[image: ]
Student Name: Shivangi dilipbhai chovatiya
Student ID: 2434753
TOPIC: The Role of Influencer Credibility in Shaping Purchase Intention Among Generation Z Consumers: A Comparative Study of Fenty Beauty and CeraVe
Supervisor name : Haoran Liu




Table of Contents
1. Introduction	3
2. Literature Review	4
3. Methodology	7
3.1 Research Philosophy	7
3.2 Research Approach	7
3.3 Research Strategy	8
3.4 Methodological Choice	8
3.5 Time Horizon	8
3.6 Data Collection Methods	9
3.7 Data Analysis Methods	9
3.8 Ethical Considerations	10
4. Expected Findings	10
5. Limitations	11
6. Timeframe	11
7. Conclusion	12
References	13


[bookmark: _heading=h.3sr0ph8d6byo]1. Introduction
Background of Study
Seeing the influencer marketing sector as a global influencer, the industry is estimated to be worth more than 21.1 billion dollars in 2023, and it is rapidly becoming a part of modern digital marketing systems. Social networks like Instagram, Tik Tok, and YouTube allow influencers to target great masses of people with personalised content, product reviews, and suggestions (Leung et al., 2022). In contrast to conventional advertising, influencer marketing is dependent on perceived authenticity and perceptions of relational trust, so it is especially effective with younger consumers.
The generation Z, as a highly digitally engaged generation, devotes much time to social media and uses social media influencers frequently to find and review products (Dobre et al., 2021). In this framework, the credibility of influencers (which can be expertise, trustworthiness, and attractiveness) is a critical factor in influencing consumer attitudes and intention to purchase (AlFarraj et al., 2021).
The paper thus considers the impact of influencer credibility on the purchase intention of Generation Z consumers by comparing Fenty Beauty with CeraVe.
Research Context
Generation Z is one of the biggest audiences in digital marketing among various consumer groups. The generation dedicates much time to social media and often depends on online content creators to learn about the products and their recommendations (Dobre et al., 2021). Influencer credibility is one of the factors that influences the credibility of clients in taking the message that is being promoted. The marketing literature defines influencer credibility in most cases, using three dimensions including expertise, trustworthiness and attractiveness (AlFarraj et al., 2021). Consumers would trust the recommendations given by influencers and develop positive attitudes towards promoted products when they believe that the influencers are knowledgeable, truthful, and relate to them. Such credibility can eventually influence the intentions to purchase and the philosophy of the brands in younger consumers.
Research Aim
This study will be directed at investigating how credibility influences the purchase intention of Generation Z consumers by conducting a comparative study of Fenty Beauty and CeraVe.
Research Objectives
· To critically examine the dimensions of influencer credibility (expertise, trustworthiness, and attractiveness) within beauty marketing.
· To analyse how influencer credibility influences purchase intention among Generation Z consumers.
· To evaluate how different credibility strategies shape consumer perceptions of Fenty Beauty and CeraVe.
· To comparatively assess the effectiveness of credibility-driven influencer marketing between the two brands.
Research Questions
· RQ1: How does influencer credibility influence purchase intention among Generation Z consumers?
· RQ2: How do the dimensions of credibility (expertise, trustworthiness, attractiveness) shape consumer attitudes?
· RQ3: How do credibility strategies differ between Fenty Beauty and CeraVe, and what is their comparative impact on purchase intention?

[bookmark: _heading=h.wzg95c1b1snp]2. Literature Review
Influencer Marketing in the Digital Age
Influencer marketing has become another important trend in digital marketing brands are becoming progressively more involved with social media celebrities to market products and services. Influencers refer to those people who gained credibility and a high number of followers on social media. The reviews of the products, tutorials, and recommendations represent the content that influencers can use to influence the attitudes and persuasive choices of their followers (Hadjira and Lydia, 2025). Influencer marketing can be perceived as more realistic and relatable than traditional advertising, which increases the interest of consumers and their trust. Companies thus use influencer marketing to promote brand awareness, enhance consumer behaviour, and product purchase.
Generation Z Consumer Behaviour
Generation Z is a highly digital generation that uses social media extensively and is a socially connected group of consumers. The platforms that are often used by this generation are Instagram, Tik Tok, and YouTube where they can find information about the products, review them, and even follow influencers. Gen Z influencers are significant in the formation of the opinion and preference of the target demographic since they are considered more relatable and open compared to the classic celebrities (Shelton and Hughes, 2025). This leads to the fact that Generation Z consumers tend to base their considerations of the products on the recommendations of influencers, especially in the case of those pertaining to the lifestyle and beauty-related spheres.
Source Credibility Theory
The theory of Source Credibility is used to describe the effects of the perceived credibility of a source of message on attitude and behaviour of the audience. This theory holds that one of the major determinants of the effectiveness of a communication message is the perceived credibility of the source of the message (Chen and Wang, 2025). There are usually 3 principal dimensions that measure credibility and they involve expertise, trustworthiness and attractiveness. These elements determine the consumption of information presented by the influencers by the consumers.
Expertise
Expertise is the perceived expertise or competency by the person who is influencing a certain product type. Influencers that can show knowledge, skills, or professional experience in one field or another will be perceived as credible sources of information. Within the domain of beauty and skincare products, it is considered that more credible influences are educational or explain the purpose of the product in detail.
Trustworthiness
Trustworthiness is the extent to which the followers are convinced that an influencer gives out truthful and fair information. Influencers are likely to be trusted by consumers who seem transparent, authentic and consistent in their communication. The recommendation of the influencers can greatly impact the consumer attitudes to the brands and products when they are seen as trustworthy.
Attractiveness
Beauty goes beyond physical appearance and extends to personality, relatability and likability. Influencers that post content that is interesting and those who have a relatable image tend to have closer connections to their audiences. This relationship could help them escalate the level of persuasion in their product suggestions.
Credibility and Purchase Intention of Influencer
The credibility of the influencers has been a common concept that affects consumer purchase intention. Consumers tend to believe in the influence of products when they find influencers to be learned, reliable as well as likable and relatable (Ardley et al., 2022). Such a level of trust may result in the establishment of favorable attitudes towards brands and consideration of better chances of consumers purchasing products advertised. Influencer credibility is thus important in the perception and buying behavior of the consumers.
Marketing Influencers in the Cosmetic Industry
The skincare and beauty sector has highly applied influencer marketing as a method of marketing products via social media platforms. It is common to find influencers who made tutorials, skincare routines and product reviews, which enable the consumer to observe the performance of the products in real life circumstances. Fenty Beauty and CeraVe are some of the brands that work with influences to create brand awareness and reach a younger audience. These partnerships can assist the brands in establishing credibility and the facilitation of relationships with the consumers.
Research Gap
The literature is abundant in the topic of influencer credibility and its impact on consumer behaviour. But there still exists a conceptual void in equating the various types of credibility positioning- celebrity/lifestyle-led and expert-led influencer strategies and the difference in their impact on the purchase intention of Generation Z. This paper fills this gap by examining the difference in these strategies in the beauty industry based on the example of Fenty Beauty and CeraVe.
[bookmark: _heading=h.bmk4hm6qsm6]3. Methodology
[bookmark: _heading=h.2ds72oj44du6]3.1 Research Philosophy
The research philosophy to be used in this study will be an interpretivist research philosophy, since it aims to determine the perceptions and interpretations of influencer credibility among the consumers of Generation Z in digital marketing environments (Kaur, 2025). The method of interpretation is suitable since the study aims to examine subjective meanings, social constructs, and consumer perceptions instead of measuring them objectively (Saunders et al., 2019). As influencer credibility is by definition dependent on how viewers perceive competence, reliability, and attractiveness, an interpretivist approach allows getting a better perspective on such socially constructed phenomena. The philosophical standpoint is in line with the objective of the study to examine the influence of credibility on purchase intention in various brands.
[bookmark: _heading=h.cxqg6ckt41oi]3.2 Research Approach
The study will be inductive based, with the information and themes arising in the course of reviewing secondary data instead of hypothesis testing (Lu and Taghipour, 2025). As Saunders et al. (2019) outline, an inductive approach should be appropriate when it is necessary to come up with new theoretical insights based on observed patterns. The inductive process will enable the researcher to determine the difference in influence credibility working in both Fenty Beauty and CeraVe, especially in the case of Generation Z consumers. It is a method that is consistent with the exploratory aspect of the study and helps to generate subtle, context-based results.
[bookmark: _heading=h.va57il27ey9u]3.3 Research Strategy
A systematic literature review plan together with a comparative thematic analysis will be used in this study. A systematic review allows the systematic and transparent identification, selection, and evaluation of the relevant literature, which improves the reliability of the research (Tranfield et al., 2003). The use of secondary data sources makes this approach to be fitting as far as the study is concerned. Besides that, a comparative aspect will be introduced to discuss the differences and similarities in the use of credibility strategies by influencers in Fenty Beauty and CeraVe. This two pronged approach makes the study analytical in nature as it goes further than description into critical comparison.
[bookmark: _heading=h.suy1htgk556]3.4 Methodological Choice
A qualitative design will be used in the study which is the mono- method design since it will use only qualitative secondary data. Qualitative research is suitable when it comes to investigating both meanings, patterns, and interpretations in textual and conceptual data (Lim, 2025). This is because the mono-method approach will provide methodological consistency because all data shall be analysed through the same qualitative framework. This type of design is especially applicable to the observation of influencer marketing practices, when the study is aimed at comprehending the perceptions, narratives, and credibility constructs and does not need to quantify the relationship numerically.
[bookmark: _heading=h.ebuoc2u7j6kr]3.5 Time Horizon
The study will use a cross-sectional time horizon because it will examine the literature and studies in the industry at one point in time. Cross-sectional design is suitable to describe the research as one where the focus is to obtain a picture of knowledge and practices as they exist at a particular time instead of an analysis that will explore how the issue under discussion evolved over time (Saunders et al., 2019). Since influencer marketing is a highly dynamic field, the research will give priority to recent sources in order to make sure that the content is relevant at the same time keeping focus on current practices in the industry that influence Generation Z consumers.
[bookmark: _heading=h.kp67kjhvu6ng]3.6 Data Collection Methods
Information will be gathered by conducting a systematic search of secondary materials, including scholarly materials as well as reports in the industry. Peer-reviewed and high-quality research will be included since the academic sources will be studied with the use of the popular databases which include Scopus, Web of Science, Emerald Insight, and ScienceDirect (Wardat and AlAli, 2025). Google scholar will be treated as a search engine, and it will be used to identify studies that are relevant rather than a database. Moreover, reputable industry reports will be obtained through reputable organisations like Statista, Mintel, McKinsey & Company, and Deloitte Insights as they will give up-to-date market data and strategic information on the influencer marketing practices.
In order to obtain reliable and valid data, inclusion criteria will be used, which targets peer-reviewed articles, credible industry-based reports, and last 5-10 years of publication. Moreover, the research will discuss how industry reports might be affected by commercial interest by critically assessing the credibility of the sources, reviewing their author affiliation, and triangulating the results with scholarly sources (Saunders et al., 2019). Such triangulation method will make the data stronger, and minimize the possibility of biased interpretations.
[bookmark: _heading=h.f20b95pq70rm]3.7 Data Analysis Methods
The comparative thematic analysis will be used in the study based on the suggested framework by Braun and Clarke (2006). The method is common in qualitative research to establish, analyse and infer patterns in data. The analysis will take multiple steps and will entail familiarisation with the data, initial codification, development of themes and refinement. The two case brands Fenty Beauty and CeraVe will then be compared on themes and the similarities and differences in the credibility strategies of influencers within the brands will be determined (Boas et al., 2024).
To achieve methodological rigour, the study will use systematic coding processes and uphold reflexivity whereby the researcher will be able to critically determine possible biases against the analysis process (Braun and Clarke, 2006). Also, it will be transparent through the clear documentation of development and interpretation of the themes. Triangulation with the use of various sources of data will help in increasing the credibility of findings.
[bookmark: _heading=h.uwxul1vijg14]3.8 Ethical Considerations
This research will solely use secondary sources of data thus no human subjects or primary data collection will be involved (Nii Laryeafio and Ogbewe, 2023). Due to this, there are little to no ethical risks. Nonetheless, the study will be conducted in compliance with sound academic integrity principles, all the sources will be cited and referenced correctly. Data will also be critically reviewed to prevent misrepresentation in the study ensuring that all the interpretations are based on credible evidence. Such practices comply with the institutional ethical standards and make the research conducted in a responsible and transparent way.
[bookmark: _heading=h.kznliuee682o]4. Expected Findings
According to the literature that is available, the study anticipates discovering that influencer credibility is one of the keys to the determination of purchase intention in Generation Z consumers. Past studies indicate that influencers are perceived as more knowledgeable, trustworthy and relatable and as such, they are more likely to be trusted by consumers, and their persuasions are given serious consideration by them to purchase the advertised goods (Johnson et al., 2021). The attributes of credibility, including expertise, trustworthiness, and attractiveness, should have a positive effect on consumer brand attitude and purchase intention.
This study can also indicate the variation in influence of marketing between Fenty Beauty and CeraVe. Fenty Beauty is likely to depend more on lifestyle influencers and brand ambassadors who are focused on inclusivity and brand identity. On the other hand, CeraVe can pay more attention to dermatologists/skincare professionals who emphasise the effectiveness of the products and their scientific validity.
The findings may be useful marketing information related to brands, as they would show how consumer trust and buying behaviour can be impacted by various forms of influence credibility among Generation Z consumers.
[bookmark: _heading=h.n3zuqt34mo7j]5. Limitations
There are several limitations associated with this research. The former weakness is associated with the reliance on secondary data. As there is no primary data collection involved in the study, the research will be based solely on the existing literature, reports, and data. This can limit the capture of real time consumer opinion or any real time insights of the consumer belonging to the generation Z.
The other weakness is related to low access to proprietary market reports. Certain Industry reports and datasets, especially those of the commercial researchers might be paid to access. Consequently, the study might also use the freely accessible extracts or overviews of such reports as opposed to complete datasets, which might restrict the analytical rigor.
Lack of potential bias in the available research is also a limitation. There might be certain perspectives and assumptions in academic literature and industry reports that shape the perception of influence on marketing efficacy. Use of such sources could bring bias in the analysis.
Also, the results might have constrained the wider generalisation when applied to all consumers since the study is confined to Generation Z consumers and two beauty brands. These restrictions will be overcome by relying on various trustworthy sources and judiciously weighing the credibility of the information utilized in the research.
[bookmark: _heading=h.gcqm8i8uw377]6. Timeframe
The study will be done in various organized steps which will entail literature review, data collection, data analysis and final writing. A timeline will allow planning each step of the dissertation to be appropriate in the appropriate time frame. The deadline would give enough time to revise academic sources; analysis of secondary sources related to influencer marketing and writing the final dissertation. The table below shows the suggested research plan.
	Activity
	Week
	Dates

	Proposal Development and Approval
	Week 1–2
	9 March – 22 March

	Literature Review
	Week 3–6
	23 March – 5 April

	Secondary Data Collection
	Week 7–8
	6 April – 15 April

	Data Analysis and Interpretation
	Week 9–10
	23 April – 3 May

	Writing First Draft
	Week 11–13
	4 May – 24 May

	Final Editing and Revision
	Week 14
	25 May – 31 May

	Final Submission
	Week 15
	1 June – 9 June
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[bookmark: _heading=h.uj5xxqi5clia]7. Conclusion
The purpose of the research is to explore the influence of influence credibility on the change of the purchase intention of Generation Z consumers by comparing Fenty Beauty and CeraVe. The credibility of influencers is significant to understand since influences through social media are becoming important in consumer attitude and purchasing choices. The analysis on credibility dimension influences on purchase intention will make the study part of understanding of influencer marketing performance. The study can also be of use to the brands who want to design effective influencer marketing solutions and reinforce their brand engagements with the Generation Z consumers in the online marketing context.
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