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Celebrity versus Social Media Influencer Endorsements
 and Consumer Trust in Fast Fashion
Chapter 1 – Introduction

1.1 Background and research context
A well-known marketing tactic, endorsement aims to shift attention, credibility, and symbolic value from well-known people to goods and organisations. Actors, artists, sports, models, and other famous personalities whose notoriety grew mostly outside of social media are typically used for traditional celebrity endorsements. While McCracken (1989) contends that celebrities hold culturally created meanings that can be conveyed to products and consumers, Ohanian (1990) explains endorser credibility thru perceived trustworthiness, knowledge, and attractiveness. However, platform-based media has altered viewers' perceptions of persuasion and who is eligible to become an advocate. 
Influencers on social media frequently increase their visibility by consistent content creation, engagement with followers, and perceived accessibility. As a result, their persuasiveness may rely more on relational proximity, resemblance, sincerity, and knowledge than just celebrity. While Schouten, Janssen, and Verspaget (2020) demonstrate that identity, credibility, and product-endorser fit help explain variations between celebrity and influencer endorsement, Lou and Yuan (2019) find that informative value and influencer credibility lead to trust in branded content. Therefore, the management challenge is not just whether influencers perform better than celebrities, but rather what qualities and processes lend credibility to endorsements.
Fast-fashion retail is especially affected by this problem. According to GlobalData (2025), the fast-fashion apparel market grew by 4.3% to reach about US$221.2 billion in 2024. Despite fast trend cycles, extensive internet communication, and ongoing social and environmental criticism, the industry continues to be financially significant. As a result, endorsements may influence buyers' perceptions of the retailer's legitimacy as well as the appeal of the goods. 
Because their current use of public figures cannot be reduced to a straightforward endorsement-versus-no-endorsement contrast, Zara and H&M offer helpful contrasting situations. According to Inditex's 2025 report, Zara has worked with well-known designers such David Bailey, Kate Moss, Annie Leibovitz, Christy Turlington, and Cindy Crawford. H&M also carried on with well-known designer and celebrity-led advertising campaigns, such as the 2025 Glenn Martens partnership with Joanna Lumley and Richard E. Grant. As a result, endorsement, modelling, co-creation, designer cooperation, and influencer content are becoming more and more blurred in modern fashion communication. Zara and H&M are therefore good examples.


1.2 Research problem and gap in the literature
While a lot of research has been done on influencer marketing and celebrity endorsements, there isn't enough data to conclude that one kind of endorser is more successful than another. In a meta-analysis of 135 experimental research, Barari, Eisend, and Jain (2026) demonstrate that influencer, message, product, platform, and follower characteristics all affect influencer efficacy. According to Pan et al. (2025), who synthesised 1,531 impact sizes from 251 articles, persuasion knowledge and source reliability are significant processes that vary depending on the social media and product context. Therefore, the effectiveness of endorsements is conditional rather than automatic.
The definition of "trust" is a more particular gap. Advertising attitude, engagement, purchasing intention, or instant reactions after exposure are the main topics of endorsement study. Consumer trust in the brand is not similar to these results. Trust in sponsored material, trust in the underlying organization, and endorser trustworthiness are all connected but different concepts. According to Delgado-Ballester and Munuera-Alemán (2001), brand trust is a relationship-based concept associated with dependability, assurance, and allegiance. Thus, endorser credibility, authenticity, and content trust are taken into consideration as explanatory processes, and brand trust is treated as the main outcome in this dissertation Fast fashion adds a further complication because endorsement does not operate independently from consumers' existing beliefs about an organisation. 
Riva et al. (2024) demonstrate that positive sustainability positioning does not automatically generate brand trust where consumers are sceptical of environmental claims. In fast fashion, endorsements may be encountered alongside concerns about overconsumption, supply-chain conditions and sustainability. A credible endorser may therefore fail to transfer credibility when consumers perceive inconsistency between promotional communication and wider corporate conduct. This interaction between endorser credibility and pre-existing brand reputation is central to the proposed Zara-H&M comparison.
Fast fashion complicates matters further because endorsements are influenced by consumers' preexisting opinions about a company. Positive sustainability positioning does not always result in brand trust when consumers are dubious of environmental claims, as Riva et al. (2024) show. Concerns about excessive consumerism, supply-chain conditions, and sustainability may coexist with endorsements in the fast fashion industry. Therefore, when customers see a discrepancy between promotional communication and broader corporate action, a credible endorser may not be able to transfer credibility. The suggested Zara-H&M analogy revolves around this relationship between endorser credibility and pre-existing brand repute.
1.3 Rationale and timeliness
For scholarly, managerial, and regulatory reasons, the study is pertinent. According to current research, managers should consider which type of endorsement is trustworthy for a given business, audience, product, and platform rather than just deciding if a celebrity or influencer is "better". Therefore, in addition to reach, managers must take into account fit, authenticity, disclosure, and brand reputation. Transparency is becoming more and more important due to regulatory advancements. Current Markets and Competition According to authority guidelines, firms must make sure that sponsored social media endorsements are easily recognised as advertisements. Over 50,000 pieces of Instagram and TikTok content were evaluated by ASA monitoring in 2025, which revealed ongoing issues with missing or insufficient disclosure. Because acknowledgement of commercial intent may impact assessments of both the endorser and the brand, disclosure is therefore strategically and legally significant. By incorporating well-established endorsement theory, current influencer research, and brand-trust literature within a reputationally contentious industry, the dissertation can make an academic contribution. It will determine the circumstances under which endorsement increases, decreases, or has no effect on brand trust rather than trying to demonstrate that a single endorser type is always better. 

1.4 Research aim, objectives and questions
Research aim
Using Zara and H&M as comparative organisational instances and utilising academic, corporate, industry, and regulatory data, this study aims to critically assess how traditional celebrity endorsements and social media influencer endorsements affect consumer brand trust within fast-fashion retail.
Research objectives
1. To critically synthesise literature concerning celebrity endorsement, influencer marketing and consumer brand trust.
2. To evaluate how endorser credibility, perceived authenticity/endorser-brand fit, and sponsorship disclosure influence the relationship between endorsement and consumer brand trust.
3. To compare how Zara and H&M use celebrity, influencer and creator 	collaborations without assuming in advance that one strategy is superior.	
4. To examine how pre-existing brand reputation may strengthen or weaken endorsement-related trust, with sustainability scepticism treated as a contextual example rather than a separate core theme.
5. To develop evidence-based recommendations for the strategic and ethical 	use of endorsers in fast-fashion marketing.
Main research question
How and under what conditions do traditional celebrity and social media influencer endorsements shape consumer brand trust in Zara and H&M?
Supporting research questions
1. Which endorser attributes are most consistently associated with consumer brand trust?
2. How do endorser credibility, perceived authenticity/endorser-brand fit and advertising disclosure shape the relationship between endorsement type and consumer brand trust?
3. What similarities and differences emerge from the available evidence concerning Zara and H&M?
4. What practical implications follow for endorsement strategy in fast-fashion retail?
1.5 Theoretical framework
Source Credibility Theory (Ohanian, 1990) will provide the principal theoretical lens because credibility is the most direct link between endorser characteristics and trust. Meaning Transfer Theory (McCracken, 1989) will support the analysis of how symbolic meanings associated with celebrities or creators may transfer to the brand. Parasocial interaction and identification will be used only as supporting concepts where the literature shows that they help explain credibility or authenticity. The analysis will therefore centre on three trust-related mechanisms: endorser credibility, perceived authenticity/endorser-brand fit, and sponsorship disclosure, with brand reputation treated as a contextual condition.

1.6 Scope and boundaries
While keeping older groundbreaking studies that established crucial hypotheses or measurements, the study will mostly concentrate on English-language academic research published between 2010 and 2026. Only Zara and H&M are included in the organisational comparison. Fashion retail will continue to be the primary focus of interpretation, however evidence from other industries may be added where it directly tests important mechanisms. While purchase intention, advertising attitude, and engagement may be taken into account when they shed light on trust processes, they won't be regarded as alternatives to brand trust.


1.7 Structure of the dissertation
The next section will describe the literature search, screening, quality evaluation, and analytical processes in accordance with the University's Extended Literature Review guidelines. Instead of summarising works author by author, the thematic review will then compare theoretical underpinnings and empirical findings by theme. Theoretical, managerial, and research implications will follow the discussion, which will include the facts and address the research issues. The dissertation will finish with a summary of the key findings, an acknowledgement of its shortcomings, and a list of future research priorities 




















Chapter 2: Extended Literature Review Methodology
2.1 Methodological Approach and Review Design.
This dissertation uses a qualitative secondary research design based on a structured Extended Literature Review (ELR) and a focused documentary comparison of Zara and H&M. No primary data are collected through experiments, questionnaires or interviews. Academic literature is used to identify the mechanisms associated with consumer brand trust, while selected company reports and official campaign materials are used to compare how those mechanisms appear in the two brand cases.
For the purpose of the University’s ELR guidance, the review adopts a semi-systematic approach: database searching, inclusion/exclusion decisions and screening are documented transparently, while the final evidence is synthesised thematically rather than treated as a fully exhaustive systematic review. The analysis remains focused on three trust-related factors: endorser credibility, perceived authenticity/endorser-brand fit, and sponsorship disclosure.
Snyder (2019) argues that a literature review can function as a research methodology when the search, selection, evaluation and synthesis of prior research are transparent and clearly explained. This principle guides the review and provides the rationale for recording the search strategy and screening decisions.

2.2 Strategy for Literature Search 
The academic search is designed to be comprehensive but directly relevant to the research questions. Searches will be conducted through the UWTSD Library and, where available, Business Source Complete, Scopus, Web of Science, ScienceDirect, Emerald Insight and Taylor & Francis Online. These sources cover marketing, consumer behaviour, advertising and business research.
Google Scholar will be used as a supplementary search and citation-tracking tool, consistent with the University’s ELR guidance. It will be used to locate influential papers, identify newer studies through the “Cited by” function, and undertake backward and forward citation searching around key studies.
Google Scholar will not replace the structured database search because its search and ranking processes are less reproducible. Gusenbauer and Haddaway (2020) and Haddaway et al. (2015) support using Google Scholar as a complementary rather than sole search source.
Non-academic sources will be used for clearly defined purposes. GlobalData will provide fast-fashion market context; Inditex and H&M Group reports and official campaign material will document company activity; and ASA/CMA publications will provide regulatory evidence on disclosure. These sources will not be treated as equivalent to peer-reviewed evidence of consumer behaviour.

2.3 Search Strings and Keywords 
Search terms are derived from the research aim and the three main trust-related factors. The principal search string is: (“celebrity endorsement” OR “social media influencer*” OR “influencer marketing”) AND (“brand trust” OR “consumer trust”) AND (credibility OR authenticity OR “endorser-brand fit” OR disclosure) AND (“fast fashion” OR fashion OR apparel OR Zara OR “H&M”).
Additional searches will deepen the three core factors where necessary, for example: (“influencer marketing” OR “celebrity endorsement”) AND (“source credibility” OR authenticity OR “brand fit” OR disclosure) AND trust. Parasocial interaction, identification, persuasion knowledge and sustainability scepticism will be searched only where they directly explain trust. The search log will record database, date, search string, filters and selection decision.

2.4 Publication Timeframe and Method for Choosing Sources 
The principal publication period is 2010–2026 because contemporary influencer marketing developed alongside the growth of social-media platforms. Earlier seminal studies will be retained where they established a theory, construct or measurement still used in current research, including McCracken’s Meaning Transfer Model, Ohanian’s Source Credibility Scale and Horton and Wohl’s work on parasocial interaction. Recent studies and meta-analyses will be prioritised for evidence about current digital marketing contexts.
Google Scholar citation counts will be used only as a discovery indicator, not as a quality score. Selection will depend mainly on relevance to the research questions, peer-review status, methodological transparency and direct contribution to understanding consumer brand trust.









2.5 Criteria for Inclusion and Exclusion 
English-language studies will be included where they directly address celebrity or social-media influencer endorsement and consumer/brand trust, or provide evidence on endorser credibility, perceived authenticity/endorser-brand fit or sponsorship disclosure. Supporting concepts will be retained only where they clearly explain trust within these core areas.
Fashion and apparel research will receive priority. Evidence from other consumer sectors may be retained where it tests a mechanism directly relevant to the research questions.
Earlier studies will be retained when they establish theories or validated measures subsequently used in endorsement research. Systematic reviews and meta-analyses will also be included where they synthesise relevant evidence across multiple studies.
Sources will be excluded where relevance to the research questions is weak, methodology is unclear, claims cannot be traced to evidence, or duplicate findings are reported. Promotional blogs, anonymous commentary and unsupported opinion pieces will not form part of the academic synthesis. Campaign or news material may document that a collaboration occurred but will not be used to claim a causal effect on consumer trust.
Company and industry sources will be treated separately: they can establish organisational activity and market context, but not independently demonstrate consumer trust.









2.6 PRISMA-Style Documentation and Screening Identification,
Because the University’s Spring 2026 ELR guidance specifically requires a PRISMA-style screening process, a simplified PRISMA record will be retained. Records will move through identification, duplicate removal/title-and-abstract screening, full-text eligibility assessment and final inclusion. A spreadsheet or reference manager will record the database, search string, decision and reason for exclusion where relevant (Page et al., 2021). PRISMA is used here as a transparent reporting tool rather than as a claim that the dissertation is a full systematic review.
The final dissertation will report the actual numbers of records identified, duplicates removed, records screened, full texts assessed and studies included. These figures will be inserted only after the searches are completed, and a PRISMA-style flow diagram will be placed in the appendix.

2.7 Evaluation of Quality and Weight of Evidence 
Inclusion does not mean that all sources carry equal evidential weight. Academic studies will be assessed for relevance to the research questions, research design, sample and context, measurement validity, methodological transparency, theoretical contribution and acknowledged limitations. Particular attention will be paid to whether a study measures endorser trustworthiness, trust in sponsored content or brand trust, because these are related but distinct constructs.
Journal standing or ranking (for example CABS/ABDC where available) and citation influence may support quality assessment, but they will not replace direct evaluation of relevance and methodological robustness. Recent studies may therefore be retained where they provide stronger evidence for current social-media contexts.
Corporate and industry material will be evaluated differently. Inditex and H&M Group reports are organisational self-representations, so their claims will be triangulated where possible with academic, industry or regulatory evidence. GlobalData will be used mainly for sector and competitive context.





2.8 Thematic Analysis and Data Extraction
Each included academic source will be recorded in an extraction table containing author/year, research context, endorsement type, method, trust measure, key finding and limitation. The evidence will then be synthesised thematically under three core headings: (1) endorser credibility; (2) perceived authenticity and endorser-brand fit; and (3) sponsorship disclosure. Brand reputation will be treated as a contextual condition rather than a separate main theme.
The Zara-H&M comparison will use defined recent company evidence. Zara cases will include the 2024 Kate Moss collaboration and the 2025 Zara 50 Creators initiative, supported by Inditex reporting and official campaign material. H&M cases will include the 2025 H&M x Mia Regan co-creation and the 2025 H&M x Glenn Martens campaign featuring Joanna Lumley and Richard E. Grant, supported by H&M reporting and official campaign material.
The comparison will examine how each case presents the celebrity, creator or collaborator; perceived fit with the brand; visibility of the commercial relationship; and trust-related cues identified in the academic literature. Company material will not be used as proof of actual consumer trust; it will be compared with the academic evidence to identify similarities, differences and limitations in the two brands’ endorsement strategies.

2.9 Research Limitations, Credibility, and Ethics
The dissertation uses published or institutionally accessible secondary sources and recruits no human participants. Ethical responsibilities nevertheless include accurate referencing, appropriate use of copyrighted material and fair representation of original findings. Credibility will be supported through a documented search strategy, explicit inclusion/exclusion criteria, PRISMA-style screening, consistent extraction and comparison of different evidence types.
Limitations include English-language bias, possible publication bias, subscription restrictions and differences in the amount of information disclosed by Zara and H&M. Google Scholar is supplementary because its ranking and search processes are less reproducible. These limitations will be acknowledged when interpreting results rather than treated as evidence that either brand is inherently more or less trustworthy.
Overall, the methodology remains deliberately manageable: a semi-systematic ELR identifies and synthesises the trust evidence, PRISMA-style screening documents how sources were selected, and a focused documentary comparison applies the resulting themes to Zara and H&M.


Chapter 3 – Thematic Literature Review and Analysis
3.1 Introduction
The purpose of this chapter is to bring together the literature on celebrity endorsement, social media influencers and consumer brand trust in a way that is directly relevant to fast-fashion retail. Rather than reviewing studies one by one, the discussion is organised around the mechanisms that appear most important for trust. Three themes are used throughout the chapter: credibility, authenticity and endorser-brand fit, and the transparency of the commercial relationship. These themes are then considered in relation to the existing reputation of the brand, since consumers do not encounter endorsements in isolation from what they already know or believe about firms such as Zara and H&M.
This structure keeps the review focused on the main research question while still allowing supporting ideas to be used where they add explanatory value. Identification, parasocial interaction and persuasion knowledge are therefore discussed when they help to explain credibility, authenticity or disclosure, rather than being treated as separate themes in their own right. This is important because influencer research often uses several closely related constructs, sometimes with overlapping meanings. Recent reviews and meta-analyses also show that results vary according to the source, message, follower, platform and product being studied (Vrontis et al., 2021; Pan et al., 2025; Barari, Eisend and Jain, 2026). The more useful question, then, is not whether influencers or celebrities are generally superior, but why a particular collaboration may strengthen or weaken trust in a particular setting.

3.2 Theoretical foundations: from celebrity endorsement to digital influence
Early celebrity-endorsement research mainly explained persuasion through the characteristics of the source and the meanings attached to famous people. Ohanian (1990) separated source credibility into expertise, trustworthiness and attractiveness, a distinction that remains useful because these qualities do not necessarily move together. A well-known actor may be visually appealing and widely recognised but have little relevant knowledge of a product category. By contrast, a specialist creator may be much less famous while being regarded by followers as highly informed and dependable. Erdogan's (1999) review makes a related point: celebrity endorsement can create strong associations for a brand, but those associations also create risk when the endorser is a poor fit or when the public image of the celebrity changes.
McCracken's (1989) Meaning Transfer Model approaches endorsement from a different angle. It is less concerned with whether a celebrity is technically credible and more concerned with the cultural meanings that the person brings to the brand. Those meanings can move from the celebrity to the product and, potentially, to the consumer. This is particularly relevant in fashion, where style, identity, status and taste are often part of the value being purchased. A campaign featuring a recognised model, designer or actor can therefore position a retailer within a particular cultural world. The limitation is that McCracken's framework was developed before the rise of social media, where meanings are also built through frequent posting, direct interaction and the everyday performance of identity in front of followers.
A further layer is provided by the match-up literature. Kamins (1990) and Till and Busler (2000) both show that endorsement outcomes depend partly on the perceived fit between the person and the product. Consumers need some reason for the partnership to make sense. Importantly, Till and Busler distinguish expertise from physical attractiveness, showing that fit can be based on knowledge as well as appearance. This is especially relevant to influencer marketing because many creators build their audiences around a specific field such as fashion, beauty, fitness or gaming. Breves et al. (2019) extend this argument to Instagram and report that perceived influencer-brand fit can improve trustworthiness, expertise and persuasive effectiveness. In this respect, contemporary influencer research develops rather than replaces the earlier match-up argument.
Social media also changes the relationship between audiences and endorsers. Horton and Wohl's (1956) concept of parasocial interaction describes the sense of familiarity that audiences can develop with media personalities. The conditions of social media can intensify that feeling because creators appear repeatedly in personal feeds, discuss everyday experiences and sometimes respond directly to followers. In beauty and fashion contexts, Sokolova and Kefi (2020) found that both credibility and parasocial interaction were associated with purchase intention. Ki and Kim (2019) similarly show that informative, expert, attractive and interactive influencer content can encourage followers to view creators as opinion leaders and to imitate them. These studies help explain why social-media personalities may generate a form of relational influence that differs from conventional fame.
For this dissertation, however, the final outcome of interest is brand trust rather than liking, engagement or purchase intention. Delgado-Ballester and Munuera-Aleman (2001) treat brand trust as a relationship-based judgement involving confidence in the brand's reliability and intentions. Rajavi, Kushwaha and Steenkamp (2019) add useful large-scale evidence. Using data from 15,073 consumers, 589 brands and 13 countries, they show that marketing activity can influence trust in brands, although the size and direction of those effects vary by consumer, category and national setting. This distinction is important. A follower can trust an influencer, or believe a sponsored post, without transferring the same level of trust to the retailer behind the campaign. The literature is therefore read here as a possible sequence rather than a single effect: source and message characteristics influence the endorsement judgement, and only under some conditions does that judgement carry over to the brand.
Viewed together, these theories give a useful but limited framework. Source credibility helps explain why knowledge and trustworthiness matter; meaning transfer helps explain symbolic value; match-up research addresses congruence; and parasocial interaction helps explain perceived closeness. None of them, on its own, demonstrates that an endorsement will make consumers trust Zara or H&M. Brand trust remains a separate judgement that depends on the wider organisation as well as the endorser. The three themes that follow are used to examine where the transfer from endorser to brand appears more or less plausible.





3.3 Theme 1: credibility and expertise as the central trust mechanism
 
Credibility is one of the most consistent ideas running through both celebrity and influencer research, but the way credibility is formed differs across contexts. Ohanian's (1990) model remains a useful starting point because it separates expertise from trustworthiness and attractiveness. A traditional celebrity may draw credibility from public achievement, recognition and an established cultural position. An influencer may build it gradually through repeated demonstrations of product use, specialist knowledge, interaction and consistency. It would therefore be misleading to argue that celebrities provide credibility while influencers provide authenticity. Either type of endorser can be credible or unconvincing. The important issue is the evidence consumers use when deciding whether the source should be believed.
Lou and Yuan (2019) offer a clear example of this process in branded social-media content. They found that informational value, trustworthiness, attractiveness and perceived similarity contributed to followers' trust in sponsored posts, with consequences for brand awareness and purchase intentions. This is useful for the present study because it shows how source characteristics can shape a trust-related judgement before any later behavioural outcome occurs. At the same time, the study also illustrates a conceptual problem. Trust in a particular branded post is not the same as trust in the company that paid for it. For that reason, Lou and Yuan provide strong evidence for credibility as a mechanism, but they do not resolve the question of long-term trust in Zara or H&M.
Evidence from real campaigns also suggests that credibility does not work in the same way in every setting. Hughes, Swaminathan and Brooks (2019) analysed sponsored blogging campaigns and found that source expertise interacted with content, platform and campaign objectives. Expertise was useful in some circumstances but not uniformly so. Leung et al. (2022) reach a similar conclusion using a broader communication framework. They show that factors such as influencer originality, audience size, sponsor salience, follower-brand fit and the tone of posts interact in complex ways, with some relationships becoming non-linear. The practical point is that credibility is not simply a property of the person. It is produced within a communication system that also includes the message, audience and platform.
The recent meta-analyses are particularly helpful because they bring together a much larger evidence base. Pan et al. (2025) synthesised 1,531 effect sizes from 251 papers and identified source credibility and persuasion knowledge as important mediating processes. Credibility was more consistently connected with attitudes and engagement than with purchase intention. Barari, Eisend and Jain (2026), using 135 experimental studies and 571 effect sizes, also found that influencer effects are often indirect, working through credibility, attractiveness and attitudes. Their comparison with celebrities is especially relevant: influencers performed better on engagement, but the advantage was not consistent for purchase intention. What can be said with more confidence is that credibility matters across endorsement formats, while the strength of the effect depends on what outcome is being measured.
Nistor and Selove (2024) develop a useful distinction between awareness value and information value. Their model suggests that a very large celebrity influencer may be attractive to brands because of reach, while a smaller influencer may have stronger incentives to evaluate products carefully because followers treat recommendations and comments as information. The model is not direct evidence about Zara or H&M consumers, but it highlights two different strategic roles. High-profile public figures can create visibility and symbolic association; smaller or specialist creators may be better placed to provide category-specific reassurance. It would be difficult to defend the claim that one of these functions is automatically more trustworthy than the other.
Direct comparison studies also point away from a simple hierarchy. Schouten, Janssen and Verspaget (2020) compared celebrity and influencer endorsements and examined identification, credibility and product-endorser fit. Participants generally saw influencers as more similar to themselves and, in some conditions, more trustworthy, yet the pattern changed with fit and with the outcome under consideration. De Veirman, Cauberghe and Hudders (2017) add another caution. A large follower count can increase perceived popularity, but popularity does not necessarily translate into opinion leadership. For products whose appeal depends on uniqueness, very high follower numbers can even weaken the desired brand perception. These studies separate fame from credibility in a way that is particularly relevant to fashion.
Fashion audiences may follow a creator because of styling knowledge, aesthetic judgement or a reputation for identifying trends. That kind of category-specific expertise can matter more than general celebrity. Sokolova and Kefi (2020), for example, link credibility and parasocial interaction with purchase intentions among beauty and fashion followers. Ki and Kim (2019) similarly connect expert and informative content with opinion leadership. These findings support the idea that creators can become credible fashion intermediaries. Their limitation is equally important: much of this research relies on cross-sectional surveys or self-reported intentions. Such studies are useful for identifying psychological associations, but they are less convincing when the question concerns durable trust in a corporate retailer over time.
A further difficulty is that studies do not always use the term 'credibility' in the same way. In some papers it is largely equivalent to trustworthiness; in others it is a composite of expertise, attractiveness and trustworthiness; elsewhere, authenticity or similarity are treated as closely related indicators. Both Pan et al. (2025) and Barari, Eisend and Jain (2026) note this fragmentation. To avoid adding further conceptual overlap, this dissertation uses credibility in a narrower sense: the perceived trustworthiness of the source and the relevance of the source's expertise. Similarity, identification and parasocial closeness may help to explain why a person appears credible, but they are not treated as alternative names for the same construct.
In relation to the first supporting research question, the evidence gives stronger support to trustworthiness and relevant expertise than to fame or follower count on their own. Attractiveness can contribute to attention and evaluation, but the most persuasive endorsement is more likely to be one in which the source appears knowledgeable, honest and suitable for the category. For managers, the decision should therefore begin with the purpose of the campaign. A celebrity may be appropriate when the objective is cultural visibility or symbolic association; a specialist creator may be more useful when the campaign depends on explanation, recommendation or styling authority. In either case, credibility remains vulnerable to poor fit, excessive commercialisation or weak disclosure, which are considered in the next sections.




3.4 Theme 2: authenticity and endorser–brand fit
Authenticity has become central to influencer marketing because creators are expected to earn income without appearing to abandon the identity that attracted followers in the first place. Beverland and Farrelly (2010) show more broadly that consumers actively look for cues that help them experience products, brands and consumption as genuine. In an influencer setting, authenticity is therefore better understood as a judgement made by the audience than as a fixed characteristic of the creator. Consistency of voice, visible product use, openness, personal involvement and continuity with previous content can all contribute to that judgement.
Audrezet, de Kerviler and Moulard (2020) examine the commercial tension directly. Their qualitative study shows that brand partnerships can put influencer authenticity under pressure because followers often value intrinsic motivation and a degree of independence from commercial interests. Creators have to manage the relationship between monetisation and the personal identity on which their influence depends. This is especially relevant to fashion, where personal style can gradually become a commercial asset. When sponsorships appear too frequent, poorly chosen or inconsistent with previous content, followers may reinterpret a recommendation as paid inventory rather than as a genuine preference.
Recent consumer research gives a more detailed account of the cues through which authenticity is inferred. Cascio Rizzo et al. (2023) combine experimental work with analysis of sponsored social-media posts and show that sensory language can increase engagement and willingness to buy because audiences are more likely to infer that the influencer has actually used the product. Chung, Ding and Kalra (2023) analyse more than 55,000 Instagram posts and support their observational results with experiments. References to close social ties increased engagement partly because they signalled warmth, similarity and authenticity. At the same time, sponsored posts generally received weaker responses than non-sponsored posts. These findings are useful because they move the discussion away from the vague statement that authenticity 'matters' and towards the specific cues from which audiences construct it.
Commercialisation can also alter the social role of an influencer within a community. Mardon, Cocker and Daunt (2023), in a longitudinal study of the YouTube beauty community, show that creators may move from being perceived as peers, teachers or community members to being seen as professional commercial actors. That change can create tension when followers feel that the original relationship has been altered. Hudders, De Jans and De Veirman (2021) reach a related conclusion in their review, identifying commercialisation and transparency as major areas of influencer research. The significance for trust is that the same paid partnership may be interpreted differently depending on what the audience previously expected from the creator.
Authenticity is closely connected with endorser-brand fit. Consumers do not only ask whether the endorser appears genuine; they also judge whether the partnership itself makes sense. The classic match-up studies show that endorsement outcomes improve when the person's image or expertise is congruent with the product (Kamins, 1990; Till and Busler, 2000). Breves et al. (2019) provide a direct influencer example, showing that perceived fit can increase both expertise and trustworthiness as well as persuasive effectiveness. Schouten, Janssen and Verspaget (2020) also identify product-endorser fit as an important explanation for differences between celebrities and influencers. Fit can therefore strengthen authenticity because a coherent collaboration is easier to interpret as believable rather than opportunistic.
At the same time, fit should not be reduced to simple similarity. A perfectly predictable collaboration may be credible but commercially unremarkable, while an unexpected pairing can attract attention if the creative logic is understandable. Leung et al. (2022) report an inverted U-shaped relationship between follower-brand fit and effectiveness, suggesting that maximum similarity is not always the optimum. De Veirman, Cauberghe and Hudders (2017) likewise show that highly visible influencers can create difficulties for products that rely on a sense of exclusivity. The managerial challenge is therefore to achieve enough congruence to protect credibility without making the partnership so obvious that it adds no new meaning.
Meaning transfer also takes a different form in digital environments. Lee and Junque de Fortuny (2022) show that influencers can affect the reference groups consumers associate with a brand. This extends McCracken's (1989) argument: cultural meaning can now be transferred not only through famous actors, athletes or models, but also through creators whose identity has developed online. In fashion, that matters because brands are partly defined by the kinds of people consumers imagine wearing them. A creator collaboration can shift that imagined community, although it can also create resistance if existing customers do not identify with the group or lifestyle implied by the partnership.
The distinction is particularly relevant to Zara and H&M because contemporary fashion campaigns often sit somewhere between endorsement, modelling, design collaboration and content creation. A public figure may appear as the face of a campaign, contribute to product design, create social content or perform several of these roles at once. Arsel, Zanette and da Rocha Melo (2025) describe sponsored content as something co-produced by brands, creators and intermediaries rather than as a simple message purchased from an individual. That perspective is useful here because it avoids forcing every Zara or H&M collaboration into a rigid celebrity-versus-influencer classification. The more informative approach is to examine the role the person actually plays and the credibility or authenticity cues created by that role.
Scale and frequency of commercial activity can also affect authenticity. Pei and Mayzlin (2022) model commercial affiliation as a trade-off: closer relationships give brands more influence over recommendations, but can reduce the persuasive power of the influencer. Barari, Eisend and Jain (2026) also discuss the difficulty larger influencers may face in maintaining niche expertise and close interaction as commercial opportunities increase. This does not establish that micro-influencers are automatically more authentic. Rather, it shows that authenticity is relational and comparative. Audiences evaluate current sponsorships against the creator's previous behaviour, stated values and established content.
Read together, the literature supports treating authenticity and fit as one connected theme. Authenticity concerns whether the communication appears consistent with the endorser's identity and apparent experience; fit concerns whether the person, product and brand form a coherent association. Each can reinforce credibility, but neither is sufficient to create brand trust on its own. A creator may be entirely believable while promoting a retailer that some consumers already distrust. Equally, a highly appropriate celebrity can still be seen as motivated mainly by payment. For the Zara-H&M comparison, the value of this theme lies in explaining why apparently similar collaborations can be interpreted very differently depending on how well they align with the brand's established image.

3.5 Theme 3: sponsorship disclosure, commercialisation and persuasion knowledge
Disclosure creates a difficult balance in influencer marketing. Clear labelling makes the advertising relationship visible and can activate persuasion knowledge or scepticism. Weak or absent disclosure, however, prevents audiences from understanding the commercial nature of the recommendation and may create a stronger trust problem if the sponsorship is discovered later. The issue is therefore not whether disclosure is simply good or bad for persuasion. More importantly, it changes the way audiences interpret credibility, motive and authenticity.
Experimental evidence shows that disclosure reliably improves advertising recognition. Evans et al. (2017) found that explicit disclosure wording on Instagram made participants more likely to recognise influencer content as advertising, with subsequent effects on attitudes and behavioural intentions. Boerman (2020) similarly reports that standardised disclosure increased recognition of sponsored influencer content. Notably, disclosure in that study did not damage the parasocial relationship with the influencer and could indirectly support recall and engagement intentions. These findings challenge the assumption that transparency inevitably makes influencer marketing ineffective.
The wider evidence remains mixed. Pan et al. (2025) identify sponsorship disclosure as one of the few antecedents with an overall negative direct association with some marketing outcomes, while also showing that persuasion knowledge and credibility mediate many influencer effects. Pei and Mayzlin (2022) express the same tension theoretically: affiliation gives the firm greater influence over the message, yet can make the source less persuasive. A negative immediate response to disclosure may therefore reflect recognition of commercial motive rather than a general rejection of the influencer. From a trust perspective, that is different from the risk created by concealing the relationship altogether.
The prevalence of hidden sponsorship shows why this issue is not only theoretical. Ershov, He and Seiler (2025), using more than 100 million Twitter posts, estimate substantial levels of undisclosed influencer marketing and show that consumers often struggle to identify commercial content without an explicit disclosure. Twitter is not identical to Instagram or TikTok, and the research is not specific to fashion, but the scale of the dataset provides strong evidence that commercial intent cannot be assumed to be obvious. The UK regulatory evidence is even more directly relevant. ASA monitoring in 2025 examined more than 50,000 Instagram and TikTok content items and reported that 57% of sampled influencer advertisements complied with disclosure requirements, 9% used unclear disclosure and 34% included no disclosure. Fashion and travel were among the areas where poor or missing disclosure remained common (ASA, 2025).
UK guidance also makes clear that responsibility does not sit with the influencer alone. CMA guidance updated in 2025 states that brands should ensure paid endorsements are clearly labelled and should monitor the content produced on their behalf (CMA, 2025). This has direct managerial relevance for Zara and H&M. A collaboration may be visually successful or generate strong engagement, yet still create credibility risk if the commercial relationship appears hidden, ambiguous or misleading. Disclosure is therefore part of partnership governance, not merely a technical label added at the end of the process.
For this reason, disclosure is best treated as a condition under which authenticity is judged. Most audiences understand that professional influencers earn income from brand partnerships; the realistic objective is not to make paid content appear non-commercial. The challenge is to combine transparency with enough independence and consistency for the recommendation to remain believable. Audrezet, de Kerviler and Moulard (2020) argue that influencers can preserve authenticity when commercial partnerships remain compatible with intrinsic motivation. Chung, Ding and Kalra (2023) similarly show that personal and relational cues can soften some of the disadvantages of sponsored content. Transparency and authenticity can therefore coexist, although they require careful management.
The disclosure literature also demonstrates why outcome measures need to be interpreted carefully. Advertising recognition is not the same as brand trust. A temporary reduction in purchase intention after an ad is identified does not necessarily imply a long-term loss of trust, just as high engagement with hidden sponsorship does not demonstrate that the strategy is sustainable or ethical. In this review, disclosure is therefore treated as a mechanism that affects how consumers interpret commercial motive. The relevant question is whether credibility can be maintained when the sponsorship is made clear, rather than whether concealment produces more clicks in the short term.
On balance, disclosure deserves to remain one of the three main themes because it shapes the circumstances in which credibility and authenticity are assessed. A clearly commercial partnership may activate persuasion knowledge and still be convincing when the endorser fits the brand and appears genuinely involved. Poor disclosure can preserve the appearance of an organic recommendation in the short term, but it also increases the risk that consumers later feel misled. In a sector already exposed to reputational criticism, that longer-term risk is especially important.

3.6 Fast-fashion context: brand reputation as a boundary condition on endorsement trust
The three endorsement mechanisms sit within a broader fast-fashion context. Fast fashion remains commercially attractive because of rapid trend turnover, wide product choice and relatively accessible prices, but the model is also associated with substantial environmental and social criticism. Bick, Halsey and Ekenga (2018) discuss the environmental and health consequences of inexpensive, high-volume clothing, while Niinimaki et al. (2020) review wider pressures across the fashion system. McNeill and Moore (2015) show a different but related tension: consumers can express concern about sustainability while continuing to value fashionable, affordable clothing. These studies do not demonstrate that all fast-fashion consumers distrust the sector. They do show that brand communication is interpreted against an existing debate about responsibility, consumption and credibility.
That context matters because brand trust concerns more than the appeal of an individual campaign. Delgado-Ballester and Munuera-Aleman (2001) connect trust with confidence in a brand's reliability and intentions. Rajavi, Kushwaha and Steenkamp (2019) show that trust can respond to marketing activity but also varies with consumer and market characteristics. Riva et al. (2024) offer a particularly relevant extension for sustainability communication. They show that positive environmental positioning can support green brand trust, but that scepticism weakens the process. For endorsement strategy, the implication is straightforward: a credible spokesperson cannot automatically cancel out doubts about the organisation itself.
This creates a gap between controlled endorsement research and the way consumers meet brands in real life. Experimental studies often expose participants to a single message and then measure an immediate response. Zara and H&M customers, by contrast, bring previous experience of prices, product quality, sustainability claims, labour controversies, store experience, social media activity and earlier campaigns. The same influencer may therefore be judged differently when attached to different retailers. An endorser can contribute credibility to a message, but the effect may be limited if that message conflicts with an established view of the brand.
Fast fashion also creates a specific authenticity problem. Influencer culture often rewards frequent posting, novelty and constant product circulation, while sustainability communication may encourage reduced consumption, repair or longer product life. Those messages can sit uneasily beside each other. This dissertation therefore keeps sustainability scepticism as a contextual factor rather than turning it into a fourth endorsement theme. It becomes relevant where it changes the way consumers interpret the credibility or authenticity of Zara and H&M communication, but it should not pull the review away from the core question of endorsement and brand trust.
Industry evidence helps to establish the commercial importance of the comparison, although it should not be used as a proxy for trust. GlobalData estimated that Zara held approximately 1.24% of the global apparel market in 2024, compared with around 1.06% for H&M, and described Zara as gaining ground while H&M's share had weakened slightly (GlobalData, 2025a). Its 2025 outlook expected Zara's share to remain broadly stable and H&M's to move closer to 1.0% (GlobalData, 2025b). These figures show that both brands remain major international competitors with different recent performance trajectories. They do not show that consumers trust one company more than the other.
The more useful theoretical point is that brand reputation places limits on the transfer of endorsement value. Credibility, authenticity, fit and disclosure can all affect how a campaign is received, but the effect is filtered through existing beliefs about the retailer. This is important for the Zara-H&M comparison because the presence of a famous collaborator, or even the commercial success of a collection, cannot be treated as evidence of trust. Company and industry sources document what the brands did and the market in which they operated; the academic literature is needed to explain the mechanisms through which those actions might affect consumers










3.7 Applying the themes to Zara and H&M
A focused comparison of recent brand activity can make the literature more concrete without claiming that corporate documents reveal consumers' internal attitudes. Four cases are particularly useful because they involve different kinds of relationship between brands and public figures: Zara's 2024 Kate Moss collaboration, the 2025 Zara 50 Creators initiative, H&M's 2025 co-creation with Mia Regan, and the H&M Glenn Martens campaign featuring Joanna Lumley and Richard E. Grant. Together they allow credibility, authenticity/fit and disclosure to be considered across celebrity, creator and co-creation formats.
Zara's 2024 activity is important because it complicates the idea that the brand is simply 'endorsement-light'. Inditex's Annual Report 2024 records collaborations with Kate Moss, Harry Lambert, Stefano Pilati and TwoJeys, as well as Zara Streaming activity involving Cindy Crawford and Kaia Gerber as ambassadors (Inditex, 2025). The evidence suggests selective use of high-profile cultural figures rather than an absence of endorsement or collaboration. Kate Moss is a particularly useful case because her long association with fashion creates obvious category fit. From a meaning-transfer perspective, her modelling history and status within fashion culture can add symbolic associations to the collection. From a credibility perspective, the relevant question is whether consumers see her as an appropriate fashion authority rather than as a technical expert on garment production.
The Zara 50 Creators initiative pushes the analysis further away from a simple celebrity-versus-influencer distinction. Inditex's 2025 reporting states that Zara worked with figures including Kate Moss, Annie Leibovitz, Christy Turlington, Cindy Crawford and David Bailey to create 50 exclusive pieces, with proceeds going to Women's Earth Alliance (Inditex, 2026). This combines celebrity, creative expertise, co-creation and social-purpose framing. Its potential trust effect would depend on whether consumers believe the contributors were meaningfully involved, whether the collaboration fits Zara's identity, and whether the social-purpose claim appears credible in the context of the wider business. Because the evidence comes from the company itself, it can confirm the initiative and its framing but cannot demonstrate that consumers experienced it as authentic.
H&M's work with Mia Regan represents a different type of partnership. H&M describes Regan as a British model and content creator who co-designed a summer capsule influenced by her travel, photography and personal style (H&M Group, 2025a). The case is closely connected with the influencer literature because the commercial story depends on personal narrative and creator identity. Audrezet, de Kerviler and Moulard (2020) would suggest that the collaboration will appear more authentic when it is consistent with Regan's established self-presentation. Breves et al. (2019) indicate that high creator-brand fit should support trustworthiness and expertise, while Cascio Rizzo et al. (2023) show why visible involvement with a product can strengthen authenticity cues. The co-design format therefore provides a stronger claim to participation than a conventional sponsored post, although company material alone cannot show whether that participation translated into greater trust in H&M.
The Glenn Martens collaboration is closer to a traditional high-profile campaign. H&M's own material describes a cast that included Joanna Lumley and Richard E. Grant, alongside newer faces, and frames the campaign around humour, individuality and British cultural references (H&M Group, 2025b). Meaning Transfer Theory is especially useful here because the value of the actors lies partly in the associations they already carry. Their relevance does not depend on technical clothing expertise. Instead, the issue is whether their public personalities, humour and cultural recognisability support Martens's creative concept. The case illustrates why celebrity endorsement should not be reduced to fame alone: a celebrity can contribute narrative, symbolic meaning and audience recognition even where product expertise is limited.
Comparing the four cases reveals several differences that matter for trust. The first is the degree of creative involvement. Mia Regan and the participants in Zara 50 Creators are presented as co-creators or designers, whereas Lumley and Grant appear mainly as campaign figures. Greater involvement may make a partnership easier to read as authentic because the public figure appears to contribute something beyond visibility, although that assumption still needs independent consumer evidence. The second difference is the source of credibility. Kate Moss and other established fashion figures bring category experience and symbolic status; Mia Regan combines modelling with creator intimacy; Lumley and Grant bring cultural recognition and humour. The third difference concerns where disclosure matters most. A campaign on a brand's own channels is obviously commercial, whereas creator content distributed through a personal feed requires clearer sponsorship signalling.
These cases also show why celebrity status or follower count is a weak basis for managerial decisions. Nistor and Selove (2024) separate awareness value from information value, while Barari, Eisend and Jain (2026) show that influencers can outperform celebrities on engagement without being consistently superior on purchase intention. Zara and H&M therefore do not need to adopt the same endorsement model. A high-profile campaign can be suitable when a collection needs broad cultural visibility; a creator collaboration may be more appropriate when the objective is styling authority, personal narrative or community engagement. From a trust perspective, the important issue is whether the chosen format makes sense for the brand, product and audience.
Reputation places another constraint on the comparison. Both Inditex and H&M Group publish substantial sustainability and responsibility information, but those documents are corporate self-representations. They are useful for identifying claims, targets and activities, not for proving how consumers interpret them. Riva et al. (2024) are helpful here because they show that environmental positioning does not automatically generate green brand trust when scepticism is high. A charitable or sustainability-related element within a collaboration should therefore be analysed as a claim whose credibility depends on the wider reputation and evidence surrounding the brand, rather than being treated as a trust outcome in itself.
GlobalData can strengthen the business side of the comparison by providing information on market position, brand performance and competitive conditions. Its public analyses already show different recent market-share trajectories for Zara and H&M, and the UWTSD GlobalData Explorer may provide more detailed brand sales, geography and company data. Such material should be used carefully. Market share can demonstrate scale and competitive relevance, but it cannot establish a causal relationship between endorsement and trust. If consumer-perception or brand-tracking measures are available through the institutional database, they would be more directly relevant, but the exact dataset, geography, fieldwork period and measurement definition would need to be reported.
The value of the case analysis is therefore comparative rather than competitive. Zara and H&M both use well-known public figures, but they use them through different formats, from campaign imagery to co-design and creator-led projects. The literature suggests that trust is more likely to depend on the quality of the fit, the credibility of the source, the authenticity of the involvement and the transparency of the commercial relationship than on whether the person is labelled a celebrity or an influencer. The documentary material can be mapped onto these mechanisms, but it should not be presented as if it measured consumer trust directly.

3.8 Contradictions, limitations and research gaps
There is broad agreement that endorsers can shape consumer responses, but much less agreement about which type of endorser performs best. Part of the problem is that studies use different outcomes. Engagement, advertising attitude, brand attitude, purchase intention, trust in branded content and brand trust are sometimes discussed as though they were interchangeable. They are not. Barari, Eisend and Jain (2026) find a clearer influencer advantage for engagement than for purchase intention, while Pan et al. (2025) show that credibility is more consistently linked with attitudes and engagement than with purchase intention. These differences support the decision not to frame the dissertation as a search for a single 'winner'.
Commercialisation creates a second area of tension. Creators bring pre-existing credibility to sponsored communication, yet the same commercial relationship can activate persuasion knowledge and weaken the sense of independence on which that credibility rests. Audrezet, de Kerviler and Moulard (2020), Mardon, Cocker and Daunt (2023) and Pei and Mayzlin (2022) reach this issue through different methods, but all show that affiliation changes how the source is interpreted. Disclosure makes the trade-off more visible. It can reduce immediate persuasion in some situations, but failing to disclose sponsorship creates legal, ethical and longer-term credibility risks. The literature therefore points to a tension that managers must manage rather than a simple penalty for transparency.
The evidence base also has methodological limitations. Influencer studies have frequently relied on experiments, student or convenience samples, cross-sectional surveys and self-reported intentions. Hudders, De Jans and De Veirman (2021) and Vrontis et al. (2021) both describe a fragmented and rapidly developing field, while the newer meta-analyses confirm substantial heterogeneity. There are important exceptions. Hughes, Swaminathan and Brooks (2019), Leung et al. (2022), Chung, Ding and Kalra (2023), Cascio Rizzo et al. (2023) and Ershov, He and Seiler (2025) all make use of real-market or large-scale behavioural data. Even so, evidence on durable brand trust after repeated endorsement exposure remains relatively limited.
A further gap concerns sector specificity. Fashion and beauty are common settings for influencer research, but there is little peer-reviewed work directly comparing Zara and H&M in relation to endorsement and brand trust. This means that the present dissertation should not claim to establish causal differences in how current customers of the two brands respond. Its contribution is more modest and, arguably, more defensible: it brings together established trust mechanisms and applies them systematically to contemporary documentary evidence from the two retailers, while identifying where direct consumer evidence is still missing.
The boundary between celebrity, influencer and creator is also becoming harder to maintain. Social-media-native creators can become mainstream celebrities, while actors, models and designers now operate their own influential social channels. Zara and H&M increasingly use co-creation and cultural collaboration rather than a simple spokesperson model. Arsel, Zanette and da Rocha Melo (2025) and Libai et al. (2025) both reflect this broader shift towards a creator economy in which value is produced jointly by brands, creators, platforms and intermediaries. Future research may therefore need to classify endorsement relationships by creative involvement, platform role and commercial structure rather than only by the original source of fame.
Another gap is the limited integration of endorsement research with pre-existing corporate reputation. Source-credibility studies usually concentrate on the endorser, while green-trust research concentrates on organisational signals and fast-fashion studies concentrate on the sector's wider social and environmental tensions. Consumers, however, encounter all of these elements together. The gap addressed by this dissertation is therefore not a lack of studies on influencer marketing or celebrity endorsement. It is the limited integration of credibility, authenticity/fit and disclosure with brand-level trust in a sector where the organisation itself may already be viewed sceptically.
There is also a question of time and platform transferability. A large part of the established influencer literature was developed around Instagram, YouTube and blogs, while contemporary fashion discovery increasingly takes place through short-form, algorithmically distributed content. The basic ideas of credibility, authenticity and disclosure still matter, but they may be expressed differently when consumers meet a creator through a recommendation feed rather than through a long-standing follower relationship. Pan et al. (2025) show that platform characteristics moderate influencer-marketing effects, and Hughes, Swaminathan and Brooks (2019) show that campaign outcomes depend on the interaction between platform, content and source characteristics. This matters for Zara and H&M because one collaboration can appear simultaneously on a brand website, Instagram, TikTok, press coverage and the creator's own channels. Evidence from one platform should therefore not be generalised automatically to brand trust across the entire customer journey. Platform is treated here as a contextual condition rather than as an additional main theme so that the review remains focused.
.
3.9 Chapter summary
The literature reviewed in this chapter does not support the view that trust follows automatically from the label 'celebrity' or 'influencer'. Credibility, especially trustworthiness and relevant expertise, is the most consistent mechanism across the evidence. Authenticity and endorser-brand fit influence whether a partnership appears coherent with the person's identity and with the brand. Disclosure affects how audiences interpret commercial motive and is relevant both to regulation and to trust. All three mechanisms are filtered through the retailer's existing reputation, which is particularly important in fast fashion because sustainability and social concerns can increase scepticism.
The Zara and H&M cases also show that current fashion marketing mixes celebrity, influencer, creator and co-design formats. The useful comparison is not simply which brand 'uses influencers more', but how particular collaborations create or weaken credibility, authenticity and transparency. Chapter 4 can build on this by drawing the themes together around the research questions, examining the main contradictions and identifying the theoretical and managerial implications that follow from the review.

Chapter 4 – Discussion 
4.1 Introduction
The review does not point to a simple advantage for either celebrities or social-media influencers. What matters more is the way consumers read the person, the partnership and the brand that sits behind the message. Across the studies considered in Chapter 3, three issues recur most often: whether the source appears credible, whether the collaboration feels authentic and appropriately matched, and whether the commercial relationship is made clear. The Zara and H&M cases also make a binary comparison difficult because both companies move between celebrities, creators, models and co-designers rather than relying on one fixed endorsement format.
This chapter brings those findings back to the research questions and considers what they mean when viewed together. It is also important to be careful about the limits of the evidence. The dissertation is based on secondary research, so it cannot claim to show how current Zara or H&M customers reacted to any one campaign. Instead, it can identify the mechanisms that repeatedly appear in the literature and examine how those mechanisms are visible in the selected cases. That distinction matters because many endorsement studies measure engagement, purchase intention or trust in a sponsored post, which are related to, but not identical with, longer-term trust in the retailer. The discussion therefore gives greater weight to findings that can be linked explicitly to brand-level trust and treats more distant outcomes as supporting evidence rather than direct proof.
4.2 Endorser attributes most closely associated with trust
The first supporting question concerns the attributes most consistently associated with trust. The strongest support is for trustworthiness and relevant expertise. Ohanian's (1990) model remains useful because it separates expertise, trustworthiness and attractiveness instead of treating credibility as a single quality. Later influencer research broadly follows the same logic. Lou and Yuan (2019), for instance, show that both message value and source credibility contribute to trust in branded social-media content. More recent meta-analyses by Pan et al. (2025) and Barari, Eisend and Jain (2026) also place credibility among the main mechanisms linking influencer characteristics to consumer responses.
Attractiveness and popularity still matter, particularly in fashion, because they help a campaign attract notice. They are weaker indicators of trust, however. A large following may communicate popularity and a celebrity can carry strong cultural associations, but neither tells us on its own whether consumers regard the person as knowledgeable, honest or independent. Schouten, Janssen and Verspaget (2020) found that influencers were sometimes perceived as more similar and more trustworthy than celebrities, although the pattern changed with product fit and with the outcome being measured. This makes a conditional interpretation more convincing than any claim that one endorsement type is automatically more trustworthy.
The distinction between awareness value and informational value is useful here. Nistor and Selove (2024) argue that large influencers and celebrity figures can create considerable value through reach, while smaller or more specialist influencers may offer information that followers treat as more diagnostic. This helps explain why a famous actor, a model and a niche fashion creator can all be valuable to a brand for different reasons. For Zara and H&M, the practical issue is therefore not simply audience size. It is whether the person supplies the form of credibility needed for the purpose of the campaign.
Even then, the connection to brand trust is not direct. Delgado-Ballester and Munuera-Aleman (2001) define brand trust in terms of confidence in the brand's reliability and intentions, while Rajavi, Kushwaha and Steenkamp (2019) show that trust in brands is influenced by wider marketing and contextual conditions. A consumer might find an endorser convincing without revising an established judgement of Zara or H&M. Endorser trustworthiness should therefore be treated as one possible input into brand trust rather than as evidence that brand trust has already been created.
4.3 Authenticity, fit and the interpretation of commercial relationships
The second supporting question asks how the relationship between endorsement type and trust is shaped. Authenticity and endorser-brand fit are closely connected, but they are not the same thing. A creator may appear genuine while still being a poor match for a particular retailer; equally, a celebrity may fit the brand very well but still be interpreted as acting mainly for payment. Breves et al. (2019) show that stronger influencer-brand fit can improve perceived expertise and trustworthiness, and Schouten, Janssen and Verspaget (2020) also identify product-endorser fit as an important part of endorsement effectiveness.
Commercialisation makes authenticity more difficult to maintain. Audrezet, de Kerviler and Moulard (2020) show that influencers have to manage the tension between monetisation and the identity that originally made them attractive to followers. Choosing a smaller influencer does not remove that problem. Audiences judge the current collaboration against previous content, the products normally discussed and the creator's established voice. A sponsorship that looks repetitive, excessive or inconsistent can therefore alter the way earlier credibility is interpreted.
Identification and parasocial interaction help explain why this tension can be particularly strong for influencers, but they are better treated as supporting explanations rather than separate outcomes in this dissertation. Familiarity can make a recommendation feel closer to interpersonal advice. That can strengthen trust when the partnership seems coherent, yet the same familiarity can also produce a sharper negative reaction if followers feel that a creator has behaved inconsistently with the identity they previously trusted. Relational closeness therefore creates expectations as well as persuasive opportunity.
Fit in fashion also has a symbolic side. McCracken's (1989) meaning-transfer argument is useful because public figures bring cultural meanings with them. The selected cases illustrate different forms of this process. Kate Moss carries long-standing associations with fashion and modelling; Joanna Lumley and Richard E. Grant contribute recognisable personalities and cultural references; Mia Regan combines modelling with a creator identity and co-design role. In each case, the relevant trust question is whether consumers see the association as believable within the specific brand and campaign, not whether the individual fits neatly into the category of 'celebrity' or 'influencer'.
4.4 Disclosure and persuasion knowledge
Disclosure changes the way a commercial message is read. The literature does not show that disclosure always helps or always harms effectiveness. Evans et al. (2017) and Boerman (2020) demonstrate that clearer labelling improves recognition that a post is advertising, while Pan et al. (2025) report negative direct relationships between disclosure and some marketing outcomes. A more balanced interpretation is that disclosure makes commercial intent harder to ignore. Once consumers recognise that intent, other judgements - especially credibility and fit - become more important.
For a dissertation focused on trust, this is more important than whether disclosure produces a small short-term movement in purchase intention. A clearly labelled post may encourage some consumers to read the message more cautiously, but concealed sponsorship creates a different problem if audiences later feel that the commercial relationship was hidden. The ASA and CMA material reviewed in Chapter 3 also shows that disclosure is a regulatory issue in the UK, not simply a stylistic choice. Transparency is therefore better understood as part of how a brand manages trust around endorsement relationships.
The format of the endorsement also affects how obvious the commercial relationship is. Advertising on an official Zara or H&M channel is readily understood as brand communication. A creator discussing the same collaboration on a personal social-media account can appear more ambiguous and may require much clearer labelling. The same partnership can therefore create different trust conditions across channels. Platform and format matter, but they are treated here as contextual influences rather than additional main themes.
4.5 Zara and H&M: similarities, differences and limits of comparison
The comparison between Zara and H&M shows first of all that neither company can be reduced to a simple celebrity-versus-influencer strategy. Both brands work with public figures in several ways, including campaign appearances, design collaborations, co-creation and broader creative partnerships. This is why the role played by the public figure is often more informative than the original source of that person's fame.
Zara's recent collaborations can be read as a selective, culture-led approach in which recognised fashion figures and creative professionals are linked to products, imagery and brand experience. The Kate Moss collaboration and the Zara 50 Creators initiative are useful examples because both combine symbolic status with a claim of creative involvement. That involvement can strengthen perceived fit where the collaborator already has clear fashion or visual credibility. It should not, however, be treated as proof of authenticity. Company material can confirm that a collaboration occurred, but it cannot establish how consumers interpreted the relationship.
H&M provides a different mix of examples. The Mia Regan collaboration is framed around personal style and co-design, which places it close to the influencer literature on creator identity and authenticity. The Glenn Martens campaign relies more on humour, cultural recognition and established personalities. These examples show that H&M also moves between several forms of public-figure involvement. The brands are therefore comparable not because they use identical tactics, but because both illustrate how fashion marketing now blends celebrity, creator and collaboration formats.
The wider reputation of the two companies also matters. Fast-fashion campaigns are not assessed in a vacuum; consumers may connect them with existing concerns about sustainability, labour practices, overconsumption or corporate transparency. Riva et al. (2024) show that sustainability positioning does not automatically translate into trust when scepticism is already high. This makes it necessary to read charitable or sustainability-linked campaign claims carefully. Such claims may support trust when they are consistent with broader corporate behaviour, but an endorsement cannot by itself overcome doubts about the organisation behind it.
For that reason, the available secondary evidence does not support a conclusion that Zara is more trusted than H&M, or that either company has a generally superior endorsement strategy. The documentary material is more useful for showing how the mechanisms identified in the academic literature appear in different campaign formats. The comparison is therefore explanatory rather than evaluative: it indicates where credibility, authenticity/fit and transparency may matter, while also showing where stronger consumer evidence would be needed before making causal claims.
4.6 An integrated interpretation of endorsement and brand trust
The findings can be brought together as a fairly simple sequence. The format of the endorsement shapes the cues available to consumers. Those cues are interpreted mainly through credibility, authenticity/fit and disclosure, and the resulting judgements are then filtered through what the consumer already believes about the brand. Product category, audience and platform may strengthen or weaken these relationships, but they do not replace the three core mechanisms.
This interpretation also helps explain why the literature sometimes appears contradictory. Studies reporting stronger influencer effects may involve settings where expertise, relational closeness and fit are especially strong. Weaker or negative effects may emerge where commercialisation is more obvious, fit is poor, persuasion knowledge is activated or the outcome being measured is harder to change than engagement. Different findings therefore do not necessarily cancel each other out; they may reflect different combinations of the same underlying conditions.
It is also important to separate campaign performance from brand trust. A campaign can achieve high reach, engagement or even sales without producing lasting confidence in the organisation. The reverse is also possible: a transparent partnership may be less persuasive in the short term but more compatible with a long-term trust position. For managers, this means that evaluation should not stop at impressions, clicks or conversions. For researchers, it means that more attention is needed on the route from judgements about the source and message to trust in the brand itself.
This distinction becomes clearer when the outcomes are placed in order. Engagement and purchase intention are relatively immediate responses and can be influenced by novelty, entertainment, price or promotional urgency. Brand trust is a broader judgement because it concerns whether the organisation is seen as reliable beyond one campaign. An influencer may generate strong engagement because followers enjoy the content while the retailer's trust position remains unchanged. Similarly, a celebrity can make a collection more desirable without changing beliefs about the company. Treating brand trust as a downstream outcome therefore makes the framework more cautious, but it also fits the research question more closely.
The findings suggest that the relationship between endorsement and consumer brand trust is shaped by several connected factors rather than by endorsement type alone. Whether a brand uses a celebrity, influencer, creator or co-designer, consumers are likely to judge the collaboration mainly through the credibility of the individual, the perceived authenticity and fit of the partnership, and the transparency of the commercial relationship. These judgements are also influenced by wider conditions, including the existing reputation of the brand, the platform on which the endorsement appears, the intended audience and the product being promoted.
This interpretation should not be treated as a statistically tested causal model. Instead, it summarises the relationships that appear repeatedly across the literature and provides a way of interpreting the Zara and H&M cases. The studies reviewed use different methods and measure different outcomes, ranging from advertising recognition and engagement to purchase intention and brand trust. These outcomes are not equivalent. A campaign may attract attention or generate engagement without producing a lasting change in trust toward the brand. For this reason, the dissertation treats consumer brand trust as a broader and more demanding outcome than short-term campaign performance.

4.7 Contribution and remaining limitations
The dissertation's main contribution is not the identification of a new endorsement variable. Its value lies in bringing several related literatures into the same discussion. Traditional celebrity research concentrates on source characteristics and symbolic meaning; influencer research adds authenticity, relational closeness and the problem of commercial disclosure; brand-trust research shifts the focus from the spokesperson to confidence in the organisation; and fast-fashion research supplies a context in which brand claims are often scrutinised. Reading these strands together provides a more realistic account of how endorsement may affect trust.
The same integration also makes the limitations easier to see. A large part of the influencer literature relies on experiments, convenience samples, self-reported attitudes or short-term outcomes. Zara and H&M documents can establish what the companies did, but not how customers interpreted the campaigns. GlobalData can show market scale and competitive position, but market performance is not evidence of trust. For these reasons, the company discussion should remain cautious and the proposed framework should be described as evidence-informed rather than empirically tested with Zara or H&M consumers.
Within those limits, the review still provides a clear answer to the main research question. Celebrity and influencer endorsements can shape brand trust, but any effect depends on the perceived credibility of the source, the authenticity and fit of the relationship, the transparency of the commercial arrangement and the reputation consumers already attach to the brand. The practical value of the review is therefore in identifying the conditions under which trust is more or less likely to be supported, rather than ranking endorsement types in the abstract.
This gives the study a clear MBA relevance as well. The literature provides the explanatory mechanisms, while the Zara and H&M cases show how those mechanisms can be used to think about real strategic choices without claiming more than the evidence allows. Managers can ask what kind of credibility a campaign needs, whether the public figure fits the brand and audience, how the relationship will be disclosed and whether the wider reputation of the company supports the message. Used in that way, the framework becomes a decision aid rather than a claim that one formula will work for every campaign. It also encourages a more realistic definition of success: a partnership can be commercially visible without strengthening trust, and a campaign that produces modest immediate engagement may still be strategically valuable if it supports a consistent and transparent brand position over time.
4.8 Chapter summary
The discussion has therefore treated endorsement effectiveness as a process rather than as a fixed quality of celebrities or influencers. Trustworthiness and relevant expertise form the strongest basis for credibility; authenticity and fit shape whether the partnership feels coherent; and disclosure influences how commercial intent is understood. All three are interpreted through the prior reputation of the brand.
Applied to Zara and H&M, the evidence points to different combinations of celebrity, creator and co-design relationships rather than two opposing strategies. This mechanism-based reading provides the basis for the practical and theoretical implications developed in the next chapter.





Chapter 5 – Implications
5.1 Introduction
The findings have implications for theory, managerial practice and future research. The starting point is that endorsement decisions should not be framed only as a choice between a celebrity and an influencer. A more useful question is what kind of trust-related objective the brand is pursuing and which relationship format can support that objective credibly.
The recommendations below are deliberately limited to what the evidence can support. This dissertation does not measure current Zara or H&M customers directly, so it cannot predict which individual campaign will perform best. The implications concern how endorsement relationships can be designed, assessed and interpreted more carefully.
5.2 Theoretical implications
The first theoretical implication is that source credibility remains central, but it should be connected more clearly to brand-level trust. Ohanian's (1990) framework explains whether an endorser appears knowledgeable and trustworthy, yet the review shows that these judgements do not automatically become trust in the organisation. Delgado-Ballester and Munuera-Aleman (2001) and Rajavi, Kushwaha and Steenkamp (2019) make that distinction explicit by treating brand trust as a judgement about the brand itself. Future work would benefit from separating source credibility, trust in the message and trust in the brand rather than collapsing them into one outcome.
A second implication concerns authenticity and fit. They often reinforce one another, but they should not be treated as interchangeable. Fit concerns whether the person, product and brand make sense together; authenticity concerns whether the involvement appears consistent with the person's established identity and motives. Keeping the two concepts separate makes it easier to explain why equally famous endorsers can generate very different reactions and prevents authenticity from becoming a catch-all explanation for any positive influencer effect.
Disclosure is the third theoretical implication. Much of the literature treats it as either a regulatory issue or a variable affecting immediate persuasion. A trust perspective suggests a wider role. Recognising sponsorship changes how consumers interpret independence, motive and credibility, so disclosure should be considered within models of trust formation rather than only as a label attached to an advertisement. Longitudinal research may therefore reach different conclusions from studies that measure attitudes immediately after exposure.
5.3 Managerial implications for fast-fashion brands
For managers, the first step should be to define the communication objective before selecting the public figure. A celebrity may be appropriate when the objective is broad awareness, cultural association or symbolic visibility. A specialist creator may be more useful when the campaign depends on category expertise, styling knowledge or a sense of personal recommendation. Co-design can add depth because the person appears to contribute to the product itself, although creative involvement should still be judged rather than assumed to be authentic.
Fit should also be considered at more than one level. Product fit asks whether the person makes sense for the item or collection. Brand fit considers whether the association is consistent with the retailer's wider identity. Audience fit asks whether the partnership is believable to the consumers being targeted. A collaboration can perform well on one of these dimensions and poorly on another, which is why high visibility does not necessarily translate into trust.
Campaign evaluation should therefore include trust-related measures alongside conventional reach and engagement metrics. Impressions, likes and short-term conversion can show that a campaign attracted attention, but they do not tell managers whether the brand is viewed as more dependable or credible. For major collaborations, measures of source credibility, perceived authenticity, transparency and brand trust could be tracked before and after the campaign. This would make it easier to distinguish attention effects from reputational effects.
Disclosure should be planned from the beginning rather than added at the end as a compliance task. This is particularly important when content appears on a creator's personal account, where the commercial nature of the post may not be immediately obvious. Brands also need to monitor how partnerships are presented across channels because responsibility for clear labelling does not sit with the creator alone.
A final managerial implication is to check the campaign against the wider reputation of the company. In fast fashion, a credible endorser cannot automatically neutralise existing scepticism about the brand. Where a campaign makes sustainability, social-purpose or ethical claims, those claims need evidence that remains convincing outside the promotional context. If the message and the organisation appear inconsistent, endorsement may simply draw more attention to the gap.
These points can be turned into a simple pre-campaign check. Managers can ask four questions: what is the objective of the collaboration; what kind of credibility does the chosen person contribute; does the relationship make sense for the brand, product and audience; and how will the commercial relationship be disclosed on each channel? The same questions can be revisited after the campaign to assess whether the intended trust signals were actually communicated. This is a more disciplined basis for selection than visibility or follower count alone.
5.4 Implications for Zara and H&M
For Zara, the recent use of established fashion figures and creative collaborators suggests that much of the trust-related value may come from cultural authority and perceived fashion competence rather than from conventional recommendation. Where co-creation is part of the story, the credibility of the creative role becomes important. The Zara 50 Creators initiative also shows why creative involvement and broader reputational claims should be assessed separately rather than assuming that one validates the other.
H&M's recent examples show the usefulness of having more than one relationship format. A creator such as Mia Regan can support a personal-style and co-design narrative, while established actors can contribute recognition, humour and cultural meaning to a larger campaign. The strategic question is not which format should replace the other, but whether the format fits the communication objective and whether the commercial basis of the relationship remains clear.
For both firms, consistency is the central practical principle. Trust is easier to support when the public figure, the campaign claim and the wider behaviour of the brand point in the same direction. When they do not, endorsement can increase attention to the inconsistency rather than repair it.
5.5 Future research implications
Future research should treat brand trust as a distinct outcome more often. A large share of the existing literature stops at engagement, attitude or purchase intention. Longitudinal studies could examine whether repeated exposure to transparent and well-matched endorsement relationships changes confidence in a brand over time and whether any effect remains once the campaign has ended.
Direct comparisons within fashion are also needed. Research involving Zara, H&M and comparable retailers could test whether the same endorser is interpreted differently when attached to brands with different reputational histories. This would allow the contextual role proposed in the dissertation to be examined directly rather than inferred by combining separate bodies of research.
A further research direction concerns the increasingly blurred distinction between celebrity, influencer and creator. Studies could classify relationships according to the person's role, degree of creative involvement, platform position and disclosure conditions instead of relying only on where the person's fame began. Such classifications would fit contemporary fashion collaborations more closely.
5.6 Chapter summary
Overall, the implications point in the same direction as the discussion. Endorsement strategy is better designed around mechanisms of trust than around labels. Credibility, authenticity/fit and transparency need to work together, and each is interpreted against the existing reputation of the brand. The final chapter draws these points together.















Chapter 6 – Conclusion
6.1 Conclusion
This dissertation examined how celebrity and social-media influencer endorsements may shape consumer brand trust in fast-fashion retail, using Zara and H&M as comparative cases. Because the study is based on secondary evidence, it did not attempt to measure the attitudes of current customers directly. Instead, it brought together endorsement theory, influencer research, brand-trust literature, regulatory material and recent company evidence to identify the conditions under which an endorsement is more likely to support, weaken or leave brand trust unchanged.
The clearest conclusion is that endorsement type on its own is a poor predictor of trust. Celebrities can provide reach, recognition and cultural meaning, while influencers may contribute category knowledge, perceived similarity and a stronger sense of personal connection. None of these qualities is inherently trustworthy. Across the literature, three mechanisms provide a more convincing explanation: credibility, authenticity and endorser-brand fit, and the transparency of the commercial relationship.
Credibility is strongest when the source appears both trustworthy and relevantly knowledgeable. Fame, attractiveness and follower count may help generate visibility, but they provide much weaker evidence of trust by themselves. Authenticity and fit matter because consumers judge whether the collaboration makes sense and whether the public figure's involvement is consistent with an established identity. Disclosure then affects how the commercial motive is interpreted. It may make persuasion more obvious and sometimes reduce immediate responses, but insufficient disclosure creates a different risk by weakening transparency and potentially damaging credibility.
These mechanisms are particularly important in fast fashion because consumers do not encounter an endorsement with no prior context. Existing views about price, design, sustainability, labour practices, previous campaigns and personal experience are likely to shape how the message is read. A credible and well-matched endorser can therefore support trust, but cannot be assumed to transfer trust automatically to the retailer. Brand reputation works as a filter on the process.
The comparison between Zara and H&M also shows why the traditional celebrity-versus-influencer distinction has become less useful. Zara's collaborations with established fashion and creative figures, including Kate Moss and the Zara 50 Creators initiative, combine symbolic status with forms of creative involvement. H&M's recent activity ranges from co-design with Mia Regan to a high-profile Glenn Martens campaign featuring established actors. The degree and type of involvement differ, but both brands now use hybrid relationships that sit somewhere between endorsement, collaboration and co-creation.
The dissertation therefore does not argue that one brand or one endorsement type is universally more effective. A better answer to the main research question is that celebrity and influencer endorsements can shape brand trust when the source appears credible, the partnership is judged to be authentic and well matched, and the commercial relationship is transparent. Whether those conditions translate into trust also depends on the reputation of the brand and the context in which the consumer encounters the message.
The study's contribution is mainly integrative. It brings source credibility, meaning transfer, authenticity, fit, disclosure and brand trust into one fast-fashion framework. This helps separate concepts that are often used too loosely and shifts the managerial question away from choosing between fixed labels such as 'celebrity' and 'influencer'. The more useful questions concern the role the public figure is expected to play, the type of credibility required and whether the relationship is believable for the brand.
There are important limitations. The review is restricted to English-language secondary sources, and much of the influencer literature relies on experiments, convenience samples or self-reported intentions. Company reports can document campaigns but cannot demonstrate how consumers responded, while industry sources such as GlobalData are more appropriate for market context than for measuring trust. As a result, this dissertation cannot make causal claims about the reactions of Zara or H&M customers to the selected collaborations.
Future research could test the proposed relationships directly with fashion consumers, compare different collaboration formats within the same brand and measure brand trust over longer periods rather than immediately after exposure. It would also be useful to examine the increasingly blurred boundary between celebrities, influencers and creators. As fashion communication becomes more collaborative and platform-based, the nature of the relationship may matter more than the label attached to the person involved.
Overall, endorsement can contribute to consumer trust, but only when the relationship between the person, the message and the brand is coherent. In fast fashion, attention is comparatively easy to generate; credibility is more difficult to maintain. The strategic value of endorsement therefore lies less in borrowing fame and more in giving consumers a convincing reason to believe both the partnership and the brand behind it.
The conditional nature of this conclusion is important. The evidence is strong enough to identify recurring mechanisms, but not to show that one endorsement format will have the same trust effect across different brands, audiences and platforms. Rather than treating this as a weakness, it should be recognised as part of the result itself: trust is context-dependent, and endorsement strategy is more defensible when managers acknowledge those limits instead of treating visibility as evidence of credibility.











REFERENCE
 
Abidin, C. (2018) Internet Celebrity: Understanding Fame Online. Bingley: Emerald Publishing. doi:10.1108/9781787560765.
Advertising Standards Authority (ASA) (2025) Influencer Ad Disclosure on Social Media: Instagram and TikTok (2024). Published 9 May 2025. Available at https://www.asa.org.uk/resource/influencer-ad-disclosure-on-social-media-instagram-and-tiktok-2024.html (Accessed: 11 August 2026).
Arsel, Z., Zanette, M.C. and da Rocha Melo, C. (2025) ‘Sponsored content as an epistemic market object: How platformization of brand–creator partnerships disrupts valuation, coproduction, and the relationship between market actors’, Journal of Marketing, 89(6), pp. 57–76. doi:10.1177/00222429241296459.
Audrezet, A., de Kerviler, G. and Moulard, J.G. (2020) ‘Authenticity under threat: When social media influencers need to go beyond self-presentation’, Journal of Business Research, 117, pp. 557–569. doi:10.1016/j.jbusres.2018.07.008.
Barari, M.M., Eisend, M. and Jain, S.P. (2026) ‘A meta-analysis of the effectiveness of social media influencers: Mechanisms and moderation’, Journal of the Academy of Marketing Science, 54, pp. 28–48. doi:10.1007/s11747-025-01107-3.
Beverland, M.B. and Farrelly, F.J. (2010) ‘The quest for authenticity in consumption: Consumers’ purposive choice of authentic cues to shape experienced outcomes’, Journal of Consumer Research, 36(5), pp. 838–856. doi:10.1086/615047.
Bick, R., Halsey, E. and Ekenga, C.C. (2018) ‘The global environmental injustice of fast fashion’, Environmental Health, 17, article 92. doi:10.1186/s12940-018-0433-7.
Boerman, S.C. (2020) ‘The effects of the standardized Instagram disclosure for micro- and meso-influencers’, Computers in Human Behavior, 103, pp. 199–207. doi:10.1016/j.chb.2019.09.015.
Breves, P.L., Liebers, N., Abt, M. and Kunze, A. (2019) ‘The perceived fit between Instagram influencers and the endorsed brand: How influencer–brand fit affects source credibility and persuasive effectiveness’, Journal of Advertising Research, 59(4), pp. 440–454. doi:10.2501/JAR-2019-030.
Cascio Rizzo, G.L., Berger, J., De Angelis, M. and Pozharliev, R. (2023) ‘How sensory language shapes influencer’s impact’, Journal of Consumer Research, 50(4), pp. 810–825. doi:10.1093/jcr/ucad017.
Chung, J., Ding, Y. and Kalra, A. (2023) ‘I really know you: How influencers can increase audience engagement by referencing their close social ties’, Journal of Consumer Research, 50(4), pp. 683–703. doi:10.1093/jcr/ucad019.
Competition and Markets Authority (CMA) (2025) Social media endorsements: Guidance for brands. Updated 28 August 2025. Available at: https://www.gov.uk/government/publications/reviews-and-social-media-endorsements-guidance-for-businesses-and-brands/social-media-endorsements-guidance-for-brands (Accessed: 11 August 2026).
Delgado-Ballester, E. and Munuera-Alemán, J.L. (2001) ‘Brand trust in the context of consumer loyalty’, European Journal of Marketing, 35(11/12), pp. 1238–1258. doi:10.1108/EUM0000000006475.
De Veirman, M., Cauberghe, V. and Hudders, L. (2017) ‘Marketing through Instagram influencers: The impact of number of followers and product divergence on brand attitude’, International Journal of Advertising, 36(5), pp. 798–828. doi:10.1080/02650487.2017.1348035.
Erdogan, B.Z. (1999) ‘Celebrity endorsement: A literature review’, Journal of Marketing Management, 15(4), pp. 291–314. doi:10.1362/026725799784870379.
Ershov, D., He, Y. and Seiler, S. (2025) ‘How much influencer marketing is undisclosed? Evidence from Twitter’, Marketing Science, 44(3), pp. 505–515. doi:10.1287/mksc.2024.0838.
Evans, N.J., Phua, J., Lim, J. and Jun, H. (2017) ‘Disclosing Instagram influencer advertising: The effects of disclosure language on advertising recognition, attitudes, and behavioral intent’, Journal of Interactive Advertising, 17(2), pp. 138–149. doi:10.1080/15252019.2017.1366885.
H&M Group (2025a) ‘H&M and Mia Regan co-design the perfect wardrobe for summer vacations’. Published 8 July 2025. Available at: https://hmgroup.com/news/hm-and-mia-regan-co-design-the-perfect-wardrobe-for-summer-vacations (Accessed: 20 August 2026). 
H&M Group (2025b) ‘First look: The H&M Glenn Martens collection’. Published 17 October 2025. Available at: https://hmgroup.com/news/hm-and-mia-regan-co-design-the-perfect-wardrobe-for-summer-vacations/ (Accessed: 11 August 2026).
H&M Group (2026) Annual and Sustainability Report 2025. Published 26 March 2026. Available at: https://hmgroup.com/investors/annual-and-sustainability-report/ (Accessed: (Accessed: 20 August 2026).
Horton, D. and Wohl, R.R. (1956) ‘Mass communication and para-social interaction: Observations on intimacy at a distance’, Psychiatry, 19(3), pp. 215–229. doi:10.1080/00332747.1956.11023049.
Hudders, L., De Jans, S. and De Veirman, M. (2021) ‘The commercialization of social media stars: A literature review and conceptual framework on the strategic use of social media influencers’, International Journal of Advertising, 40(3), pp. 327–375. doi:10.1080/02650487.2020.1836925.
Hughes, C., Swaminathan, V. and Brooks, G. (2019) ‘Driving brand engagement through online social influencers: An empirical investigation of sponsored blogging campaigns’, Journal of Marketing, 83(5), pp. 78–96. doi:10.1177/0022242919854374.
Hund, E. (2023) The Influencer Industry: The Quest for Authenticity on Social Media. Princeton, NJ: Princeton University Press. doi:10.2307/j.ctv2v6pczn.
Inditex (2025) Annual Report 2024: Our Drivers. Available at: https://static.inditex.com/annualreport2024/en/our-drivers (Accessed: (Accessed: 11 August 2026).
Inditex (2026) Annual Report 2025: Our Drivers. Available at: https://annualreport.inditex.com/anrpxxvui/en/our-drivers (Accessed: 11 August 2026). The report documents Zara 50 Creators and names Kate Moss, Annie Leibovitz, Christy Turlington, Cindy Crawford and David Bailey among the participants.
Kamins, M.A. (1990) ‘An investigation into the match-up hypothesis in celebrity advertising: When beauty may be only skin deep’, Journal of Advertising, 19(1), pp. 4–13. doi:10.1080/00913367.1990.10673175.
Ki, C.-W.C. and Kim, Y.-K. (2019) ‘The mechanism by which social media influencers persuade consumers: The role of consumers’ desire to mimic’, Psychology & Marketing, 36(10), pp. 905–922. doi:10.1002/mar.21244.
Lee, J.K. and Junqué de Fortuny, E. (2022) ‘Influencer-generated reference groups’, Journal of Consumer Research, 49(1), pp. 25–45. doi:10.1093/jcr/ucab056.
Leung, F.F., Gu, F.F., Li, Y., Zhang, J.Z. and Palmatier, R.W. (2022) ‘Influencer marketing effectiveness’, Journal of Marketing, 86(6), pp. 93–115. doi:10.1177/00222429221102889.
Libai, B. et al. (2025) ‘Influencer marketing unlocked: Understanding the value chains driving the creator economy’, Journal of the Academy of Marketing Science, 53, pp. 4–28. doi:10.1007/s11747-024-01073-2.
Lou, C. and Yuan, S. (2019) ‘Influencer marketing: How message value and credibility affect consumer trust of branded content on social media’, Journal of Interactive Advertising, 19(1), pp. 58–73. doi:10.1080/15252019.2018.1533501.
Mardon, R., Cocker, H. and Daunt, K. (2023) ‘How social media influencers impact consumer collectives: An embeddedness perspective’, Journal of Consumer Research, 50(3), pp. 617–644. doi:10.1093/jcr/ucad003.
McCracken, G. (1988) Culture and Consumption: New Approaches to the Symbolic Character of Consumer Goods and Activities. Bloomington, IN: Indiana University Press.
McCracken, G. (1989) ‘Who is the celebrity endorser? Cultural foundations of the endorsement process’, Journal of Consumer Research, 16(3), pp. 310–321. doi:10.1086/209217.
McNeill, L. and Moore, R. (2015) ‘Sustainable fashion consumption and the fast fashion conundrum: Fashionable consumers and attitudes to sustainability in clothing choice’, International Journal of Consumer Studies, 39(3), pp. 212–222. doi:10.1111/ijcs.12169.
Niinimäki, K., Peters, G., Dahlbo, H., Perry, P., Rissanen, T. and Gwilt, A. (2020) ‘The environmental price of fast fashion’, Nature Reviews Earth & Environment, 1, pp. 189–200. doi:10.1038/s43017-020-0039-9.
Nistor, C. and Selove, M. (2024) ‘Influencers: The power of comments’, Marketing Science, 43(6), pp. 1153–1167. doi:10.1287/mksc.2022.0186.
Ohanian, R. (1990) ‘Construction and validation of a scale to measure celebrity endorsers’ perceived expertise, trustworthiness, and attractiveness’, Journal of Advertising, 19(3), pp. 39–52. doi:10.1080/00913367.1990.10673191.
Pan, M., Blut, M., Ghiassaleh, A. et al. (2025) ‘Influencer marketing effectiveness: A meta-analytic review’, Journal of the Academy of Marketing Science, 53, pp. 52–78. doi:10.1007/s11747-024-01052-7.
Pei, A. and Mayzlin, D. (2022) ‘Influencing social media influencers through affiliation’, Marketing Science, 41(3), pp. 593–615. doi:10.1287/mksc.2021.1322.
Rajavi, K., Kushwaha, T. and Steenkamp, J.-B.E.M. (2019) ‘In brands we trust? A multicategory, multicountry investigation of sensitivity of consumers’ trust in brands to marketing-mix activities’, Journal of Consumer Research, 46(4), pp. 651–670. doi:10.1093/jcr/ucz026.
Riva, F., Magrizos, S., Rizomyliotis, I. and Uddin, M.R. (2024) ‘Beyond the hype: Deciphering brand trust amid sustainability skepticism’, Business Strategy and the Environment, 33(7), pp. 6491–6506. doi:10.1002/bse.3829.
Schouten, A.P., Janssen, L. and Verspaget, M. (2020) ‘Celebrity vs. influencer endorsements in advertising: The role of identification, credibility, and product–endorser fit’, International Journal of Advertising, 39(2), pp. 258–281. doi:10.1080/02650487.2019.1634898.
Sokolova, K. and Kefi, H. (2020) ‘Instagram and YouTube bloggers promote it, why should I buy? How credibility and parasocial interaction influence purchase intentions’, Journal of Retailing and Consumer Services, 53, article 101742. doi:10.1016/j.jretconser.2019.01.011.
Spry, A., Pappu, R. and Cornwell, T.B. (2011) ‘Celebrity endorsement, brand credibility and brand equity’, European Journal of Marketing, 45(6), pp. 882–909. doi:10.1108/03090561111119958.
Till, B.D. and Busler, M. (2000) ‘The match-up hypothesis: Physical attractiveness, expertise, and the role of fit on brand attitude, purchase intent and brand beliefs’, Journal of Advertising, 29(3), pp. 1–13. doi:10.1080/00913367.2000.10673613.
Vrontis, D., Makrides, A., Christofi, M. and Thrassou, A. (2021) ‘Social media influencer marketing: A systematic review, integrative framework and future research agenda’, International Journal of Consumer Studies, 45(4), pp. 617–644. doi:10.1111/ijcs.12647.




image.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





