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[bookmark: _Toc110035372]Topic: The impact of Social Media Influencers on Lifestyle branding
[bookmark: _Toc110035373][bookmark: _Toc110037671]Chapter 1: Introduction 
[bookmark: _Toc110035374][bookmark: _Toc110037672]Background of the topic
In the 21st century, influencer marketing has become an important element of branding process. The social media influencer endorsement has become a common practice that has played significant impact on fostering the credibility and brand reputation. Social media has become fundamentally altered landscape for advertisement (Glucksman 2017). In the 21st century, the use of social media has got increased on the global scale. The celebrity influencers have got huge exposure on social media and TV, which is attracting the millions of followers through the channels like Youtube, twitter, Instagram and Facebook (Klassen et al. 2018). As its impact, the influencers have become important resources of the company for reaching the network of target audience. The trust that the followers have on the influencers play greater impact for ensuring successful marketing practice (Nurhandayani, Syarief and Najib 2019). In the current scenario, the influencer based marketing initiatives adopted by the brands have started influencing the customer loyalty.  The lifestyle brands play major impact for influencing the opinion, desires and emotions of the customers (Hermanda, Sumarwan and Tinaprillia 2019). Involvement of the social media influencers in the marketing field has started making major impact on driving behavioural trends of the customers. Therefore, considering the marketing aspect, the research will be formulated for analysing the impact of social media influencers on lifestyle branding. 
[bookmark: _Toc110035375][bookmark: _Toc110037673]Significance of the topic
The significance of the study is to concentrate on critically understanding the growing dominance of social media influencers on the lifestyle branding. The outcome will critically focus on evaluating different branding theories and reflecting the perspective of customers, the research paper will concentrate on aligning the importance of social media influencers for driving the brand image on the mind of the customers. The outcome of the study will enhance scope for future researchers because using this research paper an initial framework, narrowing the topic further research can be conducted. The analysis will also focus on representing the behaviour of the consumers towards accepting the social media influencers. 
[bookmark: _Toc110035376][bookmark: _Toc110037674]Research purpose
[bookmark: _Toc110035377]The research aims to assess the impact of social media influencers on lifestyle branding. Hence, the study will determine the association between social media influencers and customers and analyse the potential conversion rate through this marketing approach. In addition, the researcher will examine what strategies have made influencer marketing an effective public relations tool and how social media has enabled customers and brands to connect more personally.
[bookmark: _Toc110037675]Research objectives
The aim of the research paper is to critically investigate on the impact of social media influencers on the lifestyle branding. The continuation of analysis, the factors associated with social media influencer marketing on consumer perception. Lastly, the study will also focus on recommending effective lifestyle branding strategy through social media influencers for ensuring positive customer perception.
· To investigate on the impact of Social Media Influencers on Lifestyle branding
· To analyse the factors of social media influencer marketing that impact on consumer perception
· To recommend effective lifestyle branding strategy through social media influencers for ensuring positive customer perception  
[bookmark: _Toc110037676]Research questions
1. What is the impact of Social Media Influencers on Lifestyle branding?
2. Which are the factors of social media influencer marketing that impact on consumer perception?
3. What will be effective lifestyle branding strategy through social media influencers for ensuring positive customer perception?
[bookmark: _Toc110035378][bookmark: _Toc110037677]Chapter 2: Literature Review 
[bookmark: _Toc110035379][bookmark: _Toc110037678]Importance of social media marketing on branding
In the current scenario social media has started playing greater impact for generating opportunities for the organisations in order to build trust with the potential target consumers. Archer, Wolf and Nalloor (2021) stated that Due to global reachability of the social media platforms it has become a well-known digital marketing tool that has provided significant platform to the branch for building social network and sharing information. In the past 5 years social media has been performing as important marketing medium for increasing sales and building the brand image.
[bookmark: _Toc110035380][bookmark: _Toc110037679]Impact of social media influencers on customer perception
The social media influencers have started making dynamic impact on the consumer perception about the brand (Jaitly and Gautam 2021). The consumers generally prefer to buy when they get the recommendation from popular personalities they trust. The celebrities along with popular personalities make greater impact for inspiring the audience and influencing their brand acceptance behaviour (Jin, Muqaddam and Ryu 2019). Due to higher dominance of social media influencers in the field of marketing it has been found that almost 50% of the consumers seek guidance from the social media influencers before making their purchasing decision (Radwan et al. 2021). The social media influencers have positive impact on the consumer behaviour because through different contents, the communities are being formed who desired to reach certain experience through the consumption of the product and services promoted by the influencer.
[bookmark: _Toc110035381][bookmark: _Toc110037680]Theoretical analysis 
In relevance to the social marketing theory it has been found that the particular theory mainly focuses towards helping in identifying the various psychological and social barriers that can hinder the flow of information through the mass media and provides the solution for overcoming the challenges. In the analysis of the impact of social media influencers, it can be stated that they play greater impact for providing social and psychological support to the users and established the trust building process (Szczurski 2017). The environment of social media influencers in marketing process helps in increasing the brand loyalty.
On the other hand the social psychological theory can also be linked with the chosen topic because the particular theory mainly concentrates towards establishing the strong bling between society and individuals (Lee et al. 2022). The social media influencers play greater role for establishing the link between individuals and the society that helps in attaining the long term objectives of the organisation. Through effective interaction the particular theoretical model helps in understanding the psychological aspects of the consumers. Psychological aspects of the consumers the brands establish strategies (Nurhandayani, Syarief and Najib 2019).
[bookmark: _Toc110035382][bookmark: _Toc110037681]Chapter 3: Research method and methodology 
[bookmark: _Toc110035383][bookmark: _Toc110037682]Research philosophy
Research philosophy mainly deals with the nature, source and knowledge development process that are important for critically analysing the research concern (Cusack et al. 2018). Positivism, interpretivism and realism are three types of research philosophical approaches those are being considered by the academic researchers. Considering the positivism philosophical approach using scientific evidences, following the logical structure the research problem is being addressed (Li 2018). The interpretivism research philosophical approach is mainly being developed depending on the perception and assumption of the researcher. Realism is also called as mixed philosophical method, where characteristics of both the positivism and interpretivism are dominant. In this research paper the positive is some philosophical approach will be considered because while analysing the impact of social media influencers on the lifestyle branding this particular philosophical approach can help in gathering the scientific evidence is that can logically present the outcome with support of relevant literature. The other two philosophical approaches will be avoided because in both the cases relative view of the world can be reflected.
[bookmark: _Toc110035384][bookmark: _Toc110037683]Research paradigm
The research paradigm is being developed for defining the scientific research philosophy. Depending on the nature of social reality the research paradigm is being analysed (Alpi and Evans 2019). There are five common types of research paradigms such as interpretivist paradigm, positivist paradigm, critical or subtle paradigm, critical theory paradigm and feminist paradigm. Among all the paradigms the positivist paradigm will be considered in this particular research paper because this particular paradigm can help in reflecting the assumption based on single tangible reality that can be understood, identified and measured. In order to reflect the impact of social media influencer marketing on the lifestyle branding, by critically considering the perspective of the consumers the outcome can be measured.
[bookmark: _Toc110035385][bookmark: _Toc110037684]Research approach
Research approach is an important procedure and plan that reflects different steps of broad assumption for representing the detailed method of data analysis, collection and interpretation (Li 2018). Deductive and inductive are two types of research approaches those are being utilised while conducting the academic research projects. The deductive research approach will be considered in this particular research because consideration of deductive research approach can help in the past literature and theories. While reflecting the marketing practices consideration of the branding and consumer behaviour theory can help in establishing the hypothesis for the research paper. 
[bookmark: _Toc110035386][bookmark: _Toc110037685]Research methodology
The research methodology is being defined as the specific procedure and techniques that are being used for selecting identifying analysing and processing the information of the topic (Potter 2018). Observation, experimental, stimulation and derived are the main types of research methodologies. In this research project the observational method will be followed for analysing the evidences. By critically observing the behaviour of the participants, conducting survey method data will be gathered in this research paper.
[bookmark: _Toc110035387][bookmark: _Toc110037686]Research strategy
Research strategy is being referred as the action that can be adopted by the researcher for providing right direction to the research project (Potter 2018). It manages the systematic schedule for achieving the research objective. Consideration of descriptive research strategy will be suitable in this research paper because in-depth analysis on the topic variables can help the researcher to establish the relationship between these two research variables. Qualitative and quantitative research strategies will be adopted for data gathering process.
[bookmark: _Toc110035388][bookmark: _Toc110037687]Sampling 
Using both qualitative and quantitative data analysis methods the research will be formulated. Therefore, while gathering the qualitative information survey method will be followed. Simple random sampling technique will be suitable for conducting the survey. Here, based on the purposive sampling process understanding the subjective requirement, the resources those are relevant to the research topic will be selected.
[bookmark: _Toc110035389][bookmark: _Toc110037688]Data collection
In this research paper considering primary evidences, the interpretation will be done. The existing literature can help in reflecting the perspective of past researchers on the use of social media influencers as the marketing component for promoting brand. The theoretical analysis can also be reflected based on the acceptance ability of the consumers of such branding practices. On the other hand, the primary data will be collected for understanding the perspective of consumers on emerging social media influencer based advertising initiatives. I will examine the literature by looking at journals, articles, books and websites. In addition, gathering primary data survey method will be conducted. Involvement of 50 randomly selected customers can help in conducting the survey.
[bookmark: _Toc110035390][bookmark: _Toc110037689]Data interpretation
In this research project both qualitative and quantitative data analysis methods will be considered. While analysing the quantitative data from the survey, the numerical value will be transformed into different charts and diagrams. On the other hand, the representation of qualitative data will be done by using thematic analysis technique.
[bookmark: _Toc110035391][bookmark: _Toc110037690]Time duration
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[bookmark: _Toc110035392]
[bookmark: _Toc110037691]Ethical consideration 
Ethics is an important component that needs to be considered by the researcher while formulating the research project (Alpi and Evans 2019). The authenticity and appropriate nets of the research project will be maintained by following the confidentially protocol. Forceful participation of the participants will be avoided and none of the participant will be manipulated. The data will be gathered from authentic sources and the evidences will be properly paraphrased. Proper in texting will be done in support of the evidences those will be collected from secondary sources.
[bookmark: _Toc110035393][bookmark: _Toc110037692]Chapter 4: Conclusion 
In the analysis of above steps those will be followed in the final research project, it can be stated that the outcome that will be gathered by following the above methods can help in enhancing the scope for future researchers. From the outcome, the companies can also improve their social media marketing tactics for strengthening branding process. 
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