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Abstract
This study examined the influence of social media marketing and influencer credibility on consumer purchase intention among Generation Z consumers in the UK fashion industry. The study focused on the influence of digital and influencer marketing which have become increasingly relevant and recognised, and with limited research exploring the impact of these two combined in the UK Generation Z fashion setting. Adopting the quantitative research approach, a cross-sectional design and an online questionnaire was used to gather data from 150 respondents who met the criteria. Descriptive Statistics, Reliability Analysis, Correlation and regression analysis was used in analysing the data. The results indicated that social media marketing was not a significant predictor in purchase intention (β = −.121, p = .140) and therefore was not supported for H1. However, the credibility of the influencer was found to have a significant positive effect on purchase intention (β = .180, p = .027), which is in line with H2. The overall regression model was significant and accounted for 4.9% of the variance in purchase intention when both predictors were combined. Only influencer credibility, however, was a significant individual predictor, giving partial support to H3. Results indicate that perhaps more than an influencer's social media marketing activity alone, it is the credibility of the influencer that influences purchase intentions in this setting. The study contributes to digital marketing research by providing UK-specific evidence and suggests that fashion retailers should prioritise credible, authentic and appropriately aligned influencers while recognising that purchase intention is also shaped by wider psychological, relational and situational factors. 
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[bookmark: _Toc241071474]Chapter 1: Introduction
[bookmark: _Toc241071475]Research Background
The United Kingdom fashion industry is one of the most important creative and retail businesses, contributing significantly to economic growth, employment and international trade. The industry is strategically important to the UK economy as it generates around £23 billion in tax revenues, supports approximately 1.3 million jobs, and contributes around £62 billion to the UK economy every year, according to the UK Parliament (2026), based on analysis by Oxford Economics. In addition to its economic importance, the industry has seen a lot of structural changes due to digitalisation, e-commerce growth, and shifts in consumer buying habits (Elkady, 2024; Mintel, 2024a). According to Luo (2025), the fashion industry is one of the fastest-growing areas in the UK retail sector, with users now using online platforms to discover, evaluate, and purchase fashion items.
Social media marketing has become a key strategic tool for fashion retailers, moving beyond just being a promotional communication tool to a crucial part of digital transformation. Social media platforms like Instagram, TikTok, and YouTube provide opportunities for brands to connect with customers through personalized, interactive, and visual content that fosters deeper customer relationships than traditional advertising methods (Filieri, Christodoulides and Nicolau, 2025). Hanaysha (2022) suggest that content-driven social media campaigns boost consumer engagement through customised experiences, which helps to build brand awareness and motivate purchase. In support of this, Mintel (2024) found that 52% of the younger UK consumers made a fashion buy directly from a social media platform in the past year, showing the increasing importance of social commerce in the UK fashion market. Despite this growth, uncertainty remains about whether increased investment in social media marketing consistently translates into stronger purchase intentions (Han and Balabanis, 2023).
Generation Z represents an important consumer segment in digital fashion retailing. Generation Z, commonly defined as those born between 1997 and 2012, is widely characterised as a digitally native generation whose purchasing decisions are influenced by online interactions, peer recommendations and creator-generated content (Wandhe, 2024). Some of the latest studies have shown that 84% of Gen Z shoppers in the UK engage with at least one social media influencer, underscoring the pivotal role of influencers in shaping consumer attitudes and purchasing behaviours (Garcia, 2023). As such, spending on influencer marketing in the United Kingdom is expected to rise to around £1.3 billion by 2029, based on businesses' trust in creator-driven campaigns (Sensi, 2024).
However, exposure is not the only factor that determines the effectiveness of influencer marketing; the credibility of influencers is also a crucial element. According to Source Credibility Theory, the marketing message is more likely to be accepted when it comes from an influential source that is viewed as trustworthy, knowledgeable and authentic (Liu, 2022; Gerlich, 2023). The credibility attributes are especially relevant when it comes to influencing purchase intention, a conscious readiness to buy a product and one of the most significant predictors of actual purchasing behaviour (Duarte et al., 2024). Although there has been a considerable amount of research on either the social media marketing or the credibility of influencers, little evidence has explored the combined effect of these factors on the purchasing behaviour of Generation Z consumers in the context of the UK fashion industry (Han and Balabanis, 2023). As digital commerce grows and organisations invest more in influencers, it is important to grasp these relationships to gain both an academic and strategic perspective on how to better market themselves in a crowded digital landscape for fashion retailers.
[bookmark: _Toc241071476]Research Problem
As digital platforms grow in importance in the retail sector, social media marketing and influencer collaborations are becoming a larger part of the UK fashion industry's marketing budget. Despite this trend, it remains unclear how social media marketing and influencer credibility jointly influence the purchase intentions of Generation Z consumers. Previous research has mainly focused on social media marketing and social media influencers as separate factors, with social media marketing positively affecting customer engagement and the credibility of the social media influencers positively impacting consumer trust and persuasion (Liu, 2022; Jamil et al., 2022). Yet, limited empirical studies have combined both constructs in a single study (Han and Balabanis, 2023; Shoukat, Selem and Shah, 2023), especially in fashion industry in the UK. This evidence gap limits marketers’ ability to develop data-driven digital marketing strategies and maximising ROI from influencers. Hence, more studies are needed to explore the effect of Social Media Marketing and credibility of influencers on the buying intention of Generation Z customers in the UK fashion industry.
[bookmark: _Toc241071477]Research Aim
The study aims to examine the impact of social media marketing and influencer credibility on consumer purchase intention among Generation Z consumers within the UK fashion industry.
[bookmark: _Toc241071478]Research Objectives
· To examine the influence of social media marketing on consumer purchase intention among Generation Z consumers in the UK fashion industry.
· To evaluate the potential impact of influencer credibility on consumer purchase intention within the context of UK Generation Z fashion.
· To investigate the joint influence of social media marketing and influencer credibility on consumer purchase intention among Generation Z consumers in the UK fashion industry.
· To recommend strategies for improving social media and influencer marketing practices within the UK fashion industry.
[bookmark: _Toc241071479]Research Questions
· RQ1: How does social media marketing affect the purchase intentions of Generation Z consumers in the United Kingdom fashion market?
· RQ2: What is the impact of influencer credibility on Generation Z purchase intention in the UK fashion industry?
· RQ3: What is the combined effect of social media marketing and influencer credibility on consumer purchase intention among Generation Z consumers in the UK fashion industry?
· RQ4: What recommendations can be made to improve digital marketing strategies for UK fashion retailers?
[bookmark: _Toc241071480]Research Significance / Contribution of the Study
The study adds to knowledge and practice by analysing how both social media marketing and influencer credibility can affect the purchase intention of Generation Z consumers in the UK fashion industry. Although most studies have examined these variables separately, there is limited research on the combined impact of these variables in the UK context (Han and Balabanis, 2023; Shoukat, Selem and Shah, 2023). The results will contribute to the literature on digital marketing, offering empirical implications for fashion retailers to create better strategies in social media and influencer marketing to increase consumer engagement and purchase intentions.
[bookmark: _Toc241071481]Theoretical Framework
The research is based upon Source Credibility Theory and the Theory of Planned Behaviour (TPB). Source Credibility Theory suggests that when consumers receive messages from their influencers, they are more likely to believe them and act if they are viewed as trustworthy, knowledgeable and attractive (Gerlich, 2023; Liu, 2022). The TPB, on the other hand, suggests that the intention to purchase is the direct antecedent of actual purchasing behaviour which is influenced by attitude, subjective norms and perceived behavioural control. The combination of these theories offers a holistic theoretical basis to account for the impact of social media marketing and influencer credibility on Generation Z consumers' purchase intentions in the context of the UK fashion market.
[bookmark: _Toc241071482]Theoretical Foundations
The study is theoretically grounded in Source Credibility Theory (SCT) and supported by the Theory of Planned Behaviour (TPB). SCT explains how the trustworthiness, expertise and attractiveness of a communication source can influence the persuasiveness of a message (Hovland and Weiss, 1951; Ohanian, 1990). This provides a basis for examining whether influencer credibility is associated with Generation Z consumers’ purchase intention. TPB complements this perspective by explaining purchase intention as a behavioural intention shaped by consumer evaluations, social influences and perceived control (Ajzen, 1991). Within this study, social media marketing and influencer credibility are examined as predictors of purchase intention. Together, these theoretical perspectives provide a foundation for understanding how marketing communication and source-related characteristics may contribute to purchase intentions within the UK fashion context.
[bookmark: _Toc241071483]Main Methods Used
The study used quantitative methodology and positivist philosophy and the deductive approach. Primary data was gathered using a cross-sectional design, and a convenience sample by sending an online questionnaire to 150 Generation Z participants from the UK. Social media marketing, influencer credibility and purchase intention were measured with the following items on a Likert scale. The data were analysed in SPSS with descriptive statistics, Cronbach's alpha, Pearson correlation and regression analysis, to test the proposed relationships and hypotheses.
[bookmark: _Toc241071484]Summary of Main Findings
The results partially supported the proposed relations. Social media marketing was not a significant predictor of purchase intention (β = −.121, p = .140); H1 was not supported. In comparison, the credibility of influencers was an important positive predictor of purchase intention (β = .180, p = .027), supporting H2. The overall regression model was statistically significant for social media marketing and influencer credibility, F(2,147) = 3.810, p = .024, R2 = .049. Influencer credibility, however, proved a considerable positive predictor while social media marketing was still statistically non-significant. As such, H3 was only partially supported. In general, the results showed that influencer credibility was more relevant to the purchase intention for the UK Generation Z respondents.
[bookmark: _Toc241071485]Dissertation Structure
This dissertation is organised into six chapters. Chapter One introduces the research background, problem, aim, objectives, research questions, significance and theoretical framework. Chapter Two critically reviews the relevant literature and identifies the research gap. Chapter Three explains the research methodology, including the research philosophy, approach, design, data collection and analysis methods. Chapter Four presents the research findings. Chapter Five discusses the findings by relating them to existing literature and theory. Finally, Chapter Six summarises the key findings, outlines the study's contributions, acknowledges its limitations, and provides recommendations for practice and future research.


[bookmark: _Toc241071486]Chapter 2: Literature Review
[bookmark: _Toc241071487]Introduction
This chapter critically examines the literature of social media marketing and influencing credibility and consumers' purchase intention in the UK fashion industry. It first explores the theoretical frameworks that support the study: Source Credibility Theory and the Theory of Planned Behaviour and later critically analyses empirical evidence relevant to each research objective. The chapter reviews the literature to highlight findings of previous research that agree or disagree and to show methodological gaps in the literature. A research gap and conceptual framework are developed based on this critical synthesis to justify the present study and serve as the theoretical basis of the research methodology presented in the next chapter.
[bookmark: _Toc241071488]Social Media
[bookmark: _Toc241071489]Definition
Social Media are interactive digital platforms that allow individuals and institutions to produce, publish and share information and to create online communities to communicate. Unlike traditional media, these are two-way communication, user-generated content and electronic word-of-mouth because the consumers are not passive recipients but are active participants (Aichner et al., 2021; Capriotti, Zeler and Camilleri, 2021). The broad definitions, though, can mask the variations in platforms and their technical aspects, which influence consumer behaviour.
[bookmark: _Toc241071490]Major Platforms
Although Facebook supports brand communities and targeted advertising, it may be less attractive to younger consumers than more visually oriented platforms (Vences, Díaz-Campo and Rosales, 2020). Instagram is particularly suited to fashion discovery via images, Stories and creator content, whereas TikTok can facilitate trend diffusion and impulse purchasing through short-form videos and algorithmic recommendations. While YouTube allows for detailed reviews and tutorials, Snapchat encourages temporary and personalized content ( Yang et al., 2025). X is more oriented towards real-time discussion than visual fashion promotion. However, given that platform formats have varied impacts on engagement, as suggested by Denniss and Lindberg (2025), relying on platform conventions that assume the same impact across all platforms may lead to misinterpretations. There is also a geographical fragmentation of evidence, and many cross-sectional surveys exist. 
[bookmark: _Toc241071491]Social Media Marketing
[bookmark: _Toc241071492]Definition
Social media marketing is using social media to promote the value of a brand, build relationships and inspire consumer response by investing in interactive and personalized content (Jeswani, 2023; Laradi et al., 2023). Unlike traditional advertising, it allows consumers to respond, engage in conversations and share content about the brand in real time.
[bookmark: _Toc241071493]Social Media Marketing Activities
The major activities are: fun, interaction, trendiness, customisation and electronic word-of-mouth. According to Pan et al. (2024), these activities boosted customer satisfaction and social identification, leading to purchase intentions, while Balo et al. (2025) highlighted the importance of relationship quality and customer experience. Both studies, however, comprised convenience samples not in the UK, which limits contextual validity.
[bookmark: _Toc241071494]Impact of Social Media Marketing
While social media marketing can build awareness, engagement and emotional connection, positive attitudes do not always equate sales. While price and convenience may be more likely to prevail on social media over sustainability information (Subasinghe, Patabendige and Wickramarathne, 2025), FOMO can be a greater motivator for impulse buying (Barbu Kleitsch and Drămnescu, 2025). The differences signified that the effects of social media marketing are not universally applicable, but are also affected by the type of product, by the characteristics and psychology of the consumer. 
[bookmark: _Toc241071495]Consumer Purchase Intention
[bookmark: _Toc241071496]Definition
Consumer purchase intention is a conscious likelihood or willingness to purchase a product by the individual. It can be considered as a direct antecedent of the behaviour as per the Theory of Planned Behaviour, but it does not necessarily lead to a purchase due to situational factors such as affordability, availability, and situational barriers (Ajzen, 1991; Duarte et al., 2024).
[bookmark: _Toc241071497]Social Media Marketing and Purchase Intention
Jamil et al. (2022) found that satisfaction and social identification in social media marketing boost the purchasing intention. Likewise, Koay et al. (2021) related social media marketing activities to online impulse buying. In contrast, Zhang, Zhang and Zhou (2021) found that a positive attitude toward fashion in online was not always enough to sabotage price and convenience factors. However, most of these studies are cross-sectional and therefore establish associations rather than causal relationships.
[bookmark: _Toc241071498]Generation Z in the UK Fashion Industry
Generation Z is especially open to interactive and authentic content, as well as visual content, due to their heavy social media consumption (Elkatmiş, 2024). While there's plenty of evidence that social commerce is thriving in the UK, the bulk of the academic research comes from Asian markets. This means that previous findings are not directly transferable to UK Gen Z fashion consumers, as there are cultural differences, purchasing power, and platform preference to consider. 
[bookmark: _Toc241071499]Influencer Marketing and Influencer Credibility
[bookmark: _Toc241071500]Definition of Influencer Marketing
Influencer marketing involves brands partnering with individuals who can shape audience attitudes through perceived expertise, social visibility and relationships with followers. It is not about a celebrity endorsing a brand but rather about continuous interaction and perceived personal connection (Barari, Eisend and Jain, 2025).
[bookmark: _Toc241071501]Types of Influencers
Celebrities and mega influencers have extensive reach but might not be as relatable. You can find macro-influencers with a wide reach in specific niche areas, while micro and nano-influencers typically have smaller but more loyal followers. While smaller influencers are often perceived as having more integrity, they may not be as widely reachable, limiting the scale of campaigns, and thus there is no clear-cut superiority between the two (Barari, Eisend and Jain, 2025; Hudders, Jans and Veirman, 2021).
[bookmark: _Toc241071502]Influencer Credibility and Purchase Intention
Liu (2022) discovered that there was a direct relationship between trustworthiness, expertise and attractiveness with purchase intention. Lou and Yuan (2019) also pointed out the importance of informative and credible content and Garg and Bakshi (2024) demonstrated that parasocial interaction and emotional attachment increased the bond. Nevertheless, Oliveira et al., (2026) revealed that the effect of credibility on purchase intention is indirect. Han and Balabanis (2023) also found that the concept of trustworthiness is stable, whereas the concepts of attractiveness and expertise are not. The findings indicate that credibility matters but its impact varies with the mediators, context, and research design.
[bookmark: _Toc241071503]Theoretical Framework
The research is guided by the Source Credibility Theory (SCT) and the Theory of Planned Behaviour (TPB), which offer a multifaceted theoretical framework for understanding the impact of social media marketing and influencer credibility on Generation Z consumers' purchase intentions within the UK fashion sector. The Theory of Planned Behaviour (TPB) accounts for the cognitive processes that lead to the formation of behavioural intentions from evaluations of marketing communications, while Source Credibility Theory (SCT) explains how the characteristics of the source affect consumers' evaluations of marketing communications (Hovland and Weiss, 1951; Ohanian, 1990). Combining both theories thus offers a more comprehensive insight into the consumer decision-making in today's digital marketing landscape.
The Source Credibility Theory was first developed by Hovland and Weiss (1951) and further developed by Ohanian (1990) who defined source credibility as trustworthiness, expertise and attractiveness. The theory proposes that a source who is perceived as credible is more likely to get the consumers to accept a persuasive message. In digital marketing, influencers act as information sources, and it is their credibility that will make the difference in brand communications. Pan et al. (2024) found that the credibility of an influencer has a substantial effect on the purchase intention of consumers as it alleviates consumers' information uncertainty and boosts consumers' confidence on the product recommendation by the influencer. Likewise, Barari, Eisend and Jain (2025) discovered that consumers' attitudes and behavioural intentions are heavily influenced by credibility and not by whether the influencer used is human or virtual. These results indicate that the credibility of the influencer is important in social media marketing in order to make the message more acceptable to its consumers and to make them trust the social media messages.
The Source Credibility Theory has several drawbacks. For the most part, the theory deals with the characteristics of the communicator, and relatively less attention is paid to those psychological factors and context that may influence consumer purchasing behavior (Hovland and Weiss, 1951). The credibility of the influencers was a consistent predictor of purchase intention in almost all studies on influencer marketing, as demonstrated in the meta-analysis performed by Han and Balabanis (2023); however, the effects were shown to differ depending on the type of product, the involvement of the consumer, and the culture they are in. Similarly, Zhao et al. (2026) showed that the impact of credibility on consumer behaviours can be intensified or diminished by the presence of mediating factors, like parasocial interaction and emotional attachment. For this reason, Source Credibility Theory cannot fully account for the complexity of the processes involved in the purchasing behaviour of generation Z in highly interactive digital environment (Hovland and Weiss, 1951; Ohanian, 1990).
To supplement these restrictions, this study applies one of the influential theories in behavioural sciences that is the Theory of Planned Behaviour (TPB) (Ajzen, 1991) to explain consumers' decision-making process. TPB suggests that there are three main determinants of behavioural intention: attitude towards the behaviour, subjective norm and perceived behavioural control. Behavioural intention then is the most critical factor in predicting actual behaviour (Ajzen, 1991). Social media marketing affects consumers' attitudes by promoting product awareness and enhancing product value, and when consumers are endorsed by influencers, this fosters subjective norms through peer influence and social approval (Bhardwaj et al., 2024). PBC involves consumers' belief of their capability to make purchases through digital platforms.
Many studies have demonstrated the applicability of TPB to consumer purchase intention. According to Hogh et al. (2025), the attitude and social influence are effective factors in the formation of consumers' purchasing intention in the fast fashion product. In the same vein, Eyasu and Negash (2026) observed that attitudes alone were not enough to generate behavioural intention as consumer trust also reinforced the same. However, TPB has also received criticism for relying on the assumption of rational decision-making, which is often not the case when it comes to fashion, as much of the time, Gen Z consumers are driven by emotional responses, impulsive behaviour and Fear of Missing Out (FOMO) (Bisht, Negi and Sharma, 2026). As a result, TPB might misjudge the emotional and experiential aspect of digital fashion consumption.
The combined use of the Source Credibility Theory and the TPB is used to overcome the disadvantages of using one of these theories alone. Source Credibility Theory accounts for how the characteristics of the source help to develop consumer trust and acceptance of the message, while TPB accounts for how this influences attitude, social norms, behavioural intentions and ultimately purchase intention (Ajzen, 1991; Hovland and Weiss, 1951). These theories, when combined, offer a strong conceptual framework for analysing the link between social media marketing, the credibility of influencers, and the intention to purchase from these influencers. Accordingly, this integrated theoretical framework is well suited to achieving the research objectives and provides the academic foundation for the conceptual framework presented later in this chapter.
[bookmark: _Toc241071504]Social Media Marketing and Consumer Purchase Intention
Social media marketing (SMM) is the intelligent application of social media platforms to help create value, communicate and deliver value to consumers through interactive, personalised and engaging digital content (Bartoloni and Ancillai, 2023). Unlike conventional marketing, SMM enables consumers to join in brand communities and engage in electronic word-of-mouth (eWOM), which can shape their buying decisions and experiences (Okonkwo et al., 2026). Social media marketing can be divided into a number of aspects: entertaining, interacting, trendy, customizing, and electronic word of mouth (EWOM) which each play a different role in engaging consumers and influencing their behaviour (Trunfio and Rossi, 2021). These traits have taken an even greater role in the fashion industry, where visual content, the communication with influencers and consumers are determining factors in purchasing behaviour. Despite the previous studies recognising the significant role of SMM, there is still a lot of debate on how SMM affects the consumers' purchase intention (Koay, Teoh and Soh, 2021; Zhuang, Luo and Riaz, 2021).
Some of the empirical studies have indicated positive link between social media marketing and consumer purchase intention. Based on the results of structural equation modelling, conducted by Jamil et al. (2022) with 353 social media users, entertainment, interaction, customisation, and electronic word of mouth are found to significantly increase purchase intention through customer satisfaction and social identification. The study uses strong statistical evidence via SEM, which allows for multiple relationships to be examined simultaneously. The study was, however, carried out in Pakistan and used convenience sampling, which makes it difficult to generalise the results to other markets like the United Kingdom in terms of digital behaviour, purchasing power, and social media usage (Jamil et al., 2022). Similarly, based on the results of the study of Wibowo and Wiangin (2020) which used a value of SmartPLS of 413 respondents, it was concluded that the social media marketing activities between the two variables have a significant influence on improving the quality of relationships, which in turn has a positive effect on increasing purchase intentions and customer loyalty. The study used an appropriate analytical tool to analyse the mediating role, but the subjects of the study were consumers in Indonesia, thus limiting the external validity of the study in the UK fashion industry.
In addition to engaging consumers, researchers are now suggesting that the quality of content, and thus value creation, is key in the effectiveness of social media marketing. Content-based marketing campaigns were identified as significantly improving the engagement of the Generation Z since having personalized, visually appealing and interactive contents, leads to stronger emotional connection with brands (Vences, Díaz-Campo and Rosales, 2020). In the same way, Kim and Sullivan (2019) said that the strategy of digital marketing is to produce content that is persuasive and emotionally engaging, not just the promotion of products that results in perceived consumer needs. Both studies highlight the strategic role of digital content, but no direct measure of purchase intention was taken, which complicates the establishment of causal relationships between content engagement and purchase intention (Kim and Sullivan, 2019; Vences, Díaz-Campo and Rosales, 2020). The results of these studies therefore highlight the increased significance of content driven marketing but more empirical evidence is needed to reveal how these marketing strategies affect buying behaviour in the UK fashion industry.
Although the overall results are mostly positive, there are some who state that the relationship between social media marketing and purchase intentions cannot be fully understood as external contextual factors may moderate these relationships. In a 2021 study that examined sustainable fashion consumption, Zhang, Zhang and Zhou concluded that social media campaigns were helpful at raising environmental awareness of consumers, but they still gave priority to price and convenience. They applied an ordered probit regression modeling approach, which added to methodological rigor and resulted in a more robust interpretation of the results because they used an appropriate method for analysing the ordinal response data, adding to the confidence in the findings. Likewise, Sindhuja et al. (2025) found that, overall, consumers have positive attitudes towards the sustainable fashion that is being promoted on social media, but these attitudes do not necessarily always lead to action. These studies imply that while social media marketing has a positive impact on consumers' perception, it does not extend to their purchasing decision due to practical issues like convenience and affordability.
Other studies argue that psychological aspects might have a greater impact than the direct impact of social media marketing. Fear of Missing Out (FOMO) is a psychological phenomenon often fuelled by social media, and Pham, Nguyen, and To (2025) asserted that it has a greater impact than product quality and brand evaluations on purchase intention for fast fashion. They show that social media can trigger impulsive purchases, by creating urgency, and not offering rational consumer evaluations. This is different from Busalim and Asadi (2025) who stressed the importance of customer satisfaction and social identification as the main reasons for purchase intention. This discrepancy in the findings could be explained by the differences in the context; Pham, Nguyen and To (2025) studied fast fashion consumers while Busalim and Asadi (2025) explored the general social media users in different industries. These conflicting results suggest that the impact of social media marketing can differ depending on the type of product and consumer's characteristics and purchasing situation.
Recent findings also indicate that SMM can vary significantly from one segment of the population to another, especially when it comes to the generation Z consumers. Ivasciuc et al. (2025) stated that people belonging to Generation Z are more likely to react to interactive, authentic and visually appealing digital content, since they are accustomed to a world dominated by the smartphone and social media platforms. Likewise, Mintel (2024) found that 52% of young people have made a fashion purchase directly on social media in the past year, highlighting the commercial relevance of social commerce in the UK market. Lăzăroiu et al. (2020), however, in their in-depth meta-analysis of studies on influencer marketing, observed that there are significant differences between consumer response across industries, cultures and product types. For example, they said, consumer trust and perceived authenticity and product involvement often act as a moderator between social media marketing and purchase intention. It indicates that the positive relationships found in earlier research is not universally applicable without considering the characteristics of the markets.
In general, the literature shows that social media marketing has a good effect on purchase intention by raising consumers' engagement, satisfaction, relationship quality, and brand awareness. However, this correlation is quite complex and dependent on the research context, methodology, and characteristics and moderators of the consumers, which include trust, FOMO, price sensitivity and perceived authenticity. In addition, empirical research is largely from Asian or emerging economies, and there is very little research particularly on Generation Z consumers in the UK fashion industry. Yet, whilst there is a wealth of evidence showing the effectiveness of social media marketing, there is a gap in the context of the influence of social media marketing on purchase intention among UK Generation Z fashion consumers. This can directly assist the first research objective of building a fuller picture of the effect of social media marketing on purchase intention in the current UK fashion market.
[bookmark: _Toc241071505]Influencer Credibility and Consumer Purchase Intention
The credibility of influencers is one of the key factors affecting consumer purchase intention in digital marketing, especially in the fashion sector where buying decisions are now more influenced by influencers than by ads (George et al., 2025). Credibility of influencers is the consumers' perception of an influencer trustworthiness, expertise, attractiveness and authenticity, which shape the persuasiveness of the influencer promoted messages (Ohanian, 1990). Based on Source Credibility Theory, when the consumers' influencers are credible they are more likely to accept recommendations and to form favourable purchase intentions (Hovland and Weiss, 1951). Despite the significant studies that confirm the positive effect of influencer's credibility on purchase intention, there is still contention among scholars about the dimensions of credibility that are most significant and whether the relationships are similar across the different groups of consumers and market situations.
Several empirical studies have shown the positive relationship between credibility of an influencer and consumer purchase intention. Based on 371 fast-fashion consumers, Liu (2022) revealed that trustworthiness, expertise, attractiveness and overall influencer credibility significantly positively affected purchase intention, which in turn positively influenced impulse buying behaviour. In order to understand multiple latent constructs and indirect relationships, the use of SEM enhanced the study. However, the research was conducted using convenience sampling in China and the findings might not be applicable for developed markets like the United Kingdom (Liu, 2022). Garg and Bakshi (2024) analysed the beauty vloggers and concluded that the credibility of the influencers plays a significant role in building trust and purchase intention. They have added an additional explanatory variable, emotional attachment, making their study a more extensive conceptual framework than Liu (2022). However, the study was limited to beauty influencers and thus its implications may not apply to fashion as a whole.
Other researchers also find trustworthiness and expertise to be the most important dimensions of influencer credibility. With 357 respondents, Gerlich (2023) used a mixed-methods approach and found that virtual influencers were able to build trust and expertise to a similar degree as human influencers, indicating that consumers assessed the credibility of the influencer according to the quality of the message. Similarly, Lou and Yuan (2019) found that informative and credible content in social media posts by influencers had a great impact on consumer trust and then purchase intentions. While both studies emphasized the significance of credibility, Gerlich (2023) examined the credibility of artificial intelligence-generated influencers, while Lou and Yuan (2019) studied the credibility of traditional social media influencers. These contextual differences suggest that while credibility is a consistent predictor of purchase intention, it may be that the effectiveness of credibility changes with new and emerging digital technologies and consumer expectations.
Although there is a consensus about the positive impact of credibility, there are multiple studies that indicate that other psychological factors influence the effect of credibility. However, Oliveira et al. (2026) found that credibility of the influencer had an indirect impact on purchase intention through the emotional attachment and presumed influence, but not a direct impact. Likewise, Dwivedi, Gupta and Sayal (2025) concluded that consumer trust was the most significant predictor of buying intention for sustainable fashion products, suggesting that liking of the influencers does not necessarily translate into buying if consumers do not trust the influencers and the brands they advocate for. Liu (2022), on the other hand, found that there was a significant direct path between influencers' credibility and purchase intention. However, the results of these studies contradict each other, and some researchers believe that the credibility-purchasing-behaviour relationship is best understood via direct persuasion, while others believe that psychological mediators are more helpful in understanding consumers' purchasing behaviours.
Others say that influencer credibility could be undermined by deceptive marketing tactics and loss of consumer trust. Despite the high amount of promotion, the greenwashing proved to have a significant negative effect on consumers' trust in the influencer's recommendations, which in turn decreased their intention to buy (Persakis et al., 2025). Likewise, Athwal et al. (2019) found that when fashion brands were negatively portrayed in the media, there was a significant reduction in the willingness to purchase the products, especially in the case of ethical consumers. The same is the case for Ktisti, Hatzithomas and Boutsouki (2022), who concluded that credible sustainability messages fostered positive purchase attitudes, while the opposite applies to inconsistent and misleading messages, which led to scepticism, thereby decreasing purchase intentions. Overall, these studies indicate that the credibility of the influencer alone is not enough to ensure that purchase outcomes will be positive when the credibility of the organisation is called into question, or when ethical issues are in question (Athwal et al., 2019; Ktisti, Hatzithomas and Boutsouki, 2022; Persakis et al., 2025). Both the Roozen studies however, have concentrated mainly on sustainable fashion consumption and are not applicable to mainstream fashion purchasing behaviour.
There is also some disagreement about whether authenticity is more or less important than the traditional credibility dimensions. Liu, Syed Mukhiar and Binti Md Noor (2026) stated that authenticity is growing more relevant as the Gen Z consumer can be more discerning about overly commercial endorsements and prefer influencers with a sense of authenticity and transparency. It is important to note that Han and Balabanis (2023) performed a thorough meta-analysis, revealing that despite the discrepancies, trustworthiness is the most consistently significant factor in predicting purchase intention, whereas the impact of attractiveness and expertise is inconsistent and depends on the type of product and/or cultural context. The meta-analysis is a more powerful method than separate empirical studies since it pools the results of multiple studies (Han and Balabanis, 2023; Lou and Yuan, 2019). However, due to methodological differences that were found among the studies reviewed, only a few general conclusions can be drawn.
These studies are also subject to methodological limitations. Most studies use cross-sectional survey design, and the analysis of the data is performed through structural equation modelling or partial least squares techniques (Liu, 2022; Garg and Bakshi, 2024). However, these methods only capture relationships between latent variables, but because consumer perceptions are measured at one point in time these do not allow causal relationships to be drawn. In addition, most studies use convenience samples, which compromises the representativeness of the sample and the external validity of the study. Most investigations have also been undertaken in Asian areas, and there is comparatively little empirical proof of Generation Z consumers in the United Kingdom fashion sector.
In general, the literature reveals that the credibility of influencers is a positive determinant of consumer purchase intention because it enhances trust, expertise, authenticity and consumer confidence. However, researchers disagree on whether credibility affects purchase intention directly or indirectly through psychological mechanisms such as trust and parasocial interaction. Furthermore, methodological limitations, geographical focus and variations between industries suggest that additional research is needed. A small amount of evidence explores the credibility of influencers among Generation Z customers in the UK fashion sector. The second research objective will be supported by successfully addressing this contextual gap as it will provide a clearer understanding of how influencer credibility influences consumer purchase intention in an increasingly digital retail landscape.
[bookmark: _Toc241071506]Joint Influence of Social Media Marketing and Influencer Credibility on Consumer Purchase Intention
Social Media Marketing (SMM) and Influencer Marketing (IM) have become a powerful force in digital communication, significantly impacting consumer purchase intention in the fashion industry, a realm increasingly under academic scrutiny (Vladimirova et al., 2023). Social media marketing can help brands leverage interactive content to reach consumers, but whether consumers find promotional messages trustworthy and persuasive depends on the credibility of the influencers (Barari, Eisend and Jain, 2025). As a result, recent research indicates that the influence of digital marketing is not just linked to the quality of the social media activities or the credibility of the influencers, but also to the interplay between them in influencing the behavioural intention of consumers (Hübner, Henseler and Thalmann, 2026; Rolando, 2024). However, it is unclear in the literature how these variables interact in predicting purchase intentions, especially for Generation Z consumers and the fashion industry in the UK.
Several studies indicate that social media marketing and credible influencers can jointly contribute to purchase intention. For example, Liu (2022) used structural equation modelling with a sample of 371 fast-fashion consumers and concluded that the credibility of the influencers, namely trustworthiness, expertise, and attractiveness, significantly increased consumers' purchase intention, which was mediated by social media marketing as a platform to transmit these credibility signals to the consumers (Liu, 2022). Likewise, the study carried out by Rosário and Raimundo (2021) revealed that social media marketing actions positively influenced buying intention, as it contributed to an increase in customer satisfaction and social identification. Both studies found positive relationships but studied different mechanisms separately, without making a joint evaluation of the effects in a single framework (Liu (2022) and Rosário and Raimundo (2021)). Moreover, both used convenience sampling in Asian markets, which restricts the transfer of their results to Generation Z consumers in the UK fashion industry.
Similarly, Busalim and Asadi (2025) found that social media marketing enhances the quality of relationships, resulting in increased purchase intentions and customer loyalty. Similarly, Rezaldi et al. (2026) concluded that whether the communicator is human or AI, the credibility of the communicator is still a significant factor in determining the consumer's attitude. Combined, these studies show that the two factors of successful platform engagement and credible message sources are needed for digital marketing to be effective. Busalim and Asadi (2025) however concentrated mainly on the relationship quality, whereas Rezaldi et al. (2026) explored virtual influencers; it was hard to compare the two due to the different constructs explored and the consumer contexts.
Other scholars state that psychological and relational variables might act as a mediator between SMM, influencer credibility and purchase intention and not as a direct cause. Shoukat, Shah and Selem (2023) came up with a dual mediation model, wherein they showed that the effects of influencer credibility on purchase intentions were significantly amplified by parasocial interaction and consumer trust. Furthermore, Mauliza and Fadhilla (2025) discovered that influencing consumers' purchase intentions required trust in the influencer in addition to positive attitudes, as merely positive attitude did not lead to purchasing actions. However, Ahmad, Ghani and Hamid (2025) highlighted customer satisfaction and social identification as the key mediating channels instead of trust. These contrasting findings suggest that mediating variables may help explain the relationship between digital marketing activities and purchase intention, although researchers have not reached consensus on which mechanisms are most influential.
On the other hand, some research call into doubt the consistency of social media marketing and the credibility of influencers to create positive purchasing outcomes. Cocks et al. (2026) found that marketing misrepresentation and perceived greenwashing had a significant negative effect on consumer trust, even though the companies were actively marketing their products online, thus lowering the intention to buy. Likewise, Khan et al. (2023) revealed that negative exposure to the fashion brand negatively reduced Purchase Intentions especially in the eyes of the ethically conscious consumer. This differs from Cocks et al. (2026) and Gerlich (2023), who highlighted the positive impact of credible communication. This difference could be attributed to the nature of the claims themselves, since Cocks et al. (2026) also studied claims related to sustainability which generally have higher scepticism levels, whereas Liu (2022) studied mainly characteristics of influencers. In such cases, therefore, the credibility of influencers might not be enough if there is a lack of credibility or brand reputation coming from the rest of the organisation.
Further findings indicate that consumer factors play a moderating role on the interaction effect between SMM and influencer credibility. In 2025, Jain et al. stated that the phenomenon of FOMO can often be exacerbated by social media platforms and leads to impulsive buying, regardless of the expertise or credibility of the influencers. In the same vein, Elkatmış (2024) proposed that Generation Z consumers are more responsive to genuine, interactive and entertaining digital content compared to their predecessors as they are more digitally literate and have become social media dependent. In fact, Han and Balabanis (2023) have conducted a detailed meta-analysis and found that influencer marketing can have a highly diverse impact across different product categories, cultures, consumer engagement and influencer attributes. They are valuable because they summarise the findings from many empirical studies, affording greater support to their conclusions than any one individual study, though there is a great deal of methodological variation among the studies included, which makes it difficult to draw general conclusions from the findings.
There is also some variation in the literature due to methodological differences. The methods used in most prior works have been cross-sectional survey-based studies with either structural equation modelling or partial least squares analysis (PLS) (Liu, 2022 and Jain et al., 2025). These methods are good for determining statistical relationships between constructs, but because the data are collected at one point in time, they cannot be used to determine causality. Besides, many investigations use convenience/snowball sampling methods, which limits sample representativeness and external validity. There is comparatively less research which has focused on consumers in developed economies like the United Kingdom and there is limited research which focuses specifically on consumers of fashion in the generation Z. This methodological focus is limiting in determining if lessons learnt from emerging economies are applicable to more mature digital retail markets.
In general, the literature shows significant consensus that social media marketing (SMM) and credibility of influencers have a combined effect on the purchase intention of consumers, by strengthening the engagement, trust, relationship quality and perceived authenticity. However, there are differences in interpretation of the relative significance of the factors in between, which here are called mediation factors: trust, customer satisfaction, parasocial interaction, and FOMO. Furthermore, methodological issues, regional aggregation, and the fact that findings vary for different sectors suggest evidence is still scattered. Perhaps most significantly, there have been no studies that have explored both social media marketing and influencer credibility in the UK fashion sector amongst Generation Z. This gap will be filled to have a more comprehensive understanding about how these digital marketing strategies in combination can affect the purchase intention of customers, directly answering the third research objective of this study.
[bookmark: _Toc241071507]Research Gap
The literature reviewed indicates that both of these factors – social media marketing and credibility of influencers – have positive effects on the purchase intention of consumers, but there are also some significant gaps that need to be addressed. On one hand, previous research has studied these variables separately and not considered them in one conceptual study (Liu, 2022; Rosário and Raimundo, 2021). Second, existing studies are highly focused on developing countries like China, Pakistan and Indonesia, and it is difficult to apply the findings of these studies to developed markets like United Kingdom (Jamil et al., 2022; Wibowo and Wiangin, 2020). Also, most of the studies have a cross-sectional design and convenience sampling, which diminishes external validity and makes causal inference difficult. Thirdly, little empirical research has focussed specifically on Generation Z consumers within the UK fashion sector, and despite their reliance on social media for purchasing fashion, has yet to explore their consumption behaviour within this domain. These gaps can be filled to gain a better understanding of the combined impact of social media marketing and influencer credibility on the purchase intention of Generation Z consumers in the UK fashion market.
[bookmark: _Toc241071508]Conceptual Framework
The conceptual framework proposed in this study, which is drawn from the literature reviewed and the theories used, shows the relationships between social media marketing, credibility of the influencers and purchase intention of consumers. Based on the literature, social media marketing and influencer credibility are suggested as independent variables that directly affect consumer purchase intention. Based on the reviewed literature, social media marketing and influencer credibility are proposed as independent variables influencing consumer purchase intention. Previous studies additionally identify customer satisfaction, relationship quality and FOMO as potential explanatory mechanisms; however, these variables are not directly tested in the present study. The framework is based on the Source Credibility Theory and the Theory of Planned Behaviour which gives the theory of the hypothesis and empirical study of the research.
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[bookmark: _Toc241071570]Figure 1: Conceptual Framework (Author)
[bookmark: _Toc241071509]Hypotheses
· H1: Social media marketing has a positive and significant influence on consumer purchase intention among Generation Z consumers in the UK fashion industry.
· H2: Influencer credibility has a positive and significant influence on consumer purchase intention among Generation Z consumers in the UK fashion industry.
· H3: Social media marketing and influencer credibility jointly have a positive and significant influence on consumer purchase intention among Generation Z consumers in the UK fashion industry.
[bookmark: _Toc241071510]Chapter Summary
This chapter critically reviewed the theoretical and empirical literature relating to social media marketing, influencer credibility and consumer purchase intention. The discussion showed that, in general, both variables have a positive influence on purchase intention, while previous studies indicated inconsistent results because contextual, methodological and cultural differences. The review also revealed a few key research gaps around the co-developed evaluation of these variables in the context of the UK fashion sector, especially with respect to Generation Z customers. The results of these led to the formation of a conceptual framework and research hypotheses, which then guided the empirical investigation in the next methodology chapter.









[bookmark: _Toc241071511]Chapter 3: Methodology
[bookmark: _Toc241071512]Chapter Introduction
This chapter discusses and rationalizes the methodological choices made to explore how social media marketing and influencer credibility affect consumer purchase intention in the UK fashion sector, targeting the Gen Z generation. In line with the research aim and objectives and hypotheses, the methodology adopted is the Research Onion by Saunders, Lewis and Thornhill (2019) which has been used to present a systematic and transparent research design. Research philosophy, approach, research strategy, method of selection, time horizon, sampling, data collection procedures, measuring variables, reliability and validity, data analysis techniques and ethical issues are discussed in the chapter. The rationale for each methodological choice is critically argued to establish whether a particular method is appropriate to answer the questions in the study and to assure the strong credibility of the findings.
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[bookmark: _Toc241071571]Figure 2: Saunders, Lewis and Thornhill (2019) Research Onion
[bookmark: _Toc241071513]Research Philosophy 
Research philosophy is the basis of a study's epistemology, which involves how knowledge is created, understood and accepted during the research process (Saunders, Lewis and Thornhill, 2023). The philosophy used in this research is the positivistic philosophy which aims to analyze social media marketing and its relationship with influencer credibility and consumer purchase intention based on data obtained from respondents in the form of numbers. The positivist approach suggests that reality is out there and can be objectively measured using empirical observations and statistical analysis (Park, Konge and Artino, 2020). This is especially relevant since this study does not aim at creating new theory but rather at testing predefined hypotheses from the Theory of Planned Behaviour and Source Credibility Theory. Alternative philosophies (e.g., interpretivism) are more appropriate for exploring meanings and perceptions, which rely on interviews or observations to understand subjective experiences, rather than for testing causal relationships (Junjie and Yingxin, 2022). The positivist philosophy is appropriate because the study quantitatively tests predefined relationships between the independent variables and purchase intention using statistical analysis.
[bookmark: _Toc241071514]Research Approach 
This study adopts a deductive research approach which is the research method in which the theories are developed, then tested by empirical evidence. A deductive approach begins with theoretical propositions that are subsequently tested using empirical evidence (Mohammed, 2024). The theoretical background of this research is Source Credibility Theory and the Theory of Planned Behaviour, which is used to hypothesize that there is a positive relationship between social media marketing, social media influencer credibility and consumer purchase intention. An inductive approach, on the other hand, aims to develop new theories based on qualitative observations, and is typically linked to exploratory research which is based on interviews or case studies (Laari, 2025). This is not appropriate since this study does not intend to develop new theory, but rather to test the current theories in the context of the fashion industry in the UK. Hence, the deductive approach is more in line with the positivist philosophy, quantitative survey design and the hypothesis-testing goals, allowing statistically valid conclusions to be drawn about the relationships between the variables in the study (Fife and Gossner, 2024).
[bookmark: _Toc241071515]Research Strategy 
This study employs survey research strategy as this approach is suitable for obtaining standardized quantitative data from a large population of respondents in an appropriate and systematic manner for statistical investigation of the relationships between SM marketing and influencer's credibility and consumer purchase intention. Ghanad (2023) has stated that surveys are specifically appropriate for explanatory research, which aims to test hypothesis and find out the relationship between the predetermined variables. A structured questionnaire ensures that every participant is asked the same questions, which helps to standardize the measurement process and minimize researcher bias (Kuphanga, 2024). Case study, ethnographic and grounded theory approaches were considered less suitable alternatives. Case studies can provide rich contextual insight but do not yield the statistically generalisable findings, and ethnographic research involves spending a long time observing the participants and is more suitable to the understanding of social behaviours than to testing the theoretical relationships (Lim, 2024). Similarly, grounded theory is used to generate new theory from qualitative data, but not to test theoretical propositions empirically. The survey strategy therefore is more suitable for this study that follows the positivist philosophy and the deductive approach and hypothesis testing that can be supported by strong statistical analysis with SPSS.
[bookmark: _Toc241071516]Methodological Choice 
This study follows the Saunders Research Onion and has a mono-method quantitative research design. The use of numeric data is helpful in measuring variables and conducting statistical testing of the hypotheses; hence it is appropriate for analyzing the relationship among constructs that are built on the theories that have been established (Mohajan, 2020). This research focuses on the impact of social media marketing and credibility of influencers on the purchasing intent of consumers, so that quantitative research can be used to find objective evidence from the data obtained by using statistical analysis and not subjective interpretation. While mixed-methods research can offer a more in-depth understanding of the context since it includes qualitative insights, it demands significantly more resources, time and analytical effort (Ahmed, Pereira and Jane, 2024). The study is explanatory in nature and the research philosophy adopted is the positivist philosophy which requires hypothesis testing, so a mono-method quantitative research method offers more methodological consistency, objectivity and consistency in relation to the positivist research philosophy (Ojebode et al., 2020).
[bookmark: _Toc241071517]Time Horizon 
The time horizon in this research is cross-sectional, which means that the data was obtained from the respondents at a given time. In the field of marketing and consumer behaviour, cross-sectional research is prevalent as it allows researchers to effectively explore the relationship between variables without the need for repeated observations across a long timeframe (Maier et al., 2023). Because the study is about exploring the current impact of SMM on purchase intention of Gen Z and credibility of the influencers, a cross-sectional design would be appropriate. On the other hand, longitudinal studies will investigate changes over time; however, it requires more investment in terms of money, participant retention, and a longer time to collect the data (Dimakos et al., 2022). This kind of approach is beyond the scope and time frame of the dissertation at hand.
[bookmark: _Toc241071518]Research Design 
This study used an explanatory quantitative research design to explore causal relationships that have been proposed in the conceptual framework. Explanatory research aims to establish if there are statistically significant relationships between the independent and dependent variables and to provide empirical evidence to support or refute predefined hypotheses (Mweshi and Muhyila, 2024). The design in the present study allows for investigating the impact of social media marketing and influencer credibility on the purchase intention among Generation Z consumers in the UK fashion industry. The use of exploratory research design would have been more appropriate if the goal of the study was to explore an underdeveloped phenomenon or gain new insights into a phenomenon through qualitative enquiry (Casula, Rangarajan and Shields, 2021). The research, however, is theory driven and hypothesis based and explanatory design is more aligned with the research objectives and statistical analytical techniques.
[bookmark: _Toc241071519]Research Population 
The target population are the Generation Z consumers age 18-27 in the United Kingdom who are active social media users and online shoppers of fashion. This population was chosen because Generation Z is the most digitally influenced consumer group and extensively exposed to social media advertising and influencer marketing in the UK fashion industry (Prasanna and Priyanka, 2024; Sunilkumar et al., 2026). The restriction to active social media users guarantees that those who respond have experience that would be valuable in assessing the constructs in the study. Including all age groups would lead to more behavioural variations and less accuracy in results. Hence, the research is geared specifically towards the UK Generation Z consumers, making it more relevant and appropriate in the context of its objectives.
[bookmark: _Toc241071520]Sampling Technique 
In this study, non-probability convenience sampling is used to select United Kingdom's Generation Z consumers who are active users of social media and shop for fashion online. Convenience sampling is one of the most used sampling methods in marketing and consumer behaviour studies where it is not possible to use a complete sampling frame (Golzar, Tajik and Noor, 2022). Using probability sampling would be time consuming and costly as there is no comprehensive database of all the fashion consumers in the UK who are part of Generation Z (Ahmed, 2024). Also, due to the limited time and resources available for this dissertation, convenience sampling is the most convenient sampling method to use. The limitations to representativeness and external validity associated with convenience sampling were partly mitigated by distributing the questionnaire through multiple online channels (Andrade, 2021). Convenience sampling is an appropriate balance between practicality and methodological rigour, especially since the study is not concerned with national parameter estimation, but rather a test of the theoretical relationships.
[bookmark: _Toc241071521]Sample Size Justification 
The sample size for this study was determined using Cochran formula, which provides a systematic method for estimating an appropriate sample size for a large target population. (Ahmed, 2024) The study focuses on Generation Z consumers in the United Kingdom who use social media and purchase fashion products online. Therefore, Cochran’s formula was considered appropriate for establishing the required number of respondents.
Cochran’s formula:
n₀ = Z² × p × (1 − p) / e²
Where:
· n₀ = required sample size
· Z = Z-value at the selected confidence level
· p = estimated population proportion
· e = acceptable margin of error
For this study, a 95% confidence level (Z = 1.96), 50% population proportion (p = 0.50) and 8% margin of error (e = 0.08) were applied.
Calculation:
n₀ = (1.96)² × 0.50 × (1 − 0.50) / (0.08)²
n₀ = 3.8416 × 0.50 × 0.50 / 0.0064
n₀ = 0.9604 / 0.0064
n₀ = 150.06
Therefore, the calculated sample size was rounded to approximately 150 respondents. This sample size is practically achievable within the dissertation timeframe and provides an appropriate dataset for the planned quantitative statistical analysis.
[bookmark: _Toc241071522]Questionnaire Design and Measurement of Variables 
Primary data were collected through a structured self-administered online questionnaire created in Google Forms. Saunders, Lewis and Thornhill (2019) explained that structured questionnaires are best suited to quantitative research as they help to standardise data collection, minimise interviewer bias and are good for statistical analysis. The questionnaire will be mainly closed-ended, utilizing a five-point Likert scale, ranging from 1 = Strongly Disagree to 5 = Strongly Agree, to enable the respondents to indicate their level of agreement as well as provide data that can be analysed by SPSS software (Koo and Yang, 2025). The questionnaire comprises two sections. The first gathers demographic information, including age, gender and social media usage. The second is the measurement of the study with validated scale adapted from previous literatures. Social media marketing and influencer credibility are independent variables and consumer purchase intention is the dependent variable. Using measurement scales already proven to be effective increases construct validity, and comparability with previous studies, as well as general measurement reliability (Ponsignon, Smith and Smart, 2020).
[bookmark: _Toc241071523]Data Collection Procedure
An online questionnaire was used to collect data, via Google Forms. To target Generation Z consumers living in the United Kingdom, the survey link was distributed through University mailing lists, student networks and social media platforms such as Instagram, Facebook and LinkedIn. Online surveys are considered an efficient and less costly tool for obtaining data from geographically distributed respondents and for quick data collection process and automatic recording of the respondent's answers (Evans and Mathur, 2018). All participation will be voluntary. Participants will be provided with a participant information sheet prior to accessing the questionnaire that details the purpose of the study, confidentiality and participant withdrawal. Participants provided informed consent before completing the questionnaire. The use of online data collection also minimises administrative expenses, transcription errors and enhances data management for subsequent use with SPSS (Deo and Ranganathan, 2024).
[bookmark: _Toc241071524]Reliability and Validity 
Reliability and validity was assessed to ensure that the research instrument produces consistent and appropriate measurements. Cronbach’s alpha was used to assess the internal consistency of the questionnaire items, with a coefficient of 0.70 or above considered an acceptable level of reliability (Willems et al., 2023). The measurement items for social media marketing, influencer credibility and consumer purchase intention will be adapted from previously validated studies to strengthen construct validity and ensure that each construct is measured appropriately. Using established measurement scales also improves methodological consistency and facilitates comparison with previous research (Saunders, Lewis and Thornhill, 2019). In addition, the questionnaire will be reviewed by the research supervisor to assess the clarity, relevance and suitability of individual items in relation to the research aim, objectives and hypotheses. These procedures will strengthen the reliability, content validity and construct validity of the research instrument and enhance the overall credibility of the quantitative findings.
[bookmark: _Toc241071525]Data Analysis Techniques 
After data collection, data will be exported to IBM SPSS statistics for analysis. To clean the data, data checking will be done, and incomplete responses, duplicate submissions, coding mistakes and missing values will be addressed before statistical testing is conducted (Rahman and Muktadir, 2021). Frequency, percentage, mean and standard deviations was used as descriptive statistics to describe the respondents' demographic characteristics and provide an overview of each study variable. This will then be followed by establishing the internal consistency of the measurement scales (questionnaire items) using Cronbach's Alpha to ensure that the questionnaire items measure the constructs they are supposed to measure. Next, direction and strength of the relationships between social media marketing, influencer credibility and consumer purchase intention will be analysed through Pearson correlation analysis. Correlation analysis is preliminary evidence that helps to determine whether there is a relationship between variables in the study that is statistically significant (Janse et al., 2021). Finally, multiple regression analysis will be used to test the three research hypotheses and identify the explanatory powers of the social media marketing and influencer credibility variables in predicting the consumers' intention to purchase, and the relative explanatory powers of the variables will be estimated. The use of regression analysis is especially suitable as it considers various independent variables and determines how each one influences a single dependent variable (Ilyas and Ullah, 2026).
[bookmark: _Toc241071526]Ethical Considerations 
The data collection was started after obtaining ethical approval from the relevant university ethics committee. The research will adhere to institutional ethical standards and to the General Data Protection Regulation (UK GDPR) for the collection, storage and processing of personal data. The participants will be given an information sheet that details the aims of the study and confidentiality measures and that they have the right to withdraw before completing the questionnaire. The participation will be completely voluntary and no personally identifiable information will be collected. Questionnaire responses were anonymised and stored securely in password-protected files, all the data will be securely password protected and was used only for academic purposes. Such ethical practices reduce the possible harm to research participants and maximise the integrity, transparency and credibility of the research process (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc241071527]Chapter Summary 
This chapter provided the methodological rationale of the study, the research strategy, the sampling, the questionnaire design, the instrument of data collection, the reliability and validity of the instruments, the SPSS analytical techniques and ethical considerations. The findings derived from the collected data are presented in the next chapter.

[bookmark: _Toc241071528]Chapter 4: Findings and Data Analysis
[bookmark: _Toc241071529]Chapter Introduction
This chapter presents the empirical findings obtained from 150 eligible questionnaire responses. It reports data screening, missing-data assessment, reliability testing, item-level and composite descriptive statistics. The assumptions underlying Pearson correlation and multiple regression are subsequently examined. Correlation and regression analyses are then used to evaluate relationships among Social Media Marketing, Influencer Credibility and Consumer Purchase Intention and to test the three hypotheses developed from the research objectives.
[bookmark: _Toc241071530]Data Screening and Eligibility
[bookmark: _Toc241071572]Table 2: Screening and Eligibility
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A total of 150 questionnaire responses were received. All 150 respondents provided informed consent and confirmed that they were aged between 18 and 27 years, currently lived in the United Kingdom, used social media, and purchased or considered purchasing fashion products online. The computed ELIGIBLE variable consequently produced a value of 1 for every respondent. Therefore, no cases were excluded for failing the study’s eligibility requirements, and all 150 responses were retained for subsequent statistical analysis. This confirmed that the analysed sample corresponded with the target population defined in the methodology: Generation Z social-media users with experience of considering or purchasing fashion products online.
[bookmark: _Toc241071531]Missing data
There were no missing observations in the 150 valid responses to all 24 measurement items. Thus, there was no need for data imputation or replacement, and the entire sample was used for reliability, descriptive and inferential analysis. The complete valid and missing response output for all 24 items is provided in Appendix A.
[bookmark: _Toc241071532]Reliability Analysis
Cronbach's alpha was used to measure the internal consistency of the three measurement scales. The alpha coefficient for Social Media Marketing was .723 (eight items) and .732 (eight items) for Influencer Credibility. Consumer Purchase Intention had the highest coefficient, which was .761 over eight items. The internal consistency of all three values was above .70 which is the value generally used for acceptable internal consistency. Therefore, the related items of the questionnaire were combined into three composite variables which were later used in the analysis. However, coefficients can be seen as evidence of reliability and not of construct validity for which it would have to be done in exploratory factor analysis.
[bookmark: _Toc241071573]Table 3: Cronbach’s Alpha Results for the Study Constructs
	Construct
	Number of items
	Cronbach’s alpha
	Interpretation

	Social Media Marketing
	8
	.723
	Acceptable

	Influencer Credibility
	8
	.732
	Acceptable

	Consumer Purchase Intention
	8
	.761
	Acceptable


[bookmark: _Toc241071533]Composite-Variable Descriptive Statistics
[bookmark: _Toc241071574]Table 4: Descriptive Statistics for the Composite Study Variables
[image: ]
Composite scores were calculated by averaging the eight items associated with each construct. Social Media Marketing produced the highest composite mean (, ), with scores ranging from 1.00 to 3.25. Influencer Credibility recorded a slightly lower mean (, ), ranging from 1.00 to 3.50. Consumer Purchase Intention produced the lowest composite score (, ), with values between 1.00 and 3.75. As all three means were below the neutral midpoint of 3.00, respondents generally reported unfavourable perceptions of social-media marketing and influencer credibility, alongside comparatively low intentions to purchase fashion products.
[bookmark: _Toc241071534]Pearson Correlation Analysis
Pearson correlation showed that Social Media Marketing had a weak, negative and statistically non-significant relationship with Purchase Intention, , . Influencer Credibility had a weak but statistically significant positive relationship with Purchase Intention, , . Social Media Marketing and Influencer Credibility were not significantly related, , . Thus, positive attitude towards influencer credibility was marginally correlated with purchase intention, while no significant correlation was found between social media marketing and purchase intention of the 150 respondents. The complete Pearson correlation matrix can be found in Appendix B.
[bookmark: _Toc241071535]Linear Regression Analysis
[bookmark: _Toc241071536]H1: Social Media Marketing and Purchase Intention
[bookmark: _Toc241071575]Table 5: Model Summary for the Regression of Social Media Marketing on Purchase Intention
[image: ]
Table 4 presents the model summary for H1. The regression produced an R value of .121 and an R² of .015, indicating that Social Media Marketing explained only 1.5% of the variance in Purchase Intention. The adjusted R² was .008, while the standard error of the estimate was .64179. Overall, the low R² indicates that Social Media Marketing had very limited explanatory power for variations in Purchase Intention among the 150 Generation Z respondents.
[bookmark: _Toc241071576]Table 6: ANOVA Results for Social Media Marketing Predicting Purchase Intention
[image: ]
Table 5 shows whether the H1 regression model was statistically significant. The ANOVA result was F(1, 148) = 2.207, p = .140. Because the p value was greater than the .05 significance value, the overall model of regression was not statistically significant. This indicates that there was no significant prediction of Purchase Intention in the sample in relation to Social Media Marketing. Hence, it is seen that there is no significant variation between the model and the observed Purchase Intention as per this regression model.
[bookmark: _Toc241071577]Table 7: Regression Coefficients for Social Media Marketing Predicting Purchase Intention
[image: ]
Table 6 presents the regression coefficient for Social Media Marketing. The social media marketing had a negative coefficient (B = −.115, β = −.121), meaning that the relationship observed was negative, not in the direction that was hypothesized in H1. This relationship was not, however, statistically significant, t = −1.485, p = .140. Social Media Marketing was not a significant predictor since p>.05. Therefore evidence fails to support the proposed positive and significant relationship and thus H1 is not supported.
[bookmark: _Toc241071537]H2: Influencer Credibility and Purchase Intention
[bookmark: _Toc241071578]Table 8: Model Summary for the Regression of Influencer Credibility on Purchase Intention
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Table 7 presents the model summary for H2. The regression generated an R value of .180 and an R² of .032. This indicates that Influencer Credibility explained 3.2% of the variance in Purchase Intention among the respondents. The adjusted R² was .026 and the standard error of the estimate was .63598. Despite the explained variance being relatively low, the model shows a positive relationship between Influencer Credibility and Purchase Intention and its statistical significance was determined by the results of the ANOVA.
[bookmark: _Toc241071579]Table 9: ANOVA Results for Influencer Credibility Predicting Purchase Intention
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The regression model of Influencer Credibility and Purchase Intention was statistically significant, F(1, 148) = 4.964, p = .027 (see Table 8). Since the p-value is less than the .05 significance level, the variable Influencer Credibility was found to significantly predict Purchase Intention. This finding suggests that the regression identified relationship was not just likely to be due to sampling variation at the 5% significance level. Thus, the overall H2 regression model presented statistically significant evidence that there may be a relationship between Influencer Credibility and Purchase Intention.
[bookmark: _Toc241071580]Table 10: Regression Coefficients for Influencer Credibility Predicting Purchase Intention
[image: ]
Influencer Credibility significantly and positively correlated with Purchase Intention (B = .171, β = .180, t = 2.228, p = .027) as shown in Table 9. The positive B value indicates that a one-unit increase in Influencer Credibility was associated with a .171-unit increase in Purchase Intention, on average. p = .027 < .05, thus Influencer Credibility was a significant positive predictor. This is in line with the direction of the hypothesis; thus, the hypothesis is supported.
[bookmark: _Toc241071538]H3: Combined Effect of SMM and Influencer Credibility
[bookmark: _Toc241071581]Table 11: Model Summary for the Combined Regression of Social Media Marketing and Influencer Credibility on Purchase Intention
[image: ]
Table 10 presents the model summary for the combined regression. The model produced an R value of .222 and an R² of .049, meaning that Social Media Marketing and Influencer Credibility jointly explained 4.9% of the variance in Purchase Intention. The adjusted R² was .036, indicating 3.6% explained variance after adjustment for the number of predictors. Although the explanatory power was relatively limited, the combined model accounted for more variation in Purchase Intention than either predictor considered separately.
[bookmark: _Toc241071582]Table 12: ANOVA Results for the Combined Prediction of Purchase Intention
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Table 11 indicates that the combined regression model was statistically significant, F(2, 147) = 3.810, p = .024. Because the p-value of the overall model was less than .05, Social Media Marketing and Influencer Credibility combined significantly predicted Purchase Intention. This outcome, however, only tells you that the regression model was significant - it does not indicate that both of the variables in the model were individually significant.
[bookmark: _Toc241071583]Table 13: Regression Coefficients for the Combined Prediction of Purchase Intention
[image: ]
Table 12 shows different contributions from the two predictors. Influencer Credibility was a positive and statistically significant predictor of Purchase Intention (B = .176, β = .186, t = 2.313, p = .022). In contrast, Social Media Marketing had a negative but statistically non-significant coefficient (B = −.123, β = −.130, t = −1.613, p = .109). Therefore, although the overall combined model was statistically significant, only Influencer Credibility made a significant positive individual contribution. Accordingly, H3 is partially supported rather than fully supported.
[bookmark: _Toc241071539]Summary of Hypothesis Testing
[bookmark: _Toc241071584]Table 14: Summary of Regression Hypothesis Testing
	Hypothesis
	Regression Result
	Decision

	H1: SMM → PI
	β = −.121, p = .140
	Not Supported

	H2: IC → PI
	β = .180, p = .027
	Supported

	H3: SMM + IC → PI
	R² = .049, F(2,147) = 3.810, p = .024; only IC individually significant
	Partially Supported


[bookmark: _Toc241071540]Chapter Summary
This chapter analysed 150 complete and eligible responses. All three scales demonstrated acceptable internal consistency, with Cronbach’s alpha values ranging from .723 to .761 and composite mean scores for Social Media Marketing, Influencer Credibility and Purchase Intention did not exceed 3.00. The results of regression indicated that the Social Media Marketing does not significantly predict the Purchase Intention (β = −.121, p = .140), therefore, H1 was not supported. However, Influencer Credibility positively and significantly predicted Purchase Intention (β = .180, p = .027), thus supporting H2. The overall regression model was significant F(2,147) = 3.810, p = .024, accounting for 4.9% of the variance in Purchase Intention. Only the single factor “Influencer Credibility” however played a significant individual role and hence the H3 was partially supported. The results of these findings form the foundation for the discussion in the next chapter.







[bookmark: _Toc241071541]Chapter 5: Discussion
[bookmark: _Toc241071542]Purpose
This chapter interprets the findings presented in Chapter Four in relation to the study’s aim of examining the impact of social media marketing and influencer credibility on purchase intention among Generation Z consumers in the UK fashion industry. Their individual and combined effects are discussed and compared with earlier literature and interpreted with the help of the Source Credibility Theory and the Theory of Planned Behaviour. Attention is paid to areas where the findings support, extend or are different from previous research before considering their theoretical and practical significance.
[bookmark: _Toc241071543]Analytical and Theoretical Framework
The findings are interpreted through the integrated lens of Source Credibility Theory (SCT) and the Theory of Planned Behaviour (TPB). SCT proposes that persuasive communication is more influential when the source is perceived as trustworthy, expert and attractive (Hovland and Weiss, 1951; Ohanian, 1990). Applied to influencer marketing, SCT provides a basis for interpreting whether influencer credibility is associated with stronger purchase intention. TPB adds to the above view by defining purchase intentions as a behavioural intention which is influenced by the consumer's evaluations and social influences (Ajzen, 1991). Attitudes, subjective norms and perceived behavioural control are not however directly measured in this study, so tests of the TPB are not claimed in this research, but it is used as an interpretive framework. Chapter Two also recognised that neither theory alone fully explains digital fashion consumption because emotional, relational and contextual factors may also influence consumer behaviour.  The discussion thus examines three types of evidence: the unique impact of social media marketing, the unique impact of the credibility of the influencers, and the collective predictive power of both. This structure permits the statistical findings to be compared critically with prior literature while assessing whether the proposed theoretical relationships are supported, qualified or challenged in the UK Generation Z fashion context.
[bookmark: _Toc241071544]Social Media Marketing and Consumer Purchase Intention (RQ1/H1)
The findings do not support H1 or the expected positive relationship underlying RQ1. Social media marketing explained only 1.5% of variation in purchase intention (R² = .015), while its coefficient was negative and statistically non-significant (β = −.121, p = .140). Thus, within this sample, more favourable perceptions of social media marketing did not correspond to significantly greater purchase intention. 
This finding contrasts with much of the literature reviewed. The results of Jamil et al. (2022) showed that the activities of social media marketing raised the purchase intention based on satisfaction and social identification, whereas Wibowo and Wiangin (2020) determined that relationship quality was a significant intermediate between social media activity and behavioural results. Nevertheless, both studies were carried out outside of the UK, limiting their direct applicability to the UK Generation Z consumers of fashion. The current outcome rather conforms closer to Zhang, Zhang and Zhou (2021) who illustrated that positive attitudes created using digital communication do not necessarily translate into buying when sensible factors like price and convenience still play a role. There is also prior evidence that consumer responses to social media marketing can be influenced by the concepts of FOMO, satisfaction, authenticity and product characteristics (Pham, Nguyen and To, 2025; Busalim and Asadi, 2025). 
The observation hence is a mere use of TPB and not refusal of its logic. Marketing communications might also be a part of evaluations relating to a purchase; however, intention can also be contingent upon more than just marketing exposure. This is particularly applicable since the study did not directly measure the attitude of TPB, subjective norm and perceived behavioural control elements. The evidence consequently suggests that social media marketing alone was insufficient to explain purchase intention in this sample, highlighting the importance of additional psychological, economic and relational mechanisms.
[bookmark: _Toc241071545]Influencer Credibility and Consumer Purchase Intention (RQ2/H2)
In contrast to H1, the results provide support for H2 and answer RQ2 positively. Influencer credibility significantly predicted purchase intention (B = .171, β = .180, t = 2.228, p = .027), although its explanatory power was modest at 3.2% (R² = .032). Therefore, greater perceived influencer credibility was associated with higher purchase intention among the Generation Z respondents, but credibility alone accounted for only a small proportion of differences in purchasing intention. 
The finding confirms Liu (2022), who established substantial positive impacts of trustworthiness, expertise, attractiveness and general credibility of an influencer on buy intention. It also aligns with Lou and Yuan (2019), who associated credible and informative content of influencers with trust and following purchase intentions. The convergence of this type is significant since most of the previous evidence has been generated beyond the UK; the recent results show that the positive credibility-intention correlation can be also noted in the context of the UK fashion sample Generation Z. However, the rather low explanatory power warns against considering credibility as a powerful determinant. Even past studies indicate that the effect can be specific to the type of influencer and communicational situation (Gerlich, 2023; Han and Balabanis, 2023). 
The result is less in line with Oliveira et al. (2026), who determined an indirect, but not a direct credibility effect via emotional attachment and presumed influence. Other literature also focuses on consumer trust being an intermediation mechanism (Dwivedi, Gupta and Sayal, 2025). The present direct association supports the central proposition of SCT that credible sources enhance acceptance of persuasive communication, but the small R² indicates that SCT cannot independently explain the complexity of Generation Z fashion purchasing. Credibility therefore matters, while its practical influence is likely embedded within a broader network of consumer and contextual factors.
[bookmark: _Toc241071546]Joint Influence of Social Media Marketing and Influencer Credibility (RQ3/H3)
The combined regression provides a more nuanced answer to RQ3. Social media marketing and influencer credibility jointly produced a statistically significant model, F(2,147) = 3.810, p = .024, explaining 4.9% of variance in purchase intention (R² = .049; adjusted R² = .036). However, influencer credibility remained a significant positive predictor (β = .186, p = .022), whereas social media marketing remained negative and non-significant (β = −.130, p = .109). Consequently, H3 is only partially supported: the overall model was significant, but the predicted positive contribution was not demonstrated for both variables. 
This result qualifies the literature that indicates that good activity on social media and sources of credible messages work in tandem to reinforce purchase decisions. An example is a study by Busalim and Asadi (2025), which linked social media marketing to the quality of relationships and future purchase intention, whereas studies on influencer communication have based their research on credibility as a key factor in consumer attitude (Rezaldi et al., 2026). Nonetheless, Chapter Two also found the lack of consensus regarding the processes that connect these constructs to purchase intention. Shoukat, Shah and Selem (2023) focused on parasocial interaction and trust, and Ahmad, Ghani and Hamid (2025) paid attention to the satisfaction and social identification. 
The current results thus indicate that merely the confluence of social media marketing exposure and the credibility of the influencer do not imply that they will independently affect the purchasing intention. An important overall model seems to be motivated by the credibility of influencers. Additionally, the explained variance of 4.9% shows that there is still about 95 percent variation that is not represented by the two-predictor model. This does not render the model meaningless, but it does show that the intention of UK Generation Z to purchase fashions is far more complicated than the suggested straightforward correlations suggest. The findings consequently favour a conditional interpretation in which source credibility contributes to purchase intention while other psychological, relational and situational variables may determine whether social media engagement translates into intended purchasing.
[bookmark: _Toc241071547]Overall Theoretical Synthesis and Conceptual Framework
Taken together, the findings provide partial rather than complete empirical support for the proposed conceptual framework. H1 was not supported, H2 was supported and H3 was partially supported. This trend is significant theoretically since Chapter Two hypothesized social media marketing as well as influencer credibility as direct positive predictors of purchase intention. Instead, the empirical findings indicate the difference between the two: influencer credibility proved to have a strong direct correlation, but not social media marketing.
The credibility result is in line with SCT since consumers are seen to be more likely to purchase when the influencers are believed to be credible. This reinforces the theoretical focus on the features of sources in persuasive communication (Hovland and Weiss, 1951; Ohanian, 1990). However, such a small impact implies that credibility is just a single factor of the purchasing procedure. The non-significant SMM finding also warns not to assume that exposure to interactive, personalised or engaging marketing inevitably leads to higher behavioural intention. In TPB terms, the purchase intention can indicate more general considerations and social and control that were not measured directly in this study (Ajzen, 1991).
The conceptual framework therefore requires qualification rather than wholesale rejection. Customer satisfaction, relationship quality and FOMO were discussed in Chapter Two as potential mediating or moderating mechanisms, but they were not empirically tested in the hypotheses. Accordingly, no mediation or moderation conclusions can be drawn. Instead, the weak explanatory power of the tested model provides a rationale for future research to investigate these mechanisms directly.
[bookmark: _Toc241071548]Research Gap and Contribution to Knowledge
The study contributes to addressing three interconnected gaps identified in Chapter Two. Past literature often considered social media marketing and influencer credibility as two distinct variables, was focused in markets like China, Pakistan and Indonesia, and offered comparatively little empirical focus to Generation Z fashion buyers in the United Kingdom. The current study offers context-specific evidence by testing both predictors in the same regression model with 150 eligible respondents in the UK Generation Z, instead of suggesting that the results of other geographical markets can directly be applied to the UK context.  More to the point, there is not just a validation of the existing positive correlations but rather the elaboration of their disparate predictability value. However, unlike a lot of the previous evidence, SMM did not have a significant predictive contribution to purchase intention, but influencer credibility remained having a significant positive contribution individually and in the joint model. This finding therefore qualifies claims that social media marketing necessarily strengthens purchase intention among digitally active younger consumers. At the same time, the low combined R² of .049 demonstrates that these two constructs alone provide only a limited account of purchasing intention. The study thus narrows the identified contextual gap while indicating that future UK research requires broader models incorporating psychological, relational and situational determinants.
[bookmark: _Toc241071549]Robustness and Alternative Explanations
The findings should also be considered against alternative explanations. All three scales demonstrated acceptable internal consistency, with Cronbach's alpha ranging from .723 to .761, strengthening confidence that the composite measures were sufficiently reliable for the analysis. However, the cross-sectional design does not establish causation but only statistical correlations at a particular time. Convenience sampling also limits the extent to which the 150 respondents are representative of the wider UK Generation Z population. 
The low explanatory power may additionally indicate omitted influences. The previous literature names the following as possible determinants or mechanisms: affordability, convenience, trust, authenticity, FOMO, parasocial interaction and satisfaction. The low composite scores of the three constructs below the midpoint can also be indicative of perceptions that are largely restrained in the specific sample. Therefore, the non-significant SMM effect should be interpreted as a finding specific to the present model and sample rather than evidence that social media marketing has no influence on Generation Z purchasing behaviour.
[bookmark: _Toc241071550]Practical Synthesis and Managerial Implications
The findings provide a qualified basis for managerial action. First, UK fashion retailers might consider prioritising influencer credibility overreach alone as opposed to the reach of influencers since credibility stood out as the only notable positive individual predictor in the composite model. The selection of influencers must thus consider credibility, experience, authenticity and message-brand alignment, capturing the credibility dimensions highlighted in prior studies (Liu, 2022; Han and Balabanis, 2023). Second, an assumption that a higher investment in the activity of social media will necessarily raise purchase intention should be avoided by retailers. The non-significant SMM result suggests that social media campaigns may need to be integrated with credible communicators and other purchase-relevant factors. Lastly, since the combined model accounted for only 4.9% of the purchase-intention variance, managerial decisions should not be based on these two factors. Other consumer motivations such as price, convenience, trust, authenticity among other factors could also be factored in designing and assessing the digital fashion campaigns.
[bookmark: _Toc241071551]Chapter Summary
This chapter critically interpreted the findings in relation to previous literature and the theoretical framework. Social media marketing did not significantly predict purchase intention, resulting in H1 being unsupported. Influencer credibility significantly predicted purchase intention, supporting H2 and Source Credibility Theory. The combined model explained 4.9% of purchase intention, with only influencer credibility significant; therefore, H3 was partially supported. Overall, the findings provide partial support for the proposed conceptual framework.

[bookmark: _Toc241071552]Chapter 6: Conclusion
[bookmark: _Toc241071553]Introduction
This chapter concludes the study by synthesising the key findings and presenting their theoretical and managerial implications, research limitations, and directions for future research. The study aimed to examine the influence of social media marketing and influencer credibility on purchase intention among Generation Z consumers in the UK fashion industry. Using a quantitative survey of 150 respondents, the study tested the proposed relationships through correlation and regression analysis.
[bookmark: _Toc241071554]Brief Summary of Key Findings
The findings provide partial support for the proposed relationships. Social media marketing did not significantly predict purchase intention (β = −.121, p = .140), contradicting studies reporting positive effects through engagement, satisfaction and social identification (Jamil et al., 2022). Influencer credibility, however, significantly and positively predicted purchase intention (β = .180, p = .027), supporting Source Credibility Theory and previous evidence that credible sources strengthen consumer persuasion (Liu, 2022; Lou and Yuan, 2019).  When both predictors were considered simultaneously, the overall model was significant, F(2,147) = 3.810, p = .024, but explained only 4.9% of purchase-intention variance. Influencer credibility remained significant (β = .186, p = .022), whereas social media marketing remained non-significant (β = −.130, p = .109). Overall, credibility emerged as the more relevant predictor, while the limited explanatory power indicates that purchase intention also depends on wider psychological, relational and situational factors.
[bookmark: _Toc241071555]Theoretical Implications
The findings provide several theoretical implications for understanding purchase intention among Generation Z consumers in the UK fashion industry. The study was principally grounded in Source Credibility Theory (SCT), supported by the Theory of Planned Behaviour (TPB). Persuasive communication will have more influence when the source is credible, expert and good-looking (Hovland and Weiss, 1951; Ohanian, 1990). This theoretical proposition is supported by the fact that influencer credibility has a significant positive effect on purchase intention (β = .180, p = .027). This finding is also consistent with previous studies on influencers that indicate credibility is a crucial factor influencing consumer attitudes and behaviours (Liu, 2022; Han and Balabanis, 2023). In this way, the study contributes to the relevance of SCT for Generation Z fashion consumers as it shows that source-related factors are still important in today's social media landscape.
However, the findings also establish an important boundary condition. Contrary to the conceptual framework and much of the literature reviewed in Chapter Two, social media marketing did not significantly predict purchase intention (β = −.121, p = .140). This validates the assumption that interactive and engaging/personalized social media activity equates to greater behavioural intentions. Theoretically, this is a reasonable difference from a TPB's point of view as purchase intention can also be affected by general consumer attitude, social factors and perceived behavioural control (Ajzen, 1991). The results cannot be taken as a direct empirical test of TPB, as these TPB components were not measured directly. 
The findings also offer an understanding of how digital marketing can possibly affect buying behaviour. Past studies suggested that trust, parasocial interaction, satisfaction and social identification can be mechanisms that link social media consumption to the purchase intention (Shoukat, Shah and Selem, 2023; Ahmad, Ghani and Hamid, 2025). In the current results, exposure to and/or positive perceptions of SMM alone proved to be insufficient. Rather, the persuasiveness of the communicator seems to be more relevant, with influencer credibility being still significant when both predictors were placed simultaneously. 
Consequently, the proposed conceptual model requires refinement rather than rejection. H1 was unsupported, H2 was supported and H3 was only partially supported. The combined model accounted for 4.9% of the variance in purchase-intention, and influencer credibility was the only significant unique contributor. As noted in Chapter Two, customer satisfaction, relationship quality or FOMO could be mediators and/or moderators, but these were not tested empirically so no mediation or moderation claims are made. Rather, the low explanatory power offers a theoretical justification for future research models to include these along with affordability, convenience, trust, authenticity and parasocial interaction. 
Finally, these implications are most appropriately generalised to the UK fashion and social-media context of Generation Z consumers. The study provides context-specific evidence as previous studies were often focused on markets like China, Pakistan and Indonesia. However, in the light of cross-sectional design, convenience sampling, and 150 respondents, it should be wise to make a broad generalization. The theoretical contribution therefore lies in showing that influencer credibility appears comparatively robust, whereas the relationship between social media marketing and purchase intention is more context-dependent and likely contingent on additional psychological, relational and situational factors.
[bookmark: _Toc241071556]Managerial Implications
The findings offer several actionable implications for UK fashion retailers and marketing managers. Firstly, when it comes to choosing influencers, companies should focus on their credibility and not just the numbers. The only significant positive factor in the combined model was the credibility of the person communicating the message (β = .186, p = .022), that is, credible communicators are more important in predicting purchase intention than social media marketing alone. Managers should therefore evaluate the trustworthiness, expertise, authenticity and brand-influencer consistency during the selection process, following Liu (2022) and Han and Balabanis (2023). Data that can be tracked on performance include influencer-attributed conversion rates, engagement quality and purchase intention.
Second, retailers should not assume that higher social media activity equals sales. Social media marketing was not found to be a significant predictor of purchase intention (β = −.121, p = .140). Managers need to consider the quality of the interaction that content is attracting and how it enables trustworthy communication, instead of the number of posts or how often they're viewed. Click-through rates, engagement-to-conversion rates and conversions at the campaign level are among the relevant KPIs.
Thirdly, a fashion brand needs to combine the content on social media with the trustworthy communication of influencers, instead of working separately. Though the combined model was significant, it was able to account for only 4.9% variance in purchase-intention. Thus, campaigns must strategically align when it comes to brand content, influencers, and messaging, and experiment with different mixes to see which ones yield better results.
Lastly, managers need to take other, broader purchase determinants into account when planning a campaign. The low R² value suggests that there is significant variation that is not accounted for by the model, and previous literature suggests that price, convenience, trust, authenticity, FOMO and satisfaction could be possibly relevant influences. Social-media indicators could therefore be paired with conversion, customer satisfaction and repeat purchase indicators to provide a more holistic assessment of marketing effectiveness, for fashion retailers.
[bookmark: _Toc241071557]Recommendations
Based on the findings, UK fashion brands should give greater attention to influencer credibility when designing social media campaigns aimed at Generation Z consumers. The only significant positive predictor of purchase intention was the credibility of the influencer, indicating that brands should choose influencers not only for their size but also for their credibility, expertise, authenticity and suitability for the brand. This parallels with Liu (2022) and Han and Balabanis (2023) that credibility related characteristics are important factors that affect consumer responses.
The findings also suggest that fashion retailers should avoid relying on social media marketing activity alone to increase purchase intention. In this study, social media marketing was not a significant predictor, so social media marketing campaigns should be integrated with other factors which affect buying and convincing communication via influential people. Past studies show that trust, parasocial interaction and satisfaction could have an impact on the actualization of social media activity into consumers' responses (Shoukat, Shah and Selem, 2023; Ahmad, Ghani and Hamid, 2025).
Moreover, brands need to consider metrics like conversion rates, level of engagement and purchases directly attributed to influencers instead of just reach and post frequency. The results from the combined model showed that the variance was only 4.9% for purchase intention, so marketers should also look at other aspects like price, convenience, trust, authenticity and FOMO when creating campaigns. There are limitations to these findings as they were based on a sample of UK fashion consumers of Generation Z.
[bookmark: _Toc241071558]Limitations and Directions for Future Research
Several limitations affect the interpretation and generalisability of the findings. Firstly, the study was a cross-sectional design which cannot determine causality. Secondly, the sample size of 150 respondents and convenience sampling limit the generalisability of the results to the broader UK Generation Z population. Self-reported questionnaire data might also lead to response and common method bias. In addition, the combined model accounted for only 4.9% of the variance in purchase-intention, which suggested that there were important explanatory variables not accounted for. 
Future studies should be conducted with larger probability-based samples and a longitudinal design to investigate the stability of these relationships over time. Research could also be carried out across various fashion segments, Generation Z sub-segments or national contexts to examine the transferability of the results. Of particular interest, future models should explicitly test the mechanisms identified in the literature such as trust, customer satisfaction, relationship quality, FOMO and parasocial interaction. Further experimentation could be conducted to change the credibility of the influencer and/or the social media content characteristics, to give better evidence of the causal relationship between the changes and changes in purchase intention and/or purchasing behaviour.
[bookmark: _Toc241071559]Closing Statement
The findings of this study have implications for the understanding of digital fashion consumption as they have shown that social media marketing does not have a significant prediction on the purchase intention of UK Generation Z consumers, while the credibility of the influencer does. The results hence question the assumptions that more social media use is linked to higher purchase intentions. Credible communication is important for theory and practice, yet the limited explanatory power of this model reveals that purchase intention is a result of a larger set of psychological, relational and situational influences.
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Name (Print)

You may decline to participate in this study. You may end your participation in this study at any

time. All data generated from this or any interview will remain confidential. For more information,

please view the university’s Research and Data Management Policy.

When completed please email a copy to the below address to be kept on the file of the researcher

and retain a copy for yourself.

Subject Title: [NAME OF PARTICIPANT] - Participant Consent Form

Email. @student.uwtsd.ac.uk
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Research Questionnaire

‘The Impact of Social Media Markeing and Influencer Credibility on Consumer Purchase
Intention among Generation Z Consumers in the UK Fashion Industry

Participant Information

‘You are invited to participate i a research study examining how social media marketing and
infiuencer credibilify influence the purchase infenfions of Generation Z consumers in the UK.
fashion indstry

‘This questionnaire is intended for individuals aged 18-27 who curently live in the United
Kingdom, use social media and purchase or consider purchasing fashion products online.
Partcipation s entirely voluntary. No personally identifisble information will be collected, and all
responses will emain anonymous and confidential. The information collected wil be used solely
for academic research.

Please answer each question according to your own experiences and perceptions. There are no
right or wrong answers. The questionnaire should take approximately five minutes to complete

Consent and Eligihility Scrcening
‘These screening questions are not included in the main questionnaire numbering.
Consent

I kave read and understood the partcipant information above. | understand the purpose of the
research and voluntarily agree to participate

+ Yes Tagree to paricpate
+ No,Tdonot agee o participste
Microsoft Forms nstruction: £ N i selected,end the questomaire.
Age dligibilit
re you cumenly aged beween 18 and 27 years?
v
. N
Screening instruction: If“No” s selcted, end the questionnaie
UK residence
Do you curently iv i th United Kingdom?
v
. N
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Screening instruction: If“No” s selcted, end the questionnaie
Social-media use
Do you curtently use social medis?
v
. N
Screening instruction: If“No” s selcted, end the questionnaie
Online fashion purchasing
Do you purchse orconside purchasing fashion products oxline?
. v
. N
Screening instruction: If“No” s selcted, end the questionnaie
Main Questionnaire

Please indicate how strongly you agree or disagree with each statement.

Response Seale
Snongly Dissgree 1
Dissgree 2
Neither Agtee norDisagee 3
sgee s

Stongly Agree 5
Section A: Social Media Marketing

This section messures erceptionsof fashion brands”social media marketig

Q. Fashion rands provide entertining content o socil media.

Q2. Tenjoy viewing socal-media content published by fshion brands.

Q. Fashion brands encourage consumers o nteract withthei socialmedia content.

Q. Social media makes it easy for me to communicate nd engage with fshion b,

QS Socil mediacontent Som fshion brands keeps me informed ot cument fehion rends.
QG Tse fashion brands”socl.mediacontent o discover e syles and products.

Q. Fashion relted sociab-media content i generally elevant to my nterests and preferences.
Q. Reviews and ecommendations shared on soial media elp me evaluate fshion prodict.
Section B: Influencer Credibilit

s section messures perceptionsofthe credibility of feion inluencers.

Q0.1 considerfshion influencers credible when they provide honsst opiions bout products.
QO st fshion infiuencrs who clealy disclose ther relationships with ashion brands.

QUL I consider fashion influencers kmowledgeable about the products and brands they
recommend.

QU2. An influencer’s ashion expertise ncreases my confidence in their recommendations.

QI3 The style and presentation of a fashion influencer make thei recommendafions appealing to

QU I pay grester atention to influences whose fshion content and personal syl I fnd
appeaing

QIS I consider an influencer more credible when thelr recommendations appear genvine rather
than overly promotional.

QU6 consider fashion influencers credible when their ecommendations are consistent with their
usual content and values

Section C: Consumer Purchase Intention
s secton messures inention to purchase fashion products

Q. Linend to purchase fshion products tha nterest e inth fuure

Q. Lam likely to consider purchasing fashion productstht I disover online.

Q. ol seriously consider buying a ashon product that mests my needs.

Q. expect o purchase fashion productscnlie i the e,

QL. Lam willng to ey shion products that T have recenty discovered.

Q2. 181 found a sutable ashion produc, T would be ikely o purchase it

Q3. Told considerchoosing a fshion prdictthat appeals to me over compeing altematives.

Q4. My likelihood of purchasing 2 fashion product is high when the product matches my
preferences.

Closing Statement

‘Thank you for partiipating in his research.
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