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[bookmark: _Toc223361769]1. Introduction
[bookmark: _GoBack]The international retail marketing environment has undergone radically new change, with the spread of digital platforms and democratisation of content creation. Celebrities and ambassadors have long been used by multinational retail brands to transmit values and develop loyalty. This practice is gradually being substituted by user-generated influencer content (UGIC), in which consumers and social media influencers create real-world, peer-created content (Gupta and Verma, 2025). There is an increase in scepticism about refined advertising, with 11per cent of consumers preferring celebrity promoters in 2023 (Influencer Marketing Hub, 2024). Conversely, consumer-generated content has an engagement rate that is approximately 28 per cent greater than the content created by the brand (Impression Digital, 2025). It is estimated that the influencer marketing sector is going to be worth 32.55 billion in 2025, which makes this transition urgent (Influencer Marketing Hub, 2024).
[bookmark: _Toc223361770]2. Research Aims, Objectives and Questions
[bookmark: _Toc223361771]2.1 Research Aim
The research aim is to critically examine the strategic shift from traditional brand ambassador models to user-generated influencer content in global retail marketing, and to analyse its implications for brand equity, consumer engagement, and competitive positioning.

[bookmark: _Toc223361772]2.2 Research Objectives
1. To explore the characteristics of traditional brand ambassador strategies in global retail marketing.
2. To analyse the emergence and growth of user-generated influencer content in international markets.
3. To compare the strategic advantages and limitations of both approaches.
4. To examine the impact of this shift on brand equity and consumer trust.
5. To evaluate the implications of this transformation for multinational retail firms.

[bookmark: _Toc223361773]2.3 Research Questions
1. What strategic factors have driven the shift from traditional brand ambassadors to user-generated influencer content in global retail marketing?
2. How does user-generated influencer content influence brand credibility and consumer engagement compared to traditional endorsements?
3. What are the risks and opportunities associated with this transition for multinational retail brands?
4. How should global retail firms strategically adapt to this evolving marketing landscape?
[bookmark: _Toc223361774]2. Literature Review
The influencer marketing literature reveals a strategic change in the framework where the traditional ambassador models are replaced by the user-generated influencer content (UGIC). Conventional ambassadors worked under regulated structures influenced by the Source Credibility Theory, in which persuasiveness was affected by the trustworthiness and experience. The increased credibility of influencers in the digital environment is associated with increased brand attitudes and purchase intentions (van Reijmersdal, Walet and Gudmundsdottir, 2024). This is complemented by the Brand Equity Theory (Keller, 1993; Aaker, 1991) that makes it possible to explain influencer marketing as the transfer of equity via genuine content.
UGIC is quite unlike celebrity endorsement, as micro-influencers lead to a higher level of trust and loyalty (Campbell and Farrell, 2020, cited in Jain, 2024). One third of Gen Zs and millennials have complete trust in influencer recommendations (Statista, 2023). This dependency on peer behaviour is explained by Social proof theory (Kumar and Jibril, 2025) whereas Relationship Marketing theory places UGIC in the context of co-creation, in which consumers actively construct brand meaning (Bell et al., 2019; Kumar and Jibril, 2025).
Even with benefits, there are threats. Decentralised content minimises the brand control, which may lead to misaligning narrative (Jain, 2024). The reputational and regulatory issues are also brought up by consumer scepticism of undisclosed paid partnerships (Petkovska, 2025). There is still a gap in terms of matching these frameworks with the multinational retail strategies, and this study intends to bridge the gap by comparing the studies.
[bookmark: _Toc223361775]3. Methodology
This research uses a secondary form of qualitative methodology that relies on a systematic and interpretative review of academic peer-reviewed sources, industry reports, and published case studies in the context of multinational retail. This way is based on three reasons. To begin with, the research objectives are both strategic and theoretical, which makes a secondary qualitative design an appropriate methodology according to set methodological practises of a strategic management dissertation (Saunders, Lewis and Thornhill, 2023). Second, the scope of the research questions requires multi-market data, which published materials by organisations like Influencer Marketing Hub and example of global brands like Nike, ASOS, and L'Oreal are better placed to offer than any primary data that could have been collected in the period of the project. Third, secondary analysis allows conducting rigorous interaction with the theoretical frames without the ethical and logistical process of primary data gathering (Bell et al., 2019). Scopus and Google Scholar will be used to identify sources, but where feasible, only publications published after 2020.
[bookmark: _Toc223361776]4. Expected Findings
The research hypothesizes that the transformation of traditional brand ambassadors to UGIC can be largely explained by changes in the consumer expectations regarding authenticity, the reduction in the effectiveness of celebrity endorsement among younger audiences, and the benefits of micro-influencer campaigns regarding cost-efficiency. Further it is anticipated that UGIC should exhibit quantifiable positive influences on the dimensions of brand equity via mechanism of source credibility and social proofs. The study also envisions that companies that have a hybrid system, a combination of traditional ambassadorship and user-generated content, will be seen to have better long-term brand positioning results.
[bookmark: _Toc223361777]5. Limitations
The use of secondary data creates the subjectivity of selectivity as the literature available can be biassed in favour of Western markets and other industry segments like fashion and consumer electronics. Moreover, the high rate of innovation in digital marketing can make certain published results old. Such constraints shall be eliminated by focusing on the recently published material and complementing the academic sources with the recent industry reports.
[bookmark: _Toc223361778]6. Timeframe
	Activities 
	Week 1-2 
	Week 3-5
	Week 6-9 
	Week 10 – 12 
	Weeks 13-14
	Weeks 15-17

	Topic refinement and proposal finalisation 
	
	
	
	
	
	

	Systematic literature search 
	
	
	
	
	
	

	Literature review and theoretical framework writing 
	
	
	
	
	
	

	Methodology and case study analysis 
	
	
	
	
	
	

	Expected Findings, Limitations and Conclusion development 
	
	
	
	
	
	

	Draft review, revisions and final submission 
	
	
	
	
	
	


Table 1: Research Timeline
[bookmark: _Toc223361779]7. Conclusion
This proposal has presented a rigorous research conducted on the strategic revolution of global retail marketing based on the traditional paradigm of brand ambassador models to user-generated influencer content. The research will critically examine how this change will impact the brand equity, consumer engagement, and competitive positioning in international markets based on the Source Credibility Theory, Brand Equity Theory, and Relationship Marketing and use secondary methodology of qualitative research. It is anticipated that the results will contribute both theoretical contributions to the marketing strategy literature and practical advice to multinational retail practitioners.
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