-Related Content
Figure 7 presents respondents’ frequency of engagement with anime-related content. The largest proportion engaged about once a week (45.33%), followed by several times a week (27.33%) and several times a month (16.67%). Daily engagement accounted for 4.00%, less than once a month for 4.00%, and rarely for 2.67%. Overall, most respondents engaged with anime content regularly.
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[bookmark: _Toc241170090]Figure 8: Previous Purchase from an Anime–Fashion Collaboration
Figure 8 shows whether respondents had previously purchased a product from an anime–fashion collaboration. 100.00% of respondents said that they had made such a purchase before. Thus, all respondents had first-hand purchasing experience with anime–fashion collaborations, providing relevant experience from which to evaluate authenticity, brand–anime fit, consumer engagement and purchase intention.
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[bookmark: _Toc241170091]Figure 9: Frequency of Purchasing Anime-Related Fashion Products
Figure 9 illustrates respondents’ purchasing frequency. The largest proportion purchased anime-related fashion products once every two to three months (36.67%), closely followed by about once a month (35.33%). Once or twice a year accounted for 14.00%, while 10.00% purchased more than once a month. The remaining 4.00% purchased less than once a year. Overall, the findings indicate that most respondents purchased anime-related fashion products at least several times a year.
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[bookmark: _Toc241170092]Figure 10: Discovery of Anime–Fashion Collaborations
Figure 10 presents where respondents usually discovered anime–fashion collaborations. The percentages were calculated using the full sample of 150 respondents, with each respondent represented by one reported discovery source. The most common sources were online anime communities or forums (18.67%), YouTube (15.33%), Instagram (14.00%), or fashion-brand websites or apps (12.00%). TikTok and X/Twitter both had a 10.67% share, followed by physical fashion stores (8.67%), friends or family (7.33%) and influencers/content creators (2.67%).
[bookmark: _Toc241176396]Reliability Analysis
[bookmark: _Toc241170109]Table 3: Reliability Analysis of Perceived Authenticity
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[bookmark: _Toc241170110]Table 4: Reliability Analysis of Brand–Anime Fit
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[bookmark: _Toc241170111]Table 5: Reliability Analysis of Anime Involvement
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[bookmark: _Toc241170112]Table 6: Reliability Analysis of Consumer Engagement
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[bookmark: _Toc241170113]Table 7: Reliability Analysis of Purchase Intention
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As shown in the reliability analysis, all the five constructs had acceptable to good internal consistency. The obtained Cronbach's alpha values of Perceived Authenticity are 0.709 and Brand–Anime Fit is 0.803. Anime Involvement had the highest reliability (0.829), followed by Purchase Intention (0.824) and Consumer Engagement (0.817). All constructs demonstrated acceptable internal consistency, with Cronbach’s alpha values exceeding 0.70. Thus, all the five scales were acceptable for reliability and were retained for statistical analysis.
[bookmark: _Toc241176397]Descriptive Statistics for Main Constructs
[bookmark: _Toc241170114]Table 8: Descriptive Statistics for the Main Study Constructs
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Table 8 presents the descriptive statistics for the five main constructs based on 150 valid responses. The mean (M = 3.017, SD = 0.865) for Perceived Authenticity was the highest, suggesting that, in general, collaboration authenticity was neutral to slightly positive. Brand–Anime Fit had a mean of 2.841 (SD = 1.013), while Consumer Engagement recorded 2.834 (SD = 1.045). The mean for Purchase Intention was also similar (2.827, SD = 1.052). Anime Involvement had the lowest mean (M = 2.783, SD = 1.055). The overall construct means were near the centre of the 5-point scale indicating relatively moderate perceptions and responses throughout the sample, but there were some differences among the respondents.
[bookmark: _Toc241176398]Regression Diagnostic Assumptions
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[bookmark: _Toc241170093]Figure 11: Normal P–P Plot of Standardised Residuals for the Consumer Engagement Regression Model
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[bookmark: _Toc241170094]Figure 12: Standardised Residuals versus Standardised Predicted Values for the Consumer Engagement Regression Model
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[bookmark: _Toc241170095]Figure 13: Normal P–P Plot of Standardised Residuals for the Purchase Intention Regression Model
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[bookmark: _Toc241170096]Figure 14: Standardised Residuals versus Standardised Predicted Values for the Purchase Intention Regression Model
Regression-specific diagnostic tests were conducted in addition to the normality tests of the composite variables. Normal P–P plots of the standardised residuals were examined to assess residual normality, while scatterplots of standardised residuals against standardised predicted values were used to assess linearity and homoscedasticity. For both regression models, the P–P plots showed some departures from the diagonal line, particularly towards the tails, indicating that residual normality was not perfect. However, the residual scatterplots did not display a clear funnel-shaped pattern, suggesting no severe violation of homoscedasticity. Although some clustering and patterning were visible, there was no convincing evidence of a major non-linear pattern. The regression findings were therefore interpreted with appropriate caution.
[bookmark: _Toc241176399]Regression Assumptions
[bookmark: _Toc241170115]Table 9: Tests of Normality for the Main Study Constructs
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Table 9 presents the normality tests for the five composite variables. Both the Kolmogorov–Smirnov and Shapiro–Wilk tests were significant for Perceived Authenticity, Brand–Anime Fit, Anime Involvement, Consumer Engagement and Purchase Intention (all p < .001). In consequence, there were also statistically significant deviations from a normal distribution for the composite scores. These deviations were then also investigated in the graphical distributions to gain insight into their nature.
[bookmark: _Toc241176400]Perceived Authenticity
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[bookmark: _Toc241170097]Figure 15: Histogram of Perceived Authenticity
The distribution of Perceived Authenticity scores (M = 3.02, SD = 0.865, N = 150) is shown in Figure 15. The majority of the observations were around the middle of the scale, with a large number clustered around 2.5 – 3.0, and a significant cluster at the maximum score of 5.00. So that means that the distribution looks non-smooth and it is not a normal distribution.
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[bookmark: _Toc241170098]Figure 16: Normal Q–Q Plot of Perceived Authenticity
The Q–Q plot of Perceived Authenticity is shown in Figure 16. While there are some points around the centre that follow the reference line, there are clear deviations at both ends of the range of observed values, especially for higher values. This graphical pattern is corroborated by the important normality tests and suggests that the Perceived Authenticity scores do not have a normal distribution.
[bookmark: _Toc241176401]Brand–Anime Fit
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[bookmark: _Toc241170099]Figure 17: Histogram of Brand–Anime Fit
Figure 17 presents the distribution of Brand–Anime Fit (M = 2.84, SD = 1.013, N = 150). The scores were largely clustered in the 1.5–3.5 range with a peak of 2.5–3.0. Five responses are grouped around 5.00. As a result, the distribution of the data does not appear to have a smooth, symmetric bell shape.
[image: ]
[bookmark: _Toc241170100]Figure 18: Normal Q–Q Plot of Brand–Anime Fit
The Q–Q plot for Brand–Anime Fit is shown in figure 18. Observations in the mid-range are fairly close to the reference line, but there are more noticeable variations at the low and high end. The greatest ones observed show a very marked deviation. This, along with the substantial normality test (p < .001), shows that Brand–Anime Fit scores are not normal.
[bookmark: _Toc241176402]Anime Involvement
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[bookmark: _Toc241170101]Figure 19: Histogram of Anime Involvement
Figure 19 illustrates the distribution of Anime Involvement (M = 2.78, SD = 1.055, N = 150). The majority of the responses were clustered around 1.5 to 3.5, and a smaller number of responses were at the highest score of 5.00. The distribution is thus not normally bell-shaped, but rather the distribution is skewed, which is statistically significant as detected by the formal normality tests.
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[bookmark: _Toc241170102]Figure 20: Normal Q–Q Plot of Anime Involvement
The Q – Q plot for Anime Involvement is shown in Figure 20. The central observations are reasonably aligned with the diagonal reference line, but there are deviations at the extremes, especially at the high end. This trend is reflected in the normality-test results (p < .001) and suggests that the distribution of the Anime Involvement scores is not normal.
[bookmark: _Toc241176403]Consumer Engagement
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[bookmark: _Toc241170103]Figure 21: Histogram of Consumer Engagement
Figure 21 shows the distribution of Consumer Engagement (M = 2.83, SD = 1.045, N = 150). Responses were primarily concentrated between approximately 1.5 and 3.5, although additional concentrations appeared around 4.0 and particularly at 5.00. The resulting distribution is not smoothly symmetrical or bell-shaped, which is consistent with the statistically significant normality tests reported for Consumer Engagement.
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[bookmark: _Toc241170104]Figure 22: Normal Q–Q Plot of Consumer Engagement
The Q–Q plot of Consumer Engagement is shown in Figure 22. Although there are many central observations that lie near the reference line, systematic deviations are seen for both low and high values. The divergence is especially pronounced at the upper end. Thus, the graphical evidence concurs with the significant normality tests (p < .001) that show that scores on Consumer Engagement are not normally distributed.
[bookmark: _Toc241176404]Purchase Intention
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[bookmark: _Toc241170105]Figure 23: Histogram of Purchase Intention
Figure 23 illustrates Purchase Intention scores (M = 2.83, SD = 1.052, N = 150). The responses most responses were focused on a score of around 1.5 to 3.5, and there was another significant cluster around 5.00, the maximum possible score. Therefore, the distribution deviates from the smooth bell-shaped, which is in line with the statistically significant normality-test result achieved for Purchase Intention.
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[bookmark: _Toc241170106]Figure 24: Normal Q–Q Plot of Purchase Intention
The Q–Q plot of Purchase Intention is shown in Figure 24. Greater deviations from the diagonal reference line are in the lower and upper tails, while central observations are generally closer to the diagonal. The highest values indicate a definite deviation from the norm. This graphical evidence is corroborated by the large normality tests (p < .001), and this suggests that Purchase Intention scores are not normally distributed.
[bookmark: _Toc241176405]Pearson Correlation Analysis
[bookmark: _Toc241170116]Table 10: Pearson Correlation Analysis of the Main Study Constructs
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The Pearson correlation between the five study constructs are shown in Table 10 (N = 150). There was no significant correlation between Perceived Authenticity and Consumer Engagement (r = −.031, p = .703) and between Brand–Anime Fit and Consumer Engagement (r = .125, p = .127). Anime Involvement had a significant positive correlation with Consumer Engagement (r = .174, p = .033) and Purchase Intention (r = .193, p = .018). A statistically significant positive correlation was found between Consumer Engagement and Purchase Intention (r = .263, p = .001). Overall, the correlations were weak, with the relationship between Consumer Engagement and Purchase Intention being statistically significant but modest in strength.
[bookmark: _Toc241176406]Multiple Regression: H1, H2 and H3
[bookmark: _Toc241170117]Table 11: Model Summary for Multiple Regression Predicting Consumer Engagement
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Table 11 presents the multiple regression model predicting Consumer Engagement from Perceived Authenticity, Brand–Anime Fit and Anime Involvement. The model produced R = .198, R² = .039, and adjusted R² = .019. Thus, the three predictors collectively explained 3.9% of the variance in Consumer Engagement. The low R² indicates that most variation in engagement was explained by factors outside this regression model.
[bookmark: _Toc241170118]Table 12: ANOVA for Multiple Regression Predicting Consumer Engagement
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Table 12 shows the overall significance of the regression model. The model was not statistically significant, F(3,146) = 1.984, p = .119. Therefore, Perceived Authenticity, Brand–Anime Fit and Anime Involvement, when considered together, did not significantly predict Consumer Engagement at the 5% significance level. This is consistent with the limited explanatory power indicated by the model’s R² of .039.
[bookmark: _Toc241170119]Table 13: Multiple Regression Coefficients for Predictors of Consumer Engagement
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Table 13 shows that Perceived Authenticity was not significant (B = −.046, β = −.038, t = −.470, p = .639), so H1 was not supported. Brand–Anime Fit was also non-significant (B = .091, β = .088, t = 1.053, p = .294), meaning H2 was not supported. Anime Involvement was positive but non-significant (B = .153, β = .155, t = 1.850, p = .066); therefore, H3 was also not supported. VIF values of 1.002–1.063 indicated no multicollinearity concern.
[bookmark: _Toc241176407]Simple Linear Regression: H4
[bookmark: _Toc241170120]Table 14: Model Summary for Simple Linear Regression Predicting Purchase Intention
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Table 14 presents the simple linear regression model examining Consumer Engagement as a predictor of Purchase Intention. The model produced R = .263, R² = .069, and adjusted R² = .063. Therefore, Consumer Engagement explained 6.9% of the variance in Purchase Intention. Although the explained variance was relatively modest, the model results indicate a positive relationship between Consumer Engagement and Purchase Intention.
[bookmark: _Toc241170121]Table 15: ANOVA for Simple Linear Regression Predicting Purchase Intention
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The overall regression model was significant (F(1,148) = 11.019, p = .001) as shown in Table 15. The result indicates that Consumer Engagement significantly predicted Purchase Intention. The regression sum of squares was 11.436 and the residual sum of squares was 153.608. Thus, the model provides statistical evidence of a significant positive association between Consumer Engagement and Purchase Intention.
[bookmark: _Toc241170122]Table 16: Regression Coefficients for Consumer Engagement Predicting Purchase Intention
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Table 16 shows that Consumer Engagement was a significant positive predictor of Purchase Intention (B = .265, SE = .080, β = .263, t = 3.319, p = .001). For every one-unit increase in Consumer Engagement, Purchase Intention increased by 0.265 units. The positive and significant coefficient supports H4 as it indicates that an increase in Consumer Engagement is related to an increase in Purchase Intention.
[bookmark: _Toc241176408]Final Hypothesis Summary
[bookmark: _Toc241170123]Table 17: Summary of Hypothesis Testing Results
	Hypothesis
	Proposed Relationship
	Result
	Decision

	H1
	Perceived Authenticity → Consumer Engagement
	β = −.038, p = .639
	Not Supported

	H2
	Brand–Anime Fit → Consumer Engagement
	β = .088, p = .294
	Not Supported

	H3
	Anime Involvement → Consumer Engagement
	β = .155, p = .066
	Not Supported

	H4
	Consumer Engagement → Purchase Intention
	β = .263, p = .001
	Supported


Table 17 summarises the hypothesis-testing results. H1, H2 and H3 were not supported, as their regression coefficients were statistically non-significant. In contrast, H4 was supported, with Consumer Engagement significantly and positively predicting Purchase Intention (β = .263, p = .001). Overall, only one of the four proposed hypotheses received statistical support.
[bookmark: _Toc241176409]Chapter Summary
This chapter analyses data from 150 respondents using descriptive statistics, reliability testing, normality assessment, Pearson correlations and regression analysis. The reliability of all five constructs was acceptable. The multiple regression model showed that Perceived Authenticity, Brand–Anime Fit and Anime Involvement were not significant predictors of Consumer Engagement. Consumer Engagement, however, significantly and positively predicted Purchase Intention. Based on this, H1, H2 and H3 were not supported, while H4 was supported and contributed to a partial support for the proposed conceptual framework.





[bookmark: _Toc241176410]Chapter Five: Discussion and Analysis
[bookmark: _Toc241176411]Purpose and Positioning
This chapter interprets the empirical findings presented in Chapter Four by relating them to the theoretical arguments and previous studies reviewed in Chapter Two. The relationships between perceived authenticity, brand–anime fit, anime involvement, consumer engagement and purchase intention among UK Generation Z consumers are discussed. This is analysed from the perspective of Brand Alliance Theory and Brand Extension Theory as a theoretical frame for explaining compatibility, symbolic consistency and consumer reactions to collaborative brands. The chapter critically explores whether the findings uphold, contradict or hone the expectations formed from the literature. However, particular attention is given to explaining why some hypothesised relationships were not supported and why Consumer Engagement was significantly related to Purchase Intention.
[bookmark: _Toc241176412]Analytical Framework and Logic
The analysis is structured around the conceptual framework developed in Chapter Two, which is primarily grounded in Brand Alliance Theory and complemented by Brand Extension Theory. The Brand Alliance Theory (BAT) is one of the theories used in the evaluation of the cooperation, which focuses on the existing relationships of the consumer with the different partners and the compatibility between them (Aaker and Keller, 1990; Park et al., 1991; Simonin and Ruth, 1998). It proposes a conceptual framework that includes perceived authenticity, brand–anime fit and anime involvement as predictors of consumer engagement, which in turn is a predictor of purchase intention. These relationships are like those developed in Chapter Two as H1–H4.
The discussion follows a construct-by-construct structure to maintain direct alignment between the literature review, conceptual framework and empirical analysis. Firstly, the results of perceived authenticity, brand – anime fit and anime involvement are examined in terms of their proposed relationships with consumer engagement. Then the relationship between consumer engagement and purchase intention is analysed. The statistical results for each relationship are then compared with the existing literature, noting where they agree and disagree and potential reasons for any no supported relationships. This will facilitate the determination of the empirical status of each hypothesis and determine whether the original conceptual structure needs to be refined.
[bookmark: _Toc241176413]Synthesis of Findings: Compare and Contrast with Literature
[bookmark: _Toc241176414]Perceived Authenticity and Consumer Engagement
The literature presents perceived authenticity as an important basis for positive consumer responses. Authenticity refers to whether the brand activity is seen as authentic, credible and in line with the cultural meaning it is striving to convey (Södergren, 2021). Some studies have shown that authenticity enhances brand attachment (Rodrigues et al., 2023) and that perceived authenticity is linked to attachment, loyalty and willingness to pay (Sun et al., 2024). In the context of anime–fashion partnerships, this point is especially salient as it may lead fans to believe that the fashion partnership cares more about being able to sell an anime product than the character, story and cultural identity of the anime character or characters. However, Chapter Two was also aware that a sizeable portion of this evidence was drawn from more generalised, or non-UK, contexts, and that its applicability to anime–fashion consumption in the UK was uncertain. 
The present findings challenge this dominant expectation. Perceived Authenticity did not have any meaningful bivariate relationships with Consumer Engagement (r = −.031, p = .703). More importantly, authenticity was not significant and had an exceedingly small negative coefficient (B = −.046, β = −.038, p = .639) after the Brand–Anime Fit and Anime Involvement were considered together. Hence, there was no support for H1. 
This divergence does not necessarily imply that authenticity is irrelevant. Rather, it argues that authenticity alone does not necessarily drive engagement with UK Gen Z consumers. Authenticity might serve as a fundamental expectation: reciprocally, audiences might be ready to accept cultural collaborations as culturally authentic, but this might not be enough to trigger cognitive, emotional or behavioural interaction. Also, the result confirmed the condition outlined in Chapter Two: authenticity is not necessarily attuned to attachment or loyalty as seen in conventional branding applications, which might not be directly applicable to licensed anime–fashion branding applications. Here, engagement can be influenced by other factors, such as design, franchise preference, novelty and price or social-media exposure. The findings suggest that authenticity may enhance the credibility of anime–fashion collaborations; however, authenticity alone does not significantly increase consumer engagement.
[bookmark: _Toc241176415]Brand–Anime Fit and Consumer Engagement
Brand–Anime Fit is strongly connected to the study's theoretical foundation. According to the ‘Brand Extension Theory' (Aaker and Keller, 1990; Park, Milberg and Lawson, 1991), consumers make assessments based on how consistent they find the brand associations of the original product with the extension. Likewise, consumers' evaluation of the alliance is hypothesized to be affected by the perceived compatibility of the alliance partners as suggested by Brand Alliance Theory (Simonin and Ruth, 1998). However, it was established in Chapter Two that there was an important qualification; fit need not be synonymous with similarity of product. The relationship between a fashion brand and an anime series can be functional but also aesthetically, young or as a cultural value, symbolically related. Ruiz and Gracia (2023) also propose that value can be added by forming unusual partnerships, as these partnerships are often made up of a combination of contrasting identities. 
There is weak empirical evidence for this traditional fit argument. Consumer Engagement was positively but weakly correlated with Brand–Anime Fit, although the relationship was not statistically significant (r = .125, p = .127). The relationship also remained positive but non-significant in the multiple regression model (B = .091, β = .088, p = .294); therefore, H2 was not supported. Interestingly, Anime Involvement was significantly correlated with Brand – Anime Fit (r = .240, p = .003), indicating that the perceptions of fit may have some relationship with consumers' existing connection to anime, even though it was not an independent predictor of the engagement. 
This finding refines rather than completely rejects Brand Alliance Theory. Compatibility can play a role in consumers' judgment of whether a partnership is “a good fit” for them, but that doesn't necessarily indicate that they will get engaged. Newness and unexpected combinations can also be features that draw in the interest of contemporary cultural collaborations, as noted by Ruiz and Gracia (2023) and throughout the discussion that symbolic fit can be more important than simple similarity. Therefore, when the whole partnership is conceived in a way that offers a unique cultural or aesthetic value, the UK Gen Z consumer might be willing to tolerate or even cherish it. The results indicate that the perceived brand–anime fit is not the only factor that contributes to consumer engagement, as compatibility can also be influenced by other cultural and symbolic elements in the anime–fashion partnerships.
[bookmark: _Toc241176416]Anime Involvement, Fandom and Consumer Engagement
Chapter Two conceptualised Anime Involvement as consumers' personal interest, knowledge and emotional investment in anime. Previous literature suggests that fandom participation can produce strong emotional and behavioural responses. For instance, Zheng et al. (2025) show that the emotional aspects of anime experiences can be integrated into the consumption process, and Lan, Waheed and Bidin (2025) find that emotional attachment and participatory communities are key factors in fans' behaviour. Collaborative fashion can also be a meaningful fashion consumption and fandom expression, as anime consumption can be related to the expression of identity. Concurrently, the literature highlights a significant tension: while highly involved fans are more likely to be enthusiastic about collaboration, they are also more likely to be critical towards inaccurate portrayals, low authenticity or inappropriate collaborators. 
The findings provide the closest, although still insufficient, support for this proposed antecedent of engagement. There was a significant and positive correlation between Anime Involvement and Consumer Engagement (r = .174, p = .033), suggesting that the degree of involvement in anime had a positive relationship with consumer engagement. Anime Involvement also had a weak but statistically significant positive correlation with Purchase Intention (r = .193, p = .018). When Perceived Authenticity and Brand–Anime Fit were added to the multiple regression, however, Anime Involvement did not meet the conventional 5% criterion for significance (B = .153, β = .155, p = .066). H3 was not supported. 
The difference between the correlation and regression results is a theory-rich lesson. At the bivariate level, anime involvement seems to be relevant, but it is not sufficient to be considered as a predictor of engagement for the model under consideration. This could suggest that the aspects of fandom do not act as a singular and direct influence, but as a component alongside other unknown factors. It can also represent the duality described in the literature: more involvement may also correspond to a greater emotional attachment, but it can also lead to increased consumer selectivity and critical attitude. Overall, Anime Involvement had a weak but statistically significant bivariate relationship with Consumer Engagement (r = .174, p = .033). However, it did not independently predict Consumer Engagement when Perceived Authenticity and Brand–Anime Fit were included in the multiple regression model (β = .155, p = .066). Therefore, H3 was not supported.
[bookmark: _Toc241176417]Consumer Engagement and Purchase Intention
The clearest convergence between the empirical findings and Chapter Two concerns Consumer Engagement and Purchase Intention. Engagement was conceptualised as a multidimensional cognitive, emotional and behavioural response rather than purchasing itself (Ng, Sweeney and Plewa, 2020; Araujo et al., 2020). However, existing research indicates that more engagement can be associated with purchase-related results. For instance, Han and Jo (2025) have identified the engagement drivers in fashion live commerce that can boost purchase intention. Chapter Two also warned that buying intention cannot be equated with engagement since other factors such as price, availability and product access can delay the buying intention from engagement to purchase stage. 
This proposed relationship is supported by the current results. Consumer Engagement had a statistically significant but modest positive correlation with Purchase Intention (r = .263, p = .001). The simple regression was also statistically significant, F(1,148) = 11.019, p = .001, with Consumer Engagement positively predicting Purchase Intention (β = .263, p = .001). Therefore, H4 was supported. 
However, the explanatory power was modest: Consumer Engagement explained only 6.9% of the variance in Purchase Intention (R² = .069). This qualifies rather than weakens the theoretical conclusion. Engagement matters, but most variation in purchase intention remains attributable to factors outside the model. This is consistent with the literature's separation of attraction to a culturally appealing collaboration and the goal of buying a collaboration. Limited releases and individual motivations, or price, may still have a role to play (Liu, Xia and Lang, 2023; Han and Jo, 2025). The results reveal that engagement as a statistical pathway is related to the intention to buy, but it is only one part of the purchasing process, and it should not be equated with actual purchasing behaviour.
[bookmark: _Toc241176418]Cross-Construct Synthesis
Overall, the findings provide partial support for the conceptual framework. Authenticity, brand–anime fit and anime involvement explained only 3.9% of Consumer Engagement and did not significantly predict it, meaning H1–H3 were unsupported. However, H4 was supported, confirming that Consumer Engagement significantly predicted Purchase Intention. This suggests that Brand Alliance and Brand Extension theories remain relevant, but additional factors may shape engagement among UK Generation Z consumers.
[bookmark: _Toc241176419]Integration to Conceptual Model or Propositions
The findings provide partial support for the conceptual model developed in Chapter Two. Perceived Authenticity did not significantly predict Consumer Engagement (β = −.038, p = .639); therefore, H1 was not supported. Similarly, Brand–Anime Fit (β = .088, p = .294) and Anime Involvement (β = .155, p = .066) were non-significant; therefore, H2 and H3 were not supported. H4 was supported, however, as Consumer Engagement significantly predicted Purchase Intention (β = .263, p = .001). The findings therefore provide partial support for the original model and indicate that its proposed antecedent relationships require refinement. In other words, authenticity, fit and involvement could work in specific contexts or in different ways to create engagement, rather than being a direct cause of engagement. In future, mediators or moderators like emotional attachment, collaboration novelty, product attractiveness or price sensitivity could be investigated. The findings retain the supported relationship between Consumer Engagement and Purchase Intention, while the proposed direct relationships between Perceived Authenticity, Brand–Anime Fit, Anime Involvement and Consumer Engagement were not supported. Future research could examine whether these antecedents operate through conditional or indirect mechanisms.
[bookmark: _Toc241176420]Robustness Considerations
Several considerations affect interpretation of the findings. Only 3.9% of the variance in Consumer Engagement was explained by the three antecedents, suggesting that other factors, not measured in the model, may be used to explain engagement. Moreover, the cross-sectional design measured perceptions and intentions at one point in time and therefore does not permit causal inference. This study relied on primary anonymous consumer responses, minimizing concerns of vendor reporting or a reporting bias compared to secondary or company-reported evidence. Nevertheless, the responses are subject to recall and/or response bias. The consistent correlation (r = .263, p = .001) and regression (β = .263, p = .001) results strengthen confidence in the evidence supporting H4. 
[bookmark: _Toc241176421]Practical Synthesis: Bridge to Chapter 6
The findings provide several practical insights for fashion brands. Brands should not take for granted that authenticity and partner fit alone will create engagement, as neither had a strong impact on this measure. Second, even if it is of a different nature, anime involvement might still be a factor to consider when determining target audiences as it revealed a significant bivariate relationship with engagement. Third, brands should prioritise strategies that encourage cognitive, emotional and behavioural engagement because engagement was positively associated with Purchase Intention. Lastly, analysis of collaboration performance should be based on measurable indicators of engagement, as well as on purchase-intention measures, and not on perceived authenticity/compatibility alone. These insights provide the basis for the managerial implications developed in Chapter Six.
Chapter Summary
The empirical results have been contrasted with the theoretical and literature results presented in Chapter Two. The results did not support the proposed direct effects of Perceived Authenticity, Brand–Anime Fit and Anime Involvement on Consumer Engagement; therefore, H1–H3 were not supported. On the other hand, the significant positive relationship between Consumer Engagement and Purchase Intention supported H4 and was consistent with previous engagement literature. Overall, the results provide partial support for the conceptual framework. The proposed relationships between Perceived Authenticity, Brand–Anime Fit, Anime Involvement and Consumer Engagement were not statistically supported, whereas Consumer Engagement was a significant positive predictor of Purchase Intention.
















[bookmark: _Toc241176422]Chapter Six: Conclusion
[bookmark: _Toc241176423]Introduction
This chapter concludes the study by drawing together the main findings and considering their wider theoretical and practical significance. It considers the study’s contributions to Brand Alliance Theory and Brand Extension Theory before presenting implications for fashion brands developing anime collaborations. The chapter also acknowledges the study’s limitations and identifies directions for future research. The purpose of this study was to examine the effect of anime collaborations on the engagement of consumer and purchase intention of UK Generation Z consumers. A quantitative, cross-sectional survey of 150 respondents was used to test four hypotheses, and Chapter Five was used to interpret the empirical findings with the existing literatures and conceptual framework.
[bookmark: _Toc241176424]Brief Summary of Key Findings
The findings provide partial support for the conceptual framework. Perceived Authenticity was not significant for Consumer Engagement (β = −.038, p = .639), which contradicts the literature that links authenticity to greater consumer responses. Brand–Anime Fit was also non-significant (β = .088, p = .294), suggesting that perceived compatibility alone may be insufficient to generate engagement. Anime Involvement had a significant positive bivariate correlation with Consumer Engagement (r = .174, p = .033). However, it was not a statistically significant independent predictor of Consumer Engagement in the multiple regression model (β = .155, p = .066). Therefore, H3 was not supported. Consumer Engagement, however, significantly and positively predicted Purchase Intention (β = .263, p = .001), supporting H4 and aligning with previous engagement literature. The results indicate that Consumer Engagement is positively associated with Purchase Intention, while other cultural, emotional and collaboration-related factors may also contribute to engagement and purchase intention.
[bookmark: _Toc241176425]Theoretical Implications
The principal theoretical contribution of this study concerns the application and refinement of Brand Alliance Theory and Brand Extension Theory within anime–fashion collaborations. According to Brand Alliance Theory, past associations with a partner of an alliance and their perceived appropriateness of the alliance will affect the evaluation of the alliance (Simonin and Ruth, 1998). The perceived fit and conceptual consistency of extensions into new product contexts are also stressed in the Brand Extension Theory when consumers evaluate extensions (Aaker and Keller, 1990, Park, Milberg and Lawson, 1991). These expectations were not confirmed by the present findings as there was no significant prediction of Consumer Engagement by Brand–Anime Fit (β = .088, p = .294). This implies that compatibility may be a construct for evaluating collaboration that does not lead to engagement.
A second contribution is related to the boundaries of authenticity and fandom involvement. Authenticity has been related to greater consumer relational responses (Moulard, Raggio and Folse, 2020; Sun et al., 2024), and fandoms have been found to influence the intensity of engagement in culturally meaningful consumption experiences (Lan, Waheed and Bidin, 2025; Zheng et al., 2025). None of the individual factors - Perceived Authenticity (β = −.038, p = .639) nor Anime Involvement (β = .155, p = .066) - were found to independently predict Consumer Engagement. Findings thus suggest that such connections are likely to depend on other aspects of the collaboration between the two industries in anime–fashion, rather than being a straightforward impact.
Third, the study provides clearer support for the mechanism connecting Consumer Engagement to Purchase Intention. Engagement was defined as cognitive, emotional and behavioural responses to collaborative offerings (Ng, Sweeney and Plewa, 2020; Srivastava et al., 2023). Its significant positive relationship with Purchase Intention (β = .263, p = .001) supports the proposed latter-stage pathway, although the modest R² indicates that engagement is only one of several factors associated with purchase intention.
The conceptual model therefore requires refinement. Perceived Authenticity, Brand–Anime Fit and Anime Involvement were not supported as independent predictors of Consumer Engagement in the present model, whereas Consumer Engagement was empirically supported as a predictor of Purchase Intention. Future studies could examine whether the three antecedents operate under particular conditions or through mediating mechanisms.
[bookmark: _Toc241176426]Managerial Implications
The findings provide practical guidance for fashion brands targeting UK Generation Z through anime collaborations. First, besides being authentic or fitting a brand with Anime, managers should focus on the active involvement of consumers as Consumer Engagement significantly and positively predicted Purchase Intention (β = .263, p = .001). It is, therefore, important that campaigns include interactive social-media content, preview, fan discussion and participation opportunities. Previous studies also suggest that content that resonates with emotional appeal and is interactive can make anime-related collaborations more engaging to Gen Z. 
Secondly, brands need to consider not only the obvious fit for an anime collaboration, but also the potential. Given that Brand–Anime Fit did not significantly predict Consumer Engagement, design appeal, cultural relevance, audience overlap and opportunities for unique products should also be considered when selecting a collaboration partner. Third, Anime Involvement was not found to be a strong independent predictor; however, being positively correlated with engagement, brands should focus on targeting the fandoms that are relevant to their brand and not assume that the more involved a fan is, the more likely they are to engage.
Finally, managers should monitor engagement-to-purchase performance using measurable indicators such as content interaction rates, shares, saves, website visits, purchase intention and conversion rates. This is particularly important because engagement explained only 6.9% of Purchase Intention, indicating that product quality, accessibility and other purchase-related factors should also be considered. Research on co-branded anime fashion similarly identifies product-related factors and consumer attitudes as important influences on purchase intention.
[bookmark: _Toc241176427]Limitations and Directions for Future Research
There are several limitations to this study. Firstly, the findings are not widely generalisable because of the convenience sampling and sample of 150 UK Generation Z consumers. Secondly, the cross-sectional design measured perceptions at a single point in time and therefore does not allow causal conclusions to be drawn between the study constructs. Third, self-reported measures of engagement and purchase intention could be subject to response bias and do not actually represent the purchasing behaviour. Low explanatory power of the engagement model also suggests that factors that were relevant were not captured. Large probability-based and cross-country samples, longitudinal studies or mixed methods are recommended for future studies. Future research could also explore potential mediators and moderators such as emotional attachments, novelty of working together, how attractive the product is and whether the price is important, and link survey responses to behavioural data like clicks, engagement measures, and actual purchases.
[bookmark: _Toc241176428]Closing Statement
This study contributes to understanding anime–fashion collaborations among UK Generation Z consumers. The findings did not provide statistically significant evidence that Perceived Authenticity, Brand–Anime Fit or Anime Involvement independently predicted Consumer Engagement. However, Consumer Engagement significantly and positively predicted Purchase Intention. Therefore, H1–H3 were not supported, while H4 was supported. Overall, the findings suggest that engagement is relevant to purchase intention, while further research is needed to identify the factors that shape engagement with anime–fashion collaborations.
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associated with the.

anime.

Overall, the fashion brand 150 0
is an appropriate pariner
forthe anime franchise.

Anime is an important 150 0

personal intersst o me.
I r2qularly spend time. 150 0
watching or leaming

about anime.

I feel emotionally 150 0

connected to the anime
Series o characters that|
like.

I consider mysalf 150 0
knowledgeable about
anime.

I follow news, releases or 150 0
discussions related to
anime.

Anim forms partof how | 150 0
express my personal
interests.

Iwould notice whether a 150 0
fashion collaboration
represents an anime

accurately
Anime-fashion 150 0
collaborations capture my
attention.
1 am interested in 150 0

Iearning more about
anime—fashion
collaborations.

I spend time thinking 150 0
aboutthe designs or
products included in
these collaborations.

Ifeel excited aboutthe 150 0
anime—fashion

collaboration | have in

mind.

I feel emotionally 150 0
connected to

collaborations involving

anime franchises that |

like.

1 am lkely to visw, like, 150 0
save or share online

content about anime—

fashion collaborations.

1am likely to discuss 150 0
anime-fashion

collaborations with other

people.

Iwould consider 150 0
purchasing a product

from an anime-fashion

collaboration that

interests me.

1am likely o purchase an 150 0
anime-fashion

collaborative productin

the future.

Iwould actvely look for 150 0
opportunties to purchase

products from a suitable

anime—fashion

collaboration.

Iwould chooss an 150 0
appealing anime-fashion

collaborative product

when purchasing fashion

items.

Iwould be wiling to 150 0
spend money on a well-

designed anime-fashion

collaborativs product.

Iwould consider 150 0
purchasing a product

from the anime—fashion

collaboration | evaluated

in this questionnaire.

Overall, | have a strong 150 0
intention to purchass

anime—fashion

collaborative products

thatappealto me
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In which UK nation do you currently live?

W England
orthern Ireland
cotland
BEwales

What is your current employment status?

M Business

mployed fulltime

mployed part-time

W Prefer not to say
-

IBM SPSS Statistics Processor is ready Unicode:ON
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Survey Questionnaire

‘The Influence of Anime-Fashion Collsborations on Consumer Engagement and Purchase
Intention Among UK Generation Z Consumers

Participant Information

“Youare invited to participate in an academic research study examining how anime—fashion
collaborations influence consumer engagement and purchase intention among Generation Z
consumers in the United Kingdom.

An anime-fashion collaboration refers o a partnership between 2 fashion brand and an anime
Sranchise to produce or promote clothing, oofuear, accessories o related fashion producs.
Examples include collaborations involving UNIQLO, Adidas, Puma, Loewve or othe fashion
brands and anime franchises.

Eligiblity: To participate i this study, you must be aged 1829, currently livein the United
Kingdom, be familiar vwith anime, and Eave previously seen or heard about an anime-Sashion
collsboration.

Researcher: Hasihyx Rabman
Email: 2436834 @stodent wtsd ac ok

Supervisor: Dr Misfakkima Afrn
Email: (asert University email adress]

Partcipation i voluntary, and the questiomnaire should take approximately 6-8 minutes to
‘complete. Your responses will emain anomymons and will be used only for academic purposes.
No personally identifying information wil be collcted.

“Youmay choose notto answer any non-essental question and may withdraw at any point before
submitting the questionnalre by closing the survey. Once an anonymous response has been
submitted, it may not be possibl to dentify and remove it

Anonymised research data will be stored securely i accordance with University requirements
‘2nd applicable data-protection requirements.

Please ansuver the questions honestly based on your ovwn experiences and opinions. There are 10
right or wrong answers.

Section.

‘onsent and Eligibility

QL. Do you voluntarily agree to participate in this research study?
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Which age group do you belong to?

W 18-20 years
1-23 years
W24-26 years
E27-29 years
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« Yes, Tagree to participate.
« No,Ido not agree to participate.

Survey instruction: I£“NoT is selected, display the following message and end the
questionnaire:

“Thank you for your time. As you have not provided consent, you cannot continue with this
questionnaire.”

Q2. Areyou currenty aged between 15 and 29 years?
.Y
S
Survey instruction: 1N’ i selected, end the questionnre
Q3. you currenty lve in the United Kingdom?
.Y
S
Survey instruction: 1N’ i selected, end the questionnre
Q4. Areyou familin with anime?
.Y
S
Survey instruction: 1N’ i selected, end the questionnre
Q5. Have you previously seenor heard bout n anime-fahion calaboration?
.Y
S
+ Mot

Examples may include anime.themed clothing, foofwear or accessoris produced through a
collaboration betieen 2 fashion brand and an anime franchise.

Survey instruction: I£“NoT or “Not sure”is selected, end the questionnaire.

Incligbility Message
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‘Thank you for your nterest. Based on your responses, you do not meet the elgibility criteria for
this study. Therefore, the questiomnaire will o end.

Secton B: Experience and Demographic Information
Q6. Which age group do you belang to?
o 1820 yems
. 2y
. 226y
. 2y
Q7. Whatis your gendes?
. Male
+ Feule
+ Nowbinay
+ Preerto selfdesrie:
+ Prefernottosay
Q5. In which UK nation do yon currntly ive?
+ Englnd
+ Scotiand
o W
+ Nortem Il
Q9. Whatis your current employment status?
+ Euployed ull time
+ Euployed pat e
« Selfemployed
+ Student

+ Student and employed
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+ Unemployed
+ Ot
+ Prefernottosay
QUO. Whatis the highestevel of ducaton you have completed?
+ Secondary scool or GCSE equivalat
+ Adevel college o equivalent
+ Undergraduste degree
+ Postgraduate degree
+ Ot
+ Prefernottosay
QUL How frequenty do you watch snime o engage with snime-rlated content?
+ Daiy
+ Severd times aweek:
+ Aboutoncea week
+ Severd times a month
+ Less thanonce s month
+ Raely
QU2 Have you ever purchased  product rom an anime-{ashion collaboraton?
.Y
S
+ Mot
QUS. How freguenty do you purchase product from anime-fashioncolaborations?
+ More than once  month
+ Aboutonce a month

+ Once every two to three months
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+ Omeorticeayerr
+ Less thanonce s year
o Newwr
QU Where do you usully dscover anme-{ashion collsborations?
+ stagram
o Tk
+ YouTube
+ XTwiter
+ Fashion-brand webstes o applications
+ Piysical fshion stores
+ Online snime comomunites o forums
+ Frends o family
+ Iniuences or content restors
+ Ot
Seect ll that apply
Instructions for Sections C-G

For the following questions, please think zbout ONE anime-fashion collaboration that you
are familiar with. This could be a collaboration you have seen, heard about or purckased from.

Please keep the same collaboration in mind when anstwering Sections C, D, F and G.
Section E asks sbout your general personal interest and involvement in anie.

Please indicate how strongly you agree or disagree with each statement using the following
scale:

Response Score
Stuongly disagree 1

Disagree 2




image49.png
Neither agree nor disagree | 3
Agee T

Stuongly agree 5

Section C: Perceived Authenticity
“The following statements examine whether the anime-fashion collaboration appears gemine,
el andrespecil of e amme popery

Code | Statement

PAL | The collaboration appears genuine rather than arifcially created simply to ollow
trend.

PAZ The fshion roducts accrately reflct the ideny o he aime
PAY The collboraton presnts the snim fancise i  espectfl manner.

PAY The dsigns remain 58553l o portant feaesofthe snime.

PAS | The fshion brend sppears o undrsand the mesnin of e s o s fns.
PAG | The ollboraton sppers credible t comsmers who ae folia withthe mime

PAT | Overal,the collaboration feels authentic

Section D: Brand-Anime Fit

‘The following staements examine the perceived compatibility betuveen the fashion brand and the
2nime property

Cole  Statement
BAFL The fbion brand d anie Sanchise are compatbl with each o
BAF? The imageofthe fshion brand s wllwith the image o he anime
BAFS The collboraon makes snse fo me.

BAF4,| The fashion brand and anime appeal to similar types of consumers.
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'BAFS | The syle of the fashion brand complements the visual sty of the anime.

BAF6 | The values represented by the fashion brand are consistent with those sssociated with
the anime.

BAF7 | Overall, the fashion brand is an appropriate parer fo the anime franchise.

Section E: Anime Involvement

‘The following statements examine your personal interest, knowledge and emotionl involvement
in anime generally

Code | Statement
ATL Aime s an portant personal vt t e

ATZ Tregulalyspendtime waching orleaming sbout iz,

AT Tfel emotonally commected tothe mime seies orcharactrs that T ke
AL Tconsider myselfmovledgesbl shout e,

AT Tfllow news, elsses o discussions relaed o aime

AT6 e founs pat ofhow T express my personl et

AI7 | Twould notice whether a fashion collaboration represents an anime accurately

Section F: Consumer Engagement

‘The following statements examine your cognitive, emotional and behavioural engagement with
the anime-fashion collaboration you have in mind

Cole| Statement
CEY | The sime-fshion colsboraton I have i mind capurs my ainton.

CEZ Tam intersted nlaming mre sbout the aime-fosion cllaboration  have i mind
‘CES Tspendtime thinking abou he deigns o products included i s collsboraion

CE4 | Tfeel excited when  discover an anime-fashion colldborafion that nferests me.
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CES | Tfeel emotionally comnected tothis collaboration because it involves an anime.
Sranchise that k.

CES | Tam likely o view, ke, save or share online confent about this animefashion
collsborafion.

CE7 | Tam likely o discuss this anime-fashion collaboration with other people.

Section

: Purchase Intention
“The following statements examine your intention to purchase products from the anime-fashion
collaboration you have in mind.

® y

Code | Statement

Pl Twould consider purchasing a product fom the anime-fashion collzboration | have in
mind.

P12 Tam likely to purchase 2 product fom this anime-fashion collaboration inthe fuue.

PI3 | Twould actively look for opportunitis to purchase prodiucts from this anime-fashion
collaboration.

PI4 | Twould choose an appealing product fom this anime-fashion collzboration when
‘purchasing fashion ifems.

PIS | Twould be willing to spend money on a well-designed product from this anime—
Sashion collaboration.

PI6 | Overall,  have a srong intention o purchase products from the anime-fashion
collaboration I kave in mind.

End-of-Survey Message
Thank you for participating in this study

Your response has been recorded anonymously and will ontribute to research examining horw
anime-fashion collaborations influence consumer engagement and purchase intention among UK
Generation Z consumers.
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In which UK nation do you currently live?

MEngland

W Norther hreland
W Scotland
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What is your current employment status?

EBusiness

M Employed full-time.

W Employed part-time
refor not to say

M selfemployed

W student
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M unemployed
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What is the highest level of education you have completed?

W Adlevel, college or equivalent

M Postgraduate degree

W Prefer not to say

[ Secondary school or GCSE
quivalent

W Undergraduate degree
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How frequently do you watch anime or engage with anime-related content?

[ About once a week

M Daily

Less than once @ month
arely

W Several times a month
W Several times a week
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Have you ever purchased a product from an anime—fashion collaboration?
Eves

f100.00%)





image12.png
How frequently do you purchase anime-related fashion products?
[ About once a month

M Less than once a year

W Mors than once a month

[ Once every two to three months
M Once or twice a year
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Where do you usually discover anime-fashion collaborations?

[ Fashion-brand wabsites or
pplcations

W Friends or family

Winfluncers or content creators
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forums
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Descriptive Statistics

N Winimum | Maxmum  Mean St Devition
PA_Mean 150 143 500 30171 86477
BAF_Mean 150 100 500 28410 101283
AlWean 150 100 500 27829 105508
GE_Mean 150 118 500 28343 104508
P_Wean 150 100 500 28267 105246

Valid N (listwise) 150
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Tests of Normality

Kolmogorow-Smimoy® Shapiro-Wilk

sutistc _af sig satisic o sig
PA_Mean 28 150 <ot 789 150 <ot
BAF_Mean 191 150 <ot 863 150 <ot
AlWean 170 150 <ot 872 150 <ot
GE_Mean 148 150 <ot 889 150 <ot
P_Wean 175 150 <ont 869 150 <ont

a.Lillisfors Significance Correction
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Correlations

PA_Msan BAF_Msan Al Mean CE_Mean Pl Mean
PA_Msan  Pearson Corrslation 1 000 043 -031 -110
Sig. (2ailed) 995 598 703 180
N 150 150 150 150 150
BAF_Mean  Pearson Corrslation 000 1 240" 125 001
Sig. (2ailed) 995 003 127 988
N 150 150 150 150 150
AlMsan  Pearson Correlation 043 240" 1 174 193
Sig. (2ailed) 598 003 033 018
N 150 150 150 150 150
CE_Mean  Pearson Corrslation -031 125 174 1 263"
Sig. (2ailed) 703 121 033 001
N 150 150 150 150 150
Pl_Mean  Pearson Corrslation -110 001 193 263" 1
Sig. (2ailed) 180 988 018 001
N 150 150 150 150 150

*_Corrslation is significant atthe 0.01 level (2-tailed)
* Corrslation is significant atthe 0.0 levs! (2-tailsd).
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Model Summary”

Change Staistics

AdustedR  Std.Emorof R Square sig. F
Model R RSquare  Square the Estimate Change  FChange dff an Change
1 198° 038 019 1.03488 038 1.984 3 145 119

a.Predictors: (Constant), Al_Mean, PA_Msan, BAF_Wsan
b. Dependsnt Variable: CE_Mean
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ANOVA®

sum of
Model Squares df MeanSquare F sig.
1 Regression 6375 3 2125 1984 119"
Residual 156.363 146 1.071
Total 162738 149

a.Dependsnt Variable: CE_Mean
b. Predictors: (Constant), Al_Mean, PA_Msan, BAF_Wsan
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Coefficients®

Standardized
Unstandardized Cosflicients  Coefficients

Collinsarity Statistics

Model 8 Std. Error Bsta t sig.  Tolerance  VIF

1 (Constant) 2289 420 5452 <001
PA_Mean -046 098 038 -4T0 639 998 1002
BAF_Mean 091 086 088 1053 204 942 1081
AlMean 153 083 155 1850 066 940 1083

a.Dependsnt Variable: CE_Mean
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Model Summary”

Change Staistics

AdustedR  Std.Emorof R Square sig. F
Model R RSquare  Square the Estimate Change  FChange dff an Change
1 263° 068 063 1.01877 069 11.019 148 00t

a.Predictors: (Constant), CE_Mean
b. Dependent Variable: PI_Mean
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ANOVA®

sum of
Model Squares df MeanSquare F sig.
1 Regression 11.438 1 11438 11.019 001®
Residual 153,608 148 1.038
Total 165.044 149

a.Dependent Variable: PI_Msan
b. Predictors: (Constant), CE_Mean
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Coefficients®

Standardized

Unstandardized Cosflicients  Coefficients Collinsarity Statistics
Model 8 Std. Error Bsta t sig.  Tolerance  VIF
1 (Constant) 2075 241 8606 <001

CE_Mean 265 080 263 3319 00t 1000 1.000

a.Dependent Variable: PI_Msan
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Anime-Fashion Collaborations among UK Generation Z Consumers
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Theoretical Foundation: Brand Alliance Theory (Simonin & Ruth, 1998) | Supported by Brand Extension Theory (Aaker & Keller, 1990; Park, Milberg &
Lawson, 1991)





