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Abstract
Based on the exploration of the research, I have observed that influencer marketing has emerged as the most popular online approach to influence the perception of consumers, mainly the Generation Z (Gen Z) generation whose defining traits include digital natives, skepticism against traditional advertising and the desire to be genuine. This research explores the effect of influencer marketing on the perception of Gen Z consumers while taking Burger King UK’s online marketing approach as the case study. It also seeks to determine the effect of influencer marketing on trust, engagement, purchase intention, loyalty and overall brand equity in the fast-food industry. 
These frameworks include the Customer-Based Brand Equity (CBBE) framework, which emphasizes how brand equity is shaped by customer perceptions, Social Proof Theory, and Electronic Word-of-Mouth (eWOM), which refers to online consumer reviews and recommendations. This research is primarily dependent on secondary data sources using an interpretivist approach in terms of research philosophy. These sources include literature from academic sources, industry-related reports, social analytics data and data from influencer campaigns. The thematic analysis technique is used in this research. This is conducted in line with Braun and Clarke’s approach. 
The results indicate that influencer marketing plays a significant role in forming the brand perception of Burger King UK among the Gen Z audience when delivered in an authentic, emotional and culture-sensitive manner through influencer content. Micro-influencers and peer communicators are found to be more effective in achieving higher levels of trust, engagement and positive brand associations in comparison to macro-influencers and celebrity influencers. Video content, storytelling and live interactions are found to be highly influential in improving engagement and emotional connections. 
The purchase intention is found to be an important mediating variable in forming brand loyalty. It has been found that influencer marketing is a tool for relationship-building and meaning creation for the youth generation of consumers. The study suggests that Burger King UK should focus on value-based influencer marketing to leverage digital marketing into long-term brand equity.
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[bookmark: _3bp4bkmlwllc]CHAPTER 1: INTRODUCTION
[bookmark: _ghgytmyvis9i]1.1 Background & Problem Statement 
As the evidence from Influencer Marketing Hub (2025) suggests, influencer marketing is now among the most efficient strategies in the fast-changing digital marketing environment to create consumer perception and influence brand engagement. According to the report, the influencer market is estimated to surpass 21.1 billion in 2025 (Influencer Marketing Hub, 2025). Around the world as an industry, with a move toward the concept of authenticity and trust, which is fundamental to the modern brands of the corporation. Gen Z (1997-2012) is the most active group of users of influencer-based content and recent statistics indicate that 60% of Gen Z consumers consider the recommendations of influencers more than traditional ads, and almost half of them claim to make purchases according to the recommendations of influencers (NIQ, 2024). 
This has highlighted the importance of influencer marketing as a strategy for modern brands because Gen Z values relatability, transparency, and social validation. My reading led me to believe that or there is evidence which suggest that or my experience working at Burger King enabled me to understand. As per the words of Nidhi (2025), Burger King UK, one of the industry leaders in the field of quick-service restaurants (QSR), has been using the lever of influencer marketing to stay relevant and establish an emotional bond with younger generations. 
[bookmark: _1zvknfde3xzx]Burger King has implemented some of the most impactful digital campaigns through platforms such as Instagram Tik TikTok, such as the Mouldy Whopper campaign, which defied the traditional concept of food advertising by showcasing the brand as preservative-free (Benedetti, E. 2024). The campaign did go viral and it also created polarising attitudes in regard to the brand in terms of creativity and appeal to Gen Z (Wood, 2024). Furthermore, Burger King’s recent digital campaigns leverage social engagement such as the fan-driven Whopper by You customisation platform across Instagram and TikTok to drive user interaction (Ruggles, 2025). 
Burger King UK has a nagging disconnect between campaign virality and long-term brand perception. As an example, one of its TikTok videos with the invisible Whopper got more than 22 million views and 3.2 million likes but such activity in the online sphere did not always lead to increased brand equity and long-term positive reputation (Contagious, 2024). 
According to research by Statista (2025), although 61% of Gen Z social users in the UK learn about products on Instagram and TikTok Tok their perception of brands and loyalty are heavily dependent on the authenticity and credibility of influencers and not based solely on the content created by the brand. This implies that influencer collusion type, most notably micro and macro influencers and the content style and platform engagement strategy would play a critical role in how Gen Z would trust and perceive the brand and its authenticity. 
According to scholarly research by Malik et al. (2025), micro-influencers tend to produce more favourable brand recognition because of the perceived relatability, and macro-influencers create more short-term appearances (Malik, S., Jan, N. and Bhat, M.A., 2025). The current influencer arrangements of Burger King UK seem to focus more on reach and engagement metrics than the authenticity that a relationship brings to its influence, which may compromise the brand equity in the long term. The refined issue is the absence of empirical knowledge concerning the impact of various influencer strategies on the brand perception of Gen Z consumers in relation to Burger King UK. 
Although the brand has achieved short-term participation and sales, it remains uncertain whether customers will continue to trust the brand, remain loyal, and perceive it as authentic in the long run, since these qualities depend on consistent engagement and positive experiences over time. This study seeks to fill this gap by studying how the type of influencer, the nature of content, and the platform used impact the perception of Gen Z about Burger King UK. The results will yield practical recommendations that the brand can use to enhance its digital marketing model to not only concentrate on short-term visibility but also on the long-term brand equity based on authenticity and emotional appeals.
[bookmark: _cckowyvjme11]1.2 Research Aim 
To assess the influencer marketing impact on brand perception among Gen Z customers through a study on Burger King UK’s digital marketing strategy
[bookmark: _4dcg2fdt8mx]1.3 Research Objectives
The following information presents the effective objectives of this research.
· To investigate how successful the use of influencer marketing by Burger King UK can be with respect to influencing the perception of Gen Z towards its brand.
· To determine the influences of influencer type, style of content and authenticity on trust and engagement in Gen Z.
· To establish the connection between influencer campaigns and the purchase intent and brand loyalty of Gen Z.
· To provide evidence-based influencer marketing activities that increase Gen Zs brand equity and a favourable image over time.
[bookmark: _kt5yst4fdp0x]1.4 Research Questions 
In terms of assessing effective research results, the following research question has been developed. 
· How successful is the use of influencer marketing by Burger King UK in respect to influencing the perception of Gen Z towards its brand?
· What things influence how content feels and looks real and how these things impact the trust of Gen Z and their involvement?
· What is the connection between influencer campaigns and the purchase intent and brand loyalty of Gen Z?
· What is the evidence-based influencer marketing activities that increase Gen Z's brand equity and a favourable image over time?
The research adopts a qualitative secondary methodology with the help of academic journals, industry reports, and influencer campaign data. The research questions are answered through the thematic analysis that links the characteristics of Gen Z for engagement, trust and brand outcomes.
[bookmark: _si0ml64x7f2c]1.5 Significance/Relevance of Study 
The theoretical contribution is supported by application of digital consumer behavior and influencer marketing theories into a context that has not been attended to as rigorous in the current academic literature: fast food. Managerial implications Based on the research results namely fast-food brand is able to utilize influencer credibility, and electronic word of mouth that leads to maintain trust and loyalty in long-term process, not only short-term sales. Some survey responses further corroborate this by indicating that consumers who had been exposed to influencer endorsements possess stronger perceptions of brand authenticity. It also adds to the debate on the effectiveness of influencer marketing in the interpretivist context, demonstrating and describing the traces of the emotional and cognitive remains of the digital campaigns on the Gen Z sub-group. The outcomes will reveal the kind of influencers, platforms, and the type of content that can be used to help establish long-term brand trust and sustainable marketing events, rather than a single-time brand exposure. 
This thesis draws on the newness economy and marketing theory to explore social interaction through digital applications. Social media's represented data (likes, shares, comments, reviews) can be transformed with the use of models like Customer-Based Brand Equity (CBBE), Social Proof Theory and turned into observable informations. These findings provide insights into the impacts of online communication on perceptions of brand trust, loyalty and authenticity, with implications for overall brand equity and customer relationship strength. Marketing is a vital step to every business and this study aimed to understanding how Burger King introduced their unique marketing strategy within the fast-food industry. The company also isn’t afraid to take some chances and challenge the boundaries of its advertising content using humour, satire, and ofttimes, controversy to generate buzz and attract viewers and this study can help marketers establish deeper emotional connections with Gen Z (The Drum, 2020).
[bookmark: _17mm0eyyw0iv]1.6 Brief Research Methodology
The philosophical approach taken for this  study is an interpretivist approach because it seeks to comprehend  how the experiences and perceptions of Gen Z consumers on influencer marketing using Burger King UK as an example. The social sensemaking, feelings and dispositions of the digital brand experience can be approached using the interpretivist approach to get a deep insight (Van Der Schaft et al. 2024). The inductive research approach derives theories and patterns based on the identified data rather than testing the hypothesis that already exists, which will lead to defining the new themes in the efficacy of influencer marketing. 
The study has employed an exploratory and qualitative research design that will facilitate the research to conduct a better study of the interventions on brand perception among Gen Z based on credibility, authenticity, and content style of an influencer. The secondary materials has been optimised to gather information are marketing journals, company reports, social media analytics, and industry publications and approach will be cost-effective and provide all-encompassing ethical access to the available insights. As per the words of Braun and Clarke (2019), the gathered data has been analysed with the help of the thematic analysis technique to discover and explain the repetitive motifs in the qualitative content and the most important themes that consisted trustworthiness of the influencers, authenticity of the content, and emotional appeal. 
[bookmark: _xku6kamuppjg]1.7 Structure of the rest of the project 
This project is divided into four chapters. 

Chapter 1 - Introduction section introduces the thesis context while discussing problem and significance of the research. It provides the purpose, scope and rationale of the study as well as its relevance to the current literature. For this overall research, this chapter demonstrates influencer marketing and its role in shaping Gen Z brand perception through an examination of Burger King UK’s digital strategy.
Chapter 2 - Literature Review critically reviews the existing research on influencer marketing, brand perception and the Gen Z consumer behaviour, relying on the theories of Customer-Based Brand Equity (CBBE) model, social proof theory, and electronic word-of-mouth (eWOM) to outline fundamental gaps in conceptualisation. 
Chapter 3- Research Methodology gives a description of the philosophical framework, research design, approach, data collection, and data analysis procedures, which indicate how the interpretivist and qualitative approach is used to justify the objectives of the study. 
Chapter 4 - Findings, Analysis and Discussion describes and explores the findings of secondary qualitative data and correlates them to theoretical literature and emphasises how influencer marketing influences brand perception of Burger King UK among Gen Z. 
Chapter 5- Conclusions and Recommendations is a summary of the findings, theoretical and managerial implications of research, and the action plans to improve the long-term brand equity by authentic influencer partnerships.


[bookmark: _ie4zv6qhsltv]CHAPTER 2: LITERATURE REVIEW
[bookmark: _gobmlvwllqtq]2.1 Introduction 
The key purpose of this literature review is to examine the available academic and industry research oriented to influencer marketing, brand perception, and Gen Z consumer behaviour in terms of digital marketing. With the rapid growth of various social media platforms, in recent times influencer marketing has become a significant strategy for brands aiming to connect with younger audiences, especially Gen Z, who describe high responsiveness to the social media personalities and reliable online content. This review determines the way influencer type, content style, and authenticity influence the trust of Gen Z, engagement and the overall perception of brands with a particular focus on Burger King UK’s digital activities and fast-food sector. 
By analysing the theoretical foundations including Customer-Based Brand Equity (CBBE) Model, Social Proof Theory, and Electronic Word-of-Mouth (eWOM), this review offers a proper understanding of the way that influencers shape the online attitudes and the behavioural intentions. The literature review also determines where all the gaps exist, especially concerning the long-term effect of influencer campaigns on the brand loyalty, purchase intent, and emotional connection among Gen Z. Through analyzing these studies, this chapter develops a foundation for the research objectives and provides a rationale to examine the influencer marketing strategies used by Burger King UK.     
[bookmark: _sa22ha5mcce8]2.2 Influencer Marketing: Concept, Growth and Importance 
The study of Sankala (2024) explains that Influencer marketing is a digital promotional approach where the brands collaborate with the individuals who hold better credibility and also influence within the online communities. These influencers also create content which shows services or products in an engaging and relatable manner to their followers. According to Feng et al. (2021), instead of the traditional advertising, influencer marketing mostly focuses on personal connection, storytelling, and real-life experience sharing instead of the corporate messaging. In addition, it operates on the principles which customers trust suggestions from familiar personalities more as compared to the brand ads. Influencers act as the intermediaries who connect brands to the audiences through proper communications. This approach has also changed the way that modern marketing functions towards various digital platforms. 
According to Tumalle (2025), Over the past decade, the influencer marketing industry has dealt with rapid global growth because of the expansion of huge social media usages. Reports also predict that the investment in influencer partnership will continue gaining as brands shift away from costly conventional advertising (Syed et al. 2023). This growth is also driven through changing the preferences of customers, particularly the desire for visually rich and personalized content. The study of Abdou et al. (2024) argue that the popularity of various platforms including TikTok, Instagram, and YouTube has allowed influencers to reach millions instantly through the short-form and interactive content formats. User participation and viral trends feature on these platforms gains the overall impact and the visibility of influencer messages (Syed et al. 2023). As a result, influencer marketing has now become significant for the companies wanting to remain relevant and competitive (Syed et al. 2023). 
[image: ]
Figure 2.2.1: Number of Likes Generated by Different Types of Posts
(Source: Feng et al. 2023)
As per Mero et al. (2023), the overall effectiveness of influencer marketing is supported by important marketing as well as psychological theories which express customer decision-making. In this context, social proof theory states that people look to others' behavior when deciding the way to act, which explains the reason that influencer suggestions establish credibility. As per the words of Pyle et al. (2021), Electronic Word-of-Mouth (eWOM) theory highlights the way that consumers trust peer opinions more as compared to formal advertising. According to Ismail et al. (2025) Suggestions represented online are viewed as unbiased and therefore more effective. These theories describe that influencer content always stimulates the trust, emotional connection and the brand acceptance among all the digital audiences. In addition, influencers also play a major role to shape perceptions and purchase intentions. 
The study of Dzreke, S.S. and Dzreke (2025), Influencer partnership also contributes to the improvement of brand equity through shaping consumer perceptions and enhancing emotional value. The Customer-Based Brand Equity (CBBE) model recommends that better brands are established through awareness, associations, and loyalty (Cervova and Vavrova, 2021). Influencer allows brands to achieve all the outcomes through representing messages in a relatable and authentic tone which appeals to the customers (Okonkwo and Namkoisse, 2023). This helps companies to differentiate themselves within the highly competitive industries where the product features cannot secure loyalty. As per Kirici (2025), Influencers act as the storytellers who humanize the overall brand value and also communicate identity in compelling ways. However, influencer collaboration allows companies to build better and also more relevant relationships with the customers. 
According to Ge (2024), the growing significance of influencer marketing is particularly visible in the younger audience’s behaviour, especially Gen Z. This generation always values honesty, transparency, and realistic content instead of highly polished ads. According to Ebulueme and Vijayakumar (2024), recent research shows that Gen Z customers trust influencers who want relatable and proper as they reflect daily experiences. Dang (2023) explains, they always prefer real opinions, behind-the-scenes content, and creative storytelling rather than direct promotional messaging. As a result, Gen Z responds effectively to influencers marketing one of the most reliable strategies to attract and engage younger consumers.   
[bookmark: _oictvnfqt8rk]2.3 Understanding Gen Z Consumer Behaviour in Digital Marketing 
Gen Z mainly defined as the individuals born between 1997 and 2012 is considered the first fully digital native generation. They have grown up with the unrestricted access to smartphones, high-speed internet and social media that shapes their expectations for fast, interactive and visually engaging content. Instead of previous generations, Gen Z is hugely skilled at filtering information and identifying promotional intent within some seconds (Munsch, 2021). This capability has made them more skeptical of conventional advertising that they sometimes perceive as intrusive and inauthentic (Van et al., 2024). As a result, marketing strategies always targeting Gen Z should prioritize creativity, transparency and emotional relevance. Brands which fail to consider these expectations struggle to connect with this rapidly influential demographic group. 
As per the words of Santer et al. (2023), consumer behaviour of the Gen Z generation is largely dominated by its urgency to find authenticity and real-life relatability in the brands and internet personalities. They do not like refined and scripted adverts, they perceive and appreciate unedited and natural talks. Research shows that Gen Z believes in suggestions made by individuals who can be relatable more than they do when it comes to celebrity ads or brand communication. This trend depicts a change in power balance between brands and normal content creators and peer influence groups. Among the Gen Z, credibility is a product of authentic narrative, experience and observable value congruence. Thus, the brands should be characterized by integrity and not be based on reputation and promo persuasion only.
Social media platforms are a core aspect of Gen Z consumption behaviour and cultural identity by providing platforms such as Instagram and YouTube not only as a source of entertainment but also as an active source of product discovery, learning and decision-making. Interactive media like challenges, reviews, comment sections and user-created videos gain popularity with Gen Z as they motivate community participation (Shetu, 2023). Social validation cues that make them form a large part of their decisions include likes, shares and follower engagement. Such behaviour is consistent with the Social Proof Theory, which reveals the way in which people turn to other people to find their own way. Thus, the success of digital marketing among Gen Z is embedded in community-influenced marketing is seen not in direct and unidirectional promotional messages.
The Gen Z generation is also very values based as they attach importance to ethical behaviour, fairness, inclusivity and social responsibility of the brands they relate to. They would want firms to take significant stake in societal matters, and they would be showing signs of non-commerciality. When the values of a brand seem to conflict with the marketing, the Gen Z will quickly dismiss it and even criticise it publicly on the internet. Such transparency requirements can be traced in their love of genuine influencer content that focuses on their real experiences and not promulgated endorsements. According to Viloma and Junge (2023), Gen Z does not just have a branding experience on the quality or cost of the product, but also on a brand experience in terms of emotional connection and presumed sincerity. The value-based branding has played a critical role in securing long-term loyalty of the Gen Z consumers.
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Figure 2.3.1: Brand heritage quotient
(Source: Viloma and Junge, 2023)
Gen Z purchase deal makes the digital research massively influential, as well as reviews and peer-to-peer feedback driven online (Fan et al. 2023). They also depend on the opinions of those who are being influenced after first visiting influencers, comment sections and real-life testimonials. Gen Z does not engage in impulsive buying the way more mature digital users do, and instead, they do a comparison of the experience they have and seek social feedback before taking the plunge. Liking, sharing or saving content are all forms of engagement behaviour, which usually occurs prior to actual purchasing behaviour. This shows that brand trust and relationship building are very significant precedents to sales conversion. It follows that digital marketing should not be interpreted as a one-off promotional method by the brands, but as a permanent engagement approach that builds on emotional loyalty.
[bookmark: _2c29h4vz7886]2.4 Influencer Types and Their Impact on Brand Perception 
Influencers may be categorized into various groups such as mega, macro, micro and nano influencers based on their total followers count, engagement levels and reach. Mega influencers mainly involve celebrities with million followers and better visibility towards various media platforms. They deliver higher reach and brand exposure thus their endorsement sometimes appears less and commercially relatable to daily customers. As per the words of Borges-Tiago et al. (2023), macro influencers have large audiences thus not at the global celebrity status that makes them effective for brand campaigns with the targeted relevance. Nano and micro influencers are mostly known for closer follower relationships and higher engagement rates because of the perceived authenticity. These distinctions shape the way that audiences interpret the brand messages as well as evaluate credibility of the brand. 
Different influencers play different roles in order to shape the brand perception within the digital marketing strategies. Mega and macro influencers are mostly used for better awareness and also these have visually rich impact campaigns which aim to capture some attention. However, their promotional messages can sometimes be perceived as the professionally scripted rather than reflective personal choice. Their promotional messages may sometimes be perceived as professionally and transactionally scripted instead of personal preferences. It is also proved through research that micro and nano cause higher trust, engagement and behavioural influence than larger-scale influencers do (Grissa, 2025). Their followers also consider them as equals and therefore their opinions seem more genuine and acceptable. 
Therefore, when cooperating with smaller influencers, brands often produce more successful conversion rates and gains in terms of audience loyalty. As per the words of Mutia (2025), the unscripted and realistic and personally expressive content are also favored as micro and nano collaborations. This enhanced state of relationships between the influencers and the followers makes the relationship sustainable in brand affinity and not transient in campaign attention. As a result, authenticity has emerged as a preference of brands that want their reputation to grow sustainably associated with visibility. A major concern is influencer type and how it impacts brand perception amidst Gen Z consumers who prefer honesty, relatability and transparency. Gen Z consumers are adept at recognizing fake promotion and are easily disinterested in excessively slick promotion efforts.
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Figure 2.4.1: Ways to maintain credibility and authenticity
(Source: Mutia, 2025)
They appreciate those who are using personal stories to unveil and offer genuine comments rather than opting to use fake placements of products. Thus, micro-influencers and non-global celebrities are likely to be more effective in Gen Z than in global ones. When influencers mimic real lifestyles, values and emotions, Gen Z views the brand to be more credible and human (Mutia, 2025). The perception is important in creating credibility, Point of loyalty as well as consumer long-term engagement. Purchase intention, brand loyalty and brand equity performance are also determined by the kind of influencer that is picked. 
As per the words of Jhawar et al. (2023), Mega influencer campaigns can be effective in creating viral interest but do not always create perception or purchase intent in the long run. In micro influencer partnerships have higher chances of repeat purchasing behaviour since consumers have the perception that the partnership is an actual usage. Influencer type thus has a direct influence on whether a campaign elicits temporary or a long run emotional attachment (Jhawar et al. 2023). In brands of a competitive market like fast food, the type of the right influencer may be the difference between a memorable brand and a forgettable one. This presents a reason why brands should be keen when choosing influencers on how they want them to build trust, loyalty and competitive edge.
[bookmark: _hjjguiof5vmh]2.5 Content Style, Authenticity and Perceived Realness
Lunda (2025) indicated that the effectiveness of influencer marketing among Generation Z is closely tied to how content style and perceived authenticity shape the brand's communication. The digital upbringing of the Gen Z generation has formed a consumer generation that is attentive to style indicators, authenticity suggestions, and narrative consistency. As per the study of AlFarraj et al (2021), trust, brand attitude, and purchase intention directly depend on the perceived authenticity of the content of the influencers. Gen Z does not embrace polished advertising as the previous generations did, but instead, they are interested in organic, unfiltered, and human content. The nature of content, such as the tone, visuals, and platforms as part of content style, is at the centre of how Gen Z perceives influencer messages. 
Research has shown that a short-form video, such as TikTok and Instagram Reels, conversational delivery, humour, and narrative storytelling can be more engaging, as they are closer to peer-to-peer communication than corporate advertising (Theodorakopoulos et al. 2025). Gen Z is also favourable to lo-fi content, which includes handheld shots, natural lighting, spontaneous reactions and others, because these visual techniques and their connotation imply the sense of honesty and minimise social distance between influencer and follower. According to reports by the Influencer Marketing Hub (2024), micro and nano-influencers have much higher engagement rates (up to 3-7%) compared to mega-influencers, mainly due to their relatable, unpolished content style (Kasumovic, 2024). 
Singer et al. (2023) significantly show that the strongest influencer credibility determinant in Gen Z is authenticity that exists in the perceived expertise, consistency, transparency, and the ability of the influencer to stick with a consistent personal story. In the case of Gen Z, authenticity does not only consist of looking honest, but also in emotional appeal and common values. They are attracted to influencers who are shown as vulnerable, share their personal experiences, and express concern with such ethical topics as sustainability, diversity, and social justice. This is effectively aligned with the research that shows that value congruency between the persuader and the audience is an effective way to promote persuasion (Sheng et al. 2022). The perceived authenticity may be diminished in the case of sponsored content being disclosed in the UK (as mandated by the ASA) when it seems to be not seemed genuine or is concealed. However, Van Der Goot et al. (2021) show that disclosure of sponsorship should be represented in an open way, not at the expense of the sincere interest of the influencer, and viewers will react better. Gen Z appreciates honesty, and one should not try to mask promotions as people may react negatively to it.
The result of the style of content and authenticity is perceived realness, which is commonly attributed to the parasocial relationships. It is the degree of reality, relatability and trustworthiness of an influencer. Studies by Krisprimandoyo et al. (2024) indicate that perceived realness enhances emotional engagement, which subsequently boosts brand perception and enhances behaviour intention. The use of influencers as sources of opinion leadership and social proof forms a quasi-friendship bond with Gen Z, which makes them important agents of such bonds. Perceived realness is important in the case of food brands such as Burger King UK. Gen Z consumers are cynical of old-fashioned fast-food advertising and positively react to influencers sharing taste, behind-the-scenes information, humour, and raw reactions. Influencers utilise native TikTok formats, such as the use of trending sounds, quick cuts, and authentic commentary, making the content look more reliable and less like an advertisement. 
[bookmark: _s34t9lfupjdt]2.6 Influence on Purchase Intent, Brand Loyalty and Brand Equity
With the introduction of influencers on social media, purchase intent, brand loyalty and brand equity are now central concerns in modern digital marketing studies, especially with Generation Z as their audience. According to van Reijmersdal et al. (2024), SMIs are third-party endorsers and micro-celebrities working independently and developing persuasive online profiles. Their reliability, relation ability and involvement in consumption make them effective in influencing consumer perceptions and behaviours. To Gen Z, whose values put a high emphasis on authenticity, peer endorsements and social proof, SMIs are typically seen as more credible than conventional advertisements, which culturally affects their impact across the major consumer decision variables. 
Effect on Purchase Intent:
Purchase intention is the intention or probability of a consumer to purchase a product in relation to the attitudes and perceptions (Wang et al. 2023). Various reports show that SMI-created content has a strong impact on purchase intention insofar as social media is concerned. The quality of information, trust, perceived value, and relevance of influencer content are all aspects that directly lead to audience decision-making. Nafees et al. (2021) also state that the influence of SMIs is significant, as the endorsements they provide make people familiar and develop positive attitudes towards brands. Also, promotional content created by influencers, particularly when ingeniously embedded, can have a powerful influence on the purchasing behaviour of consumers. Thus, SMI endorsements are one of the major stimuli that enhance the purchase intention of Gen Z, who are highly dependent on online recommendations.
Influence on Brand Loyalty:
As per the study of Ahmed et al. (2024), the positive influence of the influencers creates brand loyalty, which is the emotional and psychological connection of consumers to a specific brand. Loyal consumers show commitment, positive attitude, and a greater chance of making a repeat purchase. As SMIs are established through continued interactions, the brands enjoy their parasocial relationships with their followers. It has been discovered that promotions made by influencers have the possibility to boost consumer confidence, base brand preference, and eventually drive repurchase behaviour. Brooks et al. (2021) discovered that the higher the promotion improves its budgets, particularly by influencers and celebrity promotion, the better the brand loyalty on social media. Therefore, SMIs will be important in enhancing the long-term relationship between Gen Z consumers and brands.


Influence on Brand Equity:
Influencer marketing also creates brand equity, which constitutes perceived quality, brand associations, and the general strength of the brand. SMIs have the effect of producing favourable brand associations, brand image and perceived value through credible endorsements (Nafees et al. 2021). The influence communicated by influencers on the uniqueness of a brand or its emotional connection develops brand meaning and brand differentiation, essential elements of committed brand equity. The engagement of positive influencers thus enhances increased visibility and trust in assisting Gen Z consumers to form more psychological attachments to brands.
[bookmark: _dpovmdafbypm]2.7 Empirical Studies on Burger King Influencer Marketing 
According to de Ungaro dos Santos, (2025), the communication of Burger King with the customers highly depends on the social media marketing strategies and online channels. The most popular channels which facilitate influencer marketing for Burger King are X(Twitter), Reddit and Tumblr. The company enjoys various benefits for adapting to influencer marketing which includes increase in the trust of the consumers, enhancement of brand loyalty and development of a strong consumer relationship. The other positive impacts of influencer marketing on the brand perception of Burger King among the Gen Z customers are the huge amount of engagement and enhancement of brand reputation (Ungaro dos Santos, 2025).  It is noted from the study that most of the engagements occurred on the X handle of Burger King. Moreover, it can be said that influencers encourage their own followers to consume the products of Burger King and thus enhance profit margins. 
As per the study of Al Hamdhan, (2021), the implementation of digital marketing strategies such as influencer marketing has helped Burger King to reach out to a greater number of customers. The onset of the COVID 19 pandemic had a huge negative impact on the business of the fast-food restaurants such as Burger King. However, the utilisation of the social media accounts has helped the company to regain its business in the post pandemic times. Influencer marketing plays a crucial role to attract new customers. This is because the influencers post videos and photos about the food items and provide reviews which acts as incentives to enhance the trust of the customers. Moreover, the influencers develop a strong emotional connection with the customers to increase brand loyalty. 
The study of Setyadarma et al., (2022), reveals that the fast-food culinary business is one of the fastest growing business sectors. Influencer Marketing is one of the best strategies for faster growth of business as it contributes to the development of strong consumer relationships.  Thus, Burger King adopts influencer marketing to enhance brand trust and loyalty for the success of the business in the long run. The enhancement of customer satisfaction and engagement is an essential factor that helps Burger King to gain competitive advantage in the global market. Moreover, it can be said that the followers of the influencers often consume the products of Burger King out of favouritism. Thus, it can be said that influencer marketing is a two-way approach of building strong communication with the targeted GenZ customers. 
[bookmark: _y39py81ipf7a]2.8 Conceptual Framework



Independent Variables
Influencer type
Content style
Social Media Platfrorms



Operational Variables
Influencer engagement
Content creation
Perceived Authenticity
Exposure or Post Frequency
Brand Promotions


Dependent Variables
Brand Perception
Trust in Brand
Brand Loyalty
Purchase Intention
Customer Engagement

Figure 2.8: Conceptual Framework
(Source: Self-created)
[bookmark: _ijra3nbhp2ua]2.9. Theoretical Underpinning 
[bookmark: _y3fne3t3e5o]Customer-Based Brand Equity (CBBE) Model
As per the study of Cambra-Fierro et al., (2021), the Customer Based Brand Equity model involves the development of links between customer- based brand equity and consumer engagement. This study also reveals that both direct and positive impact of customer-based brand equity is reflected on customer satisfaction. In the case of Burger King, the influencer marketing helps in enhancing the brand equity and attract a larger number of customers. Furthermore, the targeted customers consume the good quality products of Burger King and their satisfaction is enhanced. Henceforth, influencer marketing is responsible for a positive brand image of Burger King. This is how this CBBE model is relevant for this research on the brand perception and digital marketing strategies of Burger King. 
[bookmark: _6zv86qr5k0f4]Social Proof Theory
According to Sanak-Kosmowska, (2021), the social proof theory is the basis of the social media communication and online buying behaviour of customers. As per this theory, the consumers try to enact the behaviour of other consumers to stay relevant in the society. Burger King also leverages this theory with the help of influencer and user generated content to build the trust of the GenZ customers. The influencers endorse the brands, and their recommendations attract the customers to consume the food items of Burger King. Thus, this theory also indicates the possibility of Burger King to dominate the global fast food restaurant sector through the implementation of effective marketing strategies. Lastly it can be said that influencer marketing is a significant strategy to enhance consumer engagement and create a positive brand perception of Burger King among the Gen Z customers. 
[bookmark: _4zt3ksfqauuk]Electronic Word-of-Mouth (eWOM) Theory
According to Liu et al., (2022), electronic word of mouth is quite important to consumers, marketing academics and marketing managers. In the age of digital media, the consumption habits of customers have evolved. The customers are able to share their thoughts about a particular product on the social media platforms. They make use of comments, reviews and posts which acts as electronic word of mouth for the other people (Liu et al., 2022). In the case of Burger King, the followers of the influencers post good reviews which attracts new customers and helps in the expansion of the business. Lastly it can be said that this theory completely describes the relation between the behavior of the customers and the electronic word of mouth. 
[bookmark: _w15m3h7fapg9]2.10 Chapter Summary 
This chapter of literature review consists of thorough analysis of the existing studies which are related to influencer marketing, brand perception and Gen Z consumer behaviors for Burger King. The concept, growth and importance of influencer marketing as a digital promotional approach is discussed in this chapter. The theoretical foundations for this study include Customer-Based Brand Equity (CBBE) Model, Social Proof Theory, and Electronic Word-of-Mouth (eWOM) theory. The gen Z customers show dynamic consumer behaviour and are highly impacted by digital marketing strategies. All these aspects of Gen Z consumer behaviour and brand perception is discussed in this chapter. Moreover, a conceptual framework is also provided. The next chapter of Methodology describes the research approach which is adapted for this study. It consists of the research design, data collection, research approach, and data analysis procedures. 


[bookmark: _s547jw6e5bid]CHAPTER 3: METHODOLOGY
[bookmark: _z4n7culsthji]3.1 Introduction
The purpose of this chapter is to justify the research methodology that was adopted for investigating the impact of influencer marketing on brand perception among Gen Z customers. A robust methodology is necessary to ensure that the objective of the study is met effectively and provides credible insights. The research aims to understand the influencer marketing campaign effect among Gen Z by adopting a qualitative and interpretivist methodology. The interaction of Gen Z with digital media is dynamic and context development (Siagian and Yuliana, 2024). The study employs an inductive approach that allows patterns and themes to emerge from secondary data sources such as marketing reports, social media content, and online marketing narratives. This study aims to provide a comprehensive and nuanced insight by combining interpretivist philosophy with an exploratory research design. This insight is helpful for social media influence and brand perception in the competitive UK fast-food market.
[bookmark: _p3tqi6n6p36a]3.2 Research Philosophy and Approach
Research philosophy serves as the foundation for any academic study, and it evaluates the process of knowledge acquisition, interpretation, and provides answers to the research questions. This provides the underlying assumptions about the nature of reality and the relationship between the researcher and the subject of the study. This study adopts an interpretivist philosophy that helps to investigate the impact of influencer marketing on brand perception among Gen Z customers in the UK. This choice is guided by the subjective experience, perceptions, and attitudes of individuals rather than statistical generalisation. Interpretivism focuses on the importance of social meaning, context, and human experience. This philosophy is particularly relevant for this study as the aim of this study is to evaluate the influencer marketing campaign organised by Burger King UK. This philosophy provides a detailed understanding of the emotional, cognitive, and social processes underlying the process Gen Z evaluates influencers.
The study further integrated the inductive approach for knowledge creation. The inductive approach is slightly different from the deductive approach. This approach allows theories and patterns to emerge from observed data. This research took help from secondary qualitative data for analysis such as marketing reports, social media posts, and customer feedback. These are analysed to identify themes and trends regarding Gen Z interactions with influencer marketing campaigns. This approach supports the development of a conceptual understanding of how engagement strategies, content, and authenticity of influencers shape the brand perception and loyalty. This inductive process ensures that results are grounded in the actual behaviour and attitudes of the targeted audiences.
Numerous assumptions are also underlined by the inductive and interpretivist approach in this study. Firstly, it assumes that reality is socially constructed, and it means that brand perception is not fixed but shaped by the interpretations of the marketing content. For instance, the same influencer campaign can get different responses from different Gen Z consumers based on the social influences, personal values, and previous experience with the brand. Secondly, the study assumes that researchers play an active role in interpreting the data and the outcomes from the secondary sources are basically an analytical judgement. Lastly, it assumes that context matters a lot, especially for the technological, cultural, and social environment of the UK fast food market. These shapes both Gen Z responses and influencers' strategies. Despite the robustness of influencer marketing as a communication tool, there is still insufficient research focused on its impact on Gen Z (Nadanyiova and Sujanska, 2023).
The interpretivist approach assumes that knowledge is relational rather than universal and highlights the importance of understanding the interaction between the influencer, the company, and the consumer (Pervin and Mokhtar, 2022). This assumption is important for this study, and it allows an in-depth exploration of how specific elements of influencers' marketing influence the brand perception. The chosen philosophy and assumptions support the qualitative nature of this study. The underlying themes such as emotional connection, trust, and brand loyalty can be captured by this method. But quantitative surveys may not capture them properly. This alignment ensures that the research design, data collection, and analysis methods are coherent as well as suitable for recognising the objectives of influencer marketing impact on Gen Z in the UK.
[bookmark: _6e1v2klbn8vu]3.3 Research Design and Strategy
The research design and strategy in this study follow an exploratory nature. An exploratory research design is suitable for examining relatively under researched or dynamic phenomena. The ways the Gen Z consumers interpret and respond to influencer-led brand communications on social media platforms are still an under-researched topic. Limited research is available for brand perception within the UK fast-food sector, and fewer studies consider Burger King UK as an organisation. 
Fast food restaurant chains play an essential role in influencing Gen Z’s diets through food sourcing, marketing pricing and the availability of healthy food options (Tahir et al., 2022). The exploratory research design allows this study to evaluate emerging consumer behaviour, engagement partners, and attitudes without being constrained by predefined variables or hypotheses. This flexibility is essential for capturing Gen Z consumer behaviour in Burger King UK influencer campaigns in terms of relatability, authenticity, emotional appeal, and trust.
The exploratory design further enables a flexible investigation of evolving digital behaviours (Nakash et al., 2022). These behaviours are structured by influencer credibility, platform trend, and audience expectations. Gen Z customers engage with the digital content of Burger King across social media platforms (De et al., 2021). Here, cultural alignment, humour and social relevance play a significant role in shaping brand impressions. The study can identify the new patterns through which Burger King’s influencer marketing strategies can resonate with Gen Z audiences. 
This research employs a qualitative research strategy to achieve an in-depth understanding of consumer perceptions and meanings. The qualitative strategy mainly focuses on the secondary textual and visual materials. The materials can be user comments, engagement metrics, and digital marketing analyses related to Burger King UK. These sources provide valuable insights into how influencer content is constructed.
The study does not prioritise quantitative survey methods because the primary objective is not to measure the magnitude of relationships between variables. It finds the underlying reasons behind the customer attitudes and emotional engagement. Quantitative surveys can limit respondents’ capability to express nuanced opinions and can fail to capture the symbolic dimension of influencer marketing (Adley et al., 2024). Qualitative analysis enables a deeper exploration of how Gen Z consumers perceive Burger King UK’s influencer collaborations. This is especially in relation to trustworthiness, brand personality, and cultural relevance. The qualitative exploratory design provides numerous advantages for evaluating brand perception, loyalty, and emotional engagement in Burger King UK (Perez and Zanfardini, 2025). 
Firstly, it facilitates the identification of core themes that influence Gen Z’s perception of the brand. A few examples are humour-based communication, authenticity of the influencer, and perceived alignment with social values. Secondly, it allows the study to gather emotional responses and the narrative-driven engagement that contribute to long-term brand loyalty. Lastly, with the help of consumer-generated content and digital interactions, this study shows real consumer sentiments rather than artificially generated responses.
The chosen research design and strategy provide a rigorous framework for exploring the complex relationship between Gen Z brand perception and influencer marketing strategies of Burger King UK. The exploratory qualitative approach ensures that the study produces context-rich outcomes that are academically valuable as well as practically feasible. 
[bookmark: _oxyk1zg34co7]3.4 Data Collection
This study is based on secondary data sources that can help to understand the effectiveness of influencer marketing on brand perception among Gen Z consumers in Burger King UK. The secondary data consist of peer-reviewed academic journals that investigate influencer marketing. Digital branding, Gen Z consumer behaviour, and social media reports are an effective implication of digital marketing initiatives (Munsch, 2021). The company-specific reports provided by Burger King UK, including the brand campaigns, digital strategy synopses, and publicly available corporate communications, are used in order to get to know about the brand influencer marketing efforts. The analysis is also supported by industry publications and social media analytics, such as engagement rates, the capacity of influencer content, and reactions of an audience on such platforms.
Secondary data use has been used due to its low cost, efficiency, ethical appropriateness, and insightful depth. Gathering primary qualitative data among Gen Z consumers is a time-consuming process that can be fulfilled by secondary data. This can lead to access to a broad spectrum of information of high quality instantly. The secondary source also allows the study of those digital interactions occurring naturally, and it adds credibility to the consumer reactions and minimises bias in responses. 
In terms of ethics, the utilisation of publicly available and well-bred data can provide an opportunity to adhere to the norms of academic research and offer a solution to the issue of privacy, which is a significant concern when it comes to direct data collection. Secondary data permits a wider lens of analysis, making the research compare the influencer marketing approaches of Burger King UK to trends and best practices in the industry.
For making the data credible and relevant, the secondary data is selectively and systematically filtered. The academic and industry sources are identified based on reputable databases and journals. The industry reports and analytics are selected according to their relevance to the UK fast-food and digital marketing industries. 
The information is filtered based on the initiated relevance to Gen Z consumers, influencer marketing and digital campaigns carried out by Burger King UK (Al, 2021). The online information is determined through the authority of the source, the date of publication and the consistency of various sources. The data included in the analysis allows for the research objectives and answering the research question directly.
[bookmark: _mw6jlblqgzh3]3.5 Measurement of Variables and Operationalisation
Measurement of variables does not rely on the numerical scales rather on the patterns, interpretations, and themes derived from the data. The key variables in this study are related to influential marketing and brand perception are operationalised through the secondary data sources related to digital marketing activities of Burger King UK. This approach assists in systematic identification of consumer perception and behavioural intentions of Gen Zs. The primary influencer marketing variables assessed in this study such as authenticity, credibility, and engagement. 
The credibility of influencers is identified through the indicators such as trustworthiness, expertise, and perceived alignment with the brand value of Burger King UK. Authenticity is examined through the transparency of the brand endorsement, naturalness of the content, and consistency between personal identity and brand messages. Engagement is operationalised by analysing the pattern of interactions such as audience responses, sentiment written in the comment section, and levels of participation in influencer-led campaigns. These elements need to be identified within posts of social media, influencer-generated content, and marketing posts.
Brand image, brand trust, brand loyalty and purchase intention are the brand perception variables. The brand image is evaluated with references to the Gen Z consumers describing Burger King UK in the context of online communication, mentioning brand personality, values and uniqueness. The interpretation of brand trust is seen through the manifestation of confidence, reliability, and affirmative faith in the brand product. It is brand loyalty that is recognised by a repeat of positive mentions, advocacy behaviours as well as continued uptakes of the digital content offered by Burger King UK. Purchase intentions can be drawn by consumer commentaries stating they are willing to buy new products, make trials, or even recommend Burger King UK as a recommendation (Desembrianita et al., 2024). 
For performing thematic analysis, data are codified and eligible grouped into intervening units according to the research goals.  The codes are arranged into broader themes that explain the connection between influencer marketing characteristics and results with regard to the brand perception. By being able to correlate variable operationalisation to the research objectives, the research study will guarantee analytical consistency and provide a structured interpretation of how influencer marketing affects the perceptions of Gen Z towards Burger King UK.


[bookmark: _hs2k38wyet90]CHAPTER 4: FINDINGS/RESULTS, ANALYSIS AND DISCUSSION
[bookmark: _554i0gclliw1]4.1 Presentation of Findings
[bookmark: _4fxa2o6ae9g7]4.1.1 Burger King UK’s influencer marketing to influence the perception of Gen Z toward its brand 
According to Ghosh et al., (2024), influencer marketing plays a crucial role in shaping the brand perceptions of the Gen Z customers. This is because the Gen Z individuals spend most of their time on social media and are aware of the latest online trends. The influencers adhere to the trends and channelise their promotional approaches to influence the buying decision of the Gen Z customers of Burger King UK. Moreover, this study also reflects the fact that the emotions of the Gen Z consumers have a negative impact on the purchasing behaviour. Influencer makes use of various strategies such as reviewing of the products and live streaming sessions. 
Influencer marketing also provides actionable insights for Burger King UK which can be used to predict the demands and brand perceptions of the Gen Z consumers. Ghosh et al., (2024) also states that both the macro and micro influencers highly enhance the buying intentions of the Gen Z customers particularly in the fast-food business. Thus, Burger King UK employs both macro and micro influencers to gain the attention of the Gen Z customers and influence their purchasing decisions.
The food consumption pattern of the younger people is quite different from the middle aged and old adults and that is why influencer marketing has different kinds of impact on the populations. As per the study of Lunda, (2025), the marketing strategies have completely transformed in the digital landscape of recent times. The huge dependence on influencer marketing is a classic example of such transformation of the promotional approaches. The trend of influencer marketing is more popular among the Gen Z customers due to the digital savviness, and huge engagement on the social networking sites. 
The credibility of the influencers who are promoting the food items of Burger King Uk also plays a crucial role in shaping the brand perceptions of the Gen Z consumers. This is because Lunda (2025) reveals that the Gen Z consumers only pay heed to those influencers who have authentic followers and post valuable contents on their social media handles. The study of WEKE and OWOADE, (2022) highlights that “Facebook posts and Instagram stories and reels” are the most suitable platforms which are used by the marketers to promote the products.
The social networking sites are highly inhabited by the netizens who belong more from the Gen Z population. Thus, Burger King UK chooses influencer marketing as the best tool to impact the brand perceptions of the Gen Z consumers. Moreover, WEKE and OWOADE, (2022) also states that the advent of technology and ease of internet connectivity facilitates the change in the behaviour of the Gen Z consumers towards brands, particularly in the UK food industry. This is because the Gen Z consumers are well informed about the products due to the infinite number of information sources available on the internet and social networking sites. 
Hence the Gen Z consumers thoroughly analyse the various aspects before they make any purchase. However, they consider the promotions made by the influencers. This is why influencer marketing is considered as one of the most suitable approaches to impact the brand perceptions of the Gen Z consumers for Burger King UK. Hence it is well understood that the findings of the existing studies highly reflect this particular theme of influence of influencer marketing on Gen Z customers’ perspectives towards the brand. 
[bookmark: _rn9g55io4o0v]4.1.2 Impact of style of content, influencer type and authenticity on engagement and trust in Gen Z 
The style of content, type of influencers, whether credible or not and their authenticity plays a crucial role to shape the perceptions of the Gen Z customers towards Burger King UK. According to Pradhan et al., (2023), the Gen Z customers consider the influencers as more trustworthy than the celebrities and thus are influenced by them. This study also reveals that 44% of the Gen Z individuals make purchases based on the recommendations made by the Influencers regarding the products. It is also observed that 45% of the marketers take control of the captions of the posts which are posted by the influencers on the social networking sites. 
Pradhan et al., (2023) also remarks that in the United Kingdom, 39% of the marketers try to get control of the contents posted by the influencers. This is because they feel that the actionable insights of the posts can help them enhance the business operations, such as in the case of Burger King UK. Despite the fact that the Gen Z individuals expect credible and authentic information sharing by the influencers, they are also impacted even by non-credible contents. 
As per Pradhan et al., (2023), this thing is more common in the case of the teenagers within the fast-food industry of the UK. On the other hand, the study of Nguyen et al., (2022) highlights that the perceived credibility of the influencers deeply impacts the relationship between the Gen Z customers and the Brands. The contents which are posted by the credible influencers enhances more consumer engagement and improves the brand perceptions of the Gen Z customers for Burger King UK.
According to Dharma et al., (2023), influencer marketing has emerged as one of the most suitable promotional approaches to engage with the Gen Z customers and shape their buying intentions and brand -perceptions. As a core part of influencer marketing strategy, the brands such as Burger King UK and the influencers collaborate to enhance the trust and engagement of the Gen Z customers, this is because the trust and engagement are the two vital factors which are directly associated with the perceptions of the Gen Z customers towards Burger King UK. 
Dharma et al., (2023) states that the Generation Z is one of the crucial demographics for the fast-food companies such as Burger King UK as they comprise most of the target consumer population. The influence of the online trends and the contents posted by the influencers is quite high on the purchasing behavior of the Gen Z consumers. Brands such as Burger King UK also use the data analytics to analyse the demands of their products among the Gen Z customers. Thus, the influencer marketing campaigns are focused to shape the brand perceptions of these individuals and enhance their trust, loyalty and engagement in the long run. 
This is one of the best approaches to enhance the business operations of Burger King UK and gain competitive advantage in the market. Moreover, Dharma et al., (2023) also reveals that creation of engaging content is quite essential to enhance the buying intentions of a greater number of Gen Z customers. Thus, it is well understood that the style of the contents and the credibility of the influencers are crucial factors to shape the brand perceptions of the gen Z customers for Burger King Uk. 
[bookmark: _jijrnmvm1m9c]4.1.3 Interrelationship between purchase intent, influencer campaigns and brand loyalty of Gen Z 
According to Hazari and Sethna, (2023), Instagram is one of the most popular platforms for the Gen Z consumers and marketers to interact with each other. Moreover, influencer marketing is the best way through which the brand can promote their products on the social networking sites. Moreover, Instagram serves as a valuable platform to enhance brand awareness and loyalty of the consumers through digital campaigns and live streaming sessions of the influencers. Hazari and Sethna, (2023) also highlights that Gen Z is the largest generation of consumers particularly for the fast-food industry. Thus, Burger King adopts influencer marketing to cater to this situation and reach out to more Gen Z customers. 
It is also stated by Hazari and Sethna, (2023) that Instagram and other social networking sites such as “Facebook, Pinterest and Snapchat” are considered as effective platforms for the brands to endorse their products. Hence the influencers use these platforms to shape the purchasing intentions of the Gen Z customers and also contribute to enhancing their engagement towards the brands. The study of Manzoor et al., (2023) highlights that the photos, posts and videos of the food items of Burger King UK posted by the influencers attracts the Gen Z customers to buy them. Hence the loyalty and engagement of the Gen Z customers are enhanced with the help of influencer marketing approaches. 
Manzoor et al., (2023) also states that the electronic word of mouth (eWOM) of the influencers is highly trusted by the Gen Z customers. Thus, the authenticity and credibility of the influencers are crucial factors to enhance the buying intentions of the Gen Z customers for Burger King UK. Moreover, the live sessions of the influencers are carried out to increase the engagement of the Gen Z consumers and enhance their retention to the brand. Hence it is well understood that the influencer campaigns, brand loyalty of the Gen Z consumers and their purchase intentions for Burger King UK are highly interrelated with each other. 
The mediating significance of influencer marketing has a significant role in creating purchase intentions and long-term brand loyalty among Gen Z consumers in digitally oriented brands including Burger King UK. Influencer campaigns are promotional as well as also a relationship-building mechanism that increases the meaning associated with the brand and emotional attachment. 
Valmohammadi et al. (2025) show that influencer marketing has a positive impact on electronic word-of-mouth (eWOM) and e-brand experience which further enhances e-brand loyalty. Their work points to the fact that through the development of genuine and appealing brand stories by the influencers where consumers will have an emotional commitment, e-brand love that enhances the results of loyalty. The relationship is particularly important with the Gen Z who appreciate authenticity, relatability and interactive brand experiences. 
Purchase intention is an important intervening variable between brand loyalty and influencer campaigns. Macheka et al. (2024) note that influencer credibility and celebrity endorsement have a substantial positive impact on purchase intentions among young consumers as they make them more trustful and value the brand more. According to their results, the repeated exposure to positive influencer content and online reviews induces the first purchase decision as well as supports the positive brand impressions.
These favourable purchase experience over the long-term leads to attitudinal and behavioural loyalty. As part of the digital marketing approach of Burger King UK, influencer-led movements on channels such as Instagram and Tik Tok can be used to drive an immediate purchase behaviour through persuasive communication and at the same time build long-term loyalty by engaging with the brand regularly. 
Therefore, these campaigns by influencers serve as a catalyst while converting the temporary buying intention into the long-term brand loyalty of Gen Z consumers due to improved levels of trust, emotional appeal and experience value of the brand (Valmohammadi et al. 2025).
[bookmark: _6z4qj5n95kyb]4.1.4 Real-time influencer marketing activities which improve the Gen Zs brand equity and better image 
Real-time influencer marketing has become an effective strategic tool in enhancing brand equity and brand image among Gen Z consumers in fast-food industries where immediacy, authenticity and online communication have become relatively important. The example of the digital marketing strategy by Burger King UK has demonstrated that real-time activities involving influencers can enhance emotional appeal, brand memorability and brand authenticity in younger consumers. Live and reactive social media activity is one of the most useful real-time influencer activities as influencers would react immediately to cultural trends, memes and conversations taking place. 
An existing study by Al Hamdhan (2021) emphasises that Burger King used emphatic marketing via social media during the COVID-19 pandemic where empathetic real-time messaging allowed the company to engage more and make the brand relatable to the customer. This is intensified by the influence of the people involved in such campaigns who make the brand more human and focus it on the appeal of Gen Z to socially aware as well as emotionally intelligent communication. This has a direct effect on brand equity which is the improvement in values of brand and trust. 
The other important interactive content that needs to be performed live is influencer-led interactive content including live streams, polls, challenges and Q&A on platforms such as Instagram, Tik Tok and YouTube. According to Benedetti (2024), the interactive content that is generated by influencers is highly advantageous to the restaurant brands as it enables the audience to take part and not merely to passively receive messages. This two-way communication builds brand engagement and brand associations, fundamental aspects of brand equity to Gen Z. The brand experience is made memorable in real time as a result of Burger King influencer partnerships that facilitate user engagement including limited time offers that influencers reveal live or host a taste test. 
Another real-time strategy that helps to boost brand image is authenticity-based influencer storytelling. Burger King has made its unusual digital campaigns such as raw and unedited content to provoke the traditional aesthetics of advertising. Benson (2021) states that the campaign of the mouldy burger by Burger King was filled with transparency and honesty which appealed to digitally savvy individuals. It builds brand credibility when influencers can replicate this authentic voice in real time by participating in true reviews. This is in line with AlFarraj et al. (2021) who discovered that credibility and expertise of the influencer play a large role in purchase intentions while real-time endorsement may promote brand image while perceiving quality. Emotion-based brand equity is also facilitated by real-time influencer marketing. 
Ademi and Zeqiri (2024) believe that Gen Z brand awareness and equity are more affected by emotional digital content as compared to absolute information messages. The creation of humorous, nostalgic and socially conscious content generated by influencers in reaction to the ongoing events can assist Burger King in creating emotional relevance. This kind of emotional involvement strengthens good brand associations and brand equity. The elements of real time influencer strategies include trend-jacking and cultural relevance. As Urrutia (2025) notes, the success of Burger King through its marketing is due to its reaction to the digital culture. 
Those who are quick to change brand communication and are influenced by viral trends, music or pop culture moments are useful in keeping the brands salient with Gen Z. This constant visibility builds up brand image through making Burger King appear contemporary, entertaining and culturally resonant. Live activities of influencer marketing such as live engagement, interactive content, authentic storytelling, emotional resonance and responsiveness to trends play a significant role in supporting the brand equity and brand image of Burger King UK among Gen Z customers. Burger King could turn real-time digital interaction to brand value and positive brand perceptions through influencers and their credibility, emotional appeal, and cultural fit. 
[bookmark: _nzq7m58z2n13]4.2 Analysis of Results
The results in this study have shown that influencer marketing is a critical factor in the brand perception, buying intention and brand loyalty of Gen Z consumers of Burger King UK. These prove that the characteristics of an influencer including authenticity, credibility and emotional expressiveness contribute to the increase in engagement and trust among Gen Z audiences significantly. This is in line with the research conducted by Ghosh et al. (2024) highlighted that influencer attractiveness, expertise and relatability elicit positive consumer emotions which moderate behavioural intentions of Gen Z in the selection of brands of fast-food. According to the findings, Gen Z consumers react more positively to influencers who talk more in a relatable and emotional way than in a highly commercialised tone. The result also shows that the form of content such as short videos and narrative videos is highly influencing the level of engagement. This contributes to the fact that Gen Z customers are quite sensitive to the stylistic indications and signs of authenticity in the content presented by influencers (Lunda, 2025). 
The use of casual language, humour and culturally related messages by Burger King UK using influencers can be attributed to the high level of interaction and positive brand associations. The results indicate that there is an evident interdependence between influencer campaigns, purchase intention and brand loyalty. Exposure of the influencers causes the initial purchase intent to turn into attitudinal and behavioural loyalty through repeated positive experiences. It agrees with Nguyen et al. (2022) and Dharma et al. (2023), who define purchase intention as an essential mediating factor between influencer marketing and real consumer behaviour in Gen Z. 
The findings also imply that the activities of real-time influencer marketing including live engagement, trend-jacking and interactive content have the potential to increase brand equity through enhancing brand salience and emotional bond. This also points to the fact that excess commercialisation or the lack of perceived authenticity might decrease the performance which indicates the results of Pradhan et al. (2023) that Gen Z might indirectly prefer to avoid those influencers that seem inauthentic or promotional.
[bookmark: _rceqtsmegpk1]4.3 Discussion of Results 
The discussion justifies the importance of influencer marketing in the digital marketing strategy of Burger King UK, mainly when it comes to engaging Gen Z consumers. The results indicate the influencer effectiveness is predetermined by reach as well as emotional credibility, authenticity, and value congruence which confirmed the emotional mediation framework (Ghosh et al. 2024). As influencers who resonate with Gen Z in terms of their self-construal and social identity, these connections attract more emotional connections, leading to a higher preference and brand loyalty. The findings also build on the results reported by WEKE and OWOADE (2022), which show how digital-native marketing can affect the purchase intentions of Gen Z in the UK fast-food setting. 
The application of influencer-based real-time interaction by Burger King UK can be explained by the Gen Z tendency of removing the time lag between desire, action, interactivity and communal dialogues. This result also correlates with Hazari and Sethna (2023) who claim that the Gen Z audience of Instagram is more responsive to influencer advertising that reflects lifestyle posts rather than the conventional brand-focused messages. The study establishes authenticity to be an initiator and a constraint to the effectiveness of influencer marketing. 
Although influencer endorsements enhance the persuasiveness and the intention to purchase, the perceived insincerity or extreme disclosure of the sponsorship can negatively impact brand perception (Pradhan et al. 2023; Manzoor et al. 2023). This implies that Burger King UK should be keen to maintain the balance between transparency and the actual influencer-brand fit. The findings prove that real-time influencer marketing enhances brand equity through creating emotional engagement and cultural importance. 
This is in line with Lunda (2025), who stresses that Gen Z views of the brand take place in the context of constant digital communication. The results indicate that the success of influencer marketing of Burger King UK is in the possibility to combine authenticity, emotive narratives and real-time cultural responsiveness as well as turn short-term interest into brand commitment in Gen Z consumers.
Answering the research questions 
The findings from this research indicate that the influencer marketing programme at Burger King UK effectively achieves its goals of shaping the perceptions of Gen Z toward the brand via emotional engagement, authenticity and timeliness of interactions (Ghosh et al. 2024; Hazari and Sethna, 2023). Gen Zs are able to connect with influencers through sincere credibility, honest storytelling, culturally relevant material and experiential formats while creating a stronger bond with the brand and building trust and loyalty via engagement and participation (Pradhan et al. 2023; Nguyen et al. 2022).
Strategies used by the influencers to achieve success is by decreasing the psychological distances between Gen Z and Burger King UK while increasing their sense of relatability to the brand are exemplified through live video events (Facebook or Instagram Live), polls in real time, genuine reviews, meme-based content and timely events or campaigns delivered during the moment of interest to the audience that the brand has targeted through each campaign.


[bookmark: _tvasi4ntrsj8]CHAPTER 5: EVALUATION
[bookmark: _2tmcp7qphoe0]5.1 Introduction 
In this section, the analysis of the research findings is critically conducted to determine how effective influencer marketing is in creating the perception of the brand, trust, engagement, purchase intention, brand loyalty and long-term brand equity among Gen Z consumers in the context of Burger King UK. The evaluation has been framed according to the four research questions and combines the empirical evidence with literature to establish to what degree influencer marketing can help create sustainable brand value in the digitally driven fast-food culture.
[bookmark: _ydsd8bgua15w]5.2 Evaluation of the success of influencer marketing in shaping Gen Z brand perception
The results suggest that influencer marketing has succeeded significantly in creating a perception about Burger King UK among Gen Z when it comes to emotional appeal, relatability and interaction in real-time. This can be assessed in the context of emotional resonance, cultural relevance and digital proximity. According to Ghosh et al. (2024), Gen Z consumers create brand perceptions based on digital interactions that are initiated more by emotion rather than the traditional rational advertising signals. The results of this research also assist this point as they have shown that Gen Z respondents responded more receptively to the use of casual language, humour and emotionally expressive storytelling by the influencers. 
Burger King UK could be seen as less corporate and more socially included in the digital culture of Gen Z through the influence-created content which strengthened the positive perceptions of the brand. The assimilation of brand personality and Gen Z identity is another indicator of the influencer marketing success. According to Lunda (2025), Gen Z people are digital natives who consider the brands in terms of perceived authenticity, ethical positioning and cultural relevance. 
The use of an influencer with Gen Z lifestyle, values and humour by Burger King UK minimised the psychological distance between the brand and its customers. This confirms the claim of WEKE and OWOADE (2022), which claims that social media platforms are spaces of identity on which Gen Z consumers create brand meanings. Although influencer marketing overall has proved to be successful, its effectiveness is not universal rather than conditional. Pradhan et al. (2023) warn that excessive commercialisation may minimise the brand credibility. The results also show that Gen Z consumers are exceptionally unique to transparent promotional influencer content. 
The positive effect that influencer marketing has brought about in brand perception though its effectiveness is based on a balance between promotion and authenticity. The ability to create a balance result in influencer marketing as a potent tool to influence positive brand perceptions among the Gen Z.
[bookmark: _9kcf4s78wo1r]5.3 Evaluation of factors influencing perceived authenticity, trust and engagement
The second research question intends to find out what makes influencer content seem real and how this affects the trust and interaction of Gen Z. The results also indicate authenticity with content style, credibility of the influencer, emotional transparency and platform-specific presentation establish positive brand image. As Pradhan et al. (2023) emphasise that Gen Z consumers perceive influencers as more trustworthy compared celebrities as influencers appear accessible and relatable. The results of this study support this as micro-influencers and lifestyle-based creators yielded more engagement than the macro-influencers with proficient content. 
This proves Nguyen et al. (2022) who claim perceived credibility reinforces the relationship between consumers and brands. The content style is also a crucial factor when it comes to the formulation of the authenticity perceptions. The results prove that short video content, live streams and narrative-based video content are much more engaging compared to the information about the promotion conveyed in the form of a simple post. 
This fact was described by Lunda (2025) who argues that Gen Z identifies unedited and spontaneous content with truthfulness and openness. The influencer campaigns by Burger King UK where humour, memes and culturally related references were applied are more effective in creating trust. This is also in line with the study of Pradhan et al. (2023) mentioning Gen Z requires authenticity though some groups mainly teenagers are affected by non-credible or exaggerated content. This indicates that the formation of trust among the Gen Z is diverse as it depends on age, media literacy and emotional susceptibility. 
This may enhance short-term engagement though it poses risks to long-term trust when credibility is compromised. The analysis results in stating that authenticity, credibility and emotional expressiveness are the key drivers of trust and engagement. The influencer strategy that makes Burger King UK successful is the focus on relational communication instead of control messages to enable influencers to be creative which align with the brand.
[bookmark: _5c5c3tjszxcu]5.4 Evaluation of the relationship between influencer campaigns, purchase intention and Brand loyalty
The results indicate clearly that there is a high interrelationship between influencer campaigns, purchase intention, and brand loyalty amidst Gen Z consumers. This association can be significantly assessed using a mediated behavioural model where influencer exposure enhances purchase intention which then develops into loyalty through persistent positive experiences. 
According to Hazari and Sethna (2023), Instagram is one of the prevailing channels of Gen Z brand engagement and the findings confirm the argument by revealing that influencer campaigns on Instagram, Tik Tok and Snapchat were specifically helpful in generating initial purchase intention. The visual content featuring Burger King UK food items with the influence of support by influencers aroused the desire and trial behaviour in its immediate effect (Manzoor et al. 2023).
The variable purchase intention of influencer exposure and brand loyalty turns are mediating variables. According to Nguyen et al. (2022) and Dharma et al. (2023), the credibility of the influencers enhances the purchase intention which in turn leads to the repeat behaviour and loyalty. This model is confirmed by the results of this study as it was found that Gen Z consumers who relied on the recommendations of the influencers had higher chances of coming up with positive post-purchase reviews as well as developed attitudinal and behavioural loyalty. 
Valmohammadi et al. (2025) also clarify that influencer marketing improves the e-brand experience and emotional attachment that strengthens its long-term loyalty. The results correspond with this point of view concerning the live sessions, interactive campaigns and storytelling by influencers. 
These operations made influencer marketing more of a relationship-generating process than a transactional one which strengthened emotional attachment between the Gen Z consumers and Burger King UK. Although there have been certain limitations also found during the assessment. Macheka et al. (2024) indicate that the purchase intention based on influencer endorsement might decrease in case the trust is lost. 
The results also indicate that loyalty can solely be maintained in cases where influencer campaigns are consistent, credible and emotional. Thus, influencer marketing is successful in establishing loyalty though its effectiveness relies on consistent genuineness and experience on a long-term basis. 
[bookmark: _9f4jf95plc6u]5.5 Evaluation of evidence-based influencer activities enhancing brand equity and image
The fourth research question assesses the marketing initiatives that have the best influence on improving brand equity and a positive brand image in the long run. The results indicate that real-time influencer marketing is the most effective one when applied with emotional storytelling and cultural responsiveness. Al Hamdhan (2021) shows that the real-time messaging of Burger King in the time of the COVID-19 pandemic was empathetic which increased the brand's relatability and trust. This argument is further strengthened by the findings that real-time influences engagement such as live stream, polls, challenges and questions & answers reinforced the emotional bond with the brand among Gen Z. 
This is supported by Benedetti (2024) who points out that interactive content could turn viewers into active participants which will strengthen brand equity. Storytelling that is based on authenticity is also an important factor in brand image. Benson (2021) mentions a campaign of the Burger King about the mouldy burger as the symbol of transparency and honesty. The results indicate that brand credibility and apparent quality increase when influencers imitate this raw as well as unedited communication style in the real-time. This is in line with the findings of AlFarraj et al. (2021) who determined that the credibility and expertise of influencers have a positive impact on purchase intention and brand perception. 
It has been observed that the content based on emotions further boosts brand equity within the Gen Z. Ademi and Zeqiri (2024) contend that Gen Z brand awareness is more influenced by emotional online content compared to informational communication. The results prove that humour, nostalgia as well as socially responsible messages created more engagement and positive brand association. 
Another study by Urrutia (2025) asserts that the cultural capitalisation and relevance sustains brand salience which is proved by the fact that the Burger King UK meme-based influencer campaigns provide the observed effectiveness. These activities show that brand equity is created by a campaign with ongoing, emotionally appealing and culturally responsive engagements between influencers. The results also warn that excess trend following without being strategic might pose a threat of brand dilution. 
Therefore, a rational consistency and imaginative receptiveness are needed in evidence-based influencer marketing. The results validate that influencer marketing is an effective approach for influencing the brand perception, engagement and loyalty of Generation Z though a critical analysis suggests that there are some strategic inferences and structural constraints that need to be addressed. 
The first strategic inference is that the effectiveness of influencer marketing as a strategy is largely dependent upon consistency and relationship-building as opposed to campaign-based implementation. This has been supported by the fact that emotional engagement and e-brand loyalty as identified by Valmohammadi et al. (2025), are cumulative in nature which can be acquired as a result of continuous engagement. The effectiveness of influencer marketing for Burger King UK largely depends upon continuous relationship-building with influencers. Another evaluation is based on the audience fatigue and the degradation of authenticity. 
The potential consequence of over-relying on these strategies is the degradation of authenticity when the brand is viewed as opportunistic as opposed to being considered culturally aligned (Urrutia, 2025). This supports the point made by Pradhan et al. (2023) about the desire of Generation Z to avoid commercialised and manipulative content. The results indicate the effectiveness of influencer marketing can differ across the sub-segments of Generation Z which means that the use of the same approach for everyone can create a hindrance. 
The younger Generation Z group may react emotionally to the appealing or exaggerated content whereas the older group of Generation Z is found to be more sceptical and transparent (Pradhan et al. 2023). This prolonged assessment further confirms that influencer marketing is not necessarily successful by default as its success is contingent on authentic execution, emotional congruence, influencer-brand fit and alignment. Therefore, influencer marketing can function as a promotional vehicle as well as an integral branding process for building trust, loyalty and brand equity for Gen Z consumers when such requirements are fulfilled.
[bookmark: _xkrhjs6gr3oc]5.6 Summary 
It is clear from the evaluation that influencer marketing is a strategically feasible element of the digital strategy of the Burger king UK towards Gen Z. This analysis proves that influencer marketing does not work simply based on the availability of a platform though it builds perceptions, trust as well as loyalty through the use of emotional credibility, authenticity and real-time interactions. These results support the emotive mediation model while proving that the relationships Gen Z have with their brands are constructed emotionally rather than rationally. It has been assessed that the influencer marketing process acts as a persuasion tool and an interpersonal connection to the establishment of long-term brand loyalty for the intended purchase through an authentic influence. 
Although, the analysis also points out that influencer marketing performance is weak and conditional. Suppression, commercialisation or poor depth of alignment between influencer identity and brand values may decrease trust while diminishing brand equity. Thus, the further success of Burger King UK in influencer marketing is determined by addressing authenticity while empowering influencers creatively and dynamically react to cultural changes. This analysis demonstrates that influencer marketing has been relatively effective in influencing the Gen Z perception, trust, engagement, purchase intention and loyalty towards Burger King UK. Influencer marketing can become a long-term brand equity strategy among Gen Z consumers in the new digital era based on the concepts of emotional authenticity, real-time communication and cultural relevance.


[bookmark: _kwmwtip19k6s]CHAPTER 6: CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _vr11jo29h04]6.1 Summary of main findings
The aim of this study was to evaluate the effect of influencer marketing on brand perception amongst Gen Z clients through a particular case study of Burger King UK digital marketing strategy. The results significantly indicate that influencer marketing serves as a key factor determining the effect of the Burger King brand on Gen Z consumers regarding engagement, trust, purchase intention and long-term brand loyalty. Furthermore, the findings support the idea that influencer marketing is a promotional tool as well as a strategic relationship-building process that creates the meaning of the brand and emotional appeal among the digitally native consumers. 
The study has found the significance of the influencer features, mainly authenticity, credibility and expressiveness of emotions. This emphasises that to Gen Z the apparent authenticity of the influencer matters more than their popularity or number of followers. Content style is also mentioned as a crucial element of Gen Z engagement in the study. These content styles also conform to the humanised, unpolished and organic digital content that Gen Z likes. Informal tone and culturally appropriate messages which Burger King UK employs in their communication with the influencers were revealed to enhance the rates of interaction and improve the emotional connection with the brand.
The other significant finding is the interdependence of influencer campaigns, purchase intention and brand loyalty. Exposure to the influencer initiates the purchase intention by increasing trust and brand perceived value. It has been found that attitudinal and behavioural loyalty is a result of repeated positive experiences based on the content led by influencers. The flexibility of Burger King UK in terms of digital culture contributes to the brand seeming up-to-date, fun and socially responsible to the generation of Gen Z which enhances brand equity.  
The analysis shows that the success of influencer marketing by Burger King UK among Gen Z is due to its capacity to achieve authenticity, emotion-related content and real-time digital responsiveness. Burger King can successfully convert short-term engagement into long-lasting brand loyalty and positive brand perception among the Gen Z customers using influencers as believable, relatable brand storytellers.
[bookmark: _id1yoe93wvcy]6.2 Conclusion based on the research questions
This study assessed the effect of influencer marketing on brand perception when applied in Gen Z customers with the digital marketing strategy of Burger King UK as the focus case. The results based on 4 research questions show that the idea of influencer marketing has proved to be incredibly effective in influencing the perceptions, attitudes, and behavioural intentions of Gen Z towards the Burger King brand when implemented in an authentic, emotionally involving and culturally responsive way. 
The study based on the first question concludes that the influencer marketing by Burger King UK has been mostly successful in shaping the brand perception of Gen Z when addressing the first of the two research questions. Existing research highlights that influencer marketing can reinforce perceived brand, trust and relevance among Gen Z by strengthening associations of modernity and social responsibility mainly for fast-food brands such as Burger King UK. This proves that influence marketing has helped Burger King UK to make its brand more human and connect more with the younger audience on an emotional level.
The results reveal that content authenticity is influenced by a number of interdependent variables such as the style of content, the credibility of the influencer, consistency of the narrative and emotional transparency to respond to the second research question. In reference to the third research question, this study has developed a definite relationship between influencer campaigns, purchase intention, and brand loyalty in Gen Z. Influencer marketing was identified to excite initial purchase intent through increasing perceived brand value and trust. 
The research while answering the fourth research question reveals a number of evidence-based influencer marketing actions that lead to a higher brand equity and a positive brand image in the long run. The research results verify that the most successful influencer marketing strategy to be employed by Burger King UK is the one incorporating the elements of authenticity, emotional appeal and real-time digital responsiveness. 
[bookmark: _sw7pgdqvuuqh]6.3 Recommendation (Practical and Theoretical) 
The recommendations are offered to maximise influencer marketing of Burger King UK regarding Gen Z according to the thematic analysis and correspondence with the Customer-Based Brand Equity (CBBE) model, Social Proof Theory and eWOM. These recommendations are literature-informed and conceptual rather than empirically derived from primary data which are presented as theoretical directions and indicative strategies.
Practical Recommendations:
Existing literature based on influencer marketing literature highlights that micro-influencers tend to generate higher perceived trust, authenticity and engagement among Gen Z audiences compared to macro-influencers (Ahmed et al. 2024). Burger King UK must focus on micro over macro influencers because it has been found that they create a higher relatability and trust rate among Gen Z, which consequently increases the rates of engagement (Influencer Marketing Hub, 2024). As an example, partnering with Gen Z-appropriate influencers who post behind-the-scenes content, including the unscripted taste tests or sustainability-related accounts, can help to increase the perceived actuality and emotional connection. 
Furthermore, existing studies on digital engagement highlight a common disconnect between long-term brand loyalty and short-term virality (Sankala, 2024). The literature recommends the use of content optimisation tools and real-time sentiment analysis to monitor audience reactions while adjusting messaging to address this gap. Furthermore, consider adding value-based stories, including inclusivity or ethical sourcing, to appeal to the social values of Gen Z, which could boost the purchase intention by 44%. Burger King can initiate co-created campaigns, as influencers will engage Gen Z in content creation and help build community and long-term equity. 
Theoretical Recommendations:
Theoretically, the study can be expanded by considering authenticity as one of the key drivers of brand associations and loyalty when using digital platforms in the case of Gen Z individuals. Longitudinal research could be conducted to determine the mediating role of influencer authenticity on eWOM in fast-food industries using mixed methods to measure emotional engagement. 
Based on the concept of Social Proof Theory, the research on algorithmic biases on apps such as TikTok might provide insights into how they reinforce or warp Gen Z perceptions (Nguyen et al. 2022). In general, these suggestions show the interdisciplinary methods to use marketing psychology and digital sociology to gain a deeper understanding of the changing consumer dynamics, which will, in turn help in evidence-based strategies to achieve sustainable brand equity.
[bookmark: _mnsqdpue44y9]6.4 Limitations of Research 
The paper is based entirely on secondary qualitative data, which restricts first-hand information about the subjective experiences of Gen Z and may result in thematic bias in the interpretation of the researcher. There is no primary data collection, including surveys or interviews, which prevents the timely reflection of the active Gen Z perceptions. The secondary sources may not be specific to the campaigns of Burger King UK. As this study is based on secondary data, the findings reflect generalised consumer behaviour while ignoring contextual factors such as algorithm-driven variations in platform engagement and regional differences within the UK. Secondary data are aggregated which limits access to first-hand emotional insights and localised experiences. Future research could use primary qualitative methods such as interviews or focus groups to improve contextual depth and interpretive accuracy while maintaining ethical use of public data ensures privacy and anonymity. 
[bookmark: _8azlqwd5hymx]6.5 Recommendation for Future Work 
Future studies must consider the gaps in Gen Z real-time perceptions, the accuracy of methodology and the depth of its theoretical aspects to deliver more comprehensive knowledge on the role of influencer marketing on brand equity on the basis of the limitations of this secondary qualitative study and the themes identified. Primary data will be collected through in-depth interviews or focus groups with UK Gen Z consumers to analyse emotional engagement, subjective brand perceptions and social influence aspects that cannot be properly captured through secondary data. In this qualitative growth, purposive sampling would be applied to address various subgroups of the Gen Z population (age, gender or social media use) and offer more contextual information. 
Furthermore, a mixed method would be useful to provide greater generalisability and validation. Quantitative elements including surveys that gauge variables (purchase intent, brand loyalty) using Likert scales may be used to supplement the qualitative themes and thus open the possibility of statistical analysis to quantify relationships (the relationship between influencer authenticity and the rates of engagement). Longitudinal studies tracking Gen Z interactions over time, mainly by panel data or repeated surveys, would address the static nature of secondary data, revealing how perceptions evolve post-campaign and whether viral content translates to sustained equity. In the case of Burger King UK, it may entail the monitoring of such metrics as repeat buying or social media sentiment within 6-12 months.
Future studies needed to explore how algorithm-driven content curation on platforms such as TikTok impacts social proof mechanisms and brand equity formation. Algorithmic systems actively influence brand exposure, influencer credibility, and consumer trust unlike conventional media. The integration of algorithmic acceleration as a mediating variable could offer a more contemporary extension of established branding and behavioural theories. Studies may examine how the recommendations provided by the AI contribute to intensifying or distorting the perceptions of the Gen Z generation or compare across cultures (UK vs. US Gen Z reactions) in generalising results to the general fast-food industry. In general, the recommendations are expected to close the gap between this study, which was somewhat exploratory, and the depth of empirical conclusions, which in turn would result in evidence-based strategies that the Burger King UK brand can employ, and the development of the scholarly discourse on consumer behaviour in the digital age.     
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