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[bookmark: _Toc217132558]Chapter One: Introduction
[bookmark: _Toc217132559]Chapter Overview 
This chapter presents the research study, its background, importance, how it was started, aim and objectives, and research questions. It also gives the problem statement, justification and dissertation outline. This chapter aims to offer a background on the importance of studying influencer marketing and its effects on consumer buying behaviour, especially among Generation Z (Gen Z) on Instagram. 
[bookmark: _Toc217132560]Background of Research	
Influencer marketing has emerged as one of the new trends in digital advertising. The influencer marketing market value in the world is now almost 10 billion U.S. dollars and is expected to reach its peak of over 30 billion U.S. dollars by 2025 (Statista, 2025). This gradual rise points to the strengthening power of social media influencers and their influence on purchasing choices and brand experience. Due to the growth of the industry, influencer marketing platforms keep changing in size and strategic significance. Gymshark can be considered one of the most successful stories of influencer-driven brand development in this shifting environment. The company established its business model based on the cooperation with athlete-influencers on Instagram. Ever since it started in 2012, Gymshark has used influencer partnerships as its primary promotional tool and has established a community-oriented brand identity, which appeals closely to Gen Z customers (Migkos et al., 2025). In this chapter, the authors discuss the marketing model of Gymshark that focuses on authenticity, community involvement, and engagement as the basis of analysis of the impact of influencer marketing on the purchasing behaviour of Gen Z.
[bookmark: _Toc217132561]Origin of the Research
The origin of this study lies in the transformation of marketing practices through social media and the rise of influencer marketing as a key driver of consumer engagement. Gen Z (as people who have been born since 1997 and 2012) is becoming one of the most digitally networked consumer groups. The people of this generation consider authenticity, relatability, and peer influence over conventional advertising (Singer et al., 2023). Gymshark has been able to capitalise on this change through the strategic collaboration with fitness influencers whose personal values are aligned with the ethos of the brand. The firm picks up sports and fitness enthusiasts with the aim of having a passion for personal change and community. 
Such influencers are given the apparel by Gymshark and post unbiased feedback and personal experiences to their followers. These alliances have predetermined the image of Gymshark as a brand that symbolises regular people who want to improve themselves and not professional athletes. Gymshark has gained over five million Instagram users through constant interaction on the social media (Gymshark Instagram). Every follower serves as a possible brand ambassador, as they are able to post using Gymshark hashtags, including such hashtags as #Gymshark66, and this way the brand can recognise the active users and prospective influencers in the future (Instagram.com, 2017). . The promotional approach of the company is highly embedded in the participation of users, which creates a feeling of belonging and loyalty with the community.
[bookmark: _Toc217132562]Research Aim, Objectives, and Research Questions
[bookmark: _Toc217132563]Research Aim:
To explore the impact of influencer marketing on consumer purchase decisions, focusing on Gen Z’s behaviour towards Gymshark’s Instagram marketing strategies.
[bookmark: _Toc217132564]Research Objectives:
1. To examine the role of influencer authenticity in shaping Gen Z’s trust and purchasing decisions related to Gymshark.
2. To investigate the impact of Gymshark’s community-centric content (such as user-generated content and fitness challenges) on brand loyalty among Gen Z consumers.
3. To evaluate the effectiveness of Gymshark’s strategic use of Instagram hashtags in engaging Gen Z and promoting purchase intentions.
4. To assess how Gymshark’s collaborations with fitness influencers on Instagram influence Gen Z’s perception of the brand and its products.
[bookmark: _Toc217132565]Research Questions:
1. How does influencer authenticity influence Gen Z’s trust in Gymshark and their purchasing decisions?
2. What impact does Gymshark’s community-centric content have on brand loyalty among Gen Z consumers?
3. To what extent is Gymshark’s strategic use of Instagram hashtags effective in engaging Gen Z and influencing their purchase intentions?
4. How do Gymshark’s collaborations with fitness influencers on Instagram affect Gen Z’s perception of the brand and its products?
[bookmark: _Toc217132566]Problem Statement
Despite the massive popularity of influencer marketing, little is known about how certain factors like authenticity, community engagement, and branded hashtags affect the purchasing behavior of Gen Z customers. Most existing studies talk about influencer marketing in general, across many brands or industries. They do not explain how different influencer marketing factors (like trust, engagement, or content type) work together in the specific strategy of one brand, such as Gymshark (Tschirpig, 2020; Vidani and Das, 2021). The success of Gymshark provides an exceptional chance to analyse these forces. The success of the marketing work of the company proves the practical role of influencer engagement on the sales and brand development. 
In  2012, Gymshark used Instagram as the sole channel to market its products to 16.4 million individuals. Instagram users accounted to almost 40 % of its sales during the same year. The company managed to realize a 6.6 ROI of every dollar invested on Instagram advertising. Its capital accumulation ranged between 5 million USD to 200 million USD between 2014-2019 respectively. In 2020, Gymshark received an investment in the amount of 267 million USD of General Atlantic and exceeded one billion USD in value (Arsenis, 2020). Regardless of this success, empirical studies analyzing how influencer marketing strategies such as those employed by Gymshark can be converted into consumer decision-making behaviors, especially amongst the Gen Z demographic, are scarce. The current research fills that gap by examining the most significant determinants of trust, loyalty, and purchase intentions in this group of consumers.
[bookmark: _Toc217132567]Significance and Rationale of the Study
This study is important for both theory and practice in influencer marketing. It adds to academic knowledge by examining a brand-specific case. It examines the influence of influencer authenticity, user-created content and collaborations on Gen Z consumer behaviour. Previous research established influencer marketing as a success (Listiawati et al., 2024; Somani et al., 2025). 

[bookmark: _Toc217132568]Outline of the Study
The dissertation is organised into five chapters as follows:

[bookmark: _Toc217132569]Summary of the Chapter
This chapter presented the topic of the research and defined its relevance to the investigation of the role of influencer marketing in Gen Z purchase decisions. It explained the success of Gymshark under Instagram strategy and mentioned the aim, objectives and questions of the research. The chapter also revealed the research gap, rationalized and presented the dissertation structure.



[bookmark: _Toc217132570]Chapter Two: Literature Review
[bookmark: _Toc217132571]Chapter Overview
This chapter examines the literature available in the study, which sets the theoretical and empirical basis of the research. 
[bookmark: _Toc217132572]Influencer Marketing and Gen Z 
The fast emergence of social media has shifted the concept of marketing as a brand-centred communication approach into an interpersonal process among peers. Guled and Rajkumar (2025) and Benevento et al. (2025) claimed that this change is the result of the growing demand of customers for interactive and visual online experiences. Although their observations can form the basis of the digital brand communication understanding, critics argue that such an account romanticises social media and does not sufficiently address the fact that the influencer content is saturated, and it may overwhelm consumers (Duffett and Mxunyelwa, 2025). In Gen Z, especially, it has been characterised as a generation that prioritises genuineness and familiarity over persuasion by celebrity (Duffett and Mxunyelwa, 2025). Nevertheless, scientific experts like Savage (2025) have cautioned that accusations of Gen Z not trusting old-fashioned advertisements are overstated, and do not distinguish between recreational browsing and actual buying behaviour.
Gymshark is commonly used as an iconic example of this pivot, and it has evolved from a 2012 garage start-up to become a worldwide-renowned £1 billion fitness company (Neate, 2022; Statista, 2025). Some authors proposed that this success was mainly due to the nature of the community-based influencer marketing, but others criticised this narrative as excessively glorifying the role of influencers without considering the structural forces in the market, like the pandemic driving growth in demand for home fitness and athleisure wear. Although such debates arise, literature tends to converge around one question: how real is the impact of influencer marketing on Gen Z buying behaviour as opposed to creating digital touchpoints? This knowledge gap is especially applicable in the context of emerging lifestyle brands based on the idea of fitness, such as Gymshark, where identity, culture, and aspiration converge with the purchase decision.
According to Kumar et al. (2012), “green attributes were initially communicated as functional benefits rather than ethical commitments” (p. 308). This marked the birth of early green marketing where the environmental performance was applied to distinguish products but was not emotionally and ethically grounded. The emergence of electric vehicles (EVs) and corporate social responsibility (CSR) discourses between 2016 and 2020 changed sustainability marketing to brand storytelling. Wu et al. (2021) noted that “electric mobility transformed sustainability from an operational concern into a brand identity mechanism” (p. 87). Such brands as Tesla utilized innovation-based sustainability stories, whereas more conservative manufacturers started incorporating CSR in their marketing messages. At the stage (2021-2022) of the discussion, the concept of sustainability marketing is under intense criticism, and the issue of authenticity and transparency become the key issues.  This change can be traced to rising scepticism and the rising relevance of greenwashing discussions, especially within the car industry.
[bookmark: _Toc217132573]Influencer Authenticity and Consumer Trust 
One notable body of research focused on the importance of authenticity as the best predictor of Gen Z trust and purchase intention. Li (2025) argued that Gen Z views influencers as credible when their experiences with products seem authentic and aligned with their lives. This observation has gained acceptance among many, but the strength of such an argument has been questioned. As an example, Lim and Zhang (2022) claimed that authenticity is not enough, but source-product congruence has to be high as well. They indicated through their empirical evidence that influencers who were perceived to be promoting products not within their field of knowledge lose credibility within a short time. This argument points to a weakness of the study by Li (2025), which seemed to ignore the dynamic aspect of credibility maintenance over time.
This stress is paramount to Gymshark due to the fact that its marketing design is dependent on the support of endorsers who reflect the dedication to its performance, discipline, and community. Provided that Gymshark engages influencers who do not have a fitness-based identity, the perceived lack of connection will decrease the credibility of their Gen Z followers. The fact that the brand has been consistent in using influencers whose physical appearance and workout plans are consistent with the visual and emotional message the brand conveys is in line with the Lim and Zhang (2022) framework. However, critics have also cautioned that the nature of authenticity is now becoming commoditised in itself, with even the content that comes out of authentic influencers now being viewed by consumers as being crafted and planned instead of being perceived as spontaneous. Thus, the empirical question is as follows: does the perception of influence authenticity by Gymshark maintain purchasing intention, or is it simply a social approval and identity signalling? This nuance is not tackled appropriately in existing scholarship.
[bookmark: _Toc217132574]Community-Based Content and Brand Loyalty 
The second significant dimension of influencer marketing concerns the idea of community-driven content and its influence on loyalty and belonging. According to Mayrhofer et al. (2020), user-generated content (UGC) strengthens purchase intention by means of peer validation and emotional appeal. On the other hand, Sethna et al. (2017) hypothesised that UGC has a secondary role; it is the brand-created content that is the main contributor to consumer persuasion. This paradox reveals a methodological weakness of the literature on influencers - a good number of researchers separate UGC or brand-generated content, and they do not consider their interaction.
More current writers tried to reconcile these views. For instance, El-Shihy and Awaad (2025) showed that UGC is only convincing when it supports the existing brand narratives. That is, UGC and brand content work in symbiosis and not as independent entities. Such interpretation reflects how the hashtag challenge is strategically used by Gymshark to promote the act of posting progress as well as strengthening the philosophy of the brand, which is commitment and consistency. The society is neither a place to socialise nor a symbolic place of species-of-discipline.
Nevertheless, the prevalent belief that participation in online communities is automatically converted into brand loyalty was criticised by some scholars, including Nadanyiova and Sujanska (2023). The longitudinal data they collected indicated that Gen Z loyalty (as opposed to purchase) relies on the long-term investment in the brand, but not on the one-time campaign. In the situation with Gymshark, the community structure stimulating the creation of loyalty exists, but the academic evidence of community involvement in creating loyalty, which produces repeat purchases, not single purchases, towards identity signalling is limited. This inconclusive controversy also contributes to the necessity to empirically measure whether the ecosystem of community-based influencers employed by Gymshark leads to the creation of a loyal audience or merely enhances social affirmation, but is not associated with financial gains.
[bookmark: _Toc217132575]Hashtag Campaigns and Consumer Engagement
Hashtag campaigns have proved to be useful in branding since they allow participatory storytelling and viral visibility. Benevento et al. (2025) contended that hashtag campaigns started by influencers have a major influence on brand interactions in the case of product launches. Although Mayrhofer et al. (2020) have also confirmed this enthusiasm by concluding that hashtags increase the degree of peer influence and purchase intention, critics have emphasised the importance of caution. Li (2025) argued that all the engagement metrics, like likes, shares, and comments, are not good predictors of actual purchase behaviour. Therefore, numerous studies project the commercial impact of hashtag participation too much.
The popularity of hashtags like #GymsharkWomen and Gymshark66 used by the company globally is also in accordance with the meaning of social amplification as described by Benevento et al. (2025). Nevertheless, the restrictions that Li (2025) is talking about pose very important questions: are the followers interacting because they want to buy it, or because it makes them more socially visible and signals their self-brand? The literature has not analysed the question of whether the ecosystem of hashtags created by Gymshark can lead to quantifiable financial results or merely support fitness-lifestyle identity performances. Moreover, a selective attention of consumers to trends can diminish the sustainability of hashtag campaigns, which is why the sustainability of the hashtag approach of Gymshark depends on the constant innovation and topicality to new cultural discourses.
[bookmark: _Toc217132576]Influencer Partnerships and Brand Impression
Influencer partnerships have been characterised as significant in the development of brand perception. Samanta et al. (2025) claimed that, in order to enhance the company through partnerships, there should be a close correspondence between the persona of the influencer and the values of the brand. In their work on virtual influencers, Kim and Park (2023) also indicated that the effect of attractiveness and perceived expertise has a potent impact on Gen Z buying choices. These authors presupposed the dominance of macro-influencers, but Nadanyiova and Sujanska (2023) critiqued this statement quite seriously, proving that micro-influencers are more likely to produce a more profound trust and relatability as they are perceived to be closer to their followers.
Gymshark provides a good example of such tension. Although collaborating with famously influential people like Whitney Simmons and David Laid would generate worldwide promotion, it is important to also consider the relationships with micro-influencers representing a specific fitness group. This hybrid approach, which may be one of the keys to finding a balance between reach and credibility at the same time, has not been adequately taken into account by scholars. Nevertheless, the literature fails to recognise a very crucial aspect: Influencer collaboration can become overwhelming in relation to product performance at times. Thus, an unresolved question emerges; “does Gymshark’s success originate from the product quality or from the performative influence of fitness personalities who symbolically validate the brand?” The absence of product-centric analysis represents a methodological blind spot across existing research.
[bookmark: _Toc217132577]Synthesis and Identified Gaps.
thus, the studied articles confirm a similar correlation between the elements of influencer marketing: authenticity, community content, hashtags, and collaborations and the intention of Gen Z to buy a product. Trust is created through the use of influencer authenticity (Duffett and Mxunyelwa, 2025; Li, 2025), whereas loyalty and belonging are developed using community-centred campaigns (Mayrhofer et al., 2020; El-Shihy and Awaad, 2025). The use of hashtag strategies (Benevento et al., 2025) is more engaging, and strategic collaborations (Samanta et al., 2025; Kim and Park, 2023) influence the brand perception. Collectively, these dimensions contribute to the social media success of Gymshark and are compatible with the requirements of authenticity, interactivity, and the purpose of Gen Z. Although these studies collectively support the success of social media strategies, several weaknesses remain:
	Critical Gap
	Explanation

	Industry generalisation
	Most studies use generic samples rather than examining fitness-centric brands like Gymshark

	Limited causal evidence
	Many studies equate engagement with purchase intention without validating real sales outcomes

	Theoretical fragmentation
	Most research isolates credibility, community, and parasocial effects rather than integrating them

	Neglect of identity performance
	Few studies analyse whether purchases are driven by fitness needs or social self-presentation


Additionally, studies often assume that influencer marketing causes loyalty without examining whether loyalty is actually the result of ongoing brand interaction. Consequently, there is a need to investigate whether Gymshark’s influencer ecosystem stimulates actual consumer purchase decisions rather than mere symbolic participation.
[bookmark: _Toc217132578]Theoretical Framework
[bookmark: _Toc217132579]Source Credibili1ty Theory 
According to the Source Credibility Theory, the effects of a message are conditioned on the expertise of a communicator, his or her trustworthiness, and attractiveness (Hovland and Weiss, 1951).  Duffett and Mxunyelwa (2025) corroborate that these qualities play an important role in influencing Gen Z to follow the recommendations of influencers on Instagram. In the present research, influencer authenticity is an expression of perceived credibility, which has a direct influence on trust and purchase intention.
[bookmark: _Toc217132580]Social Identity Theory
This theory is used to explain how individuals develop the self-concept by identifying with the group (Tajfel et al., 2001). Applied to influencer marketing, it explains how community-based campaigns like the one created by Gymshark, called #Gymshark66, influence the consumer to associate with group values of fitness. Such participatory environments are found to reinforce loyalty and inspire longer-term involvement according to studies by Mayrhofer et al. (2020) and El-Shihy and Awaad (2025). Therefore, the connection between community content and brand loyalty among Gen Z is mediated by social identity processes.
[bookmark: _Toc217132581]Parasocial Interaction Theory. 
The Parasocial Interaction Theory explains the type of one-sided but emotionally intimate relationships that consumers develop with media personalities(Horton and Wohl, 1956). According to the related literature, Hwang and Zhang (2018) and Samanta et al. (2025) indicate that these interactions increased emotional connection and perceived familiarity. In the case of Gymshark, the personal narrative of the influencers increases the intensity of the parasocial relationships, turning the followers into more emotionally engaged consumers who will be more likely to buy.
[bookmark: _Toc217132582]Conceptual Framework
These theories are incorporated into the conceptual framework to show how the features of influencer marketing affect the decisions of the Gen Z generation to purchase Gymshark. The following figure display the independent and the dependent variable

[bookmark: _Toc217132583]Chapter Summary
This chapter has critically analysed the role of influencer marketing as an influencer of Gen Z purchasing patterns with reference to the Instagram marketing by Gymshark. The literature review revealed the gaps in the research and theoretical underpinnings, and the next chapter, Chapter 3, was devoted to the description of the research design and methodology of the study.


[bookmark: _Toc217132584]Chapter Three: Methodology
[bookmark: _Toc217132585]Chapter Overview
Methodology outlines the process of data collection, analysis and interpretation to answer the research questions effectively. The chapter applied the Research Onion Model created by Saunders et al. (2009) that offers a systematic approach to the definition of the research philosophy, method, design, data collection, and analysis methods.

[image: ]
[bookmark: _Toc210939073]Figure 4.1. Research Onion Model
Source: (Seuring et al., 2021).

[bookmark: _Toc217132586]Research Philosophy: Positivism.
Research philosophy outlines what the researcher believes regarding the development and understanding of knowledge (Ali, 2024). because it relies  on quantifiable information gathered via a survey with a structured format to analyze trends in the reaction of Gen Z consumers to the Instagram marketing efforts of Gymshark. The positivist approach in this study is not aimed at finding any form of absolute cause-and-effect relationships but determining any observable patterns and relationships between the influencer marketing qualities and consumer perceptions relative to purchases among the Gen Z Instagram users.
[bookmark: _Toc217132587]Study Design: Deductive.
A research methodology directs the way the theoretical knowledge relates to empirical information. Two primary types are available, namely inductive and deductive (Kumar and Ujire, 2024). The current research utilises a deductive design because it starts with the established theories of influencer marketing, trust, and consumer behaviours. The deductive design allows the research to look at the correspondence of the survey results with the already existing theoretical expectations, instead of proving or disproving the hypotheses conclusively. Since the research is exploratory with very small sample size, its results are treated as indicative associations as opposed to causal relationships. 
[bookmark: _Toc217132588]Research Design: Structured online survey.
A research design is a guideline to the collection and analysis of data in order to attain research goals (Saunders et al., 2009). In this research, a Structured online survey is used. 
[bookmark: _Toc217132589]Eligibility Criteria for Primary Data Collection
Table 2. Eligibility Criteria
	Inclusion Criteria
	Exclusion Criteria

	Respondents aged 18–27 (Gen Z)
	Respondents under 18 or over 27

	Active Instagram users who follow Gymshark or fitness influencers
	Users with no Instagram presence

	Individuals who have purchased or engaged with Gymshark online
	Individuals unfamiliar with Gymshark

	Respondents are willing to provide informed consent
	Respondents are unwilling to participate


[bookmark: _Toc217132590]Primary Data Collection
A questionnaire survey was the method employed to gather objective primary data in the study conducted among Gen Z Instagram users. The reason why this method was chosen is that standardised data could be collected with a high number of people with the help of surveys (Da Costa and Schneider, 2016).  The questions were all closed-ended with a five-point Likert scale. Nardi (2018) states that the Likert scale is useful to measure attitudes and perceptions, and they can be easily compared and subjected to statistical tests. 
[bookmark: _Toc217132591]Data Collection Platform
The questionnaire was sent online in Google Forms and distributed through the channels of Instagram and WhatsApp. These were chosen as they are easy to access and are relevant to Gen Z, who use digital and social platforms. Data was collected in two weeks using primary data. The online surveys will offer anonymity, a larger audience will be reached within a shorter time and bias in the researcher will be reduced. They are economical and enable automatic data documentation to be recorded and analysed statistically. 
[bookmark: _Toc217132592]Sample Size and Sampling Technique.
The research used a non-probability method of sampling, providing all respondents with equal selection opportunities (Taherdoost, 2016; West, 2016). Online distribution was done to 100 questionnaires. Upon rejecting unfinished responses and those ones that failed to satisfy the eligibility criteria, 59 valid responses were retained to be analyzed. Though this is a rather small sample, it is deemed to be adequate as a preliminary step to statistical analysis and establishing the patterns and trends in Gen Z consumer behaviour, but not to generalise it to the wider population.
[bookmark: _Toc217132593]Data Analysis
The SPSS software was applied to analyse the data that was collected  to explore the strength and direction of relationships influencer authenticity, community engagement, hashtag strategies, influencer collaborations, and purchase-related intentions. (Sweet and Grace-Martin, 1999). The data were coded and then typed into SPSS to be analysed. The general attitudes and demographics were summarised using descriptive statistics, including the frequency, percentage, and mean. The correlation and regression analysis were performed using inferential statistics to test the relations between influence authenticity, community engagement, hashtag strategies and purchase behaviour. The predictive relationships were identified by use of regression analysis, which revealed the effects of the predictive variables of the Instagram marketing on purchase intentions of Gen Z in terms of Gymshark.
[bookmark: _Toc217132594]Ethical Considerations
A consent form was given to the participants before the survey to state the purpose of the research, the voluntary nature of the research, and the confidentiality of the research. The participants were free to drop out at any point. Some hesitant respondents were not willing to voice their opinions; they were not coerced, and only those who gave clear consent were included. All of the gathered data was anonymised and safely stored in a USB in line with the policy on the protection of data within the university. No personal information was divulged. The ethics approval was based on the research ethics of the university in order to maintain the welfare of the participants and to protect the data.
[bookmark: _Toc217132595]Reliability and Validity
To determine the ambiguity of the questionnaire and claim consistency, the questionnaire was pre-tested on a small sample of five respondents (Saris and Gallhofer, 2014). Amendments were made where necessary and then distributed. This procedure improved reliability, validity and trustworthiness.
[bookmark: _Toc217132596]Limitations
The limitations of the study are the small sample size (n=59), the possibility of self-selection, and the limitation of Instagram users who knew about Gymshark. The issue of time limits and self-reported data could also influence the possibility of generalising the results. Investigations may involve the mixed use of methods or larger samples in the future to achieve greater validity.
[bookmark: _Toc217132597]Chapter Summary
This research methodology will adequately address the research objective of investigating the influence of influencer marketing practices by the brand Gymshark on Instagram on the purchasing behaviours of Gen Z. The next chapter will give the Findings and Analysis of the survey results.


[bookmark: _Toc217132598]Chapter 4: Data Analysis and Discussions
[bookmark: _Toc217132599]Chapter Overview
This chapter outlines the survey analysis based on the interview with 59 Gen Z individuals with respect to Instagram influencer marketing by Gymshark. It explores demographics, interest in fitness content, influencer credibility, user-led campaigns, use of hashtags, and partnerships. These factors are influenced on purchase decisions and both descriptive and inferential analysis is applied to understand their impact.
[bookmark: _Toc217132600]Data Analysis
Frequencies, descriptive statistics, correlations, and regression analyses disclose that influencer collaborations positively influence Gen Z purchase choices most. Positive correlations with engagement and trust also exist between authenticity, community-based content and hashtag campaigns. The results identify the effectiveness of Instagram-based approaches in influencing brand loyalty, engagement, and purchasing behavior in Gen Z consumers.
[bookmark: _Toc217132601]Demographic Data
[image: ]
Figure 3. Age Distribution
The sample consists of 57.6% males and 42.4% females, indicating slightly more male respondents.
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Figure 4.  How often do you engage with fitness content on Instagram?
Most respondents interact with fitness content regularly, with Daily (32.2%) and Weekly (25.4%) being the most common. Only 15.3% reported never engaging.
[bookmark: _Toc217132602]Frequencies Analysis
The results of Figures 3-18 suggest that influencer marketing has a substantial impact on how Gen Z views, engages, and makes purchases when it comes to Gymshark, but its effects work in a networked manner and are not isolated. Figures 3, 4, 5, and 6 all illustrate that authenticity and personal narratives are central to the establishment of trust, as opposed to triggering purchases. Although a large majority of the respondents rated influencer authenticity as a significant factor and trusted influencers who shared their own experience more, these findings indicate that authenticity is more likely to be seen as an enabler of credibility. That is, authenticity generates trust and emotional bonding which is consistent with the Source Credibility Theory, although it does not create a purchase behaviour on its own. This is also corroborated by subsequent regression results that indicate positive relationships but no predictive ability on its own when it comes to purchasing decisions.
Figures 7, 8, 9, and 10 underline the importance of community-based content, including fitness challenges, in reinforcing consumption and loyalty. The participation rates are high suggesting that the problems that Gymshark faces effectively turn the consumers into passive followers. Nevertheless, the average growths in loyalty indicate that the community involvement promotes knowledge of emotional attachment and belonging rather than instant buying results. This confirms the Social Identity Theory, in which the identification with a fitness community leads to brand affiliation, but also indicates the state of current criticism that engagement does not necessarily convert directly to sales.
Figures 11, 12, and 13 demonstrate a more subtle place of hashtag campaigns. Though hashtags are broadly viewed as powerful in terms of engagement and promotion, the fact that the ratio of neutral answers in terms of personal use is quite high means that hashtags are rather powerless behavioural modifiers and rather instruments of visibility and discovery. This implies that the use of hashtags can be socially signalled and driven by identity performance as opposed to purchase intent, which echoes the fears of some earlier literature that the measure of engagement can exaggerate the commercial effect.  Figures 14, 15, and 16 indicate the point of turning point in the analysis indicating that the strongest influence on product perception and purchase decisions is the most powerful when influencer collaborations are involved. 
The influencer values are aligned with the Gen Z expectations and the positive perceptions of collaborations are strong indicate that trust, community, and authenticity can be achieved best at the collaboration stage. This is in line with Parasocial Interaction Theory in which sustained emotional attachments on influencers enhance persuasion and behavioural compliance. Lastly, Figures 17, 18 and 19 establish that Instagram influencer content is not only useful in influencing buying behavior but also stimulates brand advocacy, which suggests that influencer marketing leads to repeated brand reinforcement, and not a single purchase.  Overall, the results indicate that authenticity, community involvement, and hashtags are essential to foster trust and loyalty; nevertheless, the key process that transforms engagement into buying behaviour among Gen Z shoppers of Gymshark is strategic collaboration with influencers.
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Figure 5. Importance of influencer authenticity
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Figure 6. Trust in influencers who share personal experiences
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Figure 7. Likelihood of purchasing from an authentic influencer
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Figure 8. Feelings about influencers who share their fitness journey
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Figure 9. Participation in Gymshark fitness challenges
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Figure 10. Effect of community-driven content on loyalty
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Figure 11. Following Gymshark fitness challenges
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Figure 12. Influence of fitness community on purchase decisions
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Figure 13. Likelihood of using Gymshark hashtags
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Figure 14. Impact of hashtag campaigns on brand engagement
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Figure 15. Effectiveness of hashtags in promoting Gymshark
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Figure 16. Perception of Gymshark’s influencer collaborations
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Figure 17. Alignment of influencer collaborations with Gen Z values
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Figure 18. Influence of collaborations on product perception
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Figure 19. Effect of Instagram content on likelihood of purchasing
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Figure 20. Likelihood of recommending Gymshark due to influencer marketing
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Figure 21. Purchasing Gymshark because of influencer recommendations
[bookmark: _Toc217132603]Descriptive Analysis
Table 3. Descriptive Table 
	Item
	M
	SD
	Min
	Max

	Importance of influencer authenticity
	3.53
	1.30
	1
	5

	Trust in influencers who share personal experiences
	3.37
	1.29
	1
	5

	Likelihood of purchasing from an authentic influencer
	3.59
	1.37
	1
	5

	Feelings toward influencers who share their journey
	3.56
	1.29
	1
	5

	Participation in Gymshark fitness challenges
	3.39
	1.30
	1
	5

	Loyalty influenced by community content
	3.46
	1.33
	1
	5

	Following Gymshark challenges (#Gymshark66)
	3.56
	1.30
	1
	5

	Influence of fitness community on purchasing
	3.66
	1.24
	1
	5

	Likelihood of using Gymshark hashtags
	3.17
	1.32
	1
	5

	Engagement encouraged by hashtag campaigns
	3.47
	1.33
	1
	5

	Effectiveness of hashtags for promotion
	3.69
	1.22
	1
	5

	Perception of Gymshark influencer collaborations
	3.71
	1.30
	1
	5

	Alignment of collaborations with Gen Z values
	3.61
	1.34
	1
	5

	Influence of collaborations on product perception
	3.76
	1.19
	1
	5

	Effect of Instagram content on purchase likelihood
	3.66
	1.31
	1
	5

	Likelihood of recommending Gymshark
	3.81
	1.27
	1
	5

	Purchasing Gymshark due to influencers
	3.80
	1.35
	1
	5



The 59 Gen Z participants included 57.6 males and 42.4 females. According to the descriptive statistics, Gen Z respondents tend to consider influencer marketing as rather to highly effective in their purchasing decisions concerning Gymshark. The average scores of the questions concerning the authenticity of influencers (M = 3.53 -3.59) show that authentic influencers giving personal experience and experiences are believed in and have a higher chance of making purchases. The community-related content, such as the involvement in the gymshark fitness events and hashtag campaigns, also seems to be influential as the mean scores have a range of 3.39 to 3.69, and engagement and community are suggested to play a significant role in brand loyalty. Interestingly, cooperation with fitness influencers had the greatest mean scores (M = 3.713.76) indicating that these types of partnerships have a positive influence on perceptions toward Gymshark and the willingness to buy the products. In general, the Gen Z can be engaged and advocated to promote the brand efficiently through Instagram-based strategies.
[bookmark: _Toc217132604]Regression Analysis (Model Summary, ANOVA, and Coefficients)
Table 4. Regression Analysis Predicting Consumer Purchase Decisions from Influencer Marketing Variables
	Model
	R
	R²
	Adjusted R²
	SE of Estimate
	F
	df
	Sig.

	1
	.838
	.702
	.680
	.699
	31.772
	4, 54
	.000


Note. Dependent variable: Consumer purchase decision. Predictors: Influencer collaborations, Influencer authenticity, Community-centric content, Hashtag campaigns.
Table 5. Regression Table
	Predictor
	B
	SE B
	β
	t
	P

	Constant
	.395
	.327
	–
	1.210
	.232

	Influencer authenticity
	.135
	.193
	.119
	.697
	.489

	Community-centric content
	-.034
	.168
	-.030
	-.200
	.843

	Hashtag campaigns
	.102
	.173
	.095
	.590
	.558

	Influencer collaborations
	.718
	.149
	.685
	4.831
	.000


Note. Unstandardized coefficients (B), Standardized coefficients (β), standard error (SE B), t-values, and significance (p) are reported.
Results of the regression show that influencer marketing is an important predictor of Gen Z and their consumer purchasing behaviour towards Gymshark (R =.838, R 2 =.702, F (4,54) =31.772, p <.001), about which it accounts nearly three-quarters of the variation. Influencer collaborations were also among the predictors that impacted purchase decision significantly and positively ( 0.685, p =.001), indicating that collaborations with fitness influencers have a strong impact and positively influence the perceptions and purchase behaviour of Gen Z. Conversely, the influencer authenticity, community-focused postings, and hashtag campaigns were not found to be statistically significant (p >.05); however, they were positively correlated in both the descriptive analysis and the correlation analysis. In general, these data allow noting that Instagram marketing is appreciated in multiple ways, but influencer partnerships remain the main factor in the motivation of Gen Z to consume and buy Gymshark products.
[bookmark: _Toc217132605]Correlations
Table 6. Pearson Correlations Between Influencer Marketing Variables and Consumer Purchase Decisions
	Variable
	1
	2
	3
	4
	5

	1. Influencer authenticity
	1
	.839**
	.854**
	.772**
	.704**

	2. Community-centric content
	.839**
	1
	.768**
	.790**
	.684**

	3. Hashtag campaigns
	.854**
	.768**
	1
	.811**
	.729**

	4. Influencer collaborations
	.772**
	.790**
	.811**
	1
	.831**

	5. Consumer purchase decision
	.704**
	.684**
	.729**
	.831**
	1


Note. N = 59. p < .01 (2-tailed).
The correlation analysis demonstrates that all influencer marketing variables are significantly and positively correlated with the consumer buying choice of the Gen Z towards Gymshark (p < .01). The correlation with influencer collaborations is the highest (r =.831), which indicates that the influencer collaboration with fitness influencers has the most significant effect on purchase behavior. There are also strong positive relationships between hashtag campaigns (r = .729), influencer authenticity (r = .704), and community-centric content (r = .684), which can be used to determine the impact on the engagement and perception of the brand. The inter-correlations among the predictors are high (between .768 and .854), which implies that these strategies are closely interrelated and can be used in certain synergy. In general, the results suggest that Gen Z consumers are informed by authentic and co-creation marketing, community building, and interactive social media campaigns to make a buying decision.
[bookmark: _Toc217132606] Discussion
[bookmark: _Toc217132607]How often do you engage with fitness content on Instagram?
The findings of the current research can help understand the effect of influencer marketing on the purchasing behavior of Gen Z consumers, especially in relation to the Instagram marketing campaigns of Gymshark. Throughout the descriptive, frequency, correlation, and regression analyses, some common trends can be observed that correspond to the literature of influencer marketing, social identity, and consumer behavior in the digital era.
[bookmark: _Toc217132608]How important is the authenticity of an influencer when deciding to trust their product recommendations?
[bookmark: _Toc217132609]How likely are you to purchase a product endorsed by an influencer you consider authentic?
The initial research question was concerned with determining the effect of influencer authenticity on the trust and buying behavior of Gen Z. The descriptive statistics indicate that the authenticity is highly rated among the respondents with the mean of the importance of influencer authenticity being 3.53 and the likelihood of buying products promoted by authentic influencers being 3.59. In the same way, 28.8% respondents said that authenticity is very important when making their trust choices. These results are consistent with the previous studies that have highlighted the importance of perceived authenticity as a major factor of trust and buying intention among Gen Z consumers (Li, 2025; Duffett and Mxunyelwa, 2025). 
[bookmark: _Toc217132610]Do you believe influencers who share personal experiences with the product are more trustworthy? 
[bookmark: _Toc217132611]How do you feel about fitness influencers who openly share their fitness journey and challenges?
Personal experience with products was also seen as more credible (mean = 3.37) by the influencer who shared their experiences, indicating the significance of the story and relatability in influencing consumer perception. 
[bookmark: _Toc217132612]Have you ever participated in a fitness challenge organised by Gymshark?
This is in support of the theoretical framework of Source Credibility Theory (Hovland and Weiss, 1951) that provides that expertise, credibility, and appeal of communicators affect the audience behavior. The alignment in the strategy of Gymshark to engage influencers who represent the lifestyles of the fitness brand boosts consumer confidence in the company, which leads to behavior to purchase.
The second purpose was to study how community-focused content, including user-generated content (UGC) and user fitness challenges, affects brand loyalty. 
[bookmark: _Toc217132613]How does Gymshark’s use of community-driven content (e.g., user-generated content, fitness challenges) affect your loyalty to the brand?
[bookmark: _Toc217132614]Do you follow any fitness challenges on Instagram related to Gymshark (e.g., #Gymshark66)?
The survey shows that there is a high level of involvement in community campaigns of Gymshark: 32.2% of the surveyed customers indicated that they have been taking part in the campaigns such as the 66 challenge, 27.1% of the customers noted that community centered content made them more loyal to the company. 
[bookmark: _Toc217132615]How does being part of a fitness community (like Gymshark’s) influence your decision to purchase their products?
In the same way, the average of the impact of the belonging to the fitness community on the purchase decisions was 3.66 which shows that it has a considerable positive impact. These findings help to support the literature that implies that community-based marketing leads to emotional attachment and loyalty (Mayrhofer et al., 2020; El-Shihy and Awaad, 2025). This is further explained in the Social Identity Theory (Tajfel et al., 2001) where people get self-concept by identifying with social groups. 
[bookmark: _Toc217132616]How likely are you to use Gymshark’s branded hashtags (e.g., #Gymshark66) in your Instagram posts?
The campaigns of gymshark do not only create a sense of belonging but also can promote long-term interaction, which will help to strengthen loyalty after one purchase event (Nadanyiova and Sujanska, 2023). The results highlight the fact that social proof, achieved by having consumers share their progress and achievements, makes participatory campaigns, which lead to increased engagement and interest, as a social and emotional investment in the brand.
[bookmark: _Toc217132617]Do you feel that Gymshark’s collaborations with influencers align with your values as a Gen Z consumer?
[bookmark: _Toc217132618]How do you perceive Gymshark’s collaboration with fitness influencers?
The third research rendered the importance of Instagram hashtag campaigns in engagement and purchase intention. According to the respondents most were moderate to high engagements with hashtags where 20.3% expressed that they were very likely to use branded hashtags of Gymshark in their postings and 28.8 were strongly motivated to use the brand via such campaigns. The average of the perceived effectiveness of hashtags in the promotion of products was 3.69. These observations confirm previous studies that have identified the importance of hashtags as a way of enhancing brand presence and peer-to-peer interaction (Benevento et al., 2025; Mayrhofer et al., 2020). The use of hashtags like #Gymshark66 and #GymsharkWomen is also a form of discovery and a form of social identity that enables consumers to become members of brand communities. Nevertheless, even though the social engagement metrics (likes, comments) make the brand more visible, Li (2025) mentions that such interactions do not always directly confer to purchases, and notes that the introduction of hashtags should be accompanied by the authentic stories of the influencers to reinforce conversion.
[bookmark: _Toc217132619]How much do you believe that Gymshark’s influencer collaborations influence your perception of their products?
The fourth goal evaluated the effects of the partnerships with fitness influencers of Gymshark. Regression and correlation analyses demonstrate that influencer collaborations positively affect the consumer purchase decision the most ( -0.718, p < 0.001; r = 0.831) on top of other independent variables influencer collaborations, including authenticity, community-centric content, and hashtag campaigns. In addition, 37.3% of respondents have a strong positive perception of the collaborations of Gymshark, and 35.6% think that the collaborations are in line with their personal values. These findings are similar to previous research that stressed the importance of influencer-brand congruence and perceived purchase fit (Samanta et al., 2025; Kim and Park, 2023). The interactions with micro-influencers associated with whom consumers can relate to increase the importance of parasocial interactions as in the case of Gymshark, which resulted in one-sided but emotionally significant relationships, promoting engagement and the likelihood of making purchases (Hwang and Zhang, 2018; Samanta et al., 2025). This helps to reinstate the idea that the influencer relationships are central to both brand images and the actual customer behavior in the fitness scenario.
[bookmark: _Toc217132620]Does engaging with Gymshark’s Instagram content (influencers, community, hashtags) influence your likelihood of purchasing their products?
[bookmark: _Toc217132621]How likely are you to recommend Gymshark to a friend based on their influencer marketing campaigns?

Interestingly, although the correlation between influencer authenticity, community content, and hashtags and purchase behavior are high (r varies between 0.684 to 0.729), according to the regression findings, only influencer collaborations have an important influence on purchase decisions. This means that although authenticity, community engagement, and hashtag campaigns will play a role in the sense of engagement and trust, the direct influence on purchasing decisions is increased when combined with influencer partnerships. This brings out the synergetic nature of these marketing factors: authenticity fosters trust, community-based content fosters loyalty, and hashtags increase engagement, although final conversions happen through influencer partnerships.
[bookmark: _Toc217132622]Have you purchased Gymshark because of an Instagram influencer’s recommendation?
thus, these results support the conceptual framework using the empirical evidence, which explains that authenticity, community content, hashtag campaigns, and influencer collaborations influence the purchase decisions of Gen Z together. They expand on the literature that exists by specifically addressing a fitness-driven brand such as Gymshark and incorporating the theoretical views of the Source Credibility Theory, the Social Identity Theory, and the Parasocial Interaction Theory. In addition, the research fills the existing gaps in the literature through the analysis of the interaction of various elements of influencer marketing in the framework of the community and niche-based brand that can be applied to digital marketing programs targeting Gen Z consumers.
[bookmark: _Toc217132623]Chapter Summary
Chapter 4 illustrates that influencer marketing is a key factor affecting Gen Z with regard to purchasing Gymshark. Although the most effective collaborations are with fitness influencers, authenticity, community engagement, and hashtag campaigns contribute to more trust, loyalty, and engagement. These findings contribute to such theoretical models as the Source Credibility, Social Identity and Parasocial Interaction, which offer practical implications in terms of the Instagram marketing strategies.


[bookmark: _Toc217132624]Chapter 5: Conclusion, Limitations and Recommendations.
[bookmark: _Toc217132625]Conclusion
This research was to examine the influence of influencer marketing on the buying decisions of Gen Z and especially the Instagram tactics of the gymshark. The research establishes that influencer marketing is a vital consumer behaviour driver among this group of consumers especially when it comes to working with fitness influencers. Regression and correlation analysis showed that the influence collaboration stands out as the biggest predictor of purchasing decisions, showing the value of genuine collaborations in the process of perception and purchase motivations. The study further indicates that influencer authenticity, community-based content, and hashtag campaigns have a positive impact on trust, and engagement and loyalty, although their direct ability to affect a purchase was insignificant. This implies that although these factors increase brand awareness and social engagement, the purchase behaviour is largely influenced by credible influencer alliances.
Gen Z consumers are more likely to be attracted by community-oriented content, such as user-generated content and fitness challenges, which lead to the creation of a sense of belonging and loyalty to the community, which is in line with the Social Identity Theory. Being involved in such campaigns promotes long-term involvement and emotional connection, which indirectly affect the buying behavior. Equally, through the Parasocial Interaction Theory, the followers are seen to connect emotionally with influencers who have their personal stories of gaining fitness, which increases their trust and brand loyalty. Marked hashtag campaigns can be used as an engagement and visibility tool, but the effect on actual purchases seems to be more symbolic, and it leads to social identification and community engagement instead of direct sales. On the whole, the paper reveals that the combination of the three influencer marketing concepts: authenticity, community engagement, and strategic collaborations, implemented by Gymshark is effective in reinforcing the brand loyalty and impacting Gen Z buying behaviour.
[bookmark: _Toc217132626]Limitations
The small sample size (N = 59) and the study being done on one brand limits the study results in generalisation to other industries or social media platforms. The use of self-reported survey materials can create bias since the respondents might exaggerate engagement or intention to make a purchase. Also, the cross-sectional type of design fails to record long-term behavioural tendencies or causality between influencer marketing and long-lasting buying behaviour.
[bookmark: _Toc217132627]Recommendations
To enhance generalisability, future studies need to incorporate larger and more varied samples of more fitness and lifestyle brands. The impact of influencer campaigns on repeat purchases and loyalty could be investigated during the events of a long period of time through longitudinal studies. In practice, Gymshark can keep tapping into influencer partnerships, improving authentic storytelling, incorporating user-generated content, and updating hashtag campaigns on a regular basis to keep Gen Z customers engaged and relevant. Trying micro-influencer involved collaboration may also be an option since the company may aim to build more relatability and trust in niche fitness communities.
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