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[bookmark: _Toc235321600]1. Introduction
[bookmark: _Toc235321601]1.1 Background of the Study
Instagram and TikTok enable younger UK consumers to discover fashion through visual entertainment and algorithmic recommendation and creator communication. Youth and younger adults are more likely to engage with Instagram and TikTok than older audiences, Ofcom says (2025). But attention metrics do not conclude whether or not content impacts purchasing decisions. ASOS's strategy focuses on product-led marketing, digital customer experience, relevance and more relevant to UK acquisition (ASOS Plc, 2025; ASOS Plc, 2026). Marketing resources are built on evidence regarding the perceptions which are most closely linked to purchase intention. This creates a focused managerial problem.
Previous studies generally report favourable relationships between social media marketing activities, influencer credibility, brand trust and consumer responses (Kim and Ko, 2012; Lou and Yuan, 2019; Khan, 2022). However, the evidence is fragmented. The literature is mostly centered on luxury, airline and fast-food settings, and the transfer to fashion settings in the UK is unclear (Godey et al., 2016; Seo and Park, 2018; Hanaysha, 2022). Instagram also has more academic studies than TikTok. The platforms are not interchangeable, which is not necessarily obvious, due to the differences in their formats, recommendation logics and creator cultures. Some models also separate the factors of marketing activities and influencers' attributes or trust and examine their predictive power individually. The purpose of this study is to explore how the perceived marketing behaviour of Instagram and TikTok, the credibility of the influencers and brand trust impacts the purchase intention of UK Generation Z consumers towards ASOS.
[bookmark: _Toc235321602]1.2 Research Aim
The aim of this study is to investigate the influence of perceived Instagram and TikTok marketing activities, influencer credibility and brand trust on UK Generation Z consumers’ purchase intentions towards ASOS.
[bookmark: _Toc235321603]1.3 Research objectives
1. To examine UK Generation Z consumers’ perceptions of ASOS’s social media marketing activities on Instagram and TikTok.
2. To evaluate the influence of perceived social media marketing activities on consumers’ purchase intentions towards ASOS.
3. To determine the influence of influencer credibility and brand trust on consumers’ purchase intentions towards ASOS.
4. To compare purchase intentions and marketing perceptions between Instagram-focused and TikTok-focused respondents.
[bookmark: _Toc235321604]1.4 Research questions
1. How do UK Generation Z consumers perceive ASOS’s social media marketing activities on Instagram and TikTok?
2. To what extent do perceive social media marketing activities influence purchase intention towards ASOS?
3. To what extent do influencer credibility and brand trust influence purchase intention towards ASOS?
4. Are there significant differences between Instagram-focused and TikTok-focused respondents in marketing perceptions and purchase intention?


[bookmark: _Toc235321605]2. Literature Review
[bookmark: _Toc235321606]2.1 Social media marketing activities and purchase intention
The activities of social media marketing are usually implemented in the form of entertainment, interaction, trendiness and customization. These dimensions were initially identified by Kim and Ko (2012) in luxury fashion and have been correlated with brand equity and loyalty and behavioural responses in various industries (Godey et al., 2016; Yadav and Rahman, 2018). However, it is not a given that they will be transferable. The luxury brand followers might prefer the symbolic exclusivity while the ASOS customers will find a multi-brand and price comparison retail environment. 
While entertainment can grab attention, entertaining content can be ineffective if it is not product-relevant. There can be some reinforcement of participation through interaction, but it may also lead to shallow interaction, depending on the features of the platform. Fashion is about trendiness, but so much novelty can make for a short attention span. Personalisation can enhance relevance but raise issues around algorithmic targeting. The reasons for not assuming the positive average effects here are due to these tensions. Chen and Lin (2019) prove that internal evaluations (identification and value) mediate the relationship between social media activities and brand page perceptions; McClure and Seock (2020) provide empirical evidence that involvement moderates the relationship between brand page perceptions and purchase intention. Hence, the proposed study involves the composite predictor of perceived activities and offers a cautious interpretation of its effect. 
[bookmark: _Toc235321607]2.2 Influencer credibility
Credibility is an important construct that has been identified by influencer research repeatedly, but with varying applications. Ohanian's model (1990) consists of expertise, trustworthiness and attractiveness. Authenticity, product fit, and identification and parasocial interaction (Schouten et al., 2020; Reinikainen et al., 2020) are added components for the studies of influencers in contemporary times. These enhancements increase the level of context, but also make concepts overlap. Attractiveness might be about looks, not about information reliability; identification is not a source credibility, but a consumer relationship outcome. There is evidence that expertise and trustworthiness affect acceptability of branded messages, but number of followers doesn't appear to ensure persuasion. The results presented by De Veirman et al. (2017) indicated that follower follower numbers can influence brand attitudes, and product-influencer fit has been demonstrated to influence credibility and advertising outcomes by Janssen et al. (2022). As mentioned, Lou and Yuan (2019) offer some evidence for message value and credibility as antecedents of trust in branded content. Similarly, Sokolova and Kefi (2020) link credibility to purchase intention, but with the addition of parasocial interaction. The present study therefore employs a narrower concept of trustworthiness, authenticity, expertise and persuasiveness. This avoids treating popularity as credibility and supports a clearer regression test.
[bookmark: _Toc235321608]2.3 Brand trust
Brand trust relates to the confidence that a brand is honest, reliable and able to deliver on its promises. In the context of relationship marketing theory, trust is seen as being foundational to sustaining a relationship's exchange process (Morgan and Hunt, 1994), and Chaudhuri and Holbrook (2001) link brand trust to loyalty and performance. Digital content can bolster trust by diminishing uncertainty and delivering beneficial content (Hollebeek and Macky, 2019). But trusting is not just a result of social media. Trust can be predisposed to the campaign before exposure due to previous purchasing and service history and product quality. Putting trust only in a mediating role would then artificially create a causal sequence for which a cross-sectional survey would never be able to show. Brand trust is retained as an independent predictor, while previous ASOS purchasing is controlled.
[bookmark: _Toc235321609]2.4 Theoretical frameworks
[bookmark: _Toc235321610]2.4.1 Stimulus-Organism-Response framework
The Stimulus-Organism-Response (SOR) model is used to understand the relationship between environmental stimuli, internal evaluation, and responses (Mehrabian and Russell, 1974). Perceived marketing activities and influencer credibility in the present study are the stimuli, brand trust is the organism evaluation, and purchase intention is the response. Its strength is theoretical fit with digital content exposure. Its limitation is causal ordering, which is that it is impossible to determine that trust was built subsequent to the measured stimulus. The framework is therefore explanatory rather than evidence of mediation.
[image: ]
Figure 1. Stimulus-Organism-Response framework. Source: user-supplied diagram; adapted conceptually from Mehrabian and Russell (1974).
[bookmark: _Toc235321611]2.4.2 Source Credibility Theory
Source Credibility Theory provides a specific account of influencer persuasion. Ohanian (1990) suggests that source expertise and trustworthiness are important determinants of source effectiveness and that attractiveness is important in endorsement contexts. Subsequent research also shows that credibility and fit and identification affect advertising responses (Ki and Kim, 2019; Masuda et al., 2022). The theory dovetails with S-O-R, but does not account for trusted brands and/or branded content quality. It is thus not unreasonable to adopt both approaches without mixing the constructs in an indiscriminate way. The absence of subjective norms and perceived behavioural control from the instrument precludes adoption of the Theory of Planned Behaviour. The use of only intention-related elements would be theoretically incomplete (Ajzen, 1991).
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Figure 2. Illustrative source credibility model. Source: user-supplied diagram; theoretical basis from Ohanian (1990).
[bookmark: _Toc235321612]2.5 Research gap
Literature review revealed the following three major gaps in research. First, previous research tends to focus on the social media marketing activities and the credibility of influencers and brand trust individually, and few studies have explored the interaction between the two when used as predictors of purchase intention together (Lou and Yuan, 2019; Hanaysha, 2022; Khan, 2022). Second, existing research is limited to luxury brands (Godey et al., 2016; Seo and Park, 2018), which does not have a direct relevance to ASOS and UK online fashion retailing. Third, Instagram findings may not apply to TikTok-focused consumers, and little research has compared the platforms among adult UK Gen Z consumers who interact with one fashion retailer (De Veirman, Cauberghe and Hudders, 2017; Casaló, Flavián and Ibáñez-Sánchez, 2020; Schouten, Janssen and Verspaget, 2020). The proposed model addresses these conceptual, contextual and comparative gaps.
[bookmark: _Toc235321613]2.6 Conceptual framework and hypotheses
The conceptual framework proposes that UK Generation Z consumers’ purchase intentions towards ASOS are influenced by three independent variables: perceived social media marketing activities, influencer credibility and brand trust. The elements of perceived social media marketing activities are entertainment, interaction, trendiness and personalisation, representing consumers' perceptions of the ASOS content on Instagram and TikTok, respectively (Kim and Ko, 2012; Godey et al., 2016). Influencer credibility is the perception of trustworthiness, expertise, authenticity and persuasiveness of the creators recommending ASOS products (Ohanian, 1990; Lou and Yuan, 2019). Consumers' trust in ASOS is defined as their confidence in the retailer as an honest, reliable, and dependable online retailer (Chaudhuri and Holbrook, 2001; Hollebeek and Macky, 2019). Purchase intention is the dependent variable and it is the likelihood, willingness and intention to buy from ASOS.
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Figure 3. Conceptual framework of the study. Source: author’s construction based on Kim and Ko (2012), Ohanian (1990) and Mehrabian and Russell (1974).
H1: Perceived social media marketing activities have a significant positive influence on UK Generation Z consumers’ purchase intentions towards ASOS.
H2: Perceived influencer credibility has a significant positive influence on UK Generation Z consumers’ purchase intentions towards ASOS.
H3: Brand trust has a significant positive influence on UK Generation Z consumers’ purchase intentions towards ASOS.
H4: Purchase intention towards ASOS differs significantly between Generation Z consumers whose main exposure to ASOS content occurs on Instagram and those whose main exposure occurs on TikTok.


[bookmark: _Toc235321614]3. Methodology
[bookmark: _Toc235321615]3.1 Research philosophy, approach and design
The methodology is based on the research onion to ensure consistency in the philosophical underpinnings, theory formulation, design and analysis (Saunders et al, 2019). Positivism is appropriate since the study has observable indicators, tested hypothesis, and attempted to find patterned relationships by using statistical analysis. A deductive approach translates the Stimulus-Organism-Response framework and Source Credibility Theory into measurable propositions. This decision ensures consistency, and also restricts the study to the variables defined prior to data collection. 
[image: The Research Onion Explained: Layers, Methodology, and Application - getitdone experience | Academic Writing Solutions]
Figure 4. Research onion guiding the methodological design. Source: user-supplied diagram; adapted from Saunders et al. (2019).
A quantitative mono-method design will be used. Eligible participants are social media users and standardised administration minimises interviewer influence, making an online survey appropriate. The time horizon is cross-sectional, with data collected once. For this reason, regression coefficients will be described as predictive association and not causal association.
[bookmark: _Toc235321616]3.2 Population, sampling and sample size
The population consists of people who were aged 18 to 29 when they interacted with ASOS marketing content on Instagram or TikTok in the last three months. Questions will be screened for age and place of residence and recent exposure. Participants will choose one of the two platforms that they experienced more ASOS content on – ‘focal platform’. If the exposure is the same, the platform where the most recent ASOS content has been published will be chosen. This rule allows for the inclusion of an average of two different platform experiences and allows for a defensible group comparison. Participants will be recruited by UK university networks, online fashion communities, Instagram, TikTok and personal networks via purposive and convenience sampling. This approach can be done in 10 weeks, but is not representative probability sampling. A minimum of 120 is preferred usable sample size, and a target sample size of 140 for recruitment is provided to account for ineligibility, incompletion, implausibly quick response and invariant response patterns. The planned three-predictor regression and platform comparison requires at least 100 usable cases. If either of the platform groups is small, then H4 will be reported as exploratory.
[bookmark: _Toc235321617]3.3 Instrument and measurement quality
Variable and operational definitions are included in Appendix A. The questionnaire is included in Appendix B. The perceived social media marketing activities will be assessed by eight indicators which were adapted from Kim and Ko (2012) and Godey et al. (2016). Based on Ohanian (1990) and Lou and Yuan (2019), four items reflecting the trustworthiness, expertise, authenticity and persuasiveness of the influencer will be used to assess the credibility of the influencer. 
The use of a small pilot (around 10 respondents who are eligible) will test clarity, completion time and technical routing. The final dataset will not include pilot responses. Cronbach alpha will be used to assess internal consistency with item-total patterns being analyzed prior to item deletion.  
[bookmark: _Toc235321618]3.4 Data analysis
Data will be examined for eligibility, missing values, straight lining, outliers, and coding errors. RQ1 will be answered using descriptive statistics. Composites will only be computed if scale reliability is adequate. Bivariate relationships will be investigated using Pearson correlations. H1 to H3 will be tested using hierarchical multiple regression with exposure frequency and previous purchasing as the control variables. The assumptions will be explored using residual plots, normality of residuals, tolerance, variance inflation factors, homoscedasticity and influential cases. H4 will be tested with an independent-samples t-test and the result of the Welch's t-test will be reported when variances vary. Significance tests will be accompanied by effect sizes and confidence intervals. The codebook will explain variable names, variable labels, exclusions, transformations, and other analytical decisions that will allow the dissertation to be easily replicated and audited.
[bookmark: _Toc235321619]3.5 Ethics and data governance
No data collection will begin before UWTSD ethical approval. Participants will be informed, have consented, and be given the right to revoke consent prior to completing the anonymous survey. No name, contact information or social media information will be gathered. The data will be kept on the university OneDrive and will only be accessible to the authorized academic staff. The survey will not be conducted with minors and will not be deceptive nor will it include sensitive questions. The retention and deletion schedule will follow the guidelines of the University.
[bookmark: _Toc235321620]4. Expected Findings
The study may find that ASOS’s social media marketing activities, influencer credibility and brand trust are positively associated with purchase intention. The most powerful coefficient can be the brand trust, which is the result of the uncertainty of the customer when buying from an online fashion retailer, regarding the quality, fit, delivery & returns. Credibility may be important, but may be less so in combination with trust and quality of marketing. This would suggest that good creators are worth having, but not if they're not built on good brand confidence. Descriptive ratings may be high for entertainment and trendiness, whereas ratings for personalisation and interaction could be more varied, as these are experiences that rely on algorithms and individual participation. The results could practically help ASOS to predict purchase intent and make investments in content and influencers that have a greater impact on that. Academically, the study would yield an embedded test that combines three domains of predictors in a context-specific fashion.
[bookmark: _Toc235321621]5. Limitations
The design has four material limitations. Non-probability recruitment will overrepresent the easily accessible, digitally engaged respondents, and will not allow for generalisation to the population level. People's reported intentions can vary from what they actually do purchase, particularly when socially desirable responses are given. The cross-sectional measurement does not allow one to make any statements about the order in which marketing exposure and trust or purchase intent occur. The size of the Instagram and TikTok groups may also affect platform comparison. These restrictions will be addressed with explicit screening, data quality checks, control variables, reporting of effect sizes and cautious interpretation. The study will not claim causality, national representativeness or verified sales impact. 
[bookmark: _Toc235321622]6. Timeframe
The research timeline is shown in figure 5 below.
[image: ]
Figure 5. Ten-week research Gantt chart. Source: author’s construction.
[bookmark: _Toc235321623]7. Conclusion
This study aims to fill a gap in the evidence on ASOS Instagram and TikTok marketing in relation to the purchase intention of Generation Z in the UK. It combines the perceived marketing efforts, credibility and trust of influencers within a targeted predictive model and compares the two primary exposure channels. The hypotheses are congruent with the positivist survey design in a deductive manner and the design can be implemented within a time period of 10 weeks, with ethics approval and appropriate recruitment in place. Results may help inform content, influencer and platform decisions that are more evidence-driven. 
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[bookmark: _Toc235321626]Appendix A: Variables and Operationalisation
	Variable
	Role
	Operational definition
	Dimensions or indicators
	Items
	Planned analysis

	Perceived social media marketing activities
	Independent
	Extent to which ASOS content on the focal platform is perceived as entertaining, interactive, current and personally relevant.
	Entertainment, interaction, trendiness and personalisation
	12
	Composite mean, reliability, correlation and hierarchical regression

	Influencer credibility
	Independent
	Perceived credibility of influencers presenting ASOS-related content on the focal platform.
	Trustworthiness, expertise, authenticity and persuasiveness
	8
	Composite mean, reliability, correlation and hierarchical regression

	Brand trust
	Independent
	Confidence that ASOS is honest, reliable and able to deliver what it promises.
	Honesty, reliability, confidence and dependability
	4
	Composite mean, reliability, correlation and hierarchical regression

	Purchase intention
	Dependent
	Conscious likelihood and willingness to purchase ASOS products in the foreseeable future.
	Likelihood, intention, consideration and willingness
	4
	Composite mean and dependent variable

	Focal platform
	Grouping and control
	Platform on which the respondent encountered most ASOS content during the previous three months. If exposure was equal, the most recently encountered platform is selected.
	Instagram or TikTok
	1
	Dummy coding and independent-samples t-test

	Exposure frequency
	Control
	Frequency of encountering ASOS content on the focal platform.
	Rarely to very often
	1
	Descriptive statistics and first regression block

	Actual purchasing behaviour
	Control
	Number of purchases made from ASOS during the previous 12 months.
	None, one, two to three, four to five, or six or more
	1
	Ordinal coding, descriptive statistics and first regression block


Table A1. Variables and proposed operationalisation. Source: author’s construction.


[bookmark: _Toc235321627]Appendix B: Survey Questionnaire
Research Title:
Investigating the Influence of Instagram and TikTok Marketing on UK Generation Z Consumers' Purchase Intentions: Evidence from ASOS
Introduction and Informed Consent
Thank you for taking part in this survey. This research is being conducted as part of a Master's dissertation investigating how Instagram and TikTok marketing activities influence the purchase intentions of UK Generation Z consumers, using ASOS as the case brand.
The survey takes approximately 8–10 minutes to complete. Participation is entirely voluntary, your responses will remain anonymous and confidential, and data will be used solely for academic purposes in line with university research ethics guidelines. You may withdraw at any point before submission without giving a reason.
Regards,
Md Ranu Miah
Consent. I confirm that I have read the above information and consent to take part in this survey.
☐ I agree to participate
☐ I do not agree to participate (survey will end)
Section A: Screening Questions
These questions ensure you meet the criteria for this study (UK-based Generation Z consumers who engage with ASOS on Instagram and/or TikTok).
1. What is your age?
☐ Under 18 (survey will end)
☐ 18–20
☐ 21–23
☐ 24–27
☐ 28 or above (survey will end)
2. Do you currently live in the United Kingdom?
☐ Yes
☐ No (survey will end)
3. During the previous three months, have you encountered ASOS marketing content on Instagram or TikTok, including posts, Reels, TikToks, advertisements or influencer collaborations?
☐ Yes
☐ No (survey will end)
4. Which one platform is your focal platform for the remainder of this survey? Select the platform on which you encountered more ASOS content during the previous three months. If exposure was equal, select the platform on which you most recently encountered ASOS content.
☐ Instagram
☐ TikTok
Section B: Demographic Information and ASOS Relationship
5. What is your gender?
☐ Male
☐ Female
☐ Non-binary or another gender identity
☐ Prefer not to say
6. What is your current employment or education status?
☐ Full-time student
☐ Part-time student
☐ Employed full-time
☐ Employed part-time
☐ Unemployed
☐ Other
7. Do you currently follow the official ASOS account on Instagram?
☐ Yes
☐ No
☐ I do not use Instagram
8. Do you currently follow the official ASOS account on TikTok?
☐ Yes
☐ No
☐ I do not use TikTok
9. How many purchases have you made from ASOS during the previous 12 months?
☐ None
☐ One purchase
☐ Two to three purchases
☐ Four to five purchases
☐ Six or more purchases
10. When did you most recently purchase from ASOS?
☐ Never
☐ Within the previous month
☐ One to three months ago
☐ Four to six months ago
☐ Seven to twelve months ago
☐ More than twelve months ago
Section C: Social Media Usage and Exposure
11. On average, how much time do you spend on Instagram and TikTok combined each day?
☐ Less than 30 minutes
☐ 30 minutes to 1 hour
☐ More than 1 hour to 2 hours
☐ More than 2 hours to 4 hours
☐ More than 4 hours
12. How often did you encounter ASOS content on your focal platform during the previous three months?
☐ Rarely
☐ Sometimes
☐ Often
☐ Very often
Section D: Perceived Social Media Marketing Activities
Answer each statement with reference only to ASOS content on the focal platform selected in Question 4.
Entertainment
	Statement
	1
	2
	3
	4
	5

	13. ASOS content on my focal platform is entertaining.
	☐
	☐
	☐
	☐
	☐

	14. Viewing ASOS content on my focal platform is enjoyable.
	☐
	☐
	☐
	☐
	☐

	15. ASOS content on my focal platform captures my attention.
	☐
	☐
	☐
	☐
	☐



Interaction
	Statement
	1
	2
	3
	4
	5

	16. ASOS content on my focal platform encourages users to interact.
	☐
	☐
	☐
	☐
	☐

	17. ASOS content on my focal platform makes it easy to share opinions with others.
	☐
	☐
	☐
	☐
	☐

	18. ASOS responds to or facilitates communication with users on my focal platform.
	☐
	☐
	☐
	☐
	☐



Trendiness
	Statement
	1
	2
	3
	4
	5

	19. ASOS content on my focal platform reflects current fashion trends.
	☐
	☐
	☐
	☐
	☐

	20. ASOS content on my focal platform provides up-to-date fashion information.
	☐
	☐
	☐
	☐
	☐

	21. ASOS content on my focal platform introduces styles that feel current.
	☐
	☐
	☐
	☐
	☐



Personalisation
	Statement
	1
	2
	3
	4
	5

	22. ASOS content on my focal platform is relevant to my fashion interests.
	☐
	☐
	☐
	☐
	☐

	23. ASOS content on my focal platform appears tailored to my preferences.
	☐
	☐
	☐
	☐
	☐

	24. ASOS content on my focal platform helps me discover products suited to me.
	☐
	☐
	☐
	☐
	☐



Section E: Influencer Credibility
Answer with reference to influencers or creators who promote ASOS on your focal platform.
Trustworthiness
	Statement
	1
	2
	3
	4
	5

	25. Influencers who promote ASOS on my focal platform are trustworthy.
	☐
	☐
	☐
	☐
	☐

	26. These influencers appear honest when discussing ASOS products.
	☐
	☐
	☐
	☐
	☐



Expertise
	Statement
	1
	2
	3
	4
	5

	27. These influencers appear knowledgeable about the ASOS products they feature.
	☐
	☐
	☐
	☐
	☐

	28. These influencers appear competent when evaluating fashion products.
	☐
	☐
	☐
	☐
	☐



Authenticity
	Statement
	1
	2
	3
	4
	5

	29. ASOS-related influencer content on my focal platform feels genuine.
	☐
	☐
	☐
	☐
	☐

	30. These influencers appear to base their recommendations on genuine experience.
	☐
	☐
	☐
	☐
	☐



Persuasiveness
	Statement
	1
	2
	3
	4
	5

	31. These influencers explain ASOS products in a convincing way.
	☐
	☐
	☐
	☐
	☐

	32. Their recommendations encourage me to consider ASOS products.
	☐
	☐
	☐
	☐
	☐



Section F: Attention Check
	Statement
	1
	2
	3
	4
	5

	33. To confirm that you are reading carefully, please select Agree for this statement.
	☐
	☐
	☐
	☐
	☐



Section G: Brand Trust
	Statement
	1
	2
	3
	4
	5

	34. I consider ASOS to be an honest brand.
	☐
	☐
	☐
	☐
	☐

	35. I consider ASOS to be a reliable online retailer.
	☐
	☐
	☐
	☐
	☐

	36. I am confident that ASOS can deliver what it promises.
	☐
	☐
	☐
	☐
	☐

	37. I consider ASOS to be dependable when purchasing fashion products online.
	☐
	☐
	☐
	☐
	☐



Section H: Purchase Intention
	Statement
	1
	2
	3
	4
	5

	38. I am likely to purchase products from ASOS in the near future.
	☐
	☐
	☐
	☐
	☐

	39. I intend to consider ASOS when making my next online fashion purchase.
	☐
	☐
	☐
	☐
	☐

	40. I would consider choosing ASOS rather than another online fashion retailer.
	☐
	☐
	☐
	☐
	☐

	41. Viewing ASOS content on my focal platform increases my willingness to purchase from ASOS.
	☐
	☐
	☐
	☐
	☐



Thank you for your participation.


[bookmark: _Toc235321628]Appendix: Construct Map and Indicative Literature Basis
	Construct
	Role in model
	Questionnaire items
	Indicative source or theoretical basis

	Entertainment
	Independent dimension of SMMA
	13-15
	Kim and Ko (2012); Muntinga, Moorman and Smit (2011)

	Interaction
	Independent dimension of SMMA
	16-18
	Kim and Ko (2012); Godey et al. (2016)

	Trendiness
	Independent dimension of SMMA
	19-21
	Kim and Ko (2012); Godey et al. (2016)

	Personalisation
	Independent dimension of SMMA
	22-24
	Kim and Ko (2012); Godey et al. (2016)

	Influencer credibility
	Independent variable
	25-32
	Ohanian (1990); Lou and Yuan (2019)

	Brand trust
	Independent variable
	34-37
	Morgan and Hunt (1994); Chaudhuri and Holbrook (2001)

	Purchase intention
	Dependent variable
	38-41
	Kim and Ko (2012); McClure and Seock (2020)

	Focal platform
	Grouping variable
	4
	Platform comparison specified by the conceptual framework

	Exposure frequency
	Control variable
	12
	Recent frequency of ASOS content exposure

	Actual purchasing behaviour
	Control variable
	9-10
	Recent self-reported ASOS purchasing behaviour
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