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[bookmark: _Toc172805577]1.   Introduction
The focus is that due to new communication technologies like SMM (Social Media Marketing), marketing strategies have been changed especially in the fashion business. Numerous followers and perceived genuineness of an SM influencer hinge heavily on influencing consumers' behaviours. Specifically, this research seeks to establish the buying behaviour changes caused by influencer marketing in the fashion industry.
[bookmark: _Toc172805578]1.1 Background of the Study
Social networks as tools have drastically changed how consumers and brands communicate. Fashion influencers link the brands they advertise and the audience they reach out to in the  fashion industry. That is why these influencers, who seem like ordinary people you can trust, have the opportunity to shape the consumers' opinions and their buying choices due to recommendations and shared posts. In that, the concept of influencer marketing avoids direct and oppressive appeals and relies on interpersonal relationships and genuine trust, which matter most to contemporary consumers (Rundin, 2021). Fashion business entities need to comprehend the information marketing strategy that has been discussed above to increase fashion brands' interaction and sales. In this research, how social media influencer marketing influences the purchase intentions of consumers shall be explored to establish the strengths, weaknesses, and opportunities of the technique.
[bookmark: _Toc172805579]1.2 Aim and Objectives
Research Aim
To investigate the influence of social media influencer marketing on consumer purchasing decisions within the fashion industry.
Research Objectives
· To explore the role of social media influencers in shaping consumer attitudes towards fashion brands.
· To assess the impact of influencer credibility and authenticity on consumer trust and purchasing behaviour.
· To analyse the effectiveness of different types of influencer content (e.g., posts, stories, videos) in driving consumer engagement and sales.
· To examine consumer perceptions of sponsored content versus organic influencer recommendations.
[bookmark: _Toc172805580]1.3 Research Questions
RQ1. How do social media influencers' credibility, authenticity, and different types of content (e.g., posts, stories, and videos) shape consumer attitudes and purchasing decisions towards fashion brands?
RQ2. What are the consumer perceptions of sponsored content versus organic influencer recommendations, and how can fashion brands optimize their influencer marketing strategies to enhance consumer trust, engagement, and sales?
RQ3. How does the authenticity of influencers affect consumer trust and their decision to purchase fashion products?
RQ4. Which types of influencer content (e.g., posts, stories, videos) are most effective in driving consumer engagement and sales for fashion brands?
[bookmark: _Toc172805581]1.4 Literature review
In the current world that is full of social media platforms, influencer marketing is prevalent in the fashion industry. Social media impacts consumer decisions in various ways, and the role of SMIs in consumer decisions has been widely documented in multiple other studies. There is, however, widespread agreement that influencers, who are those individuals who have an impact on others' choices due to their authority, knowledge, position, or relationships with their followers, have emerged as major players in brand marketing. Influencers stay in touch with their followers and help them feel more connected and familiar than other celebrities. Consumer perception of SMIs is considered credible and trustworthy hence affecting consumer attitudes and intentions. They can produce appealing and customised pieces that are timely and appealing to nowadays' customers thus achieving better engagement and identification with the brand (Lou & Yuan, 2019). This literature review aligns with the research objectives: exploring the role of SMIs in shaping consumer attitudes towards fashion brands, assessing the impact of influencer credibility and authenticity on consumer trust and purchasing behaviour, analysing the effectiveness of different types of influencer content in driving consumer engagement and sales, and examining consumer perceptions of sponsored content versus organic influencer recommendations.

Impact on Purchasing Decisions
Purchases influenced by influencer marketing are dramatically affected. The attitude change that is affected by influencers directly impacts the purchase decisions that consumers make. Parasocial interactions between the followers and the influencers are central to this process. This is because followers perceive recommendations made by influencers as recommendations made specifically for them.
Strategies and Effectiveness
Fashion influencer marketing initiatives are partnerships, sponsored content, endorsements, and affiliation. These strategies build on the influencer's network and activity level to disseminate the brand's messages. The research shows that sponsored content from influencers results in higher purchase intentions compared to other forms of advertising. 
Challenges and Considerations
As with all forms of marketing, influencer marketing has its advantages and disadvantages. Arriagada et al. (2021) mentioned that the commercialisation of influencers may cause their authenticity to be questioned by their followers. Another challenge is the identification of appropriate influencers and the calculation of the brands' return on investment (ROI) (Zacek, 2020). There is a need for brands to choose influencers that support the brands' ideologies and have followers within the target market for the highest impact.
The literature points out that the use of social media influencer marketing has a great influence on consumer buying behaviour in the fashion industry. Many experts emphasise that influencer selection, engagement, and finding the right balance between promotion and organic content are the keys to successful influencer marketing campaigns (Leung, 2022). Further studies should investigate how the influencer-follower relationship is shifting and whether there are better ways to measure it.
[bookmark: _Toc172805582]1.5 Influencer Marketing Model: AIDA Framework
AIDA is a quite popular marketing concept explaining the phases a consumer has to go through in order to make a purchase. Based on the proposed model, it became possible to implement the understanding of how influencers lead their audience through these stages appropriately in the framework of influencer marketing.
	STAGE
	ROLE
	STRATEGY

	Attention
		Influencers capture the audience's attention through engaging and visually appealing content.




	Using eye-catching images, videos, and headlines to attract followers.


	Interest
		Influencers maintain interest by sharing valuable and relevant information about the product or brand.




	Creating content such as reviews, tutorials, and personal stories to highlight product benefits.


	Desire
		Influencers create a desire for the product by showcasing its features and benefits.




	Demonstrating the product's impact through authentic testimonials and relatable experiences.


	Action
		Influencers encourage their audience to take action, such as making a purchase.




	Providing discount codes, clear calls-to-action, and direct links to purchase.



                      Table 1: Table showing the Stages of AIDA Model (Source- Self-made)

Advantages:
1. Effective Engagement: By using influencers, the followers can be engaged at all stages of the AIDA model thus making the marketing appeal more persuasive (Prasadhya, 2022).
2. Trust and Credibility: Realness of the influencers helps them develop a rapport with their followers, and hence the product endorsement is more believable than traditional advertising.
Disadvantages:
1. Measurement Challenges: Often, the effectiveness of influencer marketing at each of the stages of AIDA is very challenging to quantify.
2. Dependency on Influencers: The main problem is that brands may depend on influencers to the extent that they could suffer potential losses in their reputation in case an influencer loses their good looks (Shona, 2024).
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                         Figure 1: Image of AIDA Model (Source: - Kholoane et. al)
[bookmark: _Toc172805583]2.   Research Methodology
[bookmark: _Toc172805584]2.1 Research Philosophy
Interpretivism- This is the research philosophy chosen for this study. Interpretivism especially focuses on the meanings that people give to their experiences and social actions in particular. It is focused on the meanings that people assign to things and on the nature and richness of human actions, especially in certain contexts as argued by Saunders (2020). This approach is suitable for exploring how social media influencer marketing impacts consumer purchasing decisions in the fashion industry because it allows for a deep understanding of consumer attitudes, perceptions, and experiences.
Positivism- Positivism is a paradigm that was founded on the notion that reality is quantifiable and real. It sometimes involves hypothesis testing through the gathering of empirical data and statistical examination. Although positivism is effective in capturing numerous aspects of society (Zeithamal, 2020), it may fail to capture the more socio-psychic aspects of consumers who may be affected by social media marketing. As exploratory and focusing on analysing multiple and multifaceted behaviours of consumers, interpretivism is more suitable.
[bookmark: _Toc172805585]2.2 Research Approach
The present research study is an inductive research study and therefore aligns with the interpretivist philosophical orientation. Inductive method involves the collection of data as well as the development of theories from that data that has been gathered (Francis, 2019). It makes it possible for the investigator to look for structures, trends, and formations within data and this will help in making formation of theory (Williams, 2019). This method is beneficial for examining consumer interactions with influencer marketing since it offers an opportunity to investigate consumers' subjective experiences and the meanings they give to them.
A deductive method entails developing research procedures based on specified theories or hypotheses. Despite this approach being beneficial for replicating prior quantitative studies, it may not be as helpful in discovering new angles regarding consumer behaviour in SM marketing. Hence, the inductive approach is more suitable to the goals of this study.
[bookmark: _Toc172805586]2.3 Research Design
The research design for this study is descriptive. This type of research seeks to provide accurate and comprehensive information about a phenomenon and is interested in the "what" of a situation rather than the "why" (England, 2021). This design is suitable for collecting fine-grained and descriptive qualitative information about the impacts of social media influencer marketing on consumer buying behaviour. It entails studying and documenting the actions of the individuals of interest without any interference. Exploratory research is used for a problem that has not been well-defined; it forms the basis for future research (Casula,2021). The observational study is where one variable is changed to see if a change in one variable produces a change in the other variable, which is more appropriate in science as opposed to social phenomena in this case.
[bookmark: _Toc172805587]2.4 Research Method
This study employs a primary research method. Primary research entails the collection of data or information from first-hand sources as it offers information that is exclusive to the research questions (Taherdoost, 2021). The primary data collection techniques for this study are questionnaires (quantitative data) .
Secondary research therefore involves working with information that others have collected (Rassel, 2020). Secondary data can be very helpful in obtaining background information and context, but it may not be as detailed and specific as needed for this study's purposes. Through the application of the primary research technique, the study can obtain concrete and pertinent data regarding the effects of influencer marketing on consumers' buying behaviour.
[bookmark: _Toc172805588]2.5 Sampling Strategy
The survey sample size is kept between 50-100 respondents, a considerable number of participants, yet not too large to allow the collection of quantitative data. The sample type will be confined to a certain demographic and geographic grouping. The target population will be individuals aged 18-45 years who live in urban areas of a selected city. This demographic is chosen to make sure that the respondents have some degree of exposure and experience relating to the topic of study to provide potentially more insightful qualitative data. The use of geographic target gives an opportunity to investigate those individuals who are likely to be in contact with the studied context. 
The specific Non-probability sampling (Self-selection) technique is adopted for this study. As the name implies, non-probability sampling samples are obtained through an arbitrary process rather than through random selection, making it ideal for exploratory and qualitative research where interests are in-depth exploration rather than statistical representation (Pandey, 2021). 
[bookmark: _Toc172805589]2.6 Data Collection Method
Data collection techniques are questionnaires. The survey will include 10 questions which will cover all the aspects of research. To collect the data user friendly platforms like Google form or Survey Monkey will be used, in addition the portal will be open for 10 days and each respondent will get 20 minutes to fill the form. Quantitative data will be gathered from a larger population using surveys to gain a general view of the consumers' behaviours and perceptions towards influencer marketing in fashion. Surveys are suitable for obtaining information from a large number of respondents and further quantitative analysis (Story, 2019).  
2.7 Data Analysis
In the case of the survey data, the data will be analysed and presented using descriptive statistics and graphical means. The descriptive analysis gives the basic characteristics of a set of data whereby the responses are easily understandable. The use of charts and graphs will assist in the presentation of the data to ensure that the findings from the study are well understood. For the analysis of survey data, Excel sheets will be used as it is user-friendly and widely accessible by many organisations (Caputo, 2022). Also it is best for smaller databases and for creating charts and graphs easily and accurately. 
2.8 Research Ethics
Ethical issues play a critical role in the process of undertaking research. To respect the rights and welfare of the participants, this research study will observe the principles of ethical practices. Potential participants will be explained the goals of the research, their role in it, and their ability to withdraw at any time without prejudice. Participants' consent will be sought and documented before data collection. Privacy will be ensured during the study process. Participants' details will not be disclosed to maintain anonymity. All the data collected for this research will be used for analysis and shall be kept secure to minimise and discourage unauthorised access.

In addition, the study will not use any form of deception or pressure to compel the participants to participate in the survey since participation will be voluntary. Get clearance from relevant authorities before collecting data to meet the institutional and professional ethical requirements. According to these ethical principles, the intended study will embark on research in an ethically responsible and sensitive manner to produce credible results.
[bookmark: _Toc172805590]3. Resources and planning
[bookmark: _Toc172805591]3.1Time line (Gantt chart)
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[bookmark: _Toc172805592]3.2 Research Budget
Since it is an academic research project, the research will not use any kind of budget.
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